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Important Notice from Deloitte LLP
This report (the ‘Report’) has been prepared by Deloitte LLP (“Deloitte”) for the Town of Banff (‘the Town’)
in accordance with the contract dated June 6, 2013 (‘the Contract’) and on the basis of the scope and
limitations set out below.
The Report is provided exclusively for the Town’s use under the terms of the Contract. No party is entitled
to rely on the Report for any purpose and we accept no responsibility or liability or duty of care to any
party whatsoever in respect of the contents of this Report.
As set out in the Contract, the scope of our work has been limited by the time, information and
explanations made available to us. The information contained in the Report has been obtained from the
Town and third party sources that are clearly referenced in the appropriate sections of the Report.
Deloitte has neither sought to corroborate this information nor to review its overall reasonableness.
Further, any results from the analysis contained in the Report are reliant on the information available at
the time of writing the Report.
Accordingly, no representation or warranty, express or implied, is given and no responsibility or liability is
or will be accepted by or on behalf of Deloitte or by any of its partners, employees or agents or any other
person as to the accuracy, completeness or correctness of the information contained in this document or
any oral information made available and any such liability is expressly disclaimed.
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Executive Summary

Banff is synonymous with Canada’s Rockies and evokes images of the country’s pristine wilderness. For
residents of the Town of Banff, it is also a home and, in many cases, a livelihood based on welcoming the
many visitors to the area. With a tourism-centric economy and a townsite limited in its growth
opportunities, the Town has pursued an Economic Prosperity Strategy to consider the wide range of
variables that improve quality of life for its residents and position itself for a sustainable future.
Through various consultations, this report arrived at six key themes identified as integral to Economic
Prosperity.
1.
2.
3.
4.
5.
6.

Economic and financial;
Community, social and health;
Cultural, arts and recreation;
Environmental, ecological and heritage;
Tourism and visitation; and
Governance and strategic partnerships.

Each theme was explored in detail and, where possible, benchmarked against national, provincial and
selected peer group metrics. Data on the relative performance of the Town, global case studies and
consultations with key stakeholders resulted in a number of strategic directions and recommendations for
the Town to pursue, including:
•
•
•
•
•
•
•
•

Supporting and enhancing an affordable quality of life through affordable housing strategies and
facilitating greater access to financial support programs;
Encouraging local business activity and increasing communications, specifically on ways to
stimulate reinvestment;
Considering potential new investment and the development of a consistent retail strategy;
Developing and leveraging talent and skills through a focus on training programs that meet
identified skill gaps;
Maintaining critical infrastructure investment and ensuring appropriate quality standards exist to
maintain and preserve key assets;
Improving Banff’s positioning as a tourism innovator and continuing to promote year round
tourism and cultural activities;
Strengthening critical partnerships with provincial, federal and regional organizations, including
building better relationships between business and Parks Canada; and
Developing international partnerships to share insights and perspectives.

With strategic directions and recommendations established, the Town is well positioned to act on the
recommendations and measure and track performance as it begins to deliver on these important
initiatives related to Economic Prosperity.

5
Town of Banff Economic Prosperity Strategy

Introduction

In 2012, The Town of Banff’s Council embarked on the critical task of
developing an Economic Prosperity Strategy. This involved the
commencement of significant community consultation and work with
various key partners to solidify the Town’s role in the direction and
delivery of an Economic Prosperity Strategy.
Background
In the early 1880s, three Canadian Pacific Railway workers discovered the Cave and Basin natural hot
springs while building the nation’s railway. George Stephen, President of the Canadian Pacific Railway
named the area Banff after his birthplace of Banffshire, Scotland and the Banff Springs Hotel quickly
became one of the railway’s most prized properties.
The natural beauty of Banff’s surrounding lakes and mountains made it Canada’s first National Park and
the world’s third overall. Banff is part of the Canadian Rocky Mountain Parks UNESCO World Heritage
Site due to its natural landscapes and cultural significance. As stated by UNESCO, the Burgess Shale
Cambrian and nearby Precambrian fossil sites contain important information about the earth’s evolution.
More than 3 million people now visit Banff National Park every year. While the Town of Banff (the “Town”
or “Banff”) had been in existence for a century to serve the tourism sector, it was officially incorporated in
1990, making it Canada’s first municipality within a National Park. Since the 1990s, the Federal
government has enacted legislation to restrict growth of the townsite. Commercial space is capped at
353,000 square metres or about 10% of the Town’s total area. With this aspect of economic development
substantively complete, the Town began studying alternative strategies for providing economic
opportunities and quality of life to its residents.
In mid-2012, Banff’s Town Council embarked on the development of an Economic Prosperity Strategy
(the “Strategy”) for the Town of Banff. At that time the Strategy was defined to be multi-phased, with the
first phase intended to generate a definition of Economic Prosperity. Meier Management Consulting was
engaged by the Town to assist with this work. Subsequent phases were to provide focus on how to
measure Economic Prosperity as it was defined and, ultimately, how the Town manages the community
towards Economic Prosperity goals. In developing this Strategy, Deloitte LLP (“Deloitte”) was engaged to
assist with this important project. While this report represents a holistic view of the town’s Economic
Prosperity strategy, it should be noted that a number of initiatives have been underway for some time to
address specific economic prosperity opportunities. For example, the Banff Housing Corporation’s
Housing Needs Study and the Town of Banff’s Community Social Assessment are among the many
important contributors of the Town’s overall Economic Prosperity strategy.

Approach and Methodology
Deloitte’s approach to the development and delivery of the Town of Banff’s Economic Prosperity Strategy
includes the following six key project phases:
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•

Phase 1: Project initiation – Phase 1 confirmed the key parameters of the project and steps to
be carried out within subsequent phases. Key tasks within Phase 1 included discussing and
clarifying project objectives with Town of Banff Economic Prosperity representatives, discussing
and finalizing a detailed project work plan, and initiating the data collection phase, by submitting a
preliminary data request to the Town of Banff, to assist in identifying relevant research, data and
sources.

•

Phase 2: Data collection and review – Phase 2 involved identifying, collecting and reviewing a
detailed set of existing data required to carry out the balance of the Strategy. Key tasks within
Phase 2 included obtaining the Town of Banff’s approval of a list of identified data requirements,
organizing and reviewing data collected at a high level, to confirm our understanding of local
dynamics, including potential strengths, challenges and opportunities to various Economic
Prosperity considerations and strategies for the Town.

•

Phase 3: Town of Banff Economic Prosperity Steering Committee consultation – Phase 3
involved conducting consultation with the Town of Banff’s Economic Prosperity Steering
Committee. Key tasks within Phase 3 included confirming members of the Town’s Economic
Prosperity Steering Committee, holding two working consultation sessions with the Committee
and holding additional individual interviews with Committee members.

These working sessions and interviews were used to confirm and validate the appropriate
definition, indicators, metrics, strengths, challenges and opportunities, and inform and contribute
to Economic Prosperity strategic directions and recommendations for the Town of Banff.
•

Phase 4: Review and analysis of data and consultation results – Phase 4 involved the
reviewing and analyzing of all the data collected through the Town of Banff’s community
consultation process, and Phases 2 and 3 in greater detail, in order to develop Economic
Prosperity strategic directions and recommendations.

•

Phase 5: Identification of strategic directions and recommendations – In Phase 5, Economic
Prosperity strategic directions and recommendations were developed for the Town of Banff, given
the previous analysis and consultation, including the identification of potential strengths,
challenges, and opportunities facing the Town of Banff’s Economic Prosperity, as assessed in
previous phases.

•

Phase 6: Report development and finalizing – Phase 6 involved developing, and finalizing the
Economic Prosperity Strategy for the Town of Banff, including the incorporation of review and
final input from Town of Banff and Economic Prosperity Steering Committee representatives.

Figure 1: Town of Banff Economic Prosperity Strategy Approach and Methodology
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Understanding Economic Prosperity

Economic prosperity can mean many things, and to achieve it, the
community must come together to develop a shared definition .
1

Understanding and developing a view of Economic Prosperity is also
critical to developing an Economic Prosperity Strategy, as it enables
focused stakeholder consultation, research and examination of the
correct indicators and metrics and the ultimate identification of strategic
directions and recommendations.
Introduction
An Economic Prosperity Strategy aims to best serve the needs of residents and other stakeholders over
the long-term by effectively balancing a comprehensive set of Economic Prosperity priorities. There is no
singular definition of Economic Prosperity, or the key components within it.
As part of developing this Strategy, a review was conducted of various other Economic Prosperity
strategies 2. A series of best practices were noted and include:
•

An Economic Prosperity strategy is meant to guide residents and stakeholders toward a more
prosperous future. The strategy sets direction while striking a long-term balance across various
priorities. It is directional rather than prescriptive, but measurable;

•

The inclusion of various stakeholders to define the strategy and associated measures of success,
and ensuring Economic Prosperity is a continuous journey, rather than a one-time exercise;

•

Striking a balance of various Economic Prosperity priorities and indicators over the long-term,
while acknowledging certain priorities will take precedence in the short-term depending on the
need / situation;

•

Clearly defining necessary strategies and recommendations that will improve the overall
Economic Prosperity of a given municipality; and

•

Measuring progress across identified priorities and indicators, appreciating that certain metrics
are quantitative while others are qualitative.

Additionally, in order to identify the appropriate definition of Economic Prosperity for the Town of Banff,
two critical tools were leveraged: the Town of Banff’s “Defining Economic Prosperity” Study 3 and the
Town of Banff’s Economic Prosperity Steering Committee consultation, described in further detail below.
1

Town of Banff, Town Hall Major Projects – Economic Prosperity Strategy
Such external sources include: Legatum Institute-Legatum Prosperity Index, United Nations Development Programme-Human
Development Report, Martin Prosperity Institute-Various Papers, World Economic Forum, One Bay Area (San Francisco), City of
Salem, Oregon.
3
Meier Management Consulting, “Town of Banff – Defining Economic Prosperity : September 2012 – March 2013”. April 5, 2013.
2
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Town of Banff Community Consultation
Overview
As the preliminary phase of defining Economic Prosperity, the Town commissioned a study 4 (the “Study”)
which involved a community wide consultation process on the meaning of Economic Prosperity according
to various community stakeholders (the “Community”). The final and completed Study is attached in
Appendix C.

Participation and Process
In determining a definition of Economic Prosperity in Banff, the goal of the Study was to obtain a fulsome
view of perspectives held in the community. In total, 215 individuals participated in the Study. The range
of residents included newly arrived ski hill workers, retired professionals, retailers, restaurateurs,
hoteliers, resident employees of varying lengths of residency, residents with families, public sector
leaders, business owners and managers.
The format for this Community consultation included:
•
•
•
•

Individual interviews undertaken with 22 participants;
Four focus groups, conducted in the areas of Local Family, Resident Employee, Business
Owners/Managers, and Banff Life;
Review and consultation undertaken with the Banff Lake Louise Hotel Motel Association’s Hotel
Motel Association Study; and
An online survey completed by 157 Town of Banff residents.

Given that this Community consultation did not seek to include a synthesis of the input it gathered, it did
not issue a singular definition of Economic Prosperity in the Town of Banff. As a result, when it comes to
arriving at a definition of Economic Prosperity in Banff, the answer resulted in: “It depends on whom you
ask.” Significant elements of the definition are potentially shared by all groups, while each group also
added specific elements to the definition that reflected their role in the community.

Economic Prosperity Steering Committee Consultation
Overview
In addition to the Study described above, Deloitte led additional consultation across an Economic
Prosperity Steering Committee identified by the Town of Banff. The intent of this Steering Committee was
to provide additional input and guidance into the Town’s Economic Prosperity Strategy across its various
project phases.

Participation and Process
The Town of Banff’s Economic Prosperity Steering Committee was comprised of the following individuals:
•
•
•
•
•
•
•
•
4

Kim Bater;
Allan Buckingham;
Julie Canning;
Eric Harvie;
Connie Macdonald;
Peter Poole;
Jessica Price; and
Darren Reeder.

Meier Management Consulting, “Town of Banff – Defining Economic Prosperity : September 2012 – March 2013”. April 5, 2013.
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As previously described, these Committee members were engaged throughout the development of the
Town’s Economic Prosperity Strategy through two working sessions and individual interviews led by
Deloitte. The group contributed valuable information, including:
•

Additional insight pertaining to the defined themes of Economic Prosperity identified through the
Study, as well as other considerations for understanding how Economic Prosperity should be
considered in the context of the Town;

•

Feedback and confirmation of research findings, including key strengths, challenges and
opportunities facing Economic Prosperity in Banff;

•

Views of peer group case studies for consideration;

•

Insight pertaining to indicators and metrics best suited to the defined themes of Economic
Prosperity; and

•

Resulting strategic directions and recommendations for The Town of Banff as it continues to
pursue Economic Prosperity.

Economic Prosperity Themes
Based on the Community consultation and Steering Committee consultation process, six key themes of
Economic Prosperity for the Town of Banff were identified:
1)
2)
3)
4)
5)
6)

Economic and financial;
Community, social and health;
Cultural, arts and recreation;
Environmental, ecological and heritage;
Tourism and visitation; and
Governance and strategic partnerships.

Examples and sample community commentary describing each of these themes is identified in the table
below.
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Figure 2: Town of Banff Economic Prosperity Consultation Themes and Commentary
Economic Prosperity Themes

Sample of corresponding community
consultation comments / examples

Economic & financial

 successful businesses generating jobs, tax
revenue, spin-offs, high re-investment
levels, with few barriers to new businesses
 employees earn sufficiently high income
from one job, have the ability to save
 availability of affordable quality housing,
with mix of owned and rental

Community, social &
health

 diverse in ethnicity, age distribution and
occupation
 long-term residency and commitment to a
future in Banff, civic pride, volunteerism
 broad spectrum of amenities / services:
vibrant recreational areas, restaurants /
cafes, wellness services, senior / day care,
education, transportation

Cultural, arts &
recreation

 cultural tourism through events, public art,
creative spaces, and a “look” that identifies
with community heritage
 vibrant activities and events for both
visitors and residents

Environmental,
ecological & heritage

 privileged position in Banff National Park
 alignment between the community and the
National Park
 standards to which buildings are
constructed and maintained

Tourism & visitation

 diverse mix of visitors from around the
world that incur significant spending with a
high value of return
 open and promotional approach to
encouraging visitation by all stakeholders
 visitation engages visitors with a range of
cultural tourism, eco-tourism, events

Governance & strategic
partnerships

 municipal administration living within
means with financial reserves to apply to
emerging issues/needs, with well-funded
Town services
 strong inter-jurisdictional / regional
cooperation and collaboration
 partnership between Parks Canada and
local businesses to support / protect the
success of local commerce
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Pursuing Economic Prosperity in
Banff

A key goal of the Town of Banff’s Economic Prosperity Strategy is to
identify tangible measurement criteria to help the Town of Banff
understand its progress relative to previous periods and to other
jurisdictions, identifying areas of challenge, strength and opportunity.
This will contribute to strategic directions and recommendations and
ultimately measure future progress of the Town’s Economic Prosperity.

Introduction
Based on the Economic Prosperity themes identified through the Community and Steering Committee
consultation processes, a number of specific corresponding indicators and metrics were identified, for
further research and analysis.
Where possible, the Town has been benchmarked against
• The Town in previous periods;
• National performance;
• Provincial (Alberta) performance;
• A Canadian peer group 5; and / or
• A global peer group 6

5

Whistler, British Columbia; Fernie, British Columbia; Mont-Tremblant, Quebec and The Blue Mountains, Ontario
Aspen, Colorado; Jackson, Wyoming; Nanaimo, British Columbia; Davos, Switzerland; Queenstown, New Zealand and Cairns,
Australia [note that Nanaimo is a member of the Global peer group because it was selected as a case study ‘cultural tourism’ city.
While Canadian, it does not fit the resort town profile found in the rest of the Canadian peer group]

6

12
Town of Banff Economic Prosperity Strategy

Economic and Financial
Employment
Consultations with the Steering Committee to support the Town’s Economic Prosperity Strategy noted a
number of labour challenges currently facing the Town, including job availability, service industry labour
shortages, and a significant portion of the labour force having to work more than one job in order to be
financially sustainable.
According to Statistics Canada, in 2011 the Town of Banff’s unemployment rate was 5.2%, an increase
from 1.9% in 2006. This rate is lower relative to the 2011 Alberta unemployment rate of 5.8% and the
7
2011 national unemployment rate of 7.8% but the rate of increase is much higher compared to other
jurisidictions.
Figure 3: Unemployment rate, Banff and comparators

1.9%

Banff

5.3%
4.3%

Alberta

5.8%
6.6%

Canada
5.9%

Canadian Peer Group
0%

5%
2006

7.8%
8.4%
10%

2011

Source: National Household Survey Profile, Banff, Alberta, Canada 2011

Banff has a high percentage of locally employed residents. More than 60% of Banff’s adult residents are
employed full-time and 90% of those employed full-time work in the Town of Banff or nearby Banff
National Park 8.
Figure 4: Local employment in Banff

7
8

2

Statistics Canada, National Household Survey, Banff, Alberta, 2011.
Pivotal Research, Banff Municipal Census 2011
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Labour shortages continue to be a key concern in the service industry with many employers turning to
temporary foreign workers to meet their employment needs. As noted in the table below, job vacancy
rates across the Town’s service industry are generally higher than the provincial average.
Figure 5: Shortages of qualified tourism service providers, Banff-Jasper-Rocky Mountain House (BJR) and
Alberta
BJR Avg
Hours
per
Week

Prov.
Average

BJR Avg
Hourly
Wage

Prov.
Average

BJR
Vacancy
Rate

Prov.
Vacancy
Rate

Food Service Supervisors

36.6

38.0

$12.58

$13.28

24.0%

16.0%

Food Counter Attendants, Kitchen Helpers and
Related Occupations

28.9

30.8

$11.07

$11.41

20.2%

11.1%

Outdoor Sport and Recreational Guides

38.0

38.4

$13.17

$12.76

17.0%

9.0%

Cooks

35.7

35.3

$13.24

$14.20

13.0%

7.9%

Chefs

40.3

39.0

$18.12

$20.11

12.4%

11.8%

Operators and Attendants in Amusement,
Recreation and Sport

34.7

31.1

$10.86

$12.98

11.7%

1.3%

Restaurant and Food Service Managers

43.1

42.4

$18.50

$19.10

9.6%

8.5%

BJR Avg
Hours
per
Week

Prov.
Average

BJR Avg
Hourly
Wage

Prov.
Average

BJR
Vacancy
Rate

Prov.
Average

Specialized Cleaners

30.7

36.8

$15.84

$15.71

13.1%

3.0%

Janitors, Caretakers and Building
Superintendents

33.2

29.4

$16.52

$16.57

10.2%

2.0%

Light Duty Cleaners

34.0

34.9

$12.11

$14.39

8.2%

6.0%

Truck Drivers

45.0

47.7

$26.39

$25.69

9.0%

5.9%

Occupations directly impacting tourism
industry

Occupations indirectly impacting tourism
industry

Source: Alberta Human Services, Alberta Wage and Salary Survey (2011)

Statistics Canada determines low income in a variety of ways but the Low Income Measure (LIM) after-tax
method is the most frequently used measure to compare internationally. It is defined as half the median
family income (income is adjusted for family size).
Using this method, Banff fares positively relative to its comparators. Only 6.5% of economic families are
considered low income, compared to 10.7% provincially and 14.9% nationally. A sample peer group of
Canadian ski resort towns has 11.9% in the low income category. It is important to note, however, that
due to the growth constraints within the Town, rents and home values are sufficiently high that low income
households are often forced to relocate to other more affordable areas.
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Figure 6: Households in low income based on after-tax low-income measure (LIM-AT), Banff and comparators

16.0%
14.0%
12.0%
10.0%
8.0%
6.0%
4.0%
2.0%
0.0%

14.9%
11.9%

10.7%
6.5%

Banff

Alberta

Canada

Canadian Peer Group

Source: National Household Survey Focus on Geography, 2011

Among the Canadian population in private households aged 15 years and over, ten percent had total
incomes of more than $80,400 in 2010. Banff had proportionally less in Canada’s top 10% than its
comparators in the province and across the Canadian peer group.
Figure 7: Households in Canada’s top 10% ($80,420 and over) by total income, Banff and comparators

20.0%
16.3%
16.0%
12.0%
8.0%

10.0%

10.6%

Canada

Canadian Peer Group

7.5%

4.0%
0.0%
Banff

Alberta

Source: National Household Survey Focus on Geography, 2011

Affordability
Income
Community and Steering Committee consultations highlight that many Town residents are working a
second or third job, thereby negatively impacting the Town’s Economic Prosperity (i.e. quality of life).
Research indicates that this is an area of challenge for Banff with nearly 18% of the Town’s residents
holding more than one job 9.
In 2011, Banff’s median employment income was $40,620, approximately 37% less than Alberta’s 2011
median employment income of $55,507,18% less than the national median employment income of
$47,868 and 13% less than its Canadian peer group.

9

Pivotal Research, Banff Municipal Census 2011
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Figure 8: Median employment income, Banff and comparators

$55,507

$60,000
$50,000

$47,868

$46,075

Canada

Canadian Peer Group

$40,620

$40,000
$30,000
$20,000
$10,000
$0
Banff

Alberta

Source: National Household Survey Profile, Banff, Alberta, 2011

The top three most common occupations for those working full-time, and the full-year in 2010 in Banff
were:
•
•
•

Middle management occupations in retail and wholesale trade and customer services;
Service supervisors and specialized service occupations; and
Service representatives and other customer and personal services occupations.

The median earnings associated with these occupations range from $20,180 for service representatives
and other customer and personal services occupations, to $44,276 for service supervisors and
specialized service occupations. Banff salaries were significantly lower than provincial and national
earnings for service representatives and other customer and personal services occupations in particular.
Figure 9: Median earnings of most common full-year, full-time occupations, Banff and comparators
$60,000
$50,000

$53,501
$44,080

$44,253

$44,276

$40,000

$32,065

$30,000

$33,935 $31,573

$27,031
$20,180

$20,000
$10,000
$0
Middle management occupations in
retail and wholesale trade and
customer services

Service supervisors and specialized
service occupations
Banff

Alberta

Service representatives and other
customer and personal services
occupations

Canada

Source: National Household Survey Profile, Banff, Alberta, 2011

The Town of Banff and the province of Alberta have various social assistance programs aimed at lower
income individuals. In 2012, 609 unique individuals (approximately 8% of Banff’s population) accessed
low income support programs administered by Community Services at the Town of Banff. This represents
an 11% increase over 2011 when 540 individuals took advantage of the programs, including subsidized
transit passes, recreation, etc. Social assistance payments decreased in 2012 as 36 individuals received
support from the province of Alberta compared to 49 in 2011.
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Figure 10: Number of individuals accessing financial assistance programs in Banff

700

609
540

600
500
400
300
200

49

100
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Affordability Programs
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Social Assistance
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Source: Banff Community Social Assessment, Town of Banff, January 2014

Housing
Community and Steering Committee consultations suggest that affordable housing is an important factor
to the Town’s Economic Prosperity and an ongoing challenge for the Town. There is currently an
undersupply of both affordable rental housing and affordable homes to purchase along with an emerging
undersupply of staff accommodations.
Less than half of Town of Banff households own their own home. Alberta and Canada both have higher
ownership rates with 74% and 69% respectively. The highest percentage of owner households in the
comparative set was found in the Fernie, BC with 89% of households owning their own home.
Figure 11: Housing tenure (owners) and median dwelling value, Banff and comparators

100%

86%
74%

80%
60%

69%

89%

$600,000
$500,000

62%

64%

$400,000

46%

$300,000

40%

$200,000

20%

$100,000
$0

0%
Banff

Alberta

Canada
Mt Tremblant
Whistler
Blue Mountain
Owner households
Median dwelling value

Fernie

Source: National Household Survey Profile, Banff, Alberta, 2011

Overall, in 2010 approximately 29% of Banff’s households spent more than 30% of their total income on
housing costs, which is higher than Alberta’s proportion of 24% and Canada’s proportion of 25%. These
higher proportions of spend are largely attributed to spending on owned dwellings.
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Figure 12: Percentage of households spending 30% or more of total income on shelter costs, Banff and
comparators

45%
40%
35%
30%
25%
20%
15%
10%
5%
0%

39%

40%

41%

34%
29%
24%

25%

25%

24%
19%

18%

Total households
Banff

Alberta

20%

Owner
Canada
Canadian Peer Group

Renter

Source: National Household Survey Profile, Banff, Alberta, 2011

In 2011, Banff’s total average monthly cost of housing of $1,369 was approximately 9% higher than
Alberta’s total average monthly cost of housing of $1,252, and approximately 30% higher than Canada’s
total average monthly cost of housing of $1,050. The average Banff monthly shelter cost for tenant
households was $1,199; this was lower than the average monthly shelter cost for owner households of
$1,572.
Figure 13: Average monthly shelter cost, Banff and comparators
$2,000
$1,600

$1,572
$1,369

$1,314

$1,252

$1,199

$1,141 $1,111

$1,050 $1,072

$1,200

$1,079
$848

$941

$800
$400
$0
Total households

Owner

Banff
Alberta
Canada
Source: National Household Survey Profile, Banff, Alberta, 2011

Renter

Canadian Peer Group

Town of Banff residents spend proportionately less on various household expenditures, including
reinvesting in their home through repairs and maintenance.
Figure 14: Selected annual household expenditures in the Banff and greater Calgary region
2
Selected Annual Household Expenditures
Banff
Calgary region
$

%

$

%

Water, fuel and electricity

2,529

3.9%

3,504

4.8%

Repairs and maintenance

336

0.5%

497

0.7%

4,000

6.2%

4,930

6.8%

Household operation

1

Source: Environics Analytics, Explore Calgary Region, 2012 Consumer Expenditures
1
Communications services, childcare, petcare, cleaning products, yardwork, etc.
2
Airdrie, Black Diamond, Calgary, Canmore, Chestermere, Cochrane, Irricana, Nanton, Okotoks, Strathmore, Turner Valley

The Median Multiple indicator, recommended by the World Bank and the United Nations, rates
affordability of housing by dividing the median house price by total (before tax) annual median household
income. The indicator rates housing affordability on a scale of 0 to 5 with categories 1 to 3 being
considered affordable. The indicator allows those above 3 to be classified as “moderate unaffordability”
(3.1 to 4), serious unaffordability (4.1 to 5.0) and severe unaffordability (5.1 and over).
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Banff’s median multiple is 7.45, representing severe unaffordability, and the nearest comparator was the
Canadian peer group with a 6.21 score (severe unaffordability). Alberta and Canada both sit within
serious unaffordability with 4.45 and 4.59 multiples respectively. The median dwelling value in Banff was
$559,959 per the most recent National Household Survey. Annual (before tax) median household income
in the Town was $75,143.
Figure 15: Median Multiple housing indicator and median dwelling value, Banff and comparators
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Source: National Household Survey Profile, Banff, Alberta, 2011

Investment
From the perspective of commercial investment, Banff is very unique. Unlike other Canadian
municipalities, Banff’s municipal boundary is fixed based on federal legislation, and there is a mandated
cap on the amount of commercial space allowed in the community (the Town’s regulatory environment is
discussed in greater detail in a subsequent section). As a result of such regulation, the Community and
Steering Committee consultations note that Banff is facing a significant challenge to investment and
Banff’s investment opportunities are largely dependent on optimizing existing commercial space and
businesses.
Retail in particular was identified by the Steering Committee consultations as a sector in need of
rejuvenation. Anecdotally, there is a lack of reinvestment in improving the quality and appeal of the
Town’s storefronts. With residents recently debating the merits of supporting homegrown retail over chain
stores, consultations reveal this is an ongoing dilemma for the Town as it strives to maintain its character
while attracting new investment to the area.
Commercial Building Permits
In 2012, Banff’s commercial building permit values totaled $5.6 million, representing an increase of
approximately 44% from 2010 commercial building permit values. Banff’s commercial building permit
values grew 65% from 2011 to 2012, which is significantly greater than Alberta’s growth of 15%, and
Canada’s growth of 10% over this same period 10. Banff’s non-residential building permits to assessed
value ratio was 0.009:1 in 2012. This lags behind the overall province of Alberta with a $4.70 valued
permit for every 100 dollars of assessed value of non-residential buildings (0.047:1). 11

10
11

National Household Survey Profile, Banff, Alberta, 2011
Alberta Ministry of Municipal Affairs – Property Assessment and Taxation, 2012
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Figure 16: Commercial building permit values, Banff
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Source: Town of Banff, 2013

Business Licenses
In 2012, Banff had a total of 772 business licenses, representing growth of 13% from total business
licenses in 2010. Comparing itself to other ski resort areas, the Town still lags Whistler and Fernie with
0.102 licenses per capita versus 0.153 and 0.152 respectively.
Figure 17: Total business licenses, Banff
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Source: Town of Banff, 2013

Figure 18: Business licenses per capita, Banff, Whistler and Fernie
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Retail Vacancy
Banff’s annual retail vacancy rate is consistently lower than what is considered a healthy retail market rate
in Canada (3%-5%). With commercial development restrictions in the Town, the retail market vacancy
rate has stayed at 1.2% for the past two years. The province’s retail vacancy decreased from 8% to 4.5%
in 2012 12 while retail sales increased 6.9% 13.
Figure 19: Rental vacancy rate in Banff and Alberta
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Community, Social and Health
Housing
Community and Steering Committee consultations indicate that the quality of housing and lack of
reinvestment in Banff is a significant challenge facing the community. In addition, the Banff Housing
Needs Study 14 undertaken in 2013 outlines several housing trends that are impacting quality of life for
Town residents.
• With its high number of seasonal employees, the Town has always sustained a higher proportion
of renters than the provincial average. Rental vacancy rates in the Town were 1.2% in 2012
compared to the provincial average of 4.5% indicating an undersupply of rental accommodations.
• There is a current undersupply of both affordable rental housing and affordable homes to
purchase along with an emerging undersupply of staff accommodations.
• An increase in the number of temporary foreign workers, new immigrants and new families with
children has put a strain on the current supply of staff accommodations as those
accommodations are not generally designed/conducive to families with children
• Focus Groups identified that more seniors are choosing to remain in Banff after retirement,
reducing the number of homes available for new workers.
In 2011, 5.3% of Banff households reported living in dwellings that required major repairs. This was lower
than the Alberta proportion of 7.0% and Canada proportion of 7.4% but higher than its Canadian peer
group’s 4.7%. The proportion of households reporting major repair requirements was lower for owners
than renters (1.7% for owner-occupied dwellings and 8.6% for renter-occupied dwellings).

12

Banff Community Social Assessment, Town of Banff, January 2014
Provincial Outlook: Alberta Economic Forecast, Conference Board of Canada, Summer 2013
14
Banff Housing Needs Study, Housing Strategies Inc., June 10, 2013
13
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Figure 20: Need for major repairs by housing tenure, Banff and comparators
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In 2011, 7.4% of Banff households lived in dwellings that were not considered suitable (i.e. dwellings were
considered crowded because there were not enough bedrooms based on the National Occupancy
Standard). This was higher than the Canadian peer group proportion of 4.6% as well as the provincial and
national proportions of 5% and 6% respectively. The proportion of households living in dwellings that were
not suitable was lower for owners than renters (1.7% for owner households and 12.2% for renter
households).
Figure 21: Suitability of housing (considered unsuitable, %), Banff and comparators

14.0%

12.2%

12.0%

10.6%
9.1%

10.0%
8.0%
6.0%

11.3%

7.4%
5.0%

6.0%
4.6%

3.3% 3.8% 3.0%

4.0%
1.7%

2.0%
0.0%
Total households
Banff

Owner
Alberta

Canada

Renter

Canadian Peer Group

Source: National Household Survey Profile, Banff, Alberta, 2011

Education
According to consultations, the Town’s Economic Prosperity is influenced by access to a variety of postsecondary and career-related education / training opportunities for residents. Consultations have also
noted that access to and awareness of key job related training and skills can be a challenge in Banff,
although the level of educational attainment of Banff residents is a notable strength.
Banff residents currently have access to post-secondary education and various training opportunities
through the following institutions:
•

•

The Banff Centre
o The Banff Centre is a non-degree granting, public post-secondary institution, offering
nearly 100 programs in the performing, visual, media, and literary arts;
o Over 4,000 artists at all stages in their career, from across Canada and around the world,
attend its professional and creative development programs each year; and
Bow Valley College
o Offers post-secondary programs in Canmore and Banff.
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Outside of the Town, significant university and college campuses centered near Calgary include:
•
•
•

University of Calgary (located approximately 120 km from Banff);
Mount Royal University (located approximately 125 km from Banff); and
Southern Alberta Institute of Technology (located approximately 130 km from Banff).

With respect to educational attainment, in 2011, a significant 66.3% of Banff’s 5,515 residents aged 15
years and over had completed some form of postsecondary education, an increase from 57.4% in 2006.
Additionally, Banff’s 2011 post-secondary educational attainment rate of 66% is notably higher than
Alberta’s 2011 rate of 55% or Canada’s 2011 rate of 54%.
Figure 22: Educational attainment, population aged 25 and over – Banff and Alberta
Education level

Banff

Alberta

Number

%

Number

%

5,515

100

2,888,735

100

375

6.8

550,465

19.1

High school diploma

1,480

26.8

764,390

26.5

Postsecondary certificate, diploma or degree

3,655

66.3

1,573,885

54.5

Trades certificate

570

10.3

318,280

11.0

College diploma

1,180

21.4

530,100

18.4

225

4.1

122,465

4.2

University degree

1,675

30.4

603,040

20.9

Bachelor's degree

1,080

19.6

418,180

14.5

595

10.8

184,860

6.4

Total population aged 15 years and over
No certificate, diploma or degree

University certificate below bachelor

University certificate above bachelor

Source: National Household Survey Profile, Banff, Alberta, 2011

Assets / services
Health and Wellness
According to Steering Committee consultations, Banff’s community assets and services are a key
component of Economic Prosperity. Some consultation participants have noted the need for additional
full-service hospital services, especially given the nature of recreational activities that are prominent in
Banff (i.e. skiing).
With respect to the Town of Banff’s health and wellness services, the Banff Mineral Springs Hospital,
Covenant Health is an acute care and continuing care facility. Services include pre-hospital care, 24-hour
emergency, medicine, mental health, surgery and long term care. The Hospital supports 225 staff, 194
volunteers, and 46 beds. The Banff Community Health Centre is another facility that helps individuals who
need care and support in their homes. A community care coordinator does an in-home assessment, and
then works with clients and their families to create a care plan.
Early Childhood Education and Daycare
A common theme that emerged in Community and Steering Committee consultations was that support for
young families and their children had an impact on quality of life. Daycare options in Banff were described
as limited and not well-supported financially. The Banff Community Social Assessment, completed
January 2014, provides insight to the daycare supply and demand in the Town:
In 2012, there were 82 full time spaces available at the Banff Childcare Centre, with 91 families
on a waitlist. Of these 91 waitlisted families, it is important to note that some had children who
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were not yet of age to attend the daycare. There were 34 children being cared for at 5 approved
day homes in Banff via the Bow Valley Day Home Agency, with a current waitlist of 8 families 15.
Consultations described a prosperous community as one where there was sufficient support and
programming for early childhood education to allow parents to comfortably return to work during the week.
Figure 23: Daycare availability in Banff, 2012

15

Transportation
Banff is easily accessible by a number of highways running through both Alberta and British Columbia;
the most traveled being the Trans-Canada Highway. Buses are often used by travelers to get from the
Calgary airport to the Town of Banff and there is a tourist train that brings tourists through major Canadian
touch points on its way to Vancouver. Several guiding companies also offer shuttle service to trailheads.
Edmonton, Calgary and Vancouver all have international airports that are serviced by major national and
international carriers. While automobile access is well developed and considered a strength, the
additional transportation required to access the Town of Banff, as well as broader challenges around air
access in Canada and airfare to / within Canada are considered a challenge to attracting new and higher
spending international visitors.
Figure 24: Modes of Transportation to/from Banff
Transportation Type

Vehicle

Air

Bus

Rail

Route

Details

•

Trans-Canada Highway

•

From Calgary

•

Icefields Parkway

•

Between Lake Louise and Jasper

•

Between the Junction and TransCanada

•

Radium/Invermere Highway

•

Bow Valley Parkway

•

Highway #1A

•

Edmonton Airport

•

389 km

•

Calgary Airport

•

143 km

•

Vancouver Airport

•

855 km

•

Calgary

•

1 hr 23 min.

•

Jasper

•

3 hr 38 min.

•

Lake Louise

•

0 hr 41 min.

•

Vancouver

•

Rocky Mountaineer Tour (not direct)

Source: Parks Canada

15

Banff Community Social Assessment, Town of Banff, January 2014
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Diversity
Age
As noted throughout consultations, Banff Economic Prosperity includes a balanced representation of age
groups. Due to the influx of young people who work in the Town’s tourism and services industry, more
than half the population of Banff is between the ages of 20 and 49, and a quarter of the population is
between 20 and 29 (29.6%). While the Town also has middle aged / family oriented representation and
older / senior representation within its population, the Town’s younger demographic is prominent relative
to provincial and national comparisons. In 2011, the town had a median age of 32, which is 5 years lower
than the median age of Alberta’s population (37 years), and 8 years lower than that of Canada (40 years).
Figure 25: Age demographics, Banff and Alberta
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220,920

6.1%

15 to 19 years

390
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36.5

Source: National Household Survey Profile, Banff, Alberta, 2011
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Visible Minorities and Languages
As noted throughout Community and Steering Committee consultations, Banff Economic Prosperity
includes an ethnically diverse population. In 2011, the Town of Banff’s population was comprised of 22%
visible minorities. Within these visible minorities, there is a high concentration of Filipino ethnicities (9%)
compared to the provincial total of 3%, followed by Japanese (7%), Chinese (2%), and Korean (2%). In
addition, more than a quarter of the people who have moved to Banff in the past five years came from
outside Canada 16.
Figure 26: Visible minority population, Banff
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8.98%

106,035
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Culture, Arts and Recreation
Assets / services
Arts and Culture
According to Community and Steering Committee consultation, economic prosperity includes an
environment that supports arts and culture and provides such amenities to residents and visitors. In fact,
Steering Committee consultation identified arts and culture as a key strength and an area to be developed
further in promoting economic prosperity.
16

Pivotal Research, Banff Municipal Census 2011
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Banff residents and visitors currently have access to a number of local cultural and artistic assets and
programs. Banff & Lake Louise Tourism currently lists 23 local cultural / arts facilities and assets,
including the following:
•
•
•
•
•
•

The Banff Centre is considered an arts, cultural and educational institution and conference
facility, as well as a leader in the development and promotion of creative work in the arts,
sciences, business and the environment.
The Whyte Museum of the Canadian Rockies collects, preserves, exhibits, and makes available
for research and education materials related to the cultural heritage of the Rocky Mountains of
Canada and other mountains around the world.
The Town Hall Art Gallery showcases work by local artists and was created by the Banff
Community Art Committee.
The Banff Community Art Committee also develops public art funding and oversees the selection
and installation of public art that animates the streets and public areas of Banff.
The Homegrown Art Show occurs each spring as Town Hall hosts an annual exhibition of artwork
created by locals and residents. A wide variety of art is featured, including original paintings,
photographs and sculpture as well as live music, fashion design and performance art.
Several private art galleries and live music venues.

As a significant Canadian cultural icon, the Federal government continues to support the development
and maintenance of Banff National Park’s heritage. As part of the Economic Action Plan, Parks Canada
received funding to build and upgrade facilities, including roads, visitor centres and campgrounds at
National Parks throughout the country. Banff in particular received approximately $12.1 million for various
initiatives 17. Parks Canada has also allocated an estimated $130 million for a five year initiative to
complete the upgrading of the Trans-Canada Highway from two to four lanes in Banff National Park. This
includes additional bridge construction and the installation of facilities to protect wildlife along the
highway 18.
The province budgeted $7 million in 2014-2015, part of a 10-year, $70 million commitment, to establish
the Peter Lougheed Leadership Initiative, at the Banff Centre. This new initiative will be a collaboration
between the University of Alberta and The Banff Centre and supports the development of business
leadership, innovation and entrepreneurial skills which are critical to supporting and growing Alberta’s and
Banff’s creative and knowledge economy. While the province is the main funder of the Banff Centre,
Ottawa also provides $1.9-million in annual operating funding 19.
Recreation
According to Community consultations, economic prosperity includes an environment that supports year
round recreation opportunities and provides adequate amenities to residents and visitors. Some Study
participants noted the need for greater investment and better maintenance of recreational assets in Banff.
Banff residents and visitors currently have access to a number of recreational assets and programs,
including:
•
•
•

Fenlands Banff Recreation Centre offers two ice arenas for hockey league play, tournaments,
and public skating, and a four sheet arena for curling;
The Banff Recreation Grounds offer baseball diamonds, a bike park, a skate park, picnic shelters,
tennis courts, basketball courts, a rugby/soccer pitch and a running track; and
The Town of Banff maintains a variety of public parks, such as downtown's Central Park, and a
number of playgrounds.

Popular summer and winter based activities taking place in and around the Town of Banff include skiing,
snowboarding, road and mountain biking and hiking. The newest activity offered is the Via Ferrata, a
protected mountain climbing route within the National Park.
17
18
19

Parks Canada, Canada’s Economic Action Plan Projects in Alberta
Twinning the Trans-Canada Highway Through Banff National Park, Canada’s Economic Action Plan
The Banff Centre’s ambitious plans for the world stage, The Globe and Mail, Nov. 24 2013
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Banff households spent approximately 8.9% of their total consumption on recreation activities. This is
slightly below that of nearby Canmore at 9.5% and on par with the surrounding Calgary region (8.9%).
Figure 27: Town of Banff household expenditures
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Source: Environics Analytics, Explore Calgary Region, 2012 Consumer Expenditures, Banff

Environmental, Ecological and Heritage
Regulation and standards
The Town of Banff has a very unique position within the National Park and, therefore, has significant
responsibilities with respect to environmental sustainability and protection practices. In addition, increased
awareness of topics such as climate change and global warming has resulted in stricter regulations and
standards across Canada and globally. However, multiple regulations and standards are often noted as a
challenge to commercial investment and related growth. Key historical regulatory developments in Banff
include:
Canada National Parks Act
1930: The original National Parks Act is passed.
2000: New legislation is tabled to consolidate and make the Act more understandable and user-friendly
for government employees, the courts and the general public. The legislation makes it clear that
protection of ecological integrity in national parks is the government's first priority. The legislation
reaffirms the authority of the federal government to control commercial development in park communities
based on the approved community plans retained in a Schedule of the Canada National Parks Act.
Banff-Bow Valley Task Force: At the Crossroads
1994: The Banff-Bow Valley Study is mandated to provide recommendations on how to better manage
use and development, and maintain ecological integrity in the region.
1996: The study issues over 500 recommendations, including limiting the growth of the Banff town site,
capping the town's population at 10,000, placing quotas for popular hiking trails, and curtailing
development in the park.
1998: The Minister of Canadian Heritage outlines steps that would be taken to deal with challenges
identified in the study through amendments to the Canada National Parks Act.
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Development halted by National Parks Act
The National Park Act is used to veto Banff’s commercial development plans when they are deemed to
adversely affect the ecological habitats and wildlife.
1996: After an environmental assessment, the Town Council approves 850,000 sq. feet of additional
commercial space in a new Community Plan. The Plan is endorsed by residents in a plebiscite, with less
than 1/3 opposed to future development in Banff.
1998: New development is limited to 350,000 sq. feet. The town’s boundaries are reduced by 17% and
the Banff grass airstrip, army cadet camp and bison paddock are closed due to their disruption of wildlife
movement. Population is capped at 10,000 residents and, under a need to reside clause, residents must
be employed, or own a business, within the Park to have the right to live there.
Federal approval of Mt. Norquay’s Long Range Plan
Long Range Plans are required for all national park ski areas to outline the operator’s development and
operation for a five to 15-year period.
2013: Mt Norquay’s proposed long term plan is eventually approved by the Minister of Environment.
Opponents argue that summer expansion had previously been foregone to win support for expanding
winter facilities. Some of the key aspects of the plan include:
• Installing cable-assisted hiking and climbing routes (popularly known as a via ferrata), and
reopening the upper mountain teahouse and observation area for summer use;
• Improving winter use: new ski runs, glading, ski run widening, and modifications to terrain park;
and
• Improving habitat in the area, including closing and restoring a ski run in an important wildlife
corridor and implementing a “Firesmart” vegetation plan.
Town of Banff by-law debate: 2013 Chain store quota
Town Council defeats bylaw amendment 314 to the Banff Land Use Bylaw that would have imposed
quotas on the number of formula-based businesses (chains).
At a public hearing held in January, numerous business owners and members of the public provided
feedback on the proposed bylaw. The majority of those who spoke at the hearing or wrote letters to
council in advance were not in favour of bylaw 314.

Sustainability
Water, Energy and Recycling
Town residents attribute a large part of their quality of life and, in many cases, Economic Prosperity to the
continued stewardship of a pristine National Park. The Town’s commitment to sustainability is evidenced
by their public reporting on various sustainability measures around water, energy and recycling.
Banff’s (visitor adjusted) water consumption increased slightly from 283 liters per person per day in 2009,
to 289 liters per person day in 2012. This compares favourably to 2009 provincial and national rates of
395 liters and 510 liters, respectively. An average of 517 liters from available data from Whistler, Fernie
and Blue Mountains suggests a difficulty managing water use in other ski resort towns.
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Figure 28: Total water use per capita (litres / capita / day), Banff and comparators
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Source: Town of Banff, Municipal Water Use, Environment Canada, 2009, Resort Municipality of Whistler, City of Fernie, Town of
the Blue Mountains

With respect to energy consumption and use of recycling, Banff experienced steady / moderate progress
from 2009 to 2012:
•
•
•

Banff’s energy consumption per capita (visitor adjusted) decreased from 10.44 (kW) in 2009 to
9.79 (kW) in 2012.
Banff’s visitor adjusted waste per person decreased from 255 kilograms per person in 2009 to
236 kilograms per person in 2012
Resident recycling per person increased from 347 kilograms per person in 2009 to 636 kilograms
per person.

Town of Banff Operations has also implemented the following initiatives to improve its carbon footprint:
• Wastewater treatment plant NNNI – No net negative impact: The wastewater treatment plant
uses screening, clarification, biological and chemical treatment, filtration and ultraviolet
disinfection to treat the wastewater. The approval to operate also requires the Town to use a fish
bioassay test to assess the overall quality of its treated wastewater. Held to a high standard by
both the Alberta Government and Parks Canada, this system has enhanced the health of the Bow
River.
• N-Viro – Diverting bio solids from landfills: The N-Viro Process® converts food waste and biosolids from Banff into a fertilizer with multiple beneficial reuse streams. The Town is a finalist for
environmental excellence at the 2014 Globe Awards held in Vancouver BC.
Transportation Usage
In 2011, the Banff population was less reliant on motor vehicle transportation relative to Alberta and
utilized walking and biking significantly more as a means of transportation. For example, approximately
40% of the population walked to work compared to 5% of Alberta’s population.
With 50% of its residents walking or biking to work, Banff is well ahead of its Canadian peer group (13%),
provincial (6%) and national (7%) comparators.
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Figure 29: Frequent mode of transportation, Banff and Alberta
90%
80%
70%
60%
50%
40%
30%
20%
10%
0%

82%

44%

40%

4%
Car, truck or van

11%

5%

Public transit

10%
1%

Walked
Banff

Bicycle

2%

1%

Other

Alberta

Source: National Household Survey Profile, Banff, Alberta, 2011

According to the Canada National Parks Act, "ecological integrity" means, with respect to a park, "…a
condition that is determined to be characteristic of its natural region and likely to persist, including abiotic
components and the composition and abundance of native species and biological communities, rates of
change and supporting processes."
Parks Canada assesses ecological integrity by monitoring selected measures of major park ecosystems
(e.g., forest, freshwater, wetlands). Of the 102 ecosystems that Parks Canada has assessed, 92% (94)
are reported to be in good or fair condition. While trends are more difficult to assess, of the 81
ecosystems with reported trends, 46 (57%) are stable or improving.
Figure 30: Ecological integrity status and trends for Alberta’s National Parks
National Park

Ecosystem type

Status

Trend

Banff

Forest

fair

declining

Banff

Freshwater/Aquatic

fair

stable/no change

Banff

Other ecosystems (native biodiversity)

fair

stable/no change

Elk Island

Forest

good

stable/no change

Elk Island

Lakes

fair

declining

Elk Island

Wetlands

not rated

not rated

Elk Island

Grasslands

not rated

not rated

Jasper

Forest

fair

stable/no change

Jasper

Freshwater/Aquatic

fair

improving

Jasper

Other ecosystems (native biodiversity)

fair

stable/no change

Waterton Lakes

Forest

poor

Declining

Waterton Lakes

Freshwater/Aquatic

good

Declining

Waterton Lakes

Other ecosystems (native biodiversity)

good

stable/no change

Source: Ecological integrity status and trends of 42 national parks, Parks Canada, 2011
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Tourism and Visitation
Visitation
In 2011, the broader Banff-Jasper-Rockies region 20 (the “Banff Region”) experienced a total of 3.2 million
visits (including day and overnight visitation), of which overnight visitation totaled approximately 2.4
million. Overnight visitation was comprised of 1.6 million summer visitors, and 0.8 million winter visitors.
The Banff Region’s overnight visitation compound annual growth rate (CAGR) from 2007 to 2011 was
3.4% while summer and winter overnight visitation averaged 2.2% and 5.7% annual growth, respectively.
Due to changes in measurement methodology, historical visitation trends are often difficult to track.
Indexing National Park visits to a base year of 2004 shows a relatively stronger performance in the late
2000s compared to Calgary, Alberta and Canada.
Figure 31: Index of National Park visits and non-resident entries (base 2004)
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Banff
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Calgary
Source: Statistics Canada,
International
Travel Survey: Frontier
Counts, Alberta TourismAlberta
Parks and Recreation Canada
Note: 2004 base data is presented given a change to data collection / modeling in 2004.

Figure 32: 2011 Overnight visitation (summer versus winter), Banff-Jasper-Rockies Region

Winter
33%

Summer
67%

Source: Alberta Tourism, Parks and Recreation

The Banff Region’s 3.4% CAGR for overnight visits from 2007-2011 fared lower than Alberta’s rate of
5.7%, but higher than the national rate of -0.3% over this same period. Similarly, the Banff Region’s 2.2%
CAGR for summer overnight visits was lower than Alberta’s 6.2%, and higher than 0.3% in Canada, and
the Region’s 5.7% CAGR for winter overnight visits was greater than 5.1% across the province and 0.0%
across Canada.
20

Rocky Mountain Region, including Banff, Jasper and Rocky Mountain House.
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Figure 33: Overnight visitation CAGR (2007-2011), Banff and comparators

7.0%

5.7%

5.7%

6.0%

6.2%
5.1%

5.0%
3.4%

4.0%
3.0%

2.2%

2.0%
1.0%

0.3%

0.0%

0.0%
Banff

-1.0%

Alberta

Overnight visitation CAGR (Total)

-0.3% Canada*

Overnight visitation CAGR (Summer)

Overnight visitation CAGR (Winter)

Source: Alberta Tourism, Parks and Recreation, Canadian Tourism Commission
*Canada visitation represents international visits only

While overall data shows growth over time, there is clearly a difference in the summer and winter tourism
environment in Banff. Total overnight visitation in Banff is significantly lower in the winter, along with hotel
occupancy and room revenue.
In 2012, STR Global reported that Banff had an occupancy rate of 62% (74% in summer, 49% in winter),
an annual increase of 1.6% from 59% in 2009. The Town’s 2012 rate was lower than Alberta’s rate of
66%, higher than peer group (55%) and case study (52%) averages and the same as the national rate.
Many resort towns strive to be a “four season” destination. The figure below highlights occupancy rates
across Banff and select comparators.
Figure 34: 2012 Occupancy rates (%), summer versus winter, Banff and comparators
Occ (%) Annual

Occ (%) Summer

Occ (%) Winter
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Banff

Alberta

Canada

Nanaimo

Jackson

Queenstown

Davos

Ski Resorts*

Cairns

Source: STR Global, Chemistry Consulting, Jackson Hole Chamber Lodging Barometer, Statistics New Zealand, Statistics Davos
Klosters, Australian Bureau of Statistics *Ski resorts include Aspen, CO; Whistler, BC and Mont-Tremblant, QC

In 2012, Banff’s Average Daily Rate (ADR) was $180 ($189 in summer, $156 in winter), an increase from
$170 in 2009. The overall ADR in Banff was higher than Canadian and Albertan rates of $129 and $139
while only slightly higher than the aggregated peer group’s $173. Banff’s 2012 revenue per available
room (RevPAR) was $111, representing a 3.5% increase from $100 in 2009. RevPAR in Banff was higher
than national ($80) and provincial ($91) comparators but lower than its peer group’s $123.

33
Town of Banff Economic Prosperity Strategy

Figure 35: 2012 Average daily rates (ADR), Banff and comparators
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$173 $152 $197
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Canada
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$0
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Source: STR Global, Chemistry Consulting, Australian Bureau of Statistics

Figure 36: 2012 Revenue per available room (RevPAR), Banff and comparators
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Source: STR Global, Chemistry Consulting, Australian Bureau of Statistics

Spend
In 2010, total visitation of 3.2 million in the Banff-Jasper-Rockies region included 2.4 million overnight
visits, which resulted in estimated spending of $1.1 million, 2010 spending represented a CAGR of -3.0%
from 2007 to 2010. Spending declined from 2007 to 2010 faster than Alberta’s -0.6% and Canada’s 1.6%.
Figure 37: Tourism expenditures 3 year CAGR, Banff-Jasper-Rockies Region, Alberta and Canada

0.0%
-0.5%

Banff

Alberta

Canada

-0.6%

-1.0%
-1.5%

-1.6%

-2.0%
-2.5%
-3.0%
-3.5%

-3.0%

Source: Alberta Tourism, Parks and Recreation
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In-province and overseas make up the largest proportion of spending while out-of-province Canadians
and US visitors spend more on accommodation and recreation, respectively.
Figure 38: Proportion of visitor spending in the Canadian Rockies by origin of visitor

Overseas
30%
Alberta
40%

United States
14%
Other Canada
16%
Source: Alberta Tourism Parks and Recreation, Economic Impact of Tourism in the Canadian Rockies Region (2010)

Overseas visitors spent the most per capita in the Canadian Rockies with $773 per visitor while also
spending the most days (5.5) on average in the area. US visitors stayed, on average, 4.3 days and nonAlbertan Canadians stayed, on average, 3.5 days. Non-Albertan Canadians spent more per visitor on
accommodation, food and beverage ($465) compared to overseas travelers ($457). Retail spending per
visitor was highest for Overseas visitors with $99 while US visitors were a distant second with $57 per
visitor. Recreation per-visitor spend rankings have the US ranked first with $75 followed by overseas
travelers with $73 while the rest of Canada spends approximately $48.
Figure 39: Trip expenditures in the Canadian Rockies by Origin, Category and Per Visitor
2010

Alberta

Other
Canada

US

Overseas

Person visits (000s)

2225

269

289

425

Average length of stay (nights)

2.3

3.5

4.3

5.5

Total spending ($ 000s)

$445,590

$177,313

$159,260

$328,385

Per visitor spend

$200.27

$659.16

$551.07

$772.67

Accommodation, food and beverage ($ 000s)

$236,714

$125,664

$91,460

$196,541

Per visitor spend

$106.15

$465.42

$315.38

$457.07

Retail ($ 000s)

$61,045

$7,002

$16,424

$42,202

Per visitor spend

$27.44

$26.03

$56.83

$99.30

Recreation ($ 000s)

$54,995

$13,030

$21,645

$31,239

Per visitor spend

$24.66

$48.26

$74.64

$72.65

Source: Alberta Tourism Parks and Recreation, Economic Impact of Tourism in the Canadian Rockies Region (2010)

Overall retail spending accounted for 11% of total trip expenditures by visitors to Banff compared to 15%
for private auto and 59% for accommodation, food and beverage. Overseas and Alberta spent a larger
proportion of their trip budget on retail (13% and 14%, respectively) but per visitor spend for Overseas
was more than 3 times that of Alberta visitors.
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Figure 40: Proportional trip expenditures in the Canadian Rockies by Origin and Category
Visitor origin

Alberta

Other Canada

United States

Overseas

Spending category

Total

Public/Local
transportation

%

Total

%

Total

%

Total

%

Total

%

$3,960

1%

$6,604

4%

$12,433

8%

$26,903

8%

$49,900

4%

Private auto

$88,876

20%

$25,013

14%

$17,298

11%

$31,500

10%

$162,687 15%

Accommodation,
food and beverage

$236,714

53%

$125,664

71%

$91,460

57%

$196,541

60%

$650,379 59%

Recreation

$54,995

12%

$13,030

7%

$21,645

14%

$31,239

10%

$120,909 11%

Retail

$61,045

14%

$7,002

4%

$16,424

10%

$42,202

13%

$126,673 11%

Total

$445,590

$177,313

$159,260

Total

$328,385

$1,110,548

Source: Alberta Tourism Parks and Recreation, Economic Impact of Tourism in the Canadian Rockies Region (2010)

Quality
While overall visitation data shows growth over time, consultations note that the Town of Banff is currently
challenged by a negative visitor experience related to the quality of tourism product offering. Below noted
statistics from Winter Indexperience 2009, a visitor survey conducted by Zins Beauchesne & Associates,
suggest a challenge with respect to value for money and tourism product innovation. For example, the
number one ranked area of importance, “value for money in accommodations” is ranked third last in terms
of satisfaction. Note that this survey is currently not scheduled for renewal and the Town will need to track
a similar set of variables to make progress on any prioritized areas.
Figure 41: Importance and Satisfaction Scores by Item of the Town of Banff Experience
Importance and Satisfaction Scores by Item of the Town of Banff Experience
Importance
1
Mean

Importance
Rank

Saisfaction
2
Index

Satisfaction
Rank

Value for money in accommodations

8.71

1/34

9.3

32/34

Value for money in restaurants

8.55

3/34

6.8

33/34

Value for money in museums and paid tourist
attractions

8.15

9/34

26.5

28/34

Value for money in stores

8.08

11/34

-6.3

34/34

Numerous quality tourist attractions to visit

7.14

25/34

53.7

22/34

Item

Source: Winter Indexperience 2009, Zins Beauchesne & Associates

[Survey currently not scheduled for renewal]

1) Mean of responses rating importance of item on a 10 point scale
2) The Index is calculated by subtracting the % dissatisfied from the % of very satisfied respondents

Visitation trends suggest Banff will continue to be challenged unless it can successfully innovate and
provide quality services that cater to new customer tastes. Euromonitor forecasts that arts and culture
(e.g. theatres and art galleries) will increasingly draw tourists in Canada from 2013-2017 while areas of
natural beauty will continue to grow but at a slower rate of 1.4% annually.
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Figure 42: Forecast tourist attractions visitors by category 2012-2017
Forecast tourist attractions visitors by category 2012-2017
'000 persons

2012

2017

CAGR

Art Galleries

5,424

6,133

2.5%

Casinos

82,633

96,071

3.1%

Circuses

971

1,066

1.9%

Historic Buildings/Sites

22,984

24,931

1.6%

Museums

15,895

17,173

1.6%

National Parks / Areas of Natural Beauty

13,433

14,428

1.4%

Theatres

17,489

19,863

2.6%

Theme/Amusement Parks

20,326

21,982

1.6%

Zoos/Aquariums

2,739

3,018

2.0%

Other Tourist Attractions

16,017

17,186

1.4%

Tourist Attractions (Total)

197,908

221,853

2.3%

Source: Euromonitor, Tourist Attractions in Canada (2013)

Governance and Strategic Partnerships
Budget
Each year Council, the town manager and staff work together to develop the Town's budget. The annual
budget is the result of public consultation and strategic planning by the Town. The following figures
highlight the Town’s annual net operating budget surplus and capital budget results. Banff’s annual
operating budget surplus went from $12.6 million in 2010 to $9.3 million in 2013 but is projected to grow
over the next two years. Fluctuations may occur due to changes in provincial and federal grant funding.
Figure 43: Town of Banff net operating budget surplus

$14,000,000

$12,557,697

$12,000,000
$10,000,000

$8,171,076

$9,331,484

$9,774,237

$10,239,874

$9,120,616

2012

2013E

2014F

2015F

$8,000,000
$6,000,000
$4,000,000
$2,000,000
$0
2010

2011

Source: Town of Banff, Budget & Finance, 2013

The Council has managed to steer the Town in a positive financial direction and its 2012 budget surplus
per capita compares favourably to the rest of its Canadian comparators.
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Figure 44: Operating budget surplus / deficit per capita, Banff and comparators, 2012

$1,500

$1,203

$1,000
$398

$500
$0
-$500

Banff

Alberta

-$1,000

Canada

Peer Group

-$774
-$1,070

-$1,500

Source: Town of Banff, Resort Municipality of Whistler, City of Fernie, Town of the Blue Mountains, Alberta Ministry of Finance;
Department of Finance, Government of Canada

The Town of Banff’s annual capital budget went from $2.1 million in 2010 to $6.4 million in 2013.
Figure 45: Town of Banff capital budget

$11,123,225

$12,000,000
$9,445,220

$10,000,000
$8,000,000

$6,441,800

$6,002,200
$6,000,000
$4,000,000

$3,460,374
$2,051,500

$2,000,000
$0
2010

2011

2012

2013E

2014F

2015F

Source: Town of Banff, Budget & Finance, 2013

The Town of Banff’s capital expenditures as a percent of tangible asset value was 5% in 2012 which
exceeded its peer group of comparable ski resort municipalities. Banff did not have the same high level of
capital investment as the rest of the province (13.9%) or country (7.7%).
Figure 46: Capital budget / tangible asset value*, Banff and comparators, 2012

16.0%

13.9%

14.0%
12.0%
10.0%

7.7%

8.0%
6.0%

5.0%
3.2%

4.0%
2.0%
0.0%
Banff

Alberta

Canada

Canadian Peer Group

Source: Town of Banff, Resort Municipality of Whistler, City of Fernie, Town of the Blue Mountains, Alberta Ministry of Finance
(2012/13); Department of Finance, Government of Canada (2012)
*Tangible asset value or capital assets represents a line item on the Balance Sheet normally associated with general government
assets (IT equipment and systems) as well as large infrastructure assets. Figures are net of accumulated amortization.
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Collaboration and partnerships
Economic Prosperity Steering Committee consultations note that the Town of Banff could improve and
further facilitate key partnerships and collaborations. Examples of potential partnerships included
cooperation with Parks Canada, local and regional businesses, and regional municipal partners.
The Town of Banff’s community plan stresses the need for cooperation with partners on a number of
initiatives including: maximizing resources and infrastructure available for community use, preserving
historic sites in Banff, undertaking a long range economic development and retail strategy for the Town
and a joint commercial strategy for the Bow Valley.
It is well known within the tourism industry that regional partnering can help strengthen tourism
development organizations. Partnerships enable sharing of marketing costs and sharing in the wider
economic benefits of visitors to the area. Involvement of surrounding municipalities in city initiatives,
strategic plans and consultations may also prove to have a similar effect in the strategic initiatives
identified above.

Municipal taxes / fees
Community consultation notes that Banff’s future taxation levels are a potential challenge to economic
prosperity in Banff. The Town of Banff’s property mill rate has increased from 4.91 in 2010, to 5.29 in
2011 and 5.48 in 2012.
Banff currently has the greatest gap between non-residential and residential property taxes in the region
and the third highest in the province, with a property tax gap of 6.00 between residential and nonresidential property taxes 21. Given such a gap, the regulatory environment around commercial
development, and the nature of property tax rate increases, there may be a challenge in the future with
respect to achieving a sustainable balance between residential and non-residential tax revenue in Banff.
Municipal rates in Banff are favourable for residents but well above the provincial average for nonresidential properties. Given the Town’s ability to attract high traffic and tourism dollars, non-residential
property holders pay a much larger premium to locate within the Town.
Figure 47: Municipal property taxes (residential and non-residential) expressed in mills
2.77

Banff

16.61
3.41

Rockies
Region

12.29
6.95

Alberta
0.00

11.97
2.00

4.00

6.00

8.00
Residential

10.00

12.00

14.00

16.00

18.00

Non-residential

Source: Alberta Municipal Affairs, Municipal Financial & Statistical Data (2013)
Rocky Mountain Region includes Town of Banff, Town of Canmore, Municipality of Jasper and the Municipality of Crowsnest Pass

Property taxes often include other fees associated with public services such as education, police, regional
hospitals and Seniors lodging. Comparing residential mill rates including these additional taxes
demonstrates that Banff remains competitive (5.48) versus a comparable set of municipalities (average of
6.00) and well below the provincial average (10.80).

21

Canadian Federation of Independent Business, Wanted: Property tax fairness: An analysis of property tax gaps in Alberta, 2013
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Figure 48: Municipal property taxes expressed in mills (residential and additional rates), 2013
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Source: Town of Banff, Resort Municipality of Whistler, City of Fernie, Town of the Blue Mountains, Ville de Mont-Tremblant
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Strategic Directions and
Recommendations

The following strategic directions and recommendations have been
developed based on community consultation, input from the Town’s
Economic Prosperity Steering Committee and benchmarking the Town
against available National, Provincial, and Peer Group sources. These
strategic directions and recommendations form a key starting point for
the Town of Banff to further progress towards Economic Prosperity.

Strategic Directions
The following overarching strategic directions have been identified, based on
community consultation, input from the Town’s Economic Prosperity Steering
Committee, and a review of various external sources, namely benchmarks at a
National, Provincial and Peer Group level. Each of these strategic directions will
lead to a number of specific corresponding recommendations for the Town of Banff,
as detailed below. It should be noted that certain recommendations, and supporting
key tactics, are already being addressed through efforts across the Town.

Continued Focus and Commitment to Economic Prosperity
The current ongoing Economic Prosperity Strategy and its various stages of consultation and analysis
represents a significant step towards identifying key indicators, metrics, directions and recommendations
for achieving Economic Prosperity in Banff. However, this should be an ongoing focus for the Town, with
dedicated attention, resources, and activity.

Supporting and Enhancing an Affordable Quality of Life
The consultations, indicators and metrics explored within this Economic Prosperity Strategy have
indicated a number of areas requiring attention that impact the affordability and desired quality of life
experienced by residents. Key topics of concern include housing, income and affordability focused
programs. Additionally, in Banff there are a number of different stakeholders who define affordability
differently, based on their demographic and economic background. All of these stakeholders need to be
considered when viewing strategic directions and acting on recommendations.

Encouraging Local Business Activity and Investment
According to consultations, healthy local businesses with the ability and desire to reinvest in their
businesses and the community will effectively support Economic Prosperity. Specific opportunities include
labour challenges, enhanced business community services, quality of retail product offered to visitors, etc.
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Developing and Leveraging Talent and Skills
While indicators, metrics and research show that Banff residents have access to various educational
opportunities and facilities, consultation notes there is a potential need for improved access to on the job
training and further skill development. Additionally, while Banff residents have healthy levels of
educational attainment, it appears that such education is not being extensively leveraged.

Maintaining Critical Infrastructure Assets
Consultation notes that a number of Town infrastructure assets are in need of further investment and
maintenance, to support Economic Prosperity in Banff.

Banff’s Positioning and Tourism Innovation
Consultation notes that the way in which Banff innovates, ensures a unique product offering, while
building off of its privileged position within a National Park is critical to Economic Prosperity in Banff,
especially given the Town’s unique nature of transient residents, prominent tourism / service industry, and
current tourism industry dynamics.

Strengthening Critical Partnerships
Given the unique nature of Banff, including its National Park presence and regulatory environment, the
Town’s relationships with regional partners, the National Park and even international partners is critical, in
order to continue to learn from best practices and potentially grow stronger as a key member of a
regional, national and international community.
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Recommendations
Continued Focus and Commitment to Economic Prosperity
Given the Town’s development restrictions, Town of Banff leaders have correctly called for an
investigation into Economic Prosperity as an exercise in building the right foundations for the future. With
the project well in progress, the initial challenges have been identified and addressed in this report’s
recommendations.
1) Identify dedicated leadership and champion team for Economic Prosperity
Given the continued focus required on executing and progressing the Town’s Economic Prosperity
Strategy, it is recommended that dedicated Economic Prosperity leadership and supporting team be
identified. This could take place through a new permanent fulltime position or use of existing Town
resources, complemented by an advisory board with leadership representation across the six identified
key areas of Economic Prosperity for Banff:
• Economic & financial;
• Community, social & health;
• Cultural, arts & recreation;
• Environmental, ecological & heritage;
• Tourism & visitation; and
• Governance & strategic partnerships.
The primary position should be filled by an individual with experience across both economic and social
sectors and have knowledge of the municipal decision-making process. As such, leadership and the
advisory board could comprise of representatives from the local private / non-profit sector, or
representatives from the public sector with extensive relationships across the private sector / non-profit
community.
Summary of key tactics
 Identify leadership and advisory board members.
 Set term limits and selection process for advisory board positions.
 Ensure committee governance is structured to allow non-partisanship, continuity and long-term
planning cycles.
 Determine the appropriate budget for initiatives and advisory board sustainment.
 Mandate regular progress reporting intervals for the Town Council and the public.
2) Continued local stakeholder engagement
It is evident through the process of developing this Economic Prosperity Strategy, (in particular the
community and Steering Committee consultation) that local stakeholder engagement is critical to
Economic Prosperity in Banff, given the unique community nature of Banff and the valuable insight held
by these stakeholders. Thus, continuing the conversation with these stakeholders and engaging them
through an advisory board or specific issues-based committees and studies will greatly benefit future
Economic Prosperity endeavors. Partners should ideally include a mix of public sector, private sector,
non-profit and other community stakeholders.
Summary of key tactics
 Set goals and track the frequency, diversity and attendance of the Town’s local engagement
initiatives.
3) Comprehensive, standardized data collection and monitoring
Given the lack of availability of various metrics at the municipal level and disparities between statistics
collected (e.g. Statistics Canada Census of Population data and Town of Banff Municipal Census data),
there is often a lack of consistency for measuring progress within the Town. A common source for all
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measurement data should be adopted and carried out on a regular basis in order to ensure effective data
collection going forward, and to support the monitoring of key Economic Prosperity metrics.
Various Economic Prosperity metrics identified within this study had limited or no available current data. It
is recommended that the Town undertake the collection of such data, either through its Census or
additional surveys / special need studies, etc. Collecting such data and information will prove critical in the
Town’s efforts to measure progress against established targets. Missing data is often characterized as
more qualitative than quantitative and therefore efforts should be made to determine similar methods of
collection to other comparable jurisdictions. For example for every unidentified indicator in the Economic
Prosperity Scorecard (Appendix A), efforts were made to find comparable indicators at the Provincial,
National and Peer Group levels.
A case study (See Appendix B) discussed the city of Nanaimo’s pioneering use of civic data to empower
its citizens with real-time information. The Town of Banff is already highly transparent and has its own
Open Data site but should continue to leverage technology to increase engagement with residents.

Summary of key tactics
 Address challenges with the enumeration process and develop standard Town of Banff Census
categories.
 Review unidentified indicators and comparable jurisdictions for what indicators they track.
 Develop a survey for residents that addresses key indicators of perceptions and satisfaction (e.g.
satisfaction with assets and services – health, satisfaction with assets and services – childcare,
etc.).
 Solidify the Economic Prosperity Scorecard indicators and determine an appropriate timeline for
updates and status reports with the advisory board.
 Investigate greater use of “open data” policies and procedures for Town of Banff information.
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Supporting and Enhancing an Affordable Quality of Life
The following table highlights the gaps in the Town performance across housing, income and affordability.
The ensuing recommendations are designed to address those gaps and reach targets based on
comparable jurisdictions.
Figure 49: Town of Banff Affordability Metrics and Comparators

Comparators
Metric
Median
employment
income
Households
spending
30% or more
of total
income on
shelter costs

Banff
$40,620

Provincial

National

CDN Peer
Group

$55,507

$47,868

$46,075

29%

24%

25%

25%

$1,369 /
$1,572 /
$1,199

$1,252 /
$1,314 /
$1,079

$1,050 /
$1,141 / $848

$1,072 /
$1,111 /
$941

7.45
Range of
severe
unaffordability
(5.1+).

4.45
Range of
serious
unaffordability
(4.1-5.0).

4.59
Range of
serious
unaffordability
(4.1-5.0).

6.21
Range of
severe
unaffordability
(5.1+).

Sample
Target

(%)

Average
monthly
shelter cost
(total / owner
/ renter)
Median
multiple
indicator1

Range of
affordability
4.5-6.0

1

A housing affordability index calculated by dividing the median home price by the median before-tax household income

1) Develop and adopt an official housing strategy
As noted across the Community and Steering Committee consultations and affordability indicators,
housing affordability is a challenge facing Banff, in both the rental and ownership market. A significant
portion of Banff households spend 30% or more of their total income on shelter costs. Banff’s total
average monthly cost of housing of $1,369 is 9% higher than Alberta’s total average monthly cost of
housing of $1,252 and 30% higher than Canada’s total average monthly cost of housing of $1,050. The
median multiple, at 7.45, puts Banff in the range of severe unaffordability as defined by the World Bank
and the UN. While this is a factor of Banff’s unique location and scarce housing stock, it still performs
poorly relative to its Canadian resort town peers within similar environments.
A resulting recommendation to assist in this challenge is to develop and adopt a comprehensive housing
strategy to focus on both the affordability and quality housing challenges facing the Town of Banff. Key
areas that should be examined include the establishment of a dedicated housing reserve fund; developing
a formal temporary accommodation program providing up to date inventory of available staff
accommodations, shared accommodations, and board matching services; positioning the Banff Housing
Corporation to play a leadership role in addressing housing affordability challenges; and considering a
regional housing plan / strategy, given the loss of home owners / renters to nearby municipalities offering
better housing opportunities.
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Summary of key tactics (adapted from Banff Housing Needs Study, 2013)
 Identify a champion and a diverse set of members (renters, owners, boarding providers, etc.) for
a committee focused on affordable housing.
 Host forums and discussion groups for citizens to voice their concerns and suggestions with
regard to affordable housing.
 Explore the affordable housing tactics used in other jurisdictions including neighbouring towns in
the region.
 Build partnerships with local government, community groups, non-profit organizations and local
businesses to cooperate on affordable housing.
 Investigate housing standards in the Town and work with relevant stakeholders to improve
quality, aesthetics and access to financial assistance for maintenance and renovation.
 Distribute a housing survey for residents and seasonal residents.
 Develop a temporary accommodation strategy for seasonal employees and expand program to
include more of the Banff community.
 Engage with Bow Valley Regional Housing, Banff Housing Corporation and Canmore Community
Housing Corporation, on the topic of a regional housing plan and cooperation on new affordable
housing stock.
 Provide education and awareness of eco-efficiency and improving long term sustainability of
housing stock.
 Consider the establishment and function of an affordable housing reserve fund.
2) Ensuring community connectivity and awareness of community programming
Given the challenges identified in consultations around access to adequate and diverse community
assets and services, awareness and connectivity are important community support measures required in
Banff. From a connectivity perspective this includes having available community programming widely
publicized / distributed across the community through various channels (i.e. online, word of mouth,
providing listings at public spaces and various establishments across the community, etc.), organizing
welcome / orientation information and programming to new residents, organizing multicultural events /
festivals to showcase the diversity within Banff, connecting employers with available community programs
that can be shared with new / current employees, and identifying and publicizing events and spaces for
community interaction.
Summary of key tactics
 Identify leadership for various initiatives, be it non-profit or municipal government.
 Solicit feedback from residents on awareness and satisfaction with existing community calendar
through surveys or focus groups.
 Brainstorm ways to further connect residents day-to-day (outside of organized events)
 Designate a communications team to publicize events through online and media channels as well
as listings at public spaces.
 Designate a welcome / orientation committee and task with providing relevant information and
programming for new residents.
 Identify and support organizations looking to organize cultural events and festivals.
 Connect with employers to raise awareness of available community programs for new / current
employees.
 Explore need for additional community gathering places and ways to better utilize existing public
spaces.
3) Ensuring awareness of all available financial support and affordability programs
Affordability metrics show that at $40,620, Banff’s 2011 median income was 27% lower than the province
($55,507) and 15% lower than the national median ($47,868). Given such metrics, consultation findings,
and data suggesting that Banff residents receive less than the average in financial government support, it
is suggested that the Town can continue to play a role in keeping residents informed of any public
financial support, programs and benefits available to them, that they may not be aware of, or utilizing.
Currently, the Town identifies various “Affordability & Assistance” programs, which can potentially be
expanded to include new programming and informational sessions for residents. New programming or
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funding opportunities for consideration might include daycare, family programming, and recreational /
sporting activities, which have been noted through consultation as a key concern to residents, particularly
with respect to affordability.
Summary of key tactics








Set up a Town of Banff working team to drive a number of affordability and assistance initiatives.
Identify key areas of Banff population that are not accessing public financial support, programs
and/or benefits available to them.
Determine barriers and communication channels for spreading awareness.
Introduce new or expand effective “Affordability & Assistance” programs based on identified areas
of need.
Explore options for new funding for daycare by reviewing sample municipal models of Beaumont,
Jasper and Drayton Valley 22.
Develop affordability strategies around family programming and recreational / sporting activities
Determine how to make awareness initiatives permanent and sustainable

22

The Muttart Foundation report entitled, Municipal Child Care in Alberta: An Alternative Approach to the Funding and Delivery of
Early Learning and Care for Children and their Families, provides context and an overview of the challenges and successes of
various municipal day care programs.
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Encouraging Local Businesses Activity and Investment
Banff’s tourism economy generates high employment demand for skilled service industry workers such as
chefs and tour guides. Unfortunately, due to the transient or seasonal nature of these occupations, there
are not as many opportunities in Banff to grow incomes towards the upper middle class and high income
categories. While the structure of the tourism industry will not change in the near-term, increasing
investment in the Town can help to boost the overall prosperity of the local economy by increasing jobs
and wages where new opportunities arise.
The following table indicates the Town’s performance as it relates to high income population, investment
and municipal tax rates. The ensuing recommendations are designed to address those gaps and reach
targets based on comparable jurisdictions.
Figure 45: Town of Banff Local Economy Indicators and Comparators

Comparators
Metric
Commercial
building permit
values /
Assessed value
Business
licenses per
capita
Municipal
property tax
rates (resident
and additional
rates)
Residential
property tax
rates
Non-residential
property tax
rates
Tourism retail
expenditures /
visitor
Value for
money in
stores*

Provincial

National

CDN Peer
Group

0.009

0.047

-

-

0.102

-

-

0.153

5.48

10.80

-

-

2.77

6.95

-

-

16.61

11.97

-

-

$39.49

$39.57

$88.73

-

Banff

-6.3*

This represents a satisfaction ranking of
34/34 and importance rank of 11/34.

Sample
Target

Rank in top
50% of
satisfaction**

*Indexperience: The Index is calculated by subtracting the % dissatisfied from the % of very satisfied respondents
** Where “Value for money in stores” ranks in top 50% in importance, its satisfaction rank should correspondingly rank in the top
50%.
[Please note that a further Indexperience survey has not been scheduled. In order to track progress, the Town will need to
commission the same or similar annual survey]

1) Consider opportunities to assist existing local businesses
As noted through consultation, providing a cost competitive environment is important to assist local
established businesses, and plays a key role in the ability of these organizations to expand and
experience future growth. The Town, together with key national and provincial partners may seek to
consider a range of new / expanded incentive programs for business and property owners to help offset
various costs including: grants, incentives or reductions in property tax rates directed towards reinvesting
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in heritage properties, core area properties, etc. The Town should also seek to regularly ensure that local
businesses are aware of the various available incentive programs.
Summary of key tactics
 Identify the local government team / department currently responsible for this area.
 Connect this group with the Economic Prosperity Strategy and the advisory board to assist with
their planning efforts.
 Review existing local government supports and incentives that are currently in place and assess
their effectiveness and gaps.
 Review existing provincial and federal supports and incentives that are most applicable to the
Town of Banff.
 Ensure there is adequate data on local businesses, including their contact details and the nature
of their business needs.
 Ensure there is sufficient contact with each business throughout the year through various
communications, events or site visits.
2) Consider and actively pursue appropriate sources of new investment
Despite the challenges associated with new commercial development in Banff, Steering Committee
consultation notes that the Town should consider unique opportunities for new and appropriate
businesses to enter the Banff market. In considering new opportunities, the Town may consider
developing an “application” whereby prospective new businesses provide the Town with details pertaining
to key indicators such as employment, investment, affordability, etc. as appropriate, for the Town to then
assess opportunities against Economic Prosperity goals and objectives. Additionally, in order to
effectively pursue and realize such opportunities, a cross-functional team from the Town should be
brought to the table including municipal experts in business development, Economic Prosperity and
planning. Steps should also be taken to provide prospective businesses with greater clarity on current
retail market trends, the Park’s regulatory environment, and options, if applicable, to streamline the
approvals process. Financial incentives can play an important role in influencing business location
decisions, and are particularly relevant given that many Canadian municipalities offer various types of
such financial incentives. Thus, the Town should be well positioned to share any such available resources
during business development opportunities.
Summary of key tactics
 Identify the local government team / department currently responsible for this area.
 Connect this group with the Economic Prosperity Strategy and the advisory board to assist with
their planning efforts.
 Develop an application for prospective business including criteria that are based on indicators
that best support Economic Prosperity.
 Develop a “Banff community fact book” including information on retail market trends, the local
regulatory environment and steps that can be taken to streamline the approvals process.
 Review existing financial incentives and to ensure competitiveness within the local region.

3) Maintain connectivity and understand the needs of local businesses
In order to support Banff’s employment indicators and investment indicators (i.e. commercial building
permit and business license growth), the Town of Banff should maintain a detailed local business listing,
as well as various other data sets and information gathering tools, whereby it seeks to understand the
ongoing specific needs of these businesses. For example, annual business surveys could be used to
understand the evolving challenges and concerns facing these businesses, specific labour or skill
requirements, building / space requirements, etc. These tools should continue to be used to properly
understand and potentially predict the requirements and potential growth opportunities of these
businesses. These tools can also be utilized to set specific action items (i.e. informing potential job fairs to
connect local talent with potential opportunities / vacancies, etc.).
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Summary of key tactics
 Identify the local government team / department currently responsible for this area.
 Connect this group with the Economic Prosperity Strategy and the advisory board to assist with
their planning efforts.
 Develop / update database of existing local business information.
 Build an annual business survey that poses both quantitative (e.g. business reinvestment dollars
in last year) and qualitative (e.g. perceptions of ease of doing business).
 Explore other avenues for local businesses to comment on specific issues and challenges
encountered during the year.
4) Pursue a retail strategy
As noted through the consultation process, there are various challenges facing the Town’s retail market
(i.e. vacancies, rental rates, etc.), which remain to be confirmed through confirmation of various metrics.
In the absence of these metrics, the Steering Committee consultations provided further commentary on a
need for more reinvestment and revitalization for the sector. Given these stated challenges, mixed views
on commercial development and the nature of Banff’s tourism-focused industry, it is recommended that
the Town develop a comprehensive retail strategy, in order to understand what retailers would best
complement the Town of Banff and align the retail community on desired outcomes.
Summary of key tactics
 Assemble a committee of retail business leaders to spearhead the retail strategy.
 Connect this group with the Economic Prosperity Strategy and the advisory board to assist with
their planning efforts.
 Survey visitors to Banff on their retail needs and their perceptions of the Town to aid in defining
the retail “essence” of Banff.
 Determine what emphasis needs to be placed, if any, on local versus chain stores.
 Organize the standard collection of retail indicators and compare performance to a set of
comparable jurisdictions.
 Determine what support, if any, can be provided by the Town of Banff to support retailers in
modernizing and upgrading their businesses.
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Talent and Skills Development
The 18-30 years age category forms a key part of the service industry in the Town. Young workers come
from all over Canada and often bring a post-secondary degree and a desire to learn with them. However,
large skill gaps persist across several industries and the Town’s employers should work closely with the
Town in supporting training of existing and prospective employees. While unemployment remains low, the
unemployment rate has accelerated in the past 5 years. Therefore, nurturing talent and entrepreneurship
represent key actions the Town should consider in pursuing Economic Prosperity.
Figure 51: Town of Banff Talent and Skill Indicators and Comparators

Comparators
Metric
Unemployment
rate
CAGR
(2006-2011)
Postsecondary
certificate,
diploma or
degree
Job vacancy
rate - all sectors

Banff
5.3%

Provincial

National

CDN Peer
Group

5.8%

7.8%

8.4%

22.8%

6.2%

3.4%

6.6%

66.3%

54.5%

54.3%

61.5%

8.0%1

2.5%2 - 4.0%1

1.6%2

-

Sample
Target

4.0%-5.0%

(1) 2011 Alberta Wage and Salary Survey, Banff-Jasper-Rocky Mountain House Region; (2) Statistics Canada Job Vacancy
Industrial aggregate (2011)
Note: Due to differences between survey authorship, job vacancy rates may not be directly comparable.

Employers who experienced difficulty filling occupations (selected tourism occupations) (%)
Food and
beverage
64%3
45%3
54%4
servers
Food service
63%3
61%3
51%4
attendants
Chefs / Kitchen
59%3
44%3
46%4
managers
(3) Alberta Wage and Salary Survey; (4) Canadian Tourism Human Resource Council: The Future of Canada’s Tourism Sector

1) Identify and monitor specific gaps in the local demand and supply of talent
Given the various labour challenges (i.e. an increase in unemployment and noted shortage across the
service industry) currently impacting the Town of Banff, it is critical to connect local businesses, their
required training / skills and potential employees to effectively match the supply and demand for
employment opportunities and skills in the Town of Banff. Through regular workforce planning research,
studies, analysis, and surveys, the Town should seek to strengthen the alignment of local businesses and
institutions by identified program areas. Areas of focus could include identifying local businesses to
contribute to local / regional education program advisory, identification of future skill gaps, and support
and encouragement of job training / retraining.
Summary of key tactics
 Identify the local government team / department currently responsible for this area.
 Connect this group with the Economic Prosperity Strategy and the advisory board to assist with
their planning efforts.
 Work with the group designated to create annual business survey to incorporate labour questions
on vacancies and skill gaps.
 Connect with any regular provincial labour studies to ensure adequate coverage for Banff.
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Work with businesses to identify training modules that could be offered for multiple businesses
within a particular sector (e.g. culinary arts).
Determine what organization is best positioned to lead in the distribution of job training / retraining
programs in the Town of Banff or region.

2) Build and maintain awareness of available training programs
Consultation and education metrics show that Banff has a highly educated population with 72% of Banff
residents over 25 having completed some form of post-secondary education, compared to 61% in Alberta
and 60% in Canada. Thus it is further suggested that the Town facilitate access to existing training
programs that may correspond with skills identified through workforce research / studies. This may take
the form of up to date information available through the Town’s website, organizing of drop in sessions or
“education fairs” where members of the local labour force are encouraged to attend and learn about
various education programs which relate to skills that are in demand by local employers / businesses, etc.
Summary of key tactics
 Identify the local government team / department currently responsible for this area.
 Connect this group with the Economic Prosperity Strategy and the advisory board to assist with
their planning efforts.
 Designate a contact person and advocate for organization of drop-in sessions and “education
fairs” to ensure all opportunities for residents are publicized through the Town of Banff website.
3) Encourage local talent and entrepreneurship activity
Given a highly educated Banff population, and the Town’s need to reside clause, the Town should
continue to support and encourage innovation and entrepreneurship at the local level. High school
education events, entrepreneurial organizations (e.g. Junior Achievement) and competitions are potential
ways of encouraging a positive view of living and working in Banff while also identifying and supporting
local innovation and future entrepreneurs.
Summary of key tactics
 Work with school groups to incorporate more entrepreneurship and experiential learning into
curricular and extra-curricular activities.
 Publicly acknowledge local entrepreneurs and their success stories as well as those giving back
to the community through volunteerism.
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Asset / Infrastructure Maintenance and Investment
Banff’s capital budget totaled $2.1M in 2010, $9.4M in 2012, and $6.4M in 2013. It will rise again in 2014
but fall to $3.5M in 2015. During consultations, several aspects of the Town’s public domain were cited
as being in need of maintenance or improvement. In the private sector, there was also a concern that the
lodging industry was not investing in upgrading and maintaining its assets.
Figure 52: Town of Banff Asset / Infrastructure Indicators and Comparators

Comparators
Metric
Capital budget
to tangible
asset value
Value for
money in
accommodation

Banff
5.0%

9.3*

Provincial

National

CDN Peer
Group

13.9%

7.7%

3.2%

This represents a satisfaction ranking of
32/34 and importance rank of 1/34.

Sample
Target

Rank in top
25% of
satisfaction**

*Indexperience: The Index is calculated by subtracting the % dissatisfied from the % of very satisfied respondents
** Where “Value for money in accommodation” ranks in top 25% in importance, its satisfaction rank should correspondingly rank in
the top 25%.
[Please note that a further Indexperience survey has not been scheduled. In order to track progress, the Town will need to
commission the same or similar annual survey]

1) Consider and reevaluate process for municipal capital budget planning
It is recommended that the Town reevaluate the process for municipal capital budget planning, given the
significant focus on this area throughout the Economic Prosperity Strategy consultation process, coupled
with the budget metrics identified which show a decrease in Banff’s capital and operational budgets in
recent years. Consultations suggest there are a variety of public assets / infrastructure in need of further
investment or maintenance (i.e. biking and hiking trails, etc.) in order to support the Town’s community
environment, quality of product offering to visitors and overall competitiveness. Where relevant, it is
suggested that local non-public stakeholders (i.e. representing tourism, recreation, etc.) are also
consulted on various areas, according to asset type to gain an understanding of the potential economic
spinoff / benefits from each investment.
Summary of key tactics
 Identify the local government team / department currently responsible for this area.
 Connect this group with the Economic Prosperity Strategy and the advisory board to assist with
their planning efforts.
 Build list of assets and infrastructure where the Town can have a financial impact and prioritize
based on relevance to supporting Economic Prosperity.
 Consult private groups affected by each potential infrastructure investment and understand their
need and, potentially, their level of financial partnership (i.e. Public private partnership
opportunities).
 Consult public groups affected by each potential asset investment to better understand the need
(e.g. cultural, recreation and health and wellness).
 Determine appropriate metrics / indicators to monitor asset and infrastructure satisfaction and
efficiency.
2) Ensure that appropriate quality standards are in place to maintain and preserve key assets
In order to preserve and maintain private sector assets in accordance with consultation findings, and
encourage appropriate levels of private sector infrastructure investment, it is recommended that the
Town, together with key national partners, implement stricter standards and measures to maintain hotel
assets, other accommodations, etc. to a higher level of quality.
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Summary of key tactics
 Identify the local government team / department currently responsible for this area.
 Connect this group with the Economic Prosperity Strategy and the advisory board to assist with
their planning efforts.
 Review current standards and compare to other similar jurisdictions and desired end state.
 Consult national organizations in the accommodations / retail sector to learn best practices in
implementing new quality standards.
 Review streetscape standards and other municipal best practices in maintaining public spaces.
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Banff’s Positioning and Tourism Innovation
The following table highlights tourism gaps across spending, winter performance, and quality. The
ensuing recommendations are designed to address those gaps and reach targets based on internal
benchmarking.
Figure 53: Town of Banff Tourism Indicators and Comparators

Comparators
Metric
Value for
money in
accommodation
Value for
money in
restaurants
Value for
money in
museums and
paid tourist
attractions
Value for
money in stores
Numerous
quality tourist
attractions to
visit
Compound
annual growth
(2012-2017) in
visitation to
places of
natural beauty
Summer
Occupancy
ADR and
RevPAR
Winter
Occupancy
ADR and
RevPAR
RevPAR
multiplier2
Winter/Summer

Banff

Provincial

National

Peer Group1

9.3*

This represents a satisfaction ranking of
32/34 and importance rank of 1/34.

6.8*

This represents a satisfaction ranking of
33/34 and importance rank of 3/34.

26.5*

This represents a satisfaction ranking of
28/34 and importance rank of 9/34.

-6.3*

This represents a satisfaction ranking of
34/34 and importance rank of 11/34.

7.14*

This represents a satisfaction ranking of
22/34 and importance rank of 25/34.

1.4%

Compared to 2.3% for overall Canadian
tourist attractions.

73.8
$189
$144

-

69
$133
$92

54.0
$152
$104

49.2
$156
$77

-

56
$125
$70

50.7
$197
$142

0.54

0.77

0.77

1.37

Sample
Target

0.60-0.80

*Indexperience: The Index is calculated by subtracting the % dissatisfied from the % of very satisfied respondents
[Please note that a further Indexperience survey has not been scheduled. In order to track progress, the Town will need to
commission the same or similar annual survey]
1) Peer group includes Whistler, Mont Tremblant, Nanaimo, Aspen, Jackson, Davos, Queenstown and Cairns for occupancy and
Whistler, Mont Tremblant, Nanaimo, Aspen and Cairns for ADR and RevPAR.
2) The RevPAR multiplier measures balance between Winter and Summer yield with 1 representing a perfectly balanced, four
season destination. Comparators with numbers greater than 1 represent destinations that are primarily winter destinations and
comparators with less than 1 represent destinations that are primarily summer destinations.
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1) Innovating and investing in Banff’s product offering
In order to continue to attract visitors from all over the globe, while taking into consideration shifting
visitation trends, shifting demographics, etc., the Town must seek to innovate its product offering and the
experience that it will offer visitors. This is particularly important as competition is only increasing for the
global traveller, and it is widely noted that many of the Town’s assets (i.e. accommodations, trails, etc.)
are in poor condition and in need of significant investment. Thus, it is recommended that the Town
evaluate how it can facilitate such investment and innovation within a tourism context. For example, this
may take the form of offering specific incentives to developers and operators to drive reinvestment and
innovation activities with respect to Banff’s tourism market.
Summary of key tactics
 Identify or create a specific taskforce responsible for supporting and piloting innovative product
offerings.
 Continue to track and gain insight from customer surveys.
 Explore ways to improve communication (online and offline), particularly via social media to
engage with customers and enable “customer driven innovation”.
 Explore incentives for tourism operators and developers to promote reinvestment in their
business.
 Explore alternate funding mechanisms for tourism innovation funds or grants (e.g. tourism levy,
etc.)
2) Continue to pursue strategic overseas tourism opportunities
International visitation to Canada and to Banff has been largely flat in recent years. The resulting
decrease in spending is due in part to the higher spend typically associated with international tourists.
This is a challenge that requires continued attention and strategy, and as Banff attempts to maintain its
reputation as one of the top destinations to visit in Canada, its success is largely tied to the success of
Canada’s international positioning. In addition, the growth in travelers from emerging markets to Canada
averaged 6% over the past three years while traditional source markets have grown only 0.5%. Potential
strategies may include joining initiatives tackling air access issues in Canada / Western Canada, ensuring
that resources are geared towards high growth / high value visitors (i.e. China), and encouraging local
and regional tourism / travel operators to collaborate when promoting Banff.
Summary of key tactics
 Advocate for Canadian international marketing investment and removal of national travel barriers
(air transportation, visas, etc.).
 Ensure there is adequate training to cater to high value / high growth visitors (i.e. China).
 Direct marketing tactics more closely on key source markets while choosing narrower but more
focused channels to improve marketing ROI.
 Encourage greater partnership among regional / local tourism groups to have a stronger united
voice in promoting the region.
3) Continue to promote innovative year round tourism / activities
2011 overnight winter visitation represented roughly half of summer overnight visitation, winter hotel
occupancy was 49% relative to 74% in the summer, and the average daily hotel rate was $156 in winter,
relative to $189 in summer). Given the observed winter visitation statistics, projected decreases in ski
participation in Canada, and increasing participation in year round activities in Banff (as noted through
consultation), year round tourism activities continue to be a significant opportunity for Banff. Additionally,
as highlighted across consultation, Banff’s unique positioning within a National Park, and the experience
this offers, should be further leveraged as a significant, one of a kind natural asset and wonder for year
round tourism.
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Summary of key tactics
 Explore key barriers to winter visits (cost, access, lack of awareness, etc.).
 Identify key winter marketing messages.
 Work with taskforce on tourism innovation to respond to customer feedback on winter and
shoulder season travel needs.
 Explore opportunities to further improve tourism yield of accommodations based on season (i.e.
vary rates according to seasonal demand).
4) Leverage identity to include year round cultural and arts
Given the cultural, arts and recreation assets / services strengths identified and numerous cultural assets
situated in Banff (i.e. The Banff Centre, Whyte Museum of the Canadian Rockies, Town Hall Art Gallery,
Homegrown Art Show, etc.), it is suggested that culture and arts continues to play a greater role in the
national / international brand of the Town of Banff, for example when marketing the Town to visitors,
prospective businesses, and talent. Cultural assets are increasingly noted as a top tourist attraction in
Canada. Such attractions include art galleries, historic buildings / sites and museums, which all rank as a
greater attraction in terms of visitation relative to national parks/areas of natural beauty, according to
Euromonitor. This trend is projected to continue in the future.
Summary of key tactics
 Review other similar town and jurisdictions identified and their Cultural Strategic Plans (i.e. Cairns
and Nanaimo).
 Leverage the National Park and Banff’s history as the first Canadian designate of the National
Park movement.
 Ensure signage and tourism information highlights Banff’s identified heritage buildings and
history.
 Support existing and new cultural festivals and events, especially those that support winter and
shoulder season visitation.
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Strengthening Critical Partnerships
There are inherent benefits of increasing collaboration with nearby municipalities and key stakeholders
such as Parks Canada. A regional planning model can bring enhanced services for the Town but also
improve the entire region’s attractiveness and vitality. Examples include leveraging each other’s assets,
resolving unnecessary overlap and sharing ideas and perspectives for common benefit. The Cairns
region in Australia was able to successfully work within the broader region to address such municipal
issues as water and infrastructure and has established the region as an economic centre for research and
technology relating to tropical environments (more detail on case studies can be found in Appendix B).
1) Improve inter-jurisdictional / regional cooperation and collaboration
Given the Town of Banff’s strategic position within the broader regional, provincial and national tourism
service and cultural industry, and based on consultation findings which support this notion, it is
recommended that the Town continue to work with other regional municipalities on common regional
issues. The Town should seek to develop relationships with businesses / service providers that may
choose to locate in other nearby municipalities in close proximity to Banff, in order to leverage this
proximity and potential partnerships. The Town’s ability to build its reputation, relationships and
partnerships with members of the broader regional community will be critical to realizing such
opportunities.
Summary of key tactics
 Identify or create a regional entity that is best positioned to market the region’s shared product /
service offerings to key industry partners throughout Alberta and Canada.
 Develop relationships with businesses / service providers that choose to locate in other nearby
municipalities in close proximity to Banff.
 Increase public sector and city government collaboration on regional and specific municipal
strategic planning to identify opportunities to support and leverage other projects that have a
greater regional impact.
2) Aggressively pursue a partnership between Parks Canada and local businesses
Economic Prosperity consultation has noted a significant need for the Town to further develop its
partnership with Parks Canada, particularly in pursuit of environmental excellence and in sharing
understanding of the challenges faced by local businesses given the Park’s regulatory environment.
Gaining Parks Canada support for important local commerce opportunities will involve a significant
commitment to ecological stewardship but can ultimately improve economic opportunity in the Town. It is
recommended that a working committee dedicated to understanding and addressing these topics be
created. The committee should include Town of Banff representatives, key community stakeholders, local
businesses, and Parks Canada representatives. Despite past challenges in discussing reform in Parks
Canada legislation, it is clear that many members of the Banff community wish to continue balancing
important environmental / ecological with economic / commercial priorities.
Summary of key tactics
 Building off of current collaboration efforts, identify and prioritize various discussion points for
improvement in Parks Canada and Town of Banff business community relations.
 Explore ecotourism guidelines and environmentally-friendly business practices that would best
support a new relationship between the Park and the business community.
3) Consider the development of key international partnerships
As identified through peer group comparisons and case studies explored within this Economic Prosperity
Strategy, there are benefits and potential lessons learned from other national and international
municipalities and regions. While many of these observations can be located through the public domain,
there may be more to gain from initiating relationships and partnerships with similar communities pursuing
Economic Prosperity. There may be more to be learned in terms of programming, monitoring methods,
and solutions to common challenges in Economic Prosperity on a global scale.
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Summary of key tactics
 Review case studies in Appendix B and identify key discussion points on ongoing challenges and
solutions to areas similar to Banff.
 Expand “sister city” concept to bring together like-minded communities on a more frequent basis.
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Appendix A – Sample Economic
Prosperity Scorecard

Introduction
A key goal of this Economic Prosperity Strategy was to develop tangible measurement criteria to help the
Town understand its progress and current state with respect to Economic Prosperity, and ultimately
contribute to key strategic directions and recommendations to drive ongoing progress in terms of the
Town’s Economic Prosperity. As such, a scorecard was developed and reviewed with the Town’s
Economic Prosperity Steering Committee, to serve as a sample tool to support the overall Strategy. This
framework aims to:
•

Take a balanced approach to measuring Economic Prosperity;

•

Leverage both quantitative and qualitative information sources and input;

•

Incorporate key measures from external information sources (i.e. other Economic Prosperity
studies), as well as those identified by Town stakeholders;

•

Position the measurement in a ‘tiered’ fashion. More specifically, the framework and supporting
detail provides a higher level ‘snap shot’ by incorporating the concept of ‘indicators’ (higher level)
and specific metrics (lower level) to measure progress with available information sources;

•

Establish targets for each measure. Targets will assist to better understand if Banff is “in a state
of prosperity” or otherwise. The size of the gaps should assist in determining the need for strategy
and specific tactics.

•

Measure progress in Banff over time, but also compare Banff’s progress to standards at a
provincial, national, and eventually a peer group level; and

•

Be iterative, so the framework can be used right away with available information, but also be built
upon as additional information is available.

This section provides an inventory of both currently available and potential future indicators and metrics to
help measure Economic Prosperity at the Town, and presents a preliminary Economic Prosperity
scorecard based on the information currently available. This scorecard simply serves as an example and
will evolve over time, with the expectation that key sources of information will be added.
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Appendix B – Case Studies

Overview
The following section introduces communities and regions from around the globe, as identified by Deloitte
and confirmed with the Steering Committee. These case studies have similar cultural and environmental
assets, prominent tourism industries or potential growth opportunities, relative to the Town of Banff. Many
of the challenges identified by Banff are not uncommon for resort towns and tourism centres but the case
studies will show a variety of ways of addressing or adapting to change.
Case studies include:
1) Queenstown, New Zealand
2) Aspen, Colorado
3) Jackson, Wyoming
4) Nanaimo, British Columbia
5) Davos / Klosters, Switzerland
6) Cairns, Australia
Our research found that areas with significant tourism assets experience a similar growth cycle
• The ‘best-kept secret’ develops into a well-known destination (ultimately hitting peak visitation)
• Increasing visitation prompts real estate development for part-time residents.
• Employees living in proximity are priced out of the market and require affordable housing support.
• Town leadership determines how to cater to its affluent new residents as well as its traditional
employment base.
• Ultimately, the municipality is influenced by its citizens who call for a sustainable lifestyle and
predictable growth for all residents who wish to comfortably settle and contribute to the region.

Town of Banff Economic Prosperity Strategy

The case studies represent different levels of tourism and municipal development priorities
For some cases, the tourism market is well established and mature, these communities are often looking
to diversify some of their economy away from tourism and real estate. Other communities are still
developing their tourism product and may be growing quickly. These communities have the opportunity to
set a strong foundation before too much development leads to unintended consequences. Ultimately, the
size of a community plays a role in its ability to diversify industries and support a large workforce. While
most of the cases selected were similar in size to Banff, none have the same population limits imposed on
the Town.
Figure 54: In pursuit of economic prosperity

1) Queenstown, New Zealand: Managing exceptional growth
Introduction
Surrounded by majestic mountains and nestled on the
shores of crystal clear Lake Wakatipu, Queenstown, New
Zealand draws increasing numbers of visitors from around
the world each year. Starting with early Maori who came in
search of Pounamu (greenstone) to European settlers and
gold prospectors, many now seek out the four season lake
and alpine resort for its reputation as an adventure sports
capital.
One hundred and forty years after the town’s establishment
as a gold mining camp, the resort town is now a
sophisticated, young, cosmopolitan center of the
Queenstown-Lakes District. Neighbouring towns including
Arrowtown, Wanaka, Alexandra, and Cromwell are also
bustling but increasing interest in the lifestyle from
international investors has sent real estate values rising.
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Local economy, cost of living and lifestyle
Number of full-time residents (District): 29,200 | Compound Annual Growth 2005-2012: 2.8%
As will be common for all subsequent case studies, tourism is the primary industry. Increasing numbers of
Australian visitors and investors are boosting the region’s economy, along with an emerging Chinese
visitor market. Recent investments in the Queenstown International Airport are spurring projected growth
rates among the highest in the developed world.
The increase in high net worth visitors and residents in Queenstown has resulted in a greater number of
high end residential property transactions in the past year and, according to Colliers International, this
trend is likely to continue. The Central Business District (CBD) is tightly held among investors and is
consistently raising the cost of rents. Some retailers are still looking out for their own, offering up to 1015% discounts to residents, but those working in retail or tourism sectors are beginning to commute from
further away to reduce costs. Large-scale construction projects are underway in nearby Frankton, the
area which will largely accommodate Queenstown’s future commercial and industrial expansion.
Downtown Queenstown is considered walkable and there is a public bus network that connects western
Sunshine Bay through downtown Queenstown to outlying areas (Frankton, Kelvin Heights, Arrowtown
etc.) and the airport. Standard one-way fares are $3.50 (CAD$3.05).
Figure 55: Queenstown Transport Guide Map

Retail
CBD retail rentals are strong with no long term vacancy and evidence of incentives to secure prime sites.
Rental growth is being driven by demand from national and international retailers wishing to have a
presence in Queenstown, which is having the adverse impact on the viability of privately owned local
based retail businesses.
The Remarkables Park Town Centre in Frankton has established itself as the main shopping destination
outside of central Queenstown. This area has been further complemented by the establishment of the
Queenstown Events Centre and the expansion of the Queenstown Airport. The proposed Shotover
Industrial area will also provide additional traffic once development gets underway. The shopping centre
contains a mix of international / national brands while downtown shops often cater to the more eclectic
and artistic shopper.
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Tourism
Overnight person visits: 3,092,496 (2011)
The Queenstown-Lakes District Council plays an active role in encouraging tourism operators to share
the natural environment with visitors from around the globe while also treating it with respect and care.
The Council is the major funder of Destination Queenstown, Lake Wanaka Tourism and the Arrowtown
Promotion Board through resident rates – all ratepayers are therefore contributing towards the
international promotion of the area.
Some of the other major tourism initiatives of the Town include an expanded conference centre and a
sports complex for increased sports tourism / events hosting. Due to its diversity of activities and climates,
the town is also growing its reputation as a centre for tourism training and development, inviting
employees and students from around the globe.
The Council is committed to providing affordable housing to temporary workers and residents but
recognizes that growth is outpacing careful planning. A Visitor Accommodation Program was launched to
allow residents to register as Homestay, Holiday Home or even more formal Visitor Accommodations.
This not only supports optimal distribution of residents among available housing stock but also increases
the sense of community for temporary workers.

Culture
As part of its Ten Year Plan (2006-2016), the Community Leadership and Strategic Direction committee
identified a number of key cultural initiatives to strengthen cultural assets and preserve local heritage,
which include:
• Identify and document the district’s heritage values, places and items. (e.g. Map cultural assets
and reach out to cultural organizations to consolidate sites and archives.)
• Protect heritage values, places and items (e.g. Identify any threats to heritage buildings and
assess mechanisms for their protection, including an annual training day for various public sector,
environmental and cultural employees.)
• Investigate legal and municipal processes and amend to ensure they are efficient and effective
for protecting heritage values.
• Build strong relations between cultural agencies and groups to allow cooperation in protecting
cultural / heritage values, places and items (e.g. Share heritage / cultural sites on the Council GIS
and share them with public. Provide opportunities for Ngai Tahu to share training and guidance
regarding Ngai Tahu culture with cultural employees.)
• Ensure residents and visitors are aware of, appreciate and protect heritage values, places and
items. (e.g. Heritage trails / tours; Events, exhibitions and displays; Information panels and audio
visual/listening posts; education packages for schools; distributing information on heritage values,
places and items to owners and real estate salespeople.
These initiatives are monitored by the Queenstown Lakes District Council through annual progress
reports prepared for the Strategy Committee and cultural organizations.

Lessons learned
With an increase in access, an exceptional landscape and diverse tourism products, the destination is
growing its international reputation. Trends such as loss of local character due to ‘mansionization’ and
shifting to higher end retail have not occurred to a large degree and the town’s stewardship will be tested
as property values continue to rise. Queenstown does seem cognizant of the need for its young, seasonal
workforce to be affordably housed and its Visitor Accommodation Program allowing residents to register
as home stays or holiday home rentals is an example of uncommon foresight. Town of Banff leadership
may learn more from this case study by recommending the ideal way forward for Queenstown as it
balances its rise to global tourism destination and the needs of its full-time residents.
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2) Aspen, Colorado: The price of fame
Introduction
Situated in a remote area of the Rocky Mountains near the Roaring Fork River, the rural mountain town of
Aspen, Colorado was an unlikely star of the skiing world. From its rugged beginnings in silver mining, the
town was rediscovered and reinvigorated by Walter and Elizabeth Paepcke with the establishment of the
Aspen Skiing Company and two world class cultural institutions (the Aspen Music Festival and School
and the Aspen Institute). The town’s intellectual, cultural and recreational opportunities have attracted
notable personalities, celebrities and jetsetters making the town richer and correspondingly more
expensive to live in.

Local economy, cost of living and lifestyle
Number of full-time residents: 6,680 | Compound Annual Growth 2007-2012: 2.8%
The historic character of the city has been challenged in recent decades by skyrocketing property values
and the proliferation of second homes, increasingly shutting low- and middle-income workers out of the
city and creating a large pool of commuters from nearby bedroom communities such as Snowmass,
Basalt, Carbondale and Glenwood Springs.
During the late 1990s, real estate surpassed retail and lodging to become the dominant factor in the
Aspen economy. In 2007 (pre-crisis), real estate transaction volume was more than triple retail sales
volume. Home price appreciation has far outpaced the national average. A single-family home in 2008
was around $6 million, about 25 times the national average. While market declines associated with the
2008 Recession would slow transaction volumes, those able to afford Aspen housing still tended to build
large and high quality homes. As older and smaller dwellings are replaced, the supply of market rate
housing suitable for local employees will continue to decline.
The Aspen community is comprised of the following five groups:
Permanent residents:
• Approximately 3,900 resident households contain an estimated 7,000 employees (non-working
households comprise roughly twenty percent of households). Over two-thirds of the permanent
resident employees now live in government-supported affordable housing and the numbers living
in free-market housing are declining steadily (13%).
• Given significant workforce competition from the oil and gas fields, and the run-up in housing
prices in surrounding communities to the west, and a steady increase in the number of retirees
living in Aspen area affordable housing, a local labor shortage will likely intensify.
• In 1990, the town established a .45% sales tax for affordable housing and daycare. It was a close
vote, with only 53% in favor. In 2008, it was reauthorized with a much larger majority (66%) in
favor. Today those funds support more than 2,500 affordable housing units in the urban area,
housing well over half of the area’s year-round population.
Commuting workers:
• About 55 percent of the daily workforce in Aspen commutes from downvalley locations in Basalt,
Carbondale, Glenwood Springs, and other surrounding communities.
• Roaring Fork Transportation Authority, or RFTA, provides free bus service within Aspen and
Snowmass Village, and pay service to the surrounding communities of Basalt, El Jebel,
Carbondale, Glenwood Springs, and Rifle.
• The RFTA system serves a population of over 66,000 with local and regional service in
communities along 41 miles of Colorado’s Highway 82 and 27 miles of Interstate 70.
Seasonal workers:
• Up to 4,000 seasonal or short-term workers come to Aspen each year to work during the ski
season or summer months. Lodging for this group is becoming more scarce and almost half find
crowded accommodations or rent rooms in larger homes within Aspen or Snowmass.
• As with other industries, lack of housing for ski employees is creating increasing difficulty in
attracting and retaining personnel at all levels.
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Second homeowners / Part-time residents:
• Non-resident property owners are now the most important supporters of the Aspen economy in
terms of dollars spent on real estate and construction; furnishings and maintenance; personal
services; and eating, drinking, retailing, and recreation.
Short-term visitors:
• Wintertime skiers and four-season visitors stay primarily at lodges and rentable condominiums.
The population of this group represents over 300,000 on a year-long basis, with an average
length of stay about six days.
Strengthening public transit has been a key among Aspen’s initiatives to support a more equitable lifestyle
for its employees and also helps to the town’s carbon footprint. RFTA currently operates a fleet of 82
hybrid vehicles using biodiesel. The RFTA Passenger Opinion Survey shows that 68.3% of riders use the
system for commuting to and from work. Based on a ridership of 4,137,905, there would be 2,826,189
trips due to commuting (or 1,413,095 round trips). 60% of riders are regional commuters making longer
trips and the remaining 40% are local commuters. The total quantified economic benefit of the RFTA
system has been estimated below with savings in parking infrastructure representing a potential unknown.
Figure 56: Economic Benefit of Roaring Fork Transportation Authority
Benefit

Savings (thousands $)

Gasoline Savings

$3,289

Vehicle Maintenance Savings

$1,072

Reduced Traffic Congestion Savings

$656

Avoided Public Assistance Payments

$1,576

Reduced Parking Infrastructure Cost

$2,527-$13,827

Total Transit Benefit*

$9,122 - $20,422

Income from Employment Accessible by Transit

$42,982

Total Transit Benefit with Employment Benefit
* Totals may not match figures due to rounding.

$52,105 - $63,405

The non-quantified benefits also show positive long term effects accruing to the town.
• The value of seniors able to live independently at home rather than moving to assisted living
facilities / nursing homes;
• The value of the improved access to health care offered by transit service;
• The value of health benefits due to transit riders walking or biking to and from bus stops;
• Savings related to accident reduction and safety improvements;
• The avoided cost of having to build new highway lanes to accommodate greater travel demand;
• Increased value of real estate in areas with good transit service; and
• The value of health benefits associated with fewer air pollutants and greenhouse gas emissions
reductions.

Retail
Aspen’s downtown retailing environment is crucial to its appeal as a destination as well as its ability to
serve its resident and part-time resident needs. As retail sales continue to increase, the importance of
retailing to Aspen’s economic health is fully recognized by community leaders. The changes in the retail
landscape to cater to its aging and more affluent customer are, to some, a loss of tradition, however
municipal leaders have worked hard to preserve the social and economic life found in the town centre.
Aspen retailing consists of three main types, identified below:
Restaurants, bars, and clubs:
• Accounting for over 25% of total retailing, nightlife is a crucial element in serving and entertaining
resort/second home visitors (Aspen’s primary resident population accounts for only about 10% of
total Restaurant and Bar category sales).
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Resident-serving retail:
• The resident population is estimated to account for slightly over 10 percent of merchandise
retailing, much of this in groceries, drugstore items, clothing, and other necessities.
• Second home part-time / seasonal residents, including those from homes outside the city, also
purchase basic necessities, and are heavy purchasers in the home furnishings categories.
Tourist-oriented retail:
• Includes particularly galleries, jewelry stores, plus a majority of sports equipment, clothing, and
specialty stores.
• The downtown has developed a large upscale shopping district that includes high-end salons,
and boutiques. Aspen boasts some of the world’s leading boutiques, including Ralph Lauren,
Dior, Louis Vuitton, Prada, Gucci, Fendi, Bvlgari, Burberry, Brioni and Ermenegildo Zegna.
The amount of new commercial construction in Aspen over the past 10 years has been negligible.
However, the new Base Village under construction at Snowmass will add 65,200 square feet of space
intended for high-performing retail stores and restaurants, in addition to 620 new condominiums.

Tourism
Annual visits: 1,336,463 ski visits (2012)
Although direct ski-generated revenues have been outpaced by real estate income, skiing remains the
foundation of the Aspen tourism industry and economy. Annual ski visits have grown from less than
200,000 in the early 1960s to over 1.4 million by the end of the 1975-1976 season. Visitation to the Aspen
area has been quite stable over the past 30 years. The four mountains combined attracted close to 1.4
million skier visits in 2012-2013.
Aspen’s overnight lodging units have declined in number by over 35 percent over the past 15 years, but
room revenues have increased significantly, reflecting the increasing affluence of Aspen visitors. Aspen
skiing has not experienced its former growth due to several factors, including high cost of skiing, a greater
variety of competing recreation activities and aging demographics. To maintain the vitality of the skiing
business, Aspen Ski Company is actively promoting youth-oriented attractions, including snowboarding
and participation in the X Games, which is televised internationally on ESPN.
A local lodging tax, paid by visitors, funds the City of Aspen who, in turn, contracts the Aspen Chamber to
manage the destination marketing program. Key initiatives outlined in their 2013 Strategic Plan include
campaigns to increase summer visits from international destinations 5% by 2015. Key target markets
include Australia, Brazil, Mexico, Europe / UK, China and Japan. Strategies include capitalizing on
increased flights through LA (Asian visitors), increasing partnerships with hotels, non-profits, airlines,
regional / national tourism organizations, and increasing summer marketing efforts while visitors are on
site during the winter.

Culture
A 2004 report titled “Economic Impact of the Arts on Aspen and Snowmass,” in which the audience of 14
major arts and cultural events were estimated to spend a direct total of $36.1 million in Aspen and
Snowmass. Such spending has doubtlessly increased since 2004, and the importance of arts and culture
to the Aspen economy goes beyond that measured by direct and indirect spending.
In the 1970s and ‘80s, arts and cultural facilities proliferated, including the creation of the Aspen Art
Museum and the City’s renovation of the Wheeler Opera House. There are many non-profit / interest
groups dedicated to arts and social causes but lately, as development pressures have grown, they have
largely coalesced to help preserve the town’s heritage buildings.
The Aspen Institute and other long-established institutions represent a genuine center of influence in
politics, global issues, and culture that is not duplicated in many resort communities. The authenticity and
scope of these institutions, and the concept of “The Aspen Idea,” were noted as a source of pride in many
of our interviews.
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Other
The City of Aspen is partnering with the Energy Department’s National Renewable Energy Laboratory
(NREL) to evaluate its electric utility’s energy portfolio and identify the best alternatives to obtain its goal
of reaching one hundred percent renewable energy in 2015. To date, Aspen is one of only a small
number of the two thousand publically owned utilities nationwide to have set a one hundred percent
renewable goal.
In 2012, Aspen High School was ranked the #1 High School in Colorado and #59 in the nation by U.S.
News & World Report. It has an International Baccalaureate Programme and Experiential Education
courses that include outdoor activities in the Grand Teton wilderness and a behind-the-scenes look at
Hollywood and the processes involved in film and TV production.

Lessons Learned
Following the example of Queenstown, Aspen is an established resort town that has seen the effects of
attracting a host of affluent visitors and residents. The economy of has shifted away from tourism to real
estate development and retail has shifted to adapt. To help with the skyrocketing costs of living in the
area, the town has invested significantly in transit and affordable housing to allow a middle class lifestyle
in the surrounding communities but the culture and atmosphere of the town has ultimately changed.
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3) Jackson, Wyoming: Balanced and natural growth
Introduction
Gateway to some of the world’s first National
Parks in Yellowstone and Grand Teton, Jackson,
like Aspen, grew rapidly thanks to ski hill
development in the 1960s. The namesake of the
town, William Henry Jackson, took the first
photographs of the Teton Mountains and
Yellowstone and his photos were key evidence in
convincing Congress to protecting Yellowstone as
the first National Park in 1872. Private
development is only permitted on 3% of the
county’s land area and residents are often
reminded of their close ties to the ecosystem
when elk wander into the town from the nearby
National Elk Refuge. The town has adopted a
Natural Capital philosophy i.e. the economic
notion of capital attributed to the natural
environment. Natural Capital is the stock of the ecosystem that yields a sustainable flow of valuable
ecological activity. The key aspect of this philosophy is that society benefits inordinately from this
ecological stock and Jackson residents therefore have a strong desire to maintain a healthy environment.
Faced with similar challenges as Aspen, Jackson is tackling consistent challenges (affordable housing
and enhanced transit) but has a different vision for the future. A common slogan is “Better not bigger” and
the town suggests it will use whatever solutions necessary (be they market, restricted or cooperative) to
maintain its resident workforce and the community character it provides.

Local economy, cost of living and lifestyle
Number of full-time residents: 9,838 | Compound Annual Growth 2007-2012: 0.4%
Over the past 25 years land values in Jackson and Teton County have risen faster than local wages. The
median home price has grown from 354% of the median income in 1986 to 1,400% in 2010. As a result,
many people cannot afford to live in the community. Over the same period, the number of commuters has
grown from less than 10% to 33% of the local workforce.

Daily interaction between year-round residents, second homeowners, seasonal workers, long-time
families and new community members is a defining characteristic that the community wants to preserve. It
has noted that other mountain resorts have lost a sense of community when the local workforce and
associated diversity is pushed out of the vicinity. The Town has committed to ensuring that at least 65%
of the local workforce lives locally as a resident workforce is more likely to invest socially, civically, and
economically in the community in which they live.
However, much remains to be done as lack of affordable housing is the primary reason many local
employees are choosing to commute. A formal housing program established in 1994 has successfully
used regulations, incentives, and additional funding to create over 700 restricted (price or rent) housing
units to date. Restricted units are allocated to those members of the community who work locally full-time,
year-round, at single or multiple jobs.
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Figure 57: Town of Jackson Comprehensive Plan Roadmap

Source: Town of Jackson, Wyoming: Comprehensive Plan Executive Summary

Commuters from outside the County have grown from 15% to 30% of the workforce from 1994-2011. The
town has pledged to increase the use of alternative modes of transportation to meet its future
transportation demand. To achieve this goal, the town is developing an integrated transportation system
that includes opportunities for rideshare, walking, and biking as alternatives to private motor vehicles.
The Southern Teton Area Rapid Transit (START Bus or START) is the public transportation system that
serves the residents and visitors of Teton County, Wyoming. START Bus runs routes within the town of
Jackson, between Jackson and Teton Village as well as commuter routes from Star Valley, WY and Teton
County, ID. START ridership has tripled since 2000 to over 800,000 annually. However, with increasing
use, the service requires a new facility for indoor storage of buses during the harsh winters. The town of
Jackson was recently awarded a $8 million grant from the federal government to support this investment.
While tourism and real estate continue to drive the economy, the town will aim to reduce its reliance on
real estate development and attract new entrepreneurs and businesses to the town. In particular, the town
hopes to draw skilled employees who can “work from anywhere” and are attracted by the lifestyle found in
the region. A key aspect of the town’s ‘lifestyle brand’ is their identity as a ‘green community’. The town
hopes to promote public and private sustainability efforts as a driver of the economy and provide
incentives for entrepreneurial companies specializing in sustainability or “green collar” businesses.

Retail
Renewed efforts by leadership to steer the Town towards prosperity can also be seen in retail and
commercial development. The town has identified specific centers for retail development and is setting
guidelines as to how the town will restrict outlying areas from most types of commercial development.
Concentrated retail areas have also been master planned to coordinate with nearby resorts to ensure the
town centre has sufficient mixed residential and office space.

Tourism
Grand Teton National Park visits: 2,705,256 (2012)
As the Town strives to build capacity for sustainable year-round tourism visitation, the focus remains on
utilizing existing capacity rather than expanding or adding resorts. Long Term Plans from resorts who
wish to expand are reviewed at the Town and County level.
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A lodging tax of 2% is added to a visitors stay in any Teton County hotel, motel or rental property. It was
approved by voters in November, 2010. Dubbed the "Tax you don't pay", the tax will reappear on the
ballot in November, 2014. The Jackson Hole Travel and Tourism Joint Powers board is responsible for
allocating 60% of the collected funds. Teton County and Town of Jackson governments are responsible
for the remaining 40% of funds collected.
The Travel and Tourism board promotes Jackson to tourists from across the country, especially during
the shoulder season, in hopes of creating a year-round sustainable economy. The Board also uses a
portion of the money to fund special events that take place throughout the community that not only appeal
to visitors but illustrate the unique character and qualities of the community (e.g. Jackson Culinary
Conference, Old West/Elkfest, etc.).
As another way to encourage stable spending and reduced ecological impact town leadership is
promoting the municipality as an ideal location for a second home or retirement community.

Culture
The town’s unique character and feel is maintained by significant efforts to protect historic downtown
buildings. Jackson was designated a Preserve America Community to recognize its efforts to celebrate
heritage and use historic assets for economic development.
Jackson has a long history of inspiring artists and has made an effort to support arts and culture groups.
The Jackson Center for the Arts is a growing art center campus in downtown Jackson. "The Center,"
currently consists of the 41,000 square foot Arts & Education Pavilion (opened in 2004), as well as the
Performing Arts Pavilion (opened in 2007), which includes a 500-seat theater, a Music Center, theater
rehearsal space, and additional administrative space.
The Arts & Education Pavilion is a multi-tenant facility housing, hosting and partnering with 17 local, state
and regional not-for-profit arts and higher organizations. Fifteen of these organizations rent permanently
affordable space from the Center for the Arts. The Pavilion hosts several studios, classrooms and offices
designed specifically for these resident organizations. Locating these arts and education organizations,
and the people who keep them running, under one roof has helped to create an atmosphere of
collaboration and inspiration.

Lessons Learned
Jackson’s recognition of natural assets as a primary consideration and restriction on development makes
it very similar to Banff. It has also taken steps to conserve its town centre’s social and economic life
before the costs of housing push too many of its employees out of the vicinity. While Banff has already
taken this a step further, it can still take note of its master planning policies and economic diversification
strategies. Its arts and cultural institutions also serve as an example of clustering to support and promote
a stronger cultural sector.
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4) Nanaimo, British Columbia: Social fabric first, the rest will follow
Introduction
Nanaimo is considered one of British Columbia's most
liveable cities, having a favorable balance of lifestyle,
employment and investment opportunities. The
harbour city connection between Vancouver and
Vancouver Island has grown with its transition away
from a resource-based economy to an informationbased economy
All major transportation corridors lead to Nanaimo,
and the city is not only the gateway between the
Island and the mainland but also the gateway to
exploring National Parks and the surrounding islands.
The city developed with the help of coal mining and
th
forestry industries in the early 20 century and is
st
looking to 21 century industries, along with retail and
tourism, to power its continued growth.

Local economy, cost of living and lifestyle
Number of full-time residents: 83,810 | Compound
Annual Growth 2006-2011: 1.3%
Nanaimo’s Community Plan highlights a number of social enrichment pillars to help ensure Nanaimo is “a
socially sustainable community that nurtures a caring, healthy, inclusive and safe environment, and which
empowers all citizens to realize their aspirations”:
• Livable Community;
• Affordable Housing;
• Schools;
• Food Security; and
• Arts, Culture and Recreation.
Livable Community: The City wants to be a welcoming place for a range of socio-economic levels and
lifestyles. In particular, it wishes to provide a safe and family-friendly environment with a variety of
opportunities for informal public gatherings and street life. Elder-friendly infrastructure including affordable
public transportation is also a key aspect.
Affordable Housing: The City is committed to providing affordable housing as well as assisted housing,
to meet the needs of its diverse residents. Its main form of intervention is to maximize the use of
government, municipal programs and private sector incentives in providing lower cost housing. For
example, it is maintaining a Housing Legacy Fund for cash in lieu contributions negotiated with
developers who opt not to build affordable units on site. This will help to ensure affordable housing
developments are funded equitably across the city.
The average sale price for single family units was approximately $350,000 in 2011 and doubles for
waterfront properties but it is still much cheaper than Vancouver (only 2 hours away). While there is
sufficient inventory of residential, commercial and industrial lands to meet projected housing demand to
2031. There will not be ample capacity to meet demand for single family dwelling units. Higher density
development is expected to fill that gap despite complaints of rising congestion.
Schools: While planning for new schools and school upgrades over the next ten years, the plan
encourages community use of underutilized space whenever possible. It is acknowledged by the City that
the number of school-aged children is growing at a decreasing rate and location choices for new zones
and schools must take into account these neighbourhood demographic trends.
Food Security: Access to local, healthy food is increasingly a concern for residents. From where the food
is grown to how it is being processed, and distributed, the City believes a sustainable food system will
help generate positive economic activity from greater overall community health and wellness. Some
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initiatives include the encouragement of urban agriculture, the development of a ‘food charter’ to establish
objectives and policies shared by the City’s food establishments, and education to promote awareness of
food production, health and sustainable practices.
Arts, Culture and Recreation: The city has identified the development of cultural assets as vital to the
city’s ability to attract and retain “creative class” workers and increase the appeal as a tourism destination.
A number of initiatives were adopted from the 2008 proposed Cultural Plan including the adoption of The
Nanaimo Cultural Strategy and the Art in Public Places Guidelines and Procedures as well as the creation
of an “Arts District” in the downtown core.

Retail
Nanaimo is the regional service centre for mid and north Vancouver Island and therefore the retail sector
is the largest employment sector in Nanaimo. Approximately 15% of the total labour market is a retail
employee. Retail sector growth is driven by market size and consumer purchase behaviour. In Nanaimo,
market size has been expanding from population growth.
The City is encouraging commercial development in mixed use areas known as Corridors which will also
house new multi-unit residential developments and public amenities. The overall design of Corridors will
support the needs of pedestrians, cyclists, and public transit in keeping with the city’s Livable Community
pillar. The planning notion behind Corridors is to link Urban Nodes (city centres of economic and cultural
life) to each other and to Neighbourhoods. It is intended that each Corridor will build on the unique
characteristics of the surrounding Urban Nodes and Neighbourhoods, and will contain an individualized
mix of uses and services.

Tourism
Ferry / Airport arrivals: 4,836,418 (2012)
The Tourism Leadership Committee (TLC) of the Nanaimo Economic Development Corporation (NEDC)
was tasked with creating a Tourism Strategic Plan to help guide the development of tourism in Nanaimo &
Region. The geographic scope of this strategy encompasses the City of Nanaimo, as well as the
surrounding areas including Lantzville, Cassidy, and Gabriola Island. The strategic plan identified
development of new tourism product as the number one priority and has indicated that cultural tourism will
be a theme of the strategy. Currently mapping its cultural assets and developing a cultural portal to help
residents and tourists find cultural attractions.
The town is currently exploring the development of a destination resort centre to further economic
development opportunities for the region. The facilities would be predominantly around marinas and golf
courses but would support additional tourism businesses (lodging, restaurants, activities, etc.). The City
has suggested that sustainable development principles, such as LEED, would figure prominently in
decisions. A proposed resort would address goals for protection, enhancement, or mitigation of
disturbance of environmentally sensitive areas (wetlands and nearby dams).

Culture
The City has made notable increases in funding to arts organizations, festivals and arts programming.
The results were demonstrated in an October 2013 economic impact study which highlighted the large
positive economic benefits of Nanaimo’s arts and culture sector. The study states that the sector supports
1,330 jobs in the Nanaimo region and generates $154.5 million in economic activity.
The City is now in the process of mapping its cultural assets to develop a cultural portal highlighting a
number of different categories (pictured below) while also drawing attention to lesser known cultural
attractions for residents and tourists alike.
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Figure 58: City of Nanaimo Cultural Plan

Source: City of Nanaimo Cultural Plan

Open Government
The city's planning department has, over the past five years, steadily
produced enough municipal data to warrant attention from Time magazine
and Google’s senior leadership. Nanaimo has been dubbed 'the capital of
Google Earth'. Working directly with Google, the city fed it a wealth of
information about its buildings, property lines, utilities and streets. The site
sorts and maps every business, from restaurants to car dealers, while a click
of the mouse brings up the lot size for every property in the city, including the
building permit number and zoning history. Homeowners can use the facility
to find out specific information about their garbage collection schedule, while
the city's 150-year-old downtown core is rendered in 3D and dotted with 360degree panoramas. New innovations include the ability to track firefighters in
real time on Google Earth as they respond to emergencies.

"With Nanaimo, they
have mapped nearly
every conceivable
thing using Google
Earth and Google
Maps,"
-Michael Jones, Google
Earth's chief technology
officer

Lessons Learned
The city has identified its social fabric as its core competency in attracting visitors and knowledge
workers. The city is a trailblazer in using technology to map and coordinate its city assets / services and is
using the data to determine its strengths and weaknesses in various areas. As it continues to learn, the
town can focus on the things that ultimately matter most to its residents.
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5) Davos, Switzerland: Experienced host diversifying its offering
Introduction
th

Davos has been an acclaimed four season resort town since the middle of the 19 century and, as such,
has worked to diversify into other areas besides tourism. While tourism is still a vital aspect of its
economy and culture, the town has managed to build upon the strengths of its location to attract leading
research institutes and global conferences such as the World Economic Forum.
The World Economic Forum continues to be the largest gathering of global executives, national heads of
state and influential leaders from around the world. The Annual Meeting contributes CHF 45 million to the
local Davos economy and CHF 70 million to Switzerland’s economy overall. The Swiss Federal
Government, the Canton of Graübunden, and Davos itself all help make the meeting a success.
Participants in 2014’s Annual Meeting came from almost 100 countries, including nearly 40 heads of state
or government.
Davos is the highest city in Europe, resting among the Swiss Alps at 1,560m (5,120 ft). Long before the
town was known as a ski destination, tourists had frequented the area for its famed healing powers. The
mountain air was recommended by doctors to those who suffered from lung ailments, such as
tuberculosis.
Strengthening the alternative modes of transport (rail and public transit) to and within Davos is seen as a
critical need for the town. Davos is reachable by car in approximately two hours from Zurich, St. Gallen
and Bellinzona, Italy. However, it is about twice the travel time by train or bus. Further compounding the
need for additional transport methods is the shortage of parking spaces during the tourist high season.

Local economy, cost of living and lifestyle
Number of full-time residents: 11,131 | Compound Annual Growth 2006-2011: 0.7%
The major economic drivers in Davos can be simplified to winter sports, health tourism, research, and
second home development.
Since 2001, a marked decline was experienced in tourism employment, especially in accommodation and
food service industries, and the healthcare sectors. By contrast, employment in research and
development has increased 16%.
Davos has successfully nurtured a number of internationally renowned research institutes that employ
more than 400 people in the field of natural sciences (WSL Institute for Snow and Avalanche Research
and the Physical Meteorological Observatory / World Radiation Center) and medicine (AO Foundation
and the Swiss Institute of Allergy and Asthma Research SIAF). There is also an emerging Institute for
Risk Management (Global Risk Forum Davos) and two high schools (Swiss Alpine Secondary School
Davos SAMD, Sportgymnasium Davos) which attract a large contingent of international students.
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A survey conducted in 2008 calculated the annual value added by Davos research institutes to be CHF
37 million ($CAD 43 million).
The municipality’s economic development focus is to support the traditional tourism economy while also
promoting Davos as a research centre. Improving rail connections is therefore a popular initiative as it
aids tourism while also reinforcing Davos as a gathering point for conferences and research. The town is
working with cantonal and federal governments to gain additional financial support for investments in
mountain railway infrastructure.
Commuter statistics based on the census of 2000 suggest that about 7,000 people commute regularly to
and from Davos. Of these, approximately 6,000 commuters live and work in Davos, about 600 commuters
have employer-provided accommodation and workplace in Davos and about 300 commuters residing in
Davos work outside of Davos.
Over the winter high season 70,000 to 80,000 people travel between the centers and resort village.
Around 25,000 to 30,000 do this by car, about 30,000 by bus and approximately 20,000 on foot.
Studies demonstrated that nearly 40% of all car journeys were so short that they could have been
traveled by bicycle. Almost 30% of car journeys were less than 2km and one in six were shorter than 1
km. Most significantly, more than 40% of the daily trips studied were traveled for recreational purposes.
The town has therefore set goals to reduce this number through improved bike lanes and other transit
options.
Davos has also struggled with the proliferation of second homes and sprawling housing development that
threatens the Valley floor (typically reserved for tourism activities and wildlife). Second homes represent
50% of housing stock and demand remains high. The town has introduced a quota and enforces
restrictions to ensure that there are either full-time users of the home or the home has some dual use
such as tourism employee accommodation or additional commercial space. Further zoning boundaries
were also drawn to avoid sprawl from displacing retail trade away from the main town centre.

Retail
Davos town structure and location of key facilities is now clearly laid out as follows:
• The Promenade is the economic and social centre.
• The Valley Road is the supply route and home to many tourism operators.
• The Valley Floor is the recreational space for sport and recreation.
• The Village Centre is not as vibrant as the Promenade but is concentrated mainly with general
retail and accommodations.
• The outlying areas serve as small residential settlements with a large dependence on the main
settlement area for employment and retail needs.

Tourism
Overnight visits: 2,103,146 (2012)
In 2009, Davos recorded 915,000 overnight hotel stays which is around 20% less than 2000’s number.
Despite decreasing the number of arrivals, overnight stays in the hotel sector in the past 15 years have
increased from approximately 220,000 to 260,000, reflecting the increasingly shorter average length of
stay from both domestic and foreign visitors.
The European economy remains tepid and visitation has declined 6% from 2010/11 to 2012/13. Industry
leaders have continued to communicate a message of patience. Asking that operators avoid too many
price promotions and continue to focus on quality experiences for loyal customers.
A rise in the use of non-hotel accommodations such as private rooms, holiday apartments, chalets,
camping, lodges and guest houses, summer homes, villas, hostels and serviced apartments has also hurt
the industry’s earning prospects.
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According to projections from the Tourist Organization of Davos Klosters, managed and non-managed
second homes generate annually about 1.25 million overnight stays. The bed capacity in the managed
second homes amounts to approximately 8,000 beds (including group accommodation and hostel).
Despite all of this, there is still development of new properties within the area. Schatzalp Snow &
Mountain Resort recently opened with a variety of hotel, chalet and guest house accommodations. Stilli
Park, a five star resort and residence complex is also in development on the site of a former famous
sanatorium (treatment of lung ailments).
Davos, and nearby Klosters, cooperate closely in the tourism sector and operate a common destination
marketing organization. During the high season, additional train connections run between Davos and
Klosters. Outside of the winter season, there are hourly public transport connections.

Culture
Renowned as an international gathering place, the town hosts numerous events and congresses
annually. It is a historic site of many speed skating, alpine and Nordic skiing and ice hockey
championships and hosts the world’s economic leaders each year for the World Economic Forum. The
town also hosts a number of Swiss heritage sites, including the Kirchner Museum, and heritage Alpine
architecture.

Lessons Learned
While Davos has an excellent tourism product, it has leveraged its expertise in hosting great minds and
competitions and applied that to other industries. Now that tourism has reached a saturation point, it has
retained several world-class research institutes. The town’s first priorities are therefore to improve rail
connections and intermodal transportation so that more people will meet in Davos and spur further
economic development.
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6) Cairns, Australia: A model of regional cooperation
Introduction
Cairns is part of Australia’s Wet Tropics region
with its many rich ecosystems including the
World Heritage listed Wet Tropics rainforest to
the west and north and the Coral Sea and World
Heritage listed Great Barrier Reef Marine Park
to the east. The region is an important gateway
to the nearby Atherton Tablelands and the
outback Savannah region beyond the Great
Dividing Range.
Cairns city is the economic centre of the Far
North Queensland region and sitting between
tropical farmland and several protected nature
reserves.
The Cairns Regional Council was created in
March 2008 following the amalgamation of the
former Cairns City and Douglas Shire Councils.
The Regional Council has a long history of
cooperation that has allowed communities in
Cairns, Edmonton, Port Douglas and Smithfield
to pool resources and share initiatives to
promote economic prosperity in the region.

Local economy, cost of living and
lifestyle
Number of full-time residents: 165,388 | Compound Annual Growth 2007-2012: 2.4%
The Cairns Region is one of the fastest growing regions in Australia, with more than 3% annual growth
experienced over the last 10 years. Growth had slowed in response to global economic circumstances but
is picking up once again. Two thirds of Tropical North Queensland’s projected population growth
(approximately 70,000 people) will be accommodated within the Cairns Region and up to 50,000
accommodated within the new Mount Peter Master Planned Area to the south.
The municipalities that make up the Cairns region share a common goal of environmental sustainability
and economic diversity and are major stakeholders in each community’s master plans. The high degree
of cooperation has led to balanced economic development between the fragile tropical ecosystems and
long term infrastructure projects to share prosperity along the coastline.
The Cairns Regional Planning Scheme (which is currently in the process of being updated) sets the
framework for growth and development in the region, including residential zones; activity centres and
employment zones; environment, community and other zone categories; local plans for each specific
community; and overlays for any unique situations or opportunities. The Planning Scheme also outlines
desired environmental, economic and cultural/social outcomes and indicators to support results
monitoring.
Cairns city is Far North Queensland’s major commercial, industrial, educational, retail and entertainment
centre. It has a sophisticated business centre which incorporates a modern commercial environment and
an enriched cosmopolitan lifestyle. In comparison to many other lifestyle regions, Cairns has a relatively
young population and ready supply of labour. It provides a diverse range of high quality professional and
business services, both domestically and to the rapidly expanding Asia Pacific market.
‘Economic development’ is typically measured in terms of employment and income but the Cairns
Regional Council expands the definition to include improvements in business and industry development,
education, health, social wellbeing and environmental sustainability. Council places particular emphasis
on the imperative to diversify and balance the economy of the Cairns Region, to achieve sustainable
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economic development and community prosperity.
“...Cairns will have a robust economy in which opportunities for enterprise are plentiful and innovation
rewarded. Tourism will remain a significant driver and substantial employer, but the rise of other industries
resulting from strategic economic development initiatives will see a more diverse environment for
investment. Networks or clusters of entrepreneurial interest will result from a nexus between business,
education and research.” Cairns Community Plan 2031 Imagine Tomorrow (Extract)
Education and research and development are key drivers of the region’s future economic prosperity.
Educational facilities in the region include:
1. James Cook University (JCU)
2. Tropical North Queensland Institute of TAFE
3. Cairns Aviation Skills Centre
4. Great Barrier Reef International Marine College
The growth of this sector is reflected by recent major investments which include: the JCU School of
Dentistry; the JCU Queensland Tropical Health Alliance Laboratory; the Tropical Medicine Mosquito
Research Facility; the Cairns Institute; and the Great Barrier Reef International Marine College. Over
20,000 foreign students come to Cairns to study and explore the region each year.
Leading research and private sector organizations have leveraged their location and natural environment
to develop specialist skills and knowledge of adapting to tropical environments and related challenges.
This critical mass of knowledge and skills is known as Tropical Expertise and Cairns serves as its base
with more than 230 businesses specializing in the production of goods and services that cater to tropical
environments (health, environmental technologies, agribusiness, design and construction, etc.)

Retail
Retail Trade represents 14.4% of the region’s employment, putting it just behind Accommodation and
Food Services. It contributes $503 million or 7.5% to GDP each year. Cairns is a significant retail hub for
the broader FNQ region. It services not only its direct population of approximately 170,000 people, but
another 110,000 people in the broader regional retailing catchment as well as 1.3 million domestic visitors
and 686,000 international visitors. Estimated retail sales in the Cairns region in 2011 were $1,034 million.
The Cairns Economic Strategy notes that it will continue to support priority retail business development
initiatives in partnership with industry. While consistent with its overall theme of diversification, specific
initiatives have not been clearly stated at this time.

Tourism
Annual visits: 2,354,000 (2012)
Tourism underpins the region’s economy. Over the last 10 years tourism income has grown from $400
million per year in the 1980s, to its current value of approximately $2.2 billion. In the last five years alone,
tourism is estimated to have contributed $12.4 billion to the Cairns economy.
For the year ended June 2013 there were 1,645,000 domestic visitors and 709,000, international visitors
to the Tropical North Queensland region. The region’s top source markets included Japan, North
America, Europe and the United Kingdom while the number of Chinese visitors grew 45%.
Cairns partners with both regional and federal organizations to deliver its tourism strategy. For example,
Tropical North Queensland developed a mobile app for iPhone and Android as a free and official guide to
the region. It covers the entire Tropical North Queensland region including Cairns and the Great Barrier
Reef, Port Douglas and Daintree, Cape Tribulation, Atherton Tablelands and Kuranda, Gulf Savannah,
Mission Beach and Cassowary Coast, Cooktown and Cape York.
The Cairns Area attracts more visitors than any other region of the Great Barrier Reef. A wide variety of
tourism experiences are accessible in this area, including day and overnight sightseeing tours to the reef,
snorkelling, scuba diving, fishing charters and swimming with whales. Cruise ships also frequently visit
the region. Tourism leaders have pushed ecotourism to become a part of the Cairns identity as a steward
of the Wet Tropics region. Many tour operators offer the option of higher standard tours, which are
ecologically sustainable and teach others how to protect and preserve the marine life.
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Culture
The Cairns Regional Council has, in its cultural plan, outlined a number of strategies to enhance the
attractiveness of the region to visitor and resident alike. Primary among the strategies is supporting the
development of a quality year-round festival schedule while also improving the funding assistance to
market and enhance the two headline events, Festival Cairns and Port Douglas Carnivale.
The plan highlights a need for additional space for artists as well as major facilities for large events and
showcases. The Council recently announced the creation of a Regional Performing Arts Centre and is
also co-sponsoring the establishment of a regional museum with the State Government.
Due to its location, Cairns is often the first point of contact for Australian culture for Asian visitors and is
also the closest major hub to the indigenous artists of the Cape and Torres Strait. The region has the
opportunity to absorb and showcase the customs and styles of those two distinctive cultures, while also
celebrating its significant Chinese immigrant population. While Chinatown has moved a few times within
Cairns, a major city project to provide a permanent home for its heritage is nearing completion.

Lessons Learned
The communities in the Cairns region have benefitted from close cooperation on a number of issues and
ultimately see their success in the success of the overall region.
Banff has made strides in cooperating with the Bow Valley region on key initiatives like ROAM and the
Legacy Trail but may look to this partnership as inspiration for further opportunities to promote investment
and economic vitality in the region.
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Community Consultation Process
In mid-2012 Town Council embarked on the development of an economic development
strategy for the Town of Banff. Early in the process, the project was re-focussed on “economic
prosperity” since the concept of “development” raises numerous problems when viewed in the
Banff context. As well, the entire project was defined as multi-phase with the first phase
intended to generate a definition of economic prosperity. Subsequent phases will include how
to measure economic prosperity as we have defined it and, ultimately, how we manage the
community towards the prosperity goals.
From the perspective of economic development, Banff is unique. Unlike other Canadian towns
and cities, Banff’s municipal boundary is fixed (set in federal legislation) and there is a
mandated cap on the amount of commercial space allowed in the community. As a result,
physical expansion of the townsite (annexation) is not an available strategy for generating
future economic growth. Similarly, while the cap on commercial space creates an upper limit
on the total amount of space, the current reality is that almost all of the available commercial
space has been developed. New development in “green fields” is also not an available strategy
for future economic growth.
Ultimately, an economic development strategy is one of several strategies a municipality might
employ to achieve a desired level of local economic activity and resultant “prosperity”. This
report is limited to defining the concept of economic prosperity and does not address any other
related issue.

Overview of the community consultation process
In determining a definition of economic prosperity in Banff, the goal was to obtain the full
range of perspectives held in the community. Community categories were created in
consultation with Council at a workshop in August. The purpose of this segmentation approach
was to get specific statements from each sector about how they defined economic prosperity
and not homogenize the perspectives. We also decided to hold discussions (Focus Groups) in
homogenous groups to ensure all participants were able to contribute their point of view
without challenge or conflicting debate. An online survey was added to the process once the
key messages from the interviews and Focus Groups were understood. The community
consultation to define economic prosperity was comprised of individual interviews, Focus
Groups and the online survey.
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A listing of individual interview candidates was created by the consultant and the Town project
liaison staff. The individuals invited to Focus Groups were drawn from registrants on the
website and individual names generated by the consultant and Town project liaison staff.
Council members also suggested residents’ names for interviews and Focus Group inclusion.
The consultant followed-up with each of these individuals and a few of them registered for the
project. The interviews were conducted between October 29, 2012 and January 3, 2013. All
Focus Groups were conducted in November, 2012. The online survey was conducted during
March, 2013.

Number of participants, extent of representation of community
In October, 2012, the Town of Banff placed advertisements in the weekly Crag & Canyon
section used to announce various Town programs and news items. This was repeated several
times and resulted in 35 residents responding via the web portal established for the project.
The respondents self-identified themselves as per the categories included on the drop-down
menu. In a few cases, the respondents were unclear which category suited them best and,
where possible, this was resolved through email communication with the consultant. One
further participant withdrew from participation once they found out the project required their
personal attendance at a meeting; they had been under the impression the project would be
conducted via a virtual “chat room”.
Early discussions were held with the Banff Lake Louise Hotel Motel Association to determine
how best to involve that key sector in the project. We initially thought it efficient to work
through the Association to access hotel general managers and owners. However, at that time
the Association was in the process of organizing its own economic study. The Association
confirmed the consultant’s study they we commissioning would be their contribution to the
project. Individual hotel managers and owners, however, still volunteered to be interviewed by
the consultant and their input is reflected in the comments below.
The online survey attracted 157 respondents. However, detailed commentary in the survey
was only obtained from 44-57 individuals, depending on the question. The survey included
questions that enabled identification of respondent types in terms of gender, age grouping
economic sector, business ownership and income source (e.g., employment, pension,
investment). More details about the respondents are included below on the Online Survey
section of this report.
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In total, 215 individuals participated in this project. The range of residents included newly
arrived ski hill workers, retired professionals, retailers, restauranteurs, hoteliers, resident
employees of varying lengths of residency, residents with families, public sector leaders,
business owners and managers. At the outset of the project, Council expressed the desire to
specifically include seniors and Grade 12 students in the community consultation.
Unfortunately, this effort gained no traction with either group due to seasonal considerations
and curriculum management concerns, respectively. In the case of the seniors, the timing of our
efforts coincided with Christmas celebrations and other seasonal events. The Grade 12
students’ participation did not materialize due to concerns about their overall academic
workload and the time available to participate in our work was already allocated.

Challenges in generating participation
We expected and experienced a certain amount of attrition in the number of registrants. Some
respondents withdrew due to their own travel plans and work pressures. A few respondents,
having registered on the website, did not respond to further communication (email, telephone)
about further participation in the project. Specifically in gathering Focus Groups, some
respondents did not participate due to the difficulty of attending the meeting date/time that
worked for over 80% of the other respondents. We applied a great deal of flexibility in setting
dates/times for Focus Group meetings : evenings, daytime, week-days, weekends, time of day.
In the end, sessions were held when a majority of the respondents in that group were able to
attend.
Focus Groups for the retail and restaurant/bar sectors were very difficult to organize. In
addition to difficulties in obtaining responses from individuals, finding common times and dates
with those that did respond proved to be an insurmountable challenge. As a result, all of these
individuals were included in the project as individual interviews.
Several individuals participated in interviews wearing several “hats”: landlord, hotelier,
restaurant/bar operator. Their responses were attributed to each sector as the content of their
answer dictated.

General question approach
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Whether in individual interviews or in the Focus Groups, the general approach was to ask each
participant :
“Imagine you are either still in Banff or have come back to Banff 20 years from now. You have a
vantage point that allows you to see the entire community in one glance and you can see that
Banff is a prosperous community. Describe the things you see that enables you to reach the
conclusion that Banff is economically prosperous.”

Individual Interviews
Individual interviews were undertaken with 22 participants. A number of these are senior
managers and/or business owners and it was very difficult to manage their time constraints and
include them in Focus Groups. Others covered several sectors and asking them to participate in
3-4 focus groups was not viable. By conducting a separate interview, it became possible to
explore the different sector viewpoints they held in a more time-efficient manner. Lastly, as
mentioned above individuals from the retail and restaurant sectors were challenging to engage
in this project and individual interviews were best suited to obtain their input. A listing of
interviewees is included in the Appendix.
Interviews were conducted in a variety of locations, ranging from offices to coffee shops. In
each case, the conversation was “on the record”. The time dedicated to each interview varied
with each person, but ranged between 20 minutes to 1.5 hours. In all cases, the individual
spoke to the immediate question (defining economic prosperity in Banff), but also elaborated
on the context for their definition and a host of related topics. Given the group of individuals
interviewed, the data and observations obtained in the process represents a rich and diverse
perspective on the economy of Banff.
In the interviews, as individuals spoke to the question and then elaborated on their response,
more specific questions were asked to sharpen the focus on what economic prosperity in Banff
means to them.

Focus Groups
When individuals registered on the Town’s project website, they were asked to self-identify
into the following categories (with number of registrants in parenthesis):
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Local Family (11)
Senior (0)
Seasonal Employee (0)
Resident Employee (13)
Employee Public Sector (3)
Owner/Manager Retail (5)
Owner/Manager Food & Beverage Sector (1)
Owner/ Manager Accommodation sector (1)
Owner/Manager Other Business (3)

The consultant followed-up with each registrant to establish contact and determine suitable
dates to conduct the Focus Group. A listing of participants per Focus Group is included in the
Appendix.
Each Focus Group was dedicated to a specific sector or group in the community. This
homogeneity of participants in each Focus Group was intended to bring out the full range of
ideas and thoughts from a group without getting bogged down by cross-sector debates and
discussion. It also allowed for individuals to strengthen or diminish the various points a sector
was making. Each group was asked to indicate the priority or importance they placed on
aspects of each definition. A “red dot” exercise was used for individuals to express their
priority viewpoints. (See Appendix for clarification)
In the Focus Groups, individuals were asked to write their own response to the question and
then posted their responses on a wall in the meeting room. They were then asked to speak to
their statements to clarify meaning and respond to questions from other Focus Group
members. Each participant was then asked to indicate the importance or priority they placed
on any item posted by any participants. Further discussion ensued and then the group was
asked to bring all issues/topics together in a way that consolidated their input. To do that, they
were asked to dictate a singular definition of Banff economic prosperity to the consultant.
Focus Group meetings were held :
-

November 7 : Banff Life (The Hub)
November 8 : Resident Employees (Town Hall)
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-

November 19 : Business Owner/Manager (Town Hall)
November 25 : Local Family (Town Hall)

Hotel Motel Association Study
The project team was aware the Banff Lake Louise Hotel Motel Association was undertaking a
consulting study on the economy of Banff. As a result, the project consultant met with the
Association’s Executive Director twice during the project to understand how the two efforts
might converge and to determine how the Association’s study might play a role in informing the
definition project. The Association indicated that its report would be the hotel sector’s
contribution to the definition project, in addition to any individual hotelier’s participation in
interviews or focus groups. The project team has had a chance to review the Association’s
Study and the consultant met with the Association’s Executive Director to discussion how the
study might help in defining economic prosperity in Banff. The Association’s study has many
similarities with the findings of the community consultation project.

Online Survey
Following the Focus Groups and individual interviews, the Town of Banff administration
launched an online survey to further broaden the consultation effort. The survey instrument
was developed based on the key messages arising out of the work done to date. The survey
had several purposes : to engage a larger number of Banff residents; to bring forward any
related issue not yet included in the work; to look for validation or repudiation of the key
messages heard so far.
The survey was launched in early March, 2013. The timing turned out to be propitious in that it
followed directly on Council’s decision on the LUB dealing with quotas. Coincidentally, the
transfer of a key hospital service to Canmore was also a flashpoint of discussion in the
community shortly before the survey was launched. As a result, the nature of the community,
economic prosperity and related issues were a front-of-mind topic for many residents.
Participation in the survey was available for 3 weeks and closed at midnight April 1, 2013. The
survey was conducted on SurveyMonkey. The raw material for survey questions was developed
by the consultant and administration retained the company ResearchWorks to bring the

Final Report – Defining Economic Prosperity in Banff

Meier Management Consulting

8

questions into a form appropriate for such a survey. In a further effort to engage the seniors’
community, printed copies of the survey were available in both the Senior’s Centre and Town
Hall.

Themes -- Summary
With a topic as complex as defining a community’s economic prosperity, it is not surprising that
the input we received was diverse. The source of diversity was rooted in an individual’s length
of time in the community, their role in it and their personal circumstances. Without
homogenizing the diversity of input, several themes emerged and these can be grouped into
two categories : personal (internal perspective) and commercial and community (external
perspective).
The themes arising out the personal perspective on economic prosperity are, firstly, incomebased. Residents measure the economic prosperity of Banff in the very personal context of
their own income. A related theme is the amount of freely discretionary time at their disposal.
This is connected with the need among members of the community to hold more than one job
in order to obtain their desired level of income. Another aspect of the personal definition of
economic prosperity is in the context of career prospects. This is connected to the type of jobs
available in Banff which is, in turn, connected to the type of employers in Banff and a sense
among the residents that the economic future possible them here is positive. Lastly, the way
their family needs are met and the level of services to support families was a recurring theme.
The themes arising out of the externally focussed perspective had much to do with levels of
visitation, the vibrancy of the community through spontaneous or planned events and the
general “buzz” in town. A prosperous town has buzz. A recurring theme was the visible signs of
investment (public and private) in Banff’s facilities, homes, commercial buildings and
infrastructure. It is also perhaps obvious that residents would define economic prosperity in
terms of store vacancies and the general turnover of businesses. Embedded in this latter
perspective is the question of who owns the businesses and the various public debates around
business type that has been current in Banff during the time this project was conducted. Lastly,
and because of Banff’s unique location in Canada’s first national park, economic prosperity was
seen as being related to our alignment with park values and that a prosperous Banff has
community-wide strong environmental practices.
The following sections of this Report will now describe the resident contribution to defining
economic prosperity in Banff, based on each segment of the consultation project.
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Focus Groups

Defining Economic Prosperity – Local Family Focus Group

This Focus Group defined economic prosperity in terms of a “whole” community – vertically
and horizontally. Vertical “wholeness” means the range of services and opportunities available
to those living in Banff. Horizontal “wholeness” refers to who it’s all for. Not surprisingly, this
Focus Group defined prosperity in a way that had families and family activity very visible and
pervasive. Examples like a large dog park, playgrounds or recreation areas, housing and
wellness services are all related to what a family in a prosperous community was thought to
need. In their view, a prosperous Banff includes affordable housing suited to families and a
suite of child-centric recreational opportunities integrated into the community. Children
playing soccer or hockey in neighbourhoods, families strolling along the river all paint a picture
of prosperity for this Focus Group. Prosperity was also defined as resident taking care of their
homes, not just in the building maintenance sense, but also in the gardening and decorating
sense.
Not surprisingly, the presence of schools and day care facilities feature strongly in the
prosperity definition for this group. Accessible, high-quality, well-funded and innovative
schools is an additional attribute of a prosperous Banff.
The resident population (who these services and amenities are for) was seen as diverse
(ethnically and age distribution) with a heavy emphasis on long-term residency and long-term
commitment. Fundamental to this Focus Group’s definition is that the adults have disposable
time to spend on family activities.
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Defining Economic Prosperity -- Resident Employee Focus Group
This Focus Group defined economic prosperity as including a busy, vibrant community that
looks well-maintained with a broad spectrum of services and a diverse population. The
connection to the national park was an important component of the group’s definition as was
the environmental sustainability of the community. References were made to the presence of
green spaces, pedestrian-only areas and the widespread use of public transit.
An interesting aspect of this group’s definition was the presence of locals in the downtown area
after 5:00pm, implying downtown has amenities and services of interest to locals and that the
area was vibrant with activity throughout the day and evening : residents don’t just leave their
jobs and head home after work. The presence of sidewalk cafes, perhaps some public art or
creative spaces were aspects of economic prosperity in this context.
Resident Employees have career opportunities and can be optimistic about how their future life
might unfold in a prosperous Banff. Personal prosperity based on a sufficiently high income
from one job, as well as having the ability to save money, was included in the group’s definition,
but greater emphasis was placed on quality of life and lifestyle. A prosperous Banff is achieved
in harmony with the surrounding national park and national park values. Housing options were
also included, but only in the sense of there being an appropriate mix of rental and owned
housing being available.
This group included population diversity : ethnically, professionally and age-wise as a
component of their definition. Children and seniors are visible in a prosperous community and
have spaces to engage in activities of their choosing.
Economic prosperity includes freshly maintained buildings (personal and commercial) and the
town has a “fresh look” that is congruent with the natural environment.
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Defining Economic Prosperity -- Business Owners/Managers Focus Group
According to this Focus Group, in a prosperous Banff people have reasons to be in the streets
and the streets are well-maintained and clean to encourage repeat visitation. All buildings in
town are up to date and we are a nice mountain town where people give back to the
community. There is a lot of outdoor activity and green space is mixed in with business space.
For this Focus Group, economic prosperity in Banff is intimately linked to high visitation levels
and an active community of locals. Underlying this component of the definition is the
implication that we are the type of community that a lot of people want to experience -“people are out shopping and our public areas are full of happy people”, “visitors (are)
wandering the streets excited to explore a unique and sustainable community”.
Like the others, for this Focus Group a prosperous Banff is a community with a diverse
population in terms of ethnicity and age distribution. But the emphasis is more on what people
are doing and the infrastructure or facilities they are able to use. A prosperous Banff is
characterized by well-maintained infrastructure and buildings and features like bike trails, parks
or green spaces are readily available. The cleanliness of the town was spoken about as well – a
well maintained, clean, organized and cared-for town is a prosperous town. The widespread
use of public transit and public art ventures were also included in this group’s definition.
In a prosperous Banff, locals shop in town and all residents can afford to go skiing and
participate in programs that cost money. “We are a small mountain town and we provide for
the community to make it a good and positive experience for locals which will result in a great
experience for our visitors.”
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Defining Economic Prosperity -- Banff Life
The theme of defining economic prosperity in Banff by this group was more general than
specific. Participants defined prosperity resulting in a bustling, vibrant community, animated by
special events which attract visitors. Participants spoke about a degree of harmony between
the community and the national park. They also spoke to the relative scale and size of
community being moderate – more about optimising than maximizing : a prosperous
community is able to optimize and doesn’t have to maximize. As new residents, the
participants valued the openness and friendliness that welcomed them into town and saw that
as an essential component of how we might define Banff’s economic prosperity in the future.
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Themes -- Interviews
Many of the interviewees commented that our definition needed to be broader than “just”
economic prosperity. They noted that community prosperity, cultural prosperity, etc. were just
as important and took a holistic view of the prosperity concept.

Economic
The prosperity of the commercial sector dominated the interviewees’ comments. Most
interviewees believed the prosperity of the community is rooted in the prosperity of the
commercial sector – successful businesses will generate jobs, tax revenue and spin-offs that
translate into a prosperous community. As a result, defining prosperity in Banff became an
exercise in defining the conditions necessary for businesses to be prosperous in Banff.
Participants made the link between commercial financial success and the knock-on effect in
terms of tax revenue accruing to the Town, wages and benefits provided to employees,
investment and re-investment opportunities and the general value of businesses.
In a prosperous future, re-investment levels are high, wage levels are high, there is visible
trades activity, businesses are able to move into town, there are few barriers to new businesses
moving into town.

Banff is not an island
For most interviewees, the provincial economic context was an important reference point. The
general concept is that Banff won’t be prosperous unless Alberta is also prosperous and that
demographic trends shaping Alberta will have a strong impact on Banff. Some of this speaks to
visitor mix, but from an economic perspective, prosperity in Banff includes affluent, young
Albertans yielding a high daily “spend” for the community. As well, the presence of Canmore’s
part-time residents in Banff’s economic prosperity picture was noted.

Investment/Re-investment
A typical comment would be “Businesses have re-invested in their facilities and services
because of their optimism about future revenue growth and return on investment.”
Participants drew a distinction between the re-circulation of internal money within the
community and the injection of new (external) funds into the commercial sector. Re-circulation
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of internal funds was deemed to be a reflection of an existing operator’s beliefs about or
commitment to doing business in Banff. External funds coming from investors not yet active in
Banff were seen as a more positive indicator of a long-term prosperous community.
It was suggested that a useful way of defining a prosperous Banff is in how easy it is to sell a
business in Banff. Related closely to the investment/re-investment concepts and the potential
influx of external money, this idea generally says that a current business owner can (more or
less) easily sell their business because the new owner sees the prospect of investing in Banff
positively and believes the return on that investment will be better than the other investment
options they are exploring.
The theme of re-investment featured strongly in the interviewees’ comments. Re-investment
in infrastructure (both public and private), re-investment in businesses, renewal of facilities, reinvestment in amenities and services all were referenced as indicative of a prosperous
community. The visibility of re-investment (personal and corporate) was a frequent reference
made by interviewees. As one participant stated it : “We don’t have any tar-paper shacks in a
prosperous Banff.”

Infrastructure
On a related note, economic prosperity in Banff was also defined in the negative : not having
run-down buildings, no poorly maintained business establishments, no potholes in the streets,
no derelict alleyways, no empty storefronts and so on.
On a comparative basis, prosperity in Banff was defined as the presence of high-end
establishments and the absence of economy segment hotels, stores and services. A
prosperous Banff means a type of visitor willing to spend a significant amount of money during
their stay. As a result, economy businesses (and the low-spending visitors they attract) were
seen as not compatible with a prosperous Banff.
Defining economic prosperity in Banff creates a picture in which the community is “Bannered,
Clean, Bright”.

Our Offering
In terms of the retail and tourism product offering, interviewees felt a sign of prosperity is that
we have a mix of stores and offerings resulting in most or all needs being met. Many
individuals subscribed to the notion that a “healthy” churn or turnover of business types is an
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indicator of prosperity since it meant opportunities for new entrants existed and market
dynamics functioned to weed out unsuccessful business operators. Although some participants
felt having “no empty storefronts” was a sign of prosperity, most felt there is and should always
be vibrancy in the local economy that prevents stagnation, punishes failure and rewards
success.
Much commentary was offered on the on-going change of business or store type available in
Banff. The historic shift from souvenir to gift retail offerings reflected the shift in visitor
expectations and number of copy-cat stores was noted. A prosperous Banff was defined as
having a mix of offerings that met or exceeded visitor expectations in terms of authenticity,
uniqueness, originality, common products or styles.
Defining economic prosperity in Banff included references to a mix of offerings that has broad
appeal -- not to the extent of trying to be everything for everyone, but a spectrum of offerings
which recognizes the interests of a diverse mix of visitors and locals.

Open For Business
A major theme about defining economic prosperity in Banff was the extent to which Banff was
seen to be “open for business”. This was expressed in ways ranging from reactive -- the
defensive attitude of town business permit staff/processes, to proactive or promotional – the
community actively soliciting the “right” kind of businesses to consider relocating to Banff. In
general, though, this point of view said that a prosperous Banff welcomes businesses and
investors and makes it easy for them to relocate here. This is based on the linkage mentioned
above : a prosperous community is made possible by prosperous businesses.

Inter-jurisdictional Cooperation and Collaboration
Related to the business climate in a prosperous Banff is the extent to which the 3 levels of
government collaborate, jointly plan and deliver services and have shared economic prosperity
goals for the community. This also extended to collaboration and cooperation with Canmore in
the provision of services and infrastructure. The notion that a prosperous Banff has a new
viewpoint on jurisdictional boundaries was referenced often. Some individuals took a pan-Bow
Valley view and felt a prosperous Banff did not have room for “silo thinking”. While leadership
was often spoken about in terms of political leadership, many interviewees also spoke about
community leadership provided by the business community. The idea was that Banff’s leaders
would have a shared prosperity vision and would integrate their own business interests into
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this picture. Economic prosperity in Banff meant collective interests being pursued in addition
of personal ones, the support for, and acceptance of, a grand vision for prosperity, and a degree
of broad alignment around what’s in the best interests of a prosperous Banff community.
Lastly, in an economically prosperous Banff, Parks Canada is a fully engaged partner with
businesses to protect what it takes to be a successful business and a successful town.

Town Services and Town Debt
More aspects of town services are included in the Community section below, but there were
several references to economic prosperity in Banff being defined by way of the Town’s Balance
Sheet and debt level. Prosperity was defined as no debt load, a “clean” Balance Sheet and
generally speaking, the municipal administration living within our means and having financial
reserves to apply to emerging issues/problems. However, economic prosperity in Banff
included a well-funded set of town services.

Feeding the Local Economy
The flow of money in the community was another way participants defined economic
prosperity. As one participant put it, in a prosperous Banff “money earned here is spent here.”
As well, and related to the financial success of the commercial sector, economic prosperity also
meant that businesses in Banff make public commitments about donating a percentage of their
profits to the community.

Community & Residents
Many interviewees chose to express their definition of prosperity in community terms. Their
thinking was that our prosperity was visible in how a community looked after itself. Topics such
as civic pride, commitment to a future in Banff and the overall lifestyle possible in the
community were discussed. The level of volunteerism was also seen as a useful definition of
prosperity.
One interesting way of defining economic prosperity in Banff was the reference that there is no
“underbelly” in town. Whether viewed from the negative or positive, this means that a
prosperous community does not have a portion, area, neighbourhood or street that isn’t well-
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maintained, cared for and where the residents or business don’t feel an obvious sense of
ownership and pride.
Many viewed a prosperous Banff as being a place where residents could afford to live in
appropriate housing, with incomes that enabled a middle class lifestyle and optimism about the
future that allowed people to commit their future to being here. In turn, that resulted in the
discussion of the level of school enrolments, day care usage and visible presence of families in
Banff. Many felt strongly that Banff would only be considered prosperous if there was a
demographic mix in the community (in particular, a mix of ages). In other words, we had
seniors, day care kids, vibrant schools and visible signs that residents have time to walk, stroll,
play games and other general recreational pursuits.
Prosperity was expressed as “I can volunteer some of my free time to the community because I
don’t need to hold down 2 or 3 jobs just to live here”.
Committing one’s future to Banff implied a set of career options and support for a family
lifestyle. Underlying that were assumptions about affordable housing and a mix of housing that
gave residents options, based on their personal situation.
The number and types of jobs available in Banff also related to the prosperity of the
community. Paraphrasing some of the commentary : “Prosperity is having the type of jobs that
pay a high (enough) salary, that have career potential, and there are enough of these types of
jobs.”
The combination of civic pride and willingness to personally invest in Banff is what participants
saw as leading to houses, yards, sidewalks, gardens, streets and green spaces that are kept well
by the residents. In a prosperous Banff, residents not only have the inclination, but also the
time and money to do that.
The state of the alleyways in town drew particular attention from interviewees. They held the
view that a prosperous Banff included these spaces being vibrant, clean, fresh and safe. A
prosperous Banff also has animated spaces, artwalks and spaces that are designed for and used
by the community.

Resident Population Mix
Much attention was given to who is in town in a prosperous Banff. Virtually all interviewees
saw our prosperity reflected in the socio-economic spectrum and, in particular, the presence of
a strong “middle”. In other words, Banff is not a town of owners and transient employees,
wealthy and low-income. Far from it! A prosperous Banff has a mix of all types of residents. A
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key, though, was the presence of middle management staff and individuals in mid-career.
Implicit in that is the view that families and seniors were both essential components of defining
economic prosperity in Banff.

Civic Pride
The way residents engage with the functioning of the community was an important component
of defining economic prosperity in Banff. A prosperous community has leaders who step
forward willingly to help guide it into the future. An outgrowth of civic pride and commitment,
the number of people who participate in town committees and community organizations is a
reflection of prosperity.

Volunteerism and Charitable Giving
The level of volunteerism was strongly correlated to the level of prosperity in Banff. A
prosperous community has engaged citizens who have a stake in the future of the community
using their disposable time to participate in community building activities. Whether it’s from
individuals or businesses, the level of charitable giving is high and is not limited to fundraising.
Business are making some of the employees’ time available for volunteer work and business
leaders participate on committees and task forces on a range of community initiatives. A key
distinction made by the interviewees is that volunteerism is not limited to retired people but is
spread throughout the age groups in Banff.

Housing
Numerous aspects of housing were referenced frequently by interviewees :
-

Type of housing available
Affordability
Quality of housing

Particular attention was drawn to the existence of “tar paper shacks”. These were seen as
incompatible with a prosperous Banff. (See also earlier mention of “underbelly”.) According to
the participants, the type of housing available in a prosperous Banff is varied and the different
types of housing are located in all parts of the community.
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Affordability was closely linked to community prosperity as it relates to the percentage of
income spent on housing and the effect this had on how many jobs a resident needs to have in
order to afford to live in Banff. That, in turn, relates to things like volunteerism, civic
engagement and lifestyle.

Lifestyle
In a prosperous Banff our residents are doing more than just making a living in town. Residents
can enjoy a lifestyle that allows them to live, eat and cook in adequate, affordable housing.
From this perspective, economic prosperity was seen as a means to an end. Our prosperity
allows us to lead the lifestyle we came to Banff to enjoy.

Community Services & Facilities
The presence, funding and delivery of community services was included by many participants in
their definition of prosperity in Banff. A prosperous Banff can afford to offer effective
community services to its core population and community facilities are well-maintained and
heavily used. Full schools, well-used day care and recreation centres were seen as being part of
a prosperous Banff.

Cultural
Some interviewees included culture in their definition of prosperity. They did so in the context
of cultural tourism being an important way the community defines itself. They also saw it in the
context of Banff having a cultural vibrancy through events and a “look” that matched the
heritage of our community. A prosperous Banff has events for and by locals in addition to
events for visitors; we have vibrant activities and events for visitors and residents -- both
unrehearsed and staged animation.

Environmental
Interviewees generally felt that a fundamental alignment between our community and the
national park was an essential element of how we might define economic prosperity in Banff.
Prosperity was seen in the context of our privileged position in Banff National Park and included
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the standards to which buildings were constructed and the visible harmony between
community and park.

Visitors
According to the interviewees, an economically prosperous Banff includes a diverse mix of
visitors from all over the world. They come here because of a spectrum of offerings that
appeals to many and they spend a significant amount of money during their time in Banff. A
prosperous Banff is an interesting place to visit because it is an authentic mountain community
full of “real” locals who take a great deal of pride in their community. Events and activities are
both spontaneous and planned and our prosperity breeds a generosity of spirit and hospitality.
As a result, visits to Banff are based on visits to the townsite and may include nearby
attractions, lakes and trailheads. Visitors come for many, different reasons and believe their
investment in a visit to Banff will yield a very high value of return.
Underlying this view of economic prosperity is an open and promotional approach to
encouraging visitation by all stakeholders. As a prosperous community, we use our natural
attributes (natural and human) to attract visitors and share our sense of place with them.
Visitation in a prosperous Banff have found a way to engage visitors with cultural tourism, ecotourism and events.
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Online Survey
The survey was comprised of 17 questions and would have taken respondents 15-20 minutes to
complete. The initial and last few questions were contextual in nature and the middle 11
questions dealt with economic prosperity related matters. These questions combined open
commentary and scaling of importance or priority. We also asked respondents to explain the
“why” of their comments in some cases. As a result, the survey responses are rich with insight
and data on how individuals express their views of economic prosperity. The commentary
below attempts to summarize the responses, but in some cases the responses are so diverse
that summarizing without inadvertently projecting a bias was not possible. In those instances a
summary of the raw data responses is included. A sample of the survey and the full survey
response file is included as an appendix to this report.
Question #1 To begin with, are you a current Banff resident or business owner/manager?
Most of the respondents were employees in a business (61%) and 39% were business owners or
managers.
Question #2 Did you take part in the recent economic prosperity focus groups or
interviews?
Most of the respondents had not participated in the earlier phases of the community
consultation. 90% (140 respondents) indicated they had not been part of either the interviews
or the Focus Groups conducted earlier.

Questions 14, 15, 16 and 17 gathering other demographic information
Accommodation employees accounted for 28% of respondents, Food & Beverage were 5.6%
and Retail accounted for 2.8% of respondents. 64% of the respondents were from the “Other”
category of employers.
In terms of household income distribution, it is clear the survey got the most responses from
households earning more than $60,000 per year. None of the respondents earned less than
$20,000 and 14% of the respondents earned between $20,000 – 60,000/yr. 24% earned
between $60,000 – 100,000 and 23% earned in excess of $120,000.
Demographically speaking, more than half of the survey respondents were female (57%) and
almost 60% of respondents were between the ages of 35—54. The 45-54 age group was the
single largest respondent group with 32%. About 11.5% of the respondents were in the 25-34
age bracket and 18% were in the 55-64 age bracket. In terms of length of residency, 70% of
respondents have resided in Banff for 10 years or longer. 23% have resided in Banff between 5-
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10 years. We did not obtain much participation from short-term residents (0% of less than one
year; 7% of 1-5 years).
66% of respondents did not have children living with them at home and 84% are employed on
an on-going basis. 73% of respondents earn their income from employment and 13% earn their
income from pensions.

Question #3 What does economic prosperity in Banff mean to you?
In answer to this question, the respondents provided a great deal of commentary and
numerous definitions of economic prosperity. While we are not attempting to create a single
definition of economic prosperity with this community consultation, but it’s interesting to see
diversity of commentary provided by the respondents when asked to speak directly to the
topic. 51 individual comments were obtained in the survey.
These can be aggregated into 6 broad points.
Economic prosperity means :
-

-

The ability to sustain both business and community so as to maintain or enhance our
current standards of living, keeping taxes low, and maintain town infrastructure and
programs.
Strong sense of community (diversity, belonging and vibrancy)
Personal financial success
Businesses are succeeding
The number and level of jobs available in town
Visible reinvestment

Question #4 What one aspect of Banff's economic prosperity stands out as being most
important to you?
There is no one aspect that stands out in respondents’ minds as being Most Important. We
received 51 comments and the range of responses spans :
-

environmental practices,
successful business,
families thriving, parking,
our By-Laws,
planning for a future that doesn’t feature commercial growth,
marketing strategies,
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-

cost of renting retail space, and
the type of attractions in Banff.

Question #5 Why is it the most important?
Again, we have 51 responses and they are, unfortunately, not a focussed set of responses. The
range includes :
-

It’s our economic engine,
We need to attract talented new employees/residents,
Our environmental practices are very important,
We need to be in alignment with the national park (values and environmental practices),
The role of housing as a deterrant/attractant for residents,
income inequality in the community,
population diversity leads to a vibrant communty,
Banff as a place that is worth investing in,
happy children lead to happy families which lead to happy employees and employers,
and
the cost of housing creates financial stress on residents.

Question #6

What are Banff’s key economic prosperity challenges?

Respondents did not identify a single key challenge. Instead, we received a big cluster of
suggestions of what our key economic prosperity challenges are :
-

Sharing prosperity with the “working poor”
Future taxation levels
Perceived concentration of ownership
Future visitation levels
State of the tourism product
Negative visitor experience
Balance between commercial and environmental priorities
Maintaining community recreation programming
Affordable housing
Future commercial growth
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Question #7 Looking ahead five to 10 years, what factors or issues may play a more
influential role in Banff’s economic prosperity
In general terms, the most significant factor or issue in the medium to long-term future is our
future competitiveness. Numerous reasons were given in support and they include :
-

Level of business operating costs and requirements
Evolution of Banff’s product offering
Banff as an attractive place to live
Changing tourist demographics
Interconnections with Alberta’s prosperity and global economic developments
What to do after full commercial build-out
The distribution of community services between Banff and Canmore
Further concentration of ownership
Our future work force at every level
Maintain a positive visitor experience

Question #8 Level of Importance of Various Factors
Respondents were asked to rate the importance of various factors should receive in our
discussion of economic prosperity. On a Scale 1 (Low) to 5 (High), 44 respondents rated 11
factors. Average ratings were :
1. Having a clean, well-maintained, visually attractive mountain town. 4.64
2. Ensuring that economic prosperity is environmentally sustainable. 4.50
3. Providing a good mix of rental and owned residential housing. 4.39
4. Balancing business interests with Banff’s location within a national park. 4.34
5. Ensuring a living wage for all workers. 4.30
6. Creating the conditions that attract and retain a diverse population. 4.27
7. Developing strategies to help ensure that money earned in Banff remains in Banff. 4.18
8. Ensuring a diverse mix of stores and services that have something for everyone. 3.86
9. High level of visitation 3.84
10. Catering to visitor needs to maximize dollars spent. 3.55
11. Creating a strong engaged volunteer base. 3.39

Question #9

In order of priority, which three of the above are of highest importance?

Here is the rating of the Most Important factors by the respondents (the number of Most
Important votes is in brackets):
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-

ensuring that economic prosperity is environmentally sustainable (10)
ensuring a living wage for all workers (8)
balancing business interests with Banff’s location within a national park (6)
creating conditions that attract and retain a diverse population (4)
providing a good mix of rental and owned residential housing (3)
ensuring a diverse mix of stores and services that have something for everyone (1)
catering to visitors needs to maximize dollars spent (1)
developing strategies to help ensure that money earned in Banff remains in Banff (1)
having a clean, well-maintained. Visually attractive mountain town (1)
creating a strong engaged volunteer base (0)
a good mix of affordable housing for work force (0)
high level of visitation (0)

Here is the rating of the Total Importance factors by the respondents (the total number of
votes is in brackets):
-

ensuring that economic prosperity is environmentally sustainable (21)
ensuring a living wage for all workers (20)
balancing business interests with Banff’s location within a national park (18)
creating conditions that attract and retain a diverse population (15)
providing a good mix of rental and owned residential housing (13)
having a clean, well-maintained. Visually attractive mountain town (12)
developing strategies to help ensure that money earned in Banff remains in Banff (9)
high level of visitation (6)
catering to visitors needs to maximize dollars spent (5)
creating a strong engaged volunteer base (2)
a good mix of affordable housing for work force (1)
ensuring a diverse mix of stores and services that have something for everyone (1)

The outlier in the Total Importance listing is “Having a clean, well-maintained, visually
attractive mountain town.” This factor only received one Most Important rating, It received
four votes as the Second Most Important factor and 7 respondents rated it the Third Most
Important factor.
Two other factor warrant special mention. “Balancing business interests with Banff’s location
within a national park.” was rated fairly high (3rd overall), but received only 6 Most Important
votes. However, it received 10 Second Most Important factor votes, signalling that respondents
felt it was very important but a secondary factor.
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Similarly with “Creating the conditions that attract and retain a diverse population.” As the 4 th
factor in Total Importance, its strength came from 8 Third Most Important factor votes. Again,
not a primary factor in the minds of the respondents, but a strong contributor to our economic
prosperity.

Question #10 Is there anything you would like to add that should be included in a definition
of economic prosperity?
The responses to this question are wide-ranging and very difficult to aggregate without being
inadvertently unfair to the points of emphasis. As a result, here is the full listing of comments.
It is noted where a specific topic received more than one mention.

-

-

-

-

-

I have said it: CONSERVATIONISM AND SUSTAINABILITY
Strong community connections builds a sense of belonging which creates more
stability to weather changing economics
Decide whether the focus is on people or profit. Yes, I know we need
businesses/hotels etc., but the cost shouldn't be at the expense of the average
people's enjoyment of our community and homes.
providing an excellent experience at our ski areas not just the far below experience we
offer now
Banff desperately needs to increase the perception of value by improving the quality
of all services provided in our town. This is achieved by retaining as many of the best
people and reducing overall turnover.
Economic prosperity must include a notion of resilience. A model of prosperity that is
based only on one or a few market conditions cannot guide a community into a
economically sustainable future. Therefore, prosperity needs to be understood in
terms of resilience, in times of growth and during periods of economic stagnation.
Since everything is integral with each other, there's nothing 'to balance' out. In every
decision-making process, Banffites must strive for the LONGEST SUSTAINABILITY in
mind.
TOB is a one industry town. The Town was created to be a centre for visitors to BNP.
Support commercial development and housing for people who have a need to reside!

-

I want to see full-cost accounting with long range vision. Impact on the environment
and community need to be figured in as a value.

-

How the residents are doing with the increased taxes, utility bills and cost of living in
Banff that is much higher than other places in Alberta
Definitely environmental sustainability, but also "social sustainability".
Living within our means and keeping taxes low while ensuring sound fiscal planning

-
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-

-

and decision making.
social services to support a diverse population. This could be included with (e), but it
isn't spelled out clearly. Schools, seniors centre, day care, library, women's shelter,
full-service hospital, ...
Economic prosperity is not just about businesses making money. It's about the people
in this town - the diversity of the community.

Question #11 To what extent do you agree or disagree with the following. Use a scale of 1 to
5 where 1 is “Disagree Strongly” and 5 is “Agree Strongly.” The economic prosperity
definition recognizes that…
- Banff’s economic prosperity is linked to Alberta’s economic performance; and
- Banff’s economic prosperity is linked to quality of life – that is the degree to which
people have a sense of well-being in relation to the place they live, work and play.

In response to the first item, respondents generally agreed with this statement. The
distribution of responses covered the entire spectrum from Disagree Strongly to Agree Stronly,
with most of the responses in the 3 and 4 positions in the spectrum (27 out of 40 responses).
The average rating was 3.20 on a scale of 1(Low) - 5(High).
The second statement received a more emphatic response. 27 respondents gave it a 5, while
respondents 9 rated it a 4. This statement received an average rating of 4.44.

Question #12 At the most fundamental level, economic prosperity in any community means
the economy is doing well and most people have enough income for essentials and perhaps a
little extra. It means businesses are hiring and jobs are relatively easy to get. It does not
mean that every single person has a job or everyone is well off. Bearing in mind this basic
definition, how satisfied are you with current economic prosperity in Banff? Use a scale of 1
to 5 where ONE is “very dissatisfied” and FIVE is “very satisfied.”
The survey also asked respondents to indicate their satisfaction with the current level of
economic prosperity in Banff. Again using a scale of 1 (Low) to 5 (High), 44 respondents
provided an average rating of 3.09 with a distribution that centered mainly in the middle of the
spectrum :
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Very Dissatisfied

Very Satisfied

Scale

1

2

3

4

5

Responses

3

4

24

12

1

Question #13 Why do you say that? (your response to the previous question)
In addition to asking respondents to indicate their level of satisfaction with the current level of
prosperity, they were also asked to comment on the reasons they rated it the way they did.
Their comments are summarized in the following :
-

The general reduction in well-paying jobs over the past 5-1 years;
The on-going difficulty of the cost of living in Banff for most front-line hospitality
workers;
The challenge of finding affordable housing;
The challenges families have in making ends meet in Banff;
A number of comments about the quality of visitor experience being either not aligned
with national park values or being “middle of the road”;
Comments about Banff prosperity being higher relative to other Canadian towns;
A number of respondents stated they were happy;
Some comments about the challenging trade-offs made between the mountain lifestyle
and cost of living in Banff;

Summary
The Terms of Reference for this phase of the project did not include a synthesis of the input it
gathered. As a result, when it comes to arriving at a definition of economic prosperity in Banff,
the only available answer is : “It (sort of) depends who you ask.” Significant elements of the
definition are shared by all groups and each group added elements to the definition that
reflected their role in the community. In any event, no attempt will be made in this report to
issue a singular definition of economic prosperity in Banff.
As a final comment, many interview and Focus Group participants asked how they will find out
what Council does with the report or if there will be further opportunities for input. The
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participants in the project want to know what is now being done with their input. As Council
moves forward with the project, these participants represent an identifiable group of engaged
residents who may be prepared to participate further.
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Appendix

Town of Banff Call for Participants : respondents

Toni Treutler

Angela Jacobson

Julia Hutchings

Nancy Dadalt

Nancy Myles

Suzanne Gillies-Smith

Nancy Blaney

Connie Brill

Ossi Treutler

Marilyn Bell

Patrick Cyr

Lorraine Widmer

Aliza Dundas

Tim Latter

Dan Markham

Susan Kennard

Lawrence Carter

Kim Coultis

Doug Hamel

Christine Larocque

Cindy Pujols-Michel

Chris Hughes

Ladd Snowsell

Jeff Melanson

Leanne Rankin

Meaghan Stewart

Jphn Bowden

Lori Cote

Lorraine Harder

Deborah Cameron

Kees Vanderlee

Karen Barkley

Kim Bater

Stephane Prevost

Trevor Mordaunt
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Individual Interview Participants
Ken Derpak

Hotel GM (b)

Andrew Phillips

Dave McKenna

Brett Oland

James Sachkiw

Suzanne Gillies-Smith

Jonathan Welsh

Ken McMurdo

David Morrison

Julie Canning

John Gibson

Gordon Lozeman

Michael Hannan

Dave McDonough

Sean O’Farrell

Linda Charlton

Banff Ave retailer (a)

Justin Burwash

David Bayne

Frank Denouden

Jeff Melanson

(a) Name withheld by request
(b) Permission to include name not obtained due to individual being out of town for extended period of time.

(All other names included by permission of individual.)
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Focus Groups : Participants, Dates & Times of meetings

Participants :
Tim Latter

Nancy Blaney

Ladd Snowsell

Christine Larocque

Marilyn Bell

Julia Hutchings

Patric Cyr

Kim Bater

Cindy Pujols-Michel

Chris Hughes

Connie Brill

Nancy Myles

Resident Employee (a)

Nancy Dadalt

Bill Squarebriggs

Karen Barkley

Lori Cote

(a) Permission to include name not obtained due to individual being out of town for extended period of time.
(All other names included by permission of individual.)

Focus Group meetings were held :
-

November 7 : Banff Life (The Hub) *
November 8 : Resident Employees (Town Hall)
November 19 : Business Owner/Manager (Town Hall)
November 25 : Local Family (Town Hall)
*The Focus Group held with Banff Life was unconventional in that we chose to attend
the weekly pasta dinner evening sponsored by the Hub. Over 40 individuals attended
the dinner and were part of the topic introduction, but only a smaller number
participated in the discussion. A further smaller number were engaged in one-on-one
conversations to explore the topic in greater depth.

Focus Group “Red Dot” Exercise
Each Focus Group participant was asked to privately write their own definition of economic
prosperity in Banff. This was done on “sticky” notepads and posted on a wall in the meeting
room when each was done. After discussion and explanation of the various definitions, each
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participant was given 200 small red dots and asked to place them next to any comment that
they wanted to emphasize. They could allocate all 200 dots to one comment or one dot to each
comment, and everything in between. The resulting clustering of dots reflected the range of
priorities among the entire of all the definitional points contained in all the individual
statements.
Many definitional points did not receive any dots. The largest number of dots given to a point
was 7. No participant used all of their dots, indicating that no priority item was unrecognized.
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Focus Groups – Individual Definitions, Red Dot Expression of
Priorities, Group Definition

Local Family Focus Group
Individual Definition Items and Red Dot Priorities
-

-

-

Bike trail enhancement (2 red dots)
Schools are full (3 red dots)
Businesses full (1 red dot)
Families are working one job each (2 red dots)
Children are experiencing all aspects of the community including benefits of a Nat’l Park
(1 red dot)
Parks services are 100% (1 red dot)
RCMP are on bikes at night and are present to detract not react (2 red dots)
Additional hub for front-line young people (2 red dots)
There is a quarterly community event celebrating diversity
Families walking around (5 red dots)
Accessible childcare that meets needs for all (2 red dots)
Central meeting space for community (“true” rec centre) (2 red dots)
Community connections are rich
Strong vibrant innovative schools, strong vibrant innovative community programming :
health,
social, education, child care, seniors care (2 red dots)
Visitors come for experiences connected to the national park, health & wellness,
cultural, learning (3 red dots)
Banff is a discovery centre : (2 red dots)
o self-discovery (who am I – we are organized to assist in this goal)
o national park heritage and ecological (2 red dots)
o organizations come to discover & create more health in their organizations
large dog park (3 red dots)
inexpensive to expensive restaurants, shops, hotels (4 red dots)
economic prosperity is a partnership between the individual and the community
both parties have a responsibility to bring something to the table to make it happen
it encompasses : (6 red dots)
o health
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-

o education
o shelter
o food
o emotional well-being
individual has a responsibility to take advantage of what the community can offer under
these 5 pillars
the community has the responsibility to provide access to these things

-

cars are parked and the bus/trolley system is active (5 red dots)
there are people on the streets visiting, chatting with a sense of having time (5 red dots)
there are trees and flowers in town (landscaping) (2 red dots)
there are birds, squirrels, deer, elk, coyotes (2 red dots)

-

Single Mention Items
-

a soccer game going on or if winter people are skating on the river or skiing along it –
there are group activities going on
homes are attended, loved
more amenity space for housing
community recreation – swimming
multi-use land By-Law
white “plastic” fences
additional Cascade Ponds type of facilities
grants for 25,000 toilets (i.e., Banff’s municipal grants are based on population of
25,000)
more parking – residential and downtown
adjacent land for residents (i.e., we have not built our houses to cover 90% of the lot,
rather there is land on each lot for people to enjoy)
Variety of businesses operating
Minimal store vacancies
Variety of programs for varied audiences (teens, young adults seniors)
Affordable housing
High degree of wellness for Banff citizens
TBC’s programs are full
Visitors are repeating
Industrial park is multi-use and attractive
More parking and more walking
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Group Definition
-

there are two bases and 5 pillars :
PILLARS
BASES
health
Community

education
shelter

National park

food
Emotional well-being

-

Each pillar is equally strong, Banff has an urban feel complemented with art and
national park “things”
General discussion of Banff being a “whole” community and that there are no
boundaries between visitors and residents
Trails in and around town are well-maintained with good signage
Every community decision is stacked up against the 5 pillars as criteria
People are exploring the areas around town
Buses are taking visitors and locals to the trailhead
Whole mountain community with 5 pillars/dimensions of experience; prosperity in
multipledimensions
There is alignment between Parks and ToB and BLLT (i.e. tourism industry players) in
development of community vision/image and the projecting this out to the world Æ it
shapes the expectations of people coming here

Resident Employee Focus Group
Individual Items and Red Dot Priorities
-

Prosperous means local ownership of business (5 red dots)
Public transit to lake Louise, Minnewanka and hiking trailheads (4 red dots)
Events appropriate to a national park (2 red dots)
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-

More pedestrians and public transit – less cars (4 red dots)
Businesses embrace a sense of place – it feels like an authentic mountain town; a
unique character (2 red dots)
Architectural identity maintained (2 red dots)
Banff Ave Square turned into a green park (1 red dot)
Banff is a service centre from which to experience/learn about BNP (1 red dot)
Train service from Calgary (1 red dot)
Prosperous must be environmentally sustainable (7 red dots)
Train to Calgary (1 red dot)
Places for kids to play (1 red dot)
All different ages of people (1 red dot)
Different ethnicities (2 red dots)
High diversity of people of different ages and nationality (3 red dots)
Creative spaces ( 1 red dot)
Public art (2 red dots)
A well maintained Banff Ave with all infrastructure in good working order (4 red dots)
Shops/buildings have been maintained with design standards congruent with the
natural environment (1 red dot)
Streets are lively with lots of animation and activity (4 red dots)
Parking & traffic issues have been resolved to a point where the 100/200 blocks can be
made into a pedestrian only zone (1 red dot)
Kids are visible (1 red dot)
No 5:00pm exit (1 red dot)
Education/interpretation of wild spaces and animals (1 red dot)
Most people have sufficient income for the essentials and a savings account (4 red dots)
Freshly maintained buildings (2 red dots)
Very crowded streets with pedestrians (1 red dot)
Businesses are hiring and doing well (lots of “Help Wanted” signs) (1 red dot)
Community is vibrant, healthy and clean (3 red dots)
Good community connection programs and events (1 red dot)
Healthy, happy children, seniors and pets (2 red dots)
Lots of green space and recreation spaces (3 red dots)
The national park is protected (2 red dots)
Expanded sidewalks and full of people sitting/eating (2 red dots)
Pedestrian friendly (3 red dots)
Balance between rental and owned housing (2 red dots)
Families singles, professionals, seniors (1 red dot)
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Single Mention Items
-

Local production
Local creation of things we need
No malls; no chain stores
No cars/few cars
Bike shares
People are walking
Recreational space
Off-leash area for dogs
More first nations presence
Well cleaned sidewalks
Nice seasonal decor
Markets outside in the summer
Residential areas have been maintained to a high standard
People are out enjoying nature, hiking, running, skating, skiing
Infrastructure is in good shape (roads, buildings)
Reduction of traffic
Seniors are visible
We have active schools
We can see people out/around at all hours
Prosperous means a sense of place
We are in a national park so the preservation and support of that is key
Jobs are relatively easy to get
Community gathering spaces
Small business with local products for sale
Regional art
No franchises
Flow of traffic
Growth beyond Banff Ave has occurred extending to side streets
Shuttles ferrying pedestrians
Lots of outdoor seating
Balance of tourist stores with community services
Summer closures & outdoor patios
Educated visitors in regards to wildlife
Many opportunities to learn, through “stumble upon” opportunities
Less cars
Banff – proud & responsible, environmentally sustainable
Clean sidewalks
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-

Less cars; pedestrian friendly
Active recycling
Sustainable locally owned businesses
Authentic storefronts display
Businesses visibly promoting their sustainable environmental practices

Group Definition
-

Banff is by the locals and for the locals
Families are visible everywhere
Opportunities for a future life, career
Economic decisions are made with a green lens
No or few cars
Public transportation
Pedestrian-only areas in town
Recycling visible
Solar panels are in common use
Residents and visitors are educated about water issues
Lots of signs of green energy and wise water consumption (double water lines)
Banff is at the forefront of sustainable living
Schools & community centres/spaces
There is a liveliness in town after working hours
Signs of a lively community
Schooling beyond Gr 12 is available in town
No empty neighbourhoods
Tourists are experience authentic experiences, the town has a unique character
Pride of being in a nat’l park
Proud & responsible locals
Locals have a sense of stewardship of nat’l park and townsite
Visible friendliness
Engaged & connected residents
Gross domestic product – gross domestic happiness; there are more dimensions to
prosperity than economic
Balanced community in terms of religion, ethnic groups, languages; we have diversity
and we get along; harmony
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Business Owner/Manager Focus Group
Individual Items and Red Dot Priorities
-

clean (3 red dots)
space filled – no papered over store windows (4 red dots)
well-maintained (3 red dots)
people are in the streets (2 red dots)
green space (4 red dots)
public areas are full of happy people (4 red dots)
the town looks organized (3 red dots)
the town looks like a mountain community (1 red dot)
traffic is organized (3 red dots)
people are out shopping (4 red dots)
Store fronts are occupied (5 red dots)
Buildings are occupied and houses are developed (not in disrepair) (5 red dots)
Efficient transportation and parking systems (3 red dots)
Staff engaged and attracted to fill jobs (2 red dots)
Art school/theatre swimming pool (1 red dot)
People are walking along the river pathways (5 red dots)
Clean well-organized housing areas that are well-maintained (4 red dots)
Good restaurants ( 2 red dots)
Skating rink in winter (2 red dots)
Bus service along main thoroughfares (2 red dots)
Population is a diverse mixture of young and old (3 red dots)
Crowded (4 red dots)
Lots of foot traffic (3 red dots)
Frequent public transit (1 red dot)
Lots of bikes in the summer; Lots of skis and snowboards in the winter (4 red dots)
An obviously busy trail system in and adjacent to town (3 red dots)
I see a town that has bridged the sentiments and opportunities of living in this unique
environment that existed at its creation to the present (1 red dot)
A community that is built on a structure of supporting each other to thrive
independently (2 red dots)
I see the maintenance of wild spaces which connect the buildings that exist within it(3
red dots)
I see diversity (3 red dots), public art ventures (2 red dots)
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-

I see visitors wandering the streets excited to explore an unique and sustainable
community (3 red dots)

Single Mention Items
-

Hotels – not too many
Lots of cars parked close to downtown

Group Discussion
-

-

People have reasons to be in the streets – shopping, and the streets are well-maintained
and clean to encourage repeat visitation
All buildings in town are up to date
We are a nice mountain town where people give back to the community
There is a lot of outdoor activity and green space is mixed in with business space
We are a small mountain town and we provide for the community to make it a good and
positive experience for locals which will result in a great experience for our visitors
We have retained our unique mountain character
We have lots of activities that promote people having fun
We have a diversity of people (old and young, sports and business)
We have active youth population
We see symptoms of people having money (shopping) and our stores have products
that visitors want to buy
All residents can afford to go skiing and participate in programs that cost money
Transients are integrated into the community and see their future here
We have signs on the sidewalk that inform visitors about businesses that are not on
Main Street
Back alleys don’t look like back alleys
There are lots of things to do in town not limited to physical activities
Infrastructure supports people being outside and moving around town
Businesses have an easy time getting established
o Fees : parking, staff housing
o Bureaucracy
Businesses have the flexibility to thrive – we have no rules if we’re not full, we impose
rules when we are full
We have a mix of businesses all geared to vibrancy and activity levels
Entrepreneurs are willing to take risks in this town
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-

Locals shop in town

Group Definition
-

Reasonable level of regulation
Relaxed regulation
Well-maintained housing
Nice looking town centre
Looks like a mountain town
Clean
Economically sustainable
Environmentally friendly
Busy
Inclusive
The destination is competitive with other mountain destinations
Creative and open-minded to business people who are willing to innovate and
experiment
Temporary regulations
Streetscape activity – not contrived
Idea generation for activities
Pedestrians everywhere
Diversity of Banff’s heritage – we should be ourselves and communicate that as our
“brand”
Cross-references to Indexperience survey and Competitiveness Initiative
We should use the words “economic development”, not ”economic prosperity” for this
project
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Online Survey
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What Does Economic Prosperity Mean To You?

1. To begin with, are you a current Banff resident or business owner/manager?
 Yes





 No





2. Did you take part in the recent economic prosperity focus groups or
interviews?
 Yes




 No





Part 1: Your View of Economic Prosperity
3. What does economic prosperity in Banff mean to you?



4. What one aspect of Banff's economic prosperity stands out as being most
important to you?



5. Why is it the most important?



6. What are Banff’s key economic prosperity challenges?



7. Looking ahead five to 10 years, what factors or issues may play a more
influential role in Banff’s econonic prosperity



Part 2: Importance of Components of Economic Prosperity
Any future definition of economic prosperity should be such that it encompass the needs of business and residents. It should be
actionable and measurable. Below are potential areas of importance for achieving strong economic prosperity in Banff.

Page 1

What Does Economic Prosperity Mean To You?
8. Using a scale of 1 to 5 where ONE is Low Importance and FIVE is High
Importance please indicate the level of importance each the following should
receive:
Low
Importance

2

3

4

High
Importance

a. High level of visitation































b. Ensuring a diverse mix of stores and services that have something for































c. Catering to visitor needs to maximize dollars spent.































d. Developing strategies to help ensure that money earned in Banff































e. Creating the conditions that attract and retain a diverse population.































f. Balancing business interests with Banff’s location within a national park.































g. Ensuring that economic prosperity is environmentally sustainable.































h. Providing a good mix of rental and owned residential housing.































i. Having a clean, well-maintained, visually attractive mountain town.































j. Creating a strong engaged volunteer base.































k. Ensuring a living wage for all workers.































everyone.

remains in Banff.

9. In order of priority, which three of the above are of highest importance?
Please use
the corresponding item letter.
Most important
2nd Most important
3rd Most important

10. Is there anything you would like to add that should be included in a definition
of economic prosperity?
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What Does Economic Prosperity Mean To You?
11. To what extent do you agree or disagree with the following. Use a scale of
1 to 5 where
ONE is “disagree strongly” and FIVE is “agree strongly.” The economic
prosperity definition
recognizes that…
Disagree
Strongly

2

3

4

Agree
Strongly

Banff’s economic prosperity is linked to Alberta economic performance.































Banff’s economic prosperity is linked to quality of life – that is the degree to which































people have a sense of well-being in relation to the place they live, work, and play.

Part 3: Your Satisfaction
12. At the most fundamental level, economic prosperity in any community
means the economy is doing well and most people have enough income for
essentials and perhaps a little extra. It means businesses are hiring and jobs
are relatively easy to get. It does not mean that every single person has a job
or everyone is well off.
Bearing in mind this basic definition, how satisfied are you with current
economic prosperity in Banff? Use a scale of 1 to 5 where ONE is “very
dissatisfied” and FIVE is “very satisfied.”
Very Dissatisfied

2

3

4

Very Satisfied































13. Why do you say that? (your response to the previous question)



Part 4: About You
The purpose of the following questions is to help us
analyze your previous responses from different perspectives.

14. Gender:
 Male




 Female
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What Does Economic Prosperity Mean To You?
15. Age
 <18




 18-24




 25-34




 35-44




 45-54




 55-64




 65+




 Prefer not to respond





16. Time living/doing business in Banff
 Less than 1 year




 1 year to less than 5 years




 5 years to less than 10 years




 10 years or more




 Prefer not to respond





17. Are you a parent with children under 18 years old living at home?
 Yes




 No




 Prefer not to respond





18. Are you currently
 Retired




 Unemployed and seeking employment




 Unemployed and not seeking employment




 Employed for the season only




 Employed on an ongoing basis




 Prefer not to respond
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What Does Economic Prosperity Mean To You?
19. Are you an owner / manager?
 Yes




 No





20. Which one of the following sectors do you work in?
 Retail




 Food & Beverage




 Accommodation




 Other





21. Please provide your total household income for 2012
 Less than $20,000





 $80,000 to less than $100,000





 $20,000 to less than $40,000





 $100,000 to less $120,000





 $40,000 to less than $60,000





 $120,000 or more





 $60,000 to less than $80,000





 Prefer not to respond





22. Please indicate the distribution of your income sources
Percentage from employment:
Percentage from investment:
Percentage from RSP / Pension (incl. OAS, CPP):
Other sources:
Prefer not to respond
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What Does Economic Prosperity Mean To You?
To begin with, are you a current Banff resident or business owner/manager?
Answer Options
Yes
No

Response
Percent
94.9%
5.1%

answered question
skipped question

Response
Count
149
8
157
0

To begin with, are you a current Banff resident or business owner/manager?

Yes
No

What Does Economic Prosperity Mean To You?
Did you take part in the recent economic prosperity focus groups or interviews?
Answer Options
Yes
No

Response
Percent
9.7%
90.3%

answered question
skipped question

Response
Count
15
140
155
2

Did you take part in the recent economic prosperity focus groups or interviews?

Yes
No

What Does Economic Prosperity Mean To You?
What does economic prosperity in Banff mean to you?
Answer Options

Response Count

answered question
skipped question
Number
1
2

3
4
5
6
7
8

9

10
11

12

13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28

29
30
31
32
33
34
35
36

51
51
106

Response Date
Response Text
Mar 31, 2013 3:27 PM The ability to sustain both business and community so as to maintain or enhance our current standards of living, keeping taxes low,
and maintain town infrastructure and programs.
Mar 31, 2013 2:50 AM Balance. Between offering a great tourist product and offering a safe grounded place to live for residents. Economic prosperity in
Banff historically and in present day relies heavily on tourist traffic. Maintaining enough tourist traffic to support the town's
infacstucture- roads, buildings, water, sewage is important. Maintaining and growing environmentally sound business practices is
essential to this process.
Mar 31, 2013 1:59 AM Strong sense of community and a wide sense of pride in the community we call home.
Mar 31, 2013 1:01 AM To be happy and share things in the community without trying to dominate the community or bully it.
Mar 30, 2013 9:44 PM Banff is a national park and should be a leader in conservationist practice as a result of this economic prosperity in Banff must be
able to find a balance between preservation, conservation and economic prosperity.
Mar 30, 2013 9:04 PM etr
Mar 30, 2013 7:46 PM Working and living in Banff without living in poverty
Mar 25, 2013 11:46 PM 5LFKFRPPXQLW\OLIHVWURQJFRPPXQLW\FRQQHFWLRQVVXSSRUWHGE\DKHDOWK\WRXULVPHFRQRP\
The economy should serve the community not the other way around.
Mar 22, 2013 7:27 PM There are successful businesses, few empty shop fronts, and employment for those who desire it. People, being gainfully
employed, are able to purchase a residence or afford rent on their own, establishing roots/family and being able to build a life in
Banff.
Mar 19, 2013 9:05 PM tourists in Banff staying in hotels, shopping, eating, skiing and taking part in other activities
Mar 19, 2013 7:24 PM I define economic prosperity in Banff as having a vibrant, engaged community with functional and relevant public programs and
services and a business sector populated with successful, locally-owned businesses with character that contribute to the unique
mountain community we live in.
Mar 19, 2013 3:34 PM Economic prosperity in Banff means to me that municpal, provincial and federal policies support an economic climate which
includes all sectors, private and public in generating economic activity that benifits members of the community in an equitable and
sustainable manner.
Mar 19, 2013 11:39 AM All businesses succeeding at a strong level. Good financial returns, quality staffing, protraying a strong image of what Banff should
be to our visitors.
Mar 19, 2013 7:13 AM Sustainability
Mar 19, 2013 2:19 AM Sustainable, good quality of life, ability to maintain high quality public facilities and services
Mar 18, 2013 11:02 PM Steady employment.
Mar 18, 2013 10:09 PM Banff remains a leading tourism desination for Canada. One we can be proud of!
Mar 18, 2013 9:54 PM Amount and quality of Jobs & reinvestment; increases in real estate values (commercial and residential); increases in # of visitors
and visitor spend.
Mar 18, 2013 9:27 PM Jobs, community events, supporting local schools/non-profits, ensuring our seniors cared for, families, affordable housing
Mar 18, 2013 9:27 PM DKHDOWK\VRFLHW\DJRRGVWURQJFRPPXQLW\EDVH
good socail nets for supporting town folk and visitors
Mar 18, 2013 9:23 PM A thriving community. One that has a variety of services available that work to meet the needs of ALL its' citizens.
Mar 18, 2013 9:21 PM It means people make enough money to live comfortably in Banff.
Mar 18, 2013 8:42 PM Successful business, higher wages, and more benefits while not "selling out". Keeping in mind we are a national park so limiting
business, but making sure the ones we have are successful.
Mar 18, 2013 7:02 PM That businesses can thrive here, including smaller "mom and "pop" businesses.
Mar 18, 2013 6:38 PM Work
Mar 18, 2013 4:37 PM hh
Mar 18, 2013 4:35 PM IDPLOLHVWKULYLQJDQGEXVLQHVVWKULYLQJ
no loss of essential medical services or education
Mar 18, 2013 4:00 PM It means a healthy balanced community. A community that takes good care of it's children, seniors, citizens, and animals, that has
maintained walking trails and clean streets. I see a healthy buzz around town, with people shopping, playing or picnicing in central
park and the local business doing well and giving back to the community. Economic prosperity in Banff for me would be where
everyone can pay their cost of living and have a saving account with actual money in it, where they can afford to take a course or
learn a learn sport or go on vacation.
Mar 18, 2013 3:56 PM
1
Mar 18, 2013 3:19 PM An economically sustainable community created by a thriving and healthy business and local community
Mar 18, 2013 3:02 PM A Sustainable tourism economy and affordability for families
Mar 18, 2013 2:43 PM living in an economically sustainably vibrant community that is a world class leader in tourism and environmental stewardship
Mar 18, 2013 12:56 AM My family can make a good living from a business in Banff
Mar 17, 2013 11:56 PM Living comfortly, not having high tax's
Mar 17, 2013 11:29 PM Have a job you enjoy . Able to own a home , provide for your family , enjoy recreation , able to travel and still be able to save for
retirement
Mar 17, 2013 10:54 PM Making our town more than sustainable by having the right amount of experiences for everyone to make money!
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Mar 17, 2013 10:49 PM sustainable growth, caring for the community, making sure our main income (from the visitors) is appreciated by looking after their
needs. I feel that when a visor comes here they should leave with the feeling that - "we can't wait to come back".
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Mar 17, 2013 5:58 PM a community where the residents can financially afford a home to live in and other necessities and enjoy a healthy and balanced
lifestyle
Mar 16, 2013 4:09 PM z
Mar 14, 2013 5:34 PM That I can earn a salary that reflects housing and food prices. I don't expect to become rich here.
Mar 13, 2013 2:27 PM An economically confortable life
Mar 12, 2013 3:07 AM Sustainablity, keeping taxes low, living within our means, not going into debt, fiscal responsibility
Mar 11, 2013 8:35 PM Economic prosperity is an inclusive concept which provides opportunities for established and new businesses to thrive, while
paying sufficient wages to make living in Banff a viable option for young families, guest workers and long-term residents, and
generating sufficient taxes to provide infrastructure and social services for children, elderly and disadvantaged (good schools,
library, day-care, women's shelter, seniors centre, ...)
Mar 11, 2013 5:15 AM A sustainable mix of visitors from a wide range of the international market, allowing our services to become more profitable by
moving up-market. This is the basis of an economy that will benefit all citizens rather than just a minority profiting from the
economic rent of oligopoly positioning.
Mar 10, 2013 10:15 PM Rational planning so that we as a community can supply the services that residents and visitors require, without having an
oversupply (which would motivate us to constantly be trying to increase visitation, sometimes in inappropriate ways) or an
undersupply (such that services for residents, such as a hardware store or a car wash are not offered). We also need to support,
through our taxes, essential services such as the public library and the fire department.
Mar 10, 2013 7:05 PM A situation in which everyone benefits from a town that is appropriately busy. Business owners are fairly compensated for their
efforts and capital investment. Visitors have a great xperience. Employees receive compensation that lets them enjoy a
reasonable place to live and some leisure time. And our park environment is protected.
Mar 10, 2013 1:36 AM Busy happy, successful businesses and people in BANFF
Mar 9, 2013 11:36 PM A balanced community rich in diversity. Not just a place where tourists spend money on souvenirs and t-shirts. Rich in culture, great
cuisine, unique businesses and a destination for outdoor activities that are in line with National Park policies.
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Mar 6, 2013 6:23 PM A wide range of viable businesses that satisfy the needs of residents and visitors.
Mar 6, 2013 3:39 AM To me it is something I likely won't accomplish since I'm struggling to survive economically in Banff.
Mar 6, 2013 12:50 AM Having the financial freedom to pursue a good life.

What Does Economic Prosperity Mean To You?
What one aspect of Banff's economic prosperity stands out as being most important to you?
Answer Options
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Response Date
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Mar 31, 2013 3:27 PM Ability to attract, maintain and grow businesses that both provide jobs and reinvest in
community.
Mar 31, 2013 2:50 AM Attending to environmental impact of businesses in the park.
Mar 31, 2013 1:59 AM Affordable living for families
Mar 31, 2013 1:01 AM Good family buisness and a neighborly feelig.
Mar 30, 2013 9:44 PM The aspect that is most important is finding a way to maintain prosperity without further
damaging our beautiful park.
Mar 30, 2013 9:04 PM werwe
Mar 30, 2013 7:46 PM housing
Mar 25, 2013 11:46 PM Balance - between development/economic focus, environmental stewardship, Communitybased services
Mar 22, 2013 7:27 PM An awareness of community and having both individuals and businesses being willing to work
together to make our town successful as a TOWN rather than a tourist trap.
Mar 19, 2013 9:05 PM staying current with our properties restaurants and ski areas
Mar 19, 2013 7:24 PM Having an engaged community, which means having citizens who are individually prosperous
(having an income / cost of living balance that allows for long-terms savings) and actively
involved in local events or programs.
Mar 19, 2013 3:34 PM Equitible distribution of economic benefit
Mar 19, 2013 11:39 AM Even small businesses being successful
Mar 19, 2013 7:13 AM Education to people, that Banffites do not live off this natural land but live WITH.
Mar 19, 2013 2:19 AM Being able to sustain a mix of people from different backgrounds, life stages, family status
and occupations living and working in Banff.
Mar 18, 2013 11:02 PM Sustainable growth.
Mar 18, 2013 10:09 PM Keep the Town from becoming stagnate
Mar 18, 2013 9:54 PM Reinvestment (residential and commercial)
Mar 18, 2013 9:27 PM affordable housing
Mar 18, 2013 9:27 PM community services
Mar 18, 2013 9:23 PM Given the age of my family - childcare and the quality/affordability of this service. We are
extremely fortunate to have a centre such as we do. Many in the city centres pay much more
and receive much less.
Mar 18, 2013 9:21 PM Being prosperous without exponential growth will be a challenge.
Mar 18, 2013 8:42 PM Higher profits leading to higher wages.
Mar 18, 2013 7:02 PM The lack of a plan for dealing with monopolies in town. Since there is a cap on future
commercial development Banff is not a true free market due to this, commercial landlords
should be limited to the number of properties they can own - ie; not more than five hotels for
example.
Mar 18, 2013 6:38 PM Tourism
Mar 18, 2013 4:37 PM ff
Mar 18, 2013 4:35 PM VXFFHVVRIUHWDLODQGUHVWDXUDQWRSHUDWLRQVGRZQWRZQ
no empty spaces and lots of animation
Mar 18, 2013 4:00 PM a healthy community that can afford to live here.
Mar 18, 2013 3:56 PM
1
Mar 18, 2013 3:19 PM Sustaining a business community that provides solid income source from taxes and viable
employment for the community
Mar 18, 2013 3:02 PM Sustainability
Mar 18, 2013 2:43 PM a solid tax base that meets the needs of the community to maintain it's infrastructure within its
means
Mar 18, 2013 12:56 AM Long term growth
Mar 17, 2013 11:56 PM Keep building tourism
Mar 17, 2013 11:29 PM Owning a home has become unreachable for young families
Mar 17, 2013 10:54 PM By-laws...we must be careful not to chew the hand that feeds us e.g. parking tickets, big box
vs small town, too many restrictions vs not enough restrictions. Taxes and BLLT are
important too.
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Mar 17, 2013 10:49
Mar 17, 2013 5:58
Mar 16, 2013 4:09
Mar 14, 2013 5:34

PM
PM
PM
PM

Sufficient parking for our visitors
the financial success of the businesses
z
It should reflect the fact that this is a National Park, and the protection of the natural
environment must take precedence over any economic activities/considerations.
Mar 13, 2013 2:27 PM Individual income
Mar 12, 2013 3:07 AM Living within our means
Mar 11, 2013 8:35 PM Economic prosperity means attracting visitors with experiences they will seek to repeat and to
share with others, creating an ongoing market. For most this will not be a 'shopping'
experience. We need to build an economy of experiences that reflect the nature and
character of Banff as an historic National Park with a centre for the arts - not just hikes, but
interpretive hikes / tours / rafts... with a living guide who can explain how to 'see' their
experience in nature. Mobile apps will also fill part of this need for understanding the outdoor
experience. The Banff Centre provides excellent opportunities for 'experiences with the arts'.
Those arts experiences do not compete with the experiences in Town and in nature, they all
complement one another.

Mar 11, 2013 5:15 AM Providing a range of attractions and activities that motivate visitors to stay longer and return
regularly.
Mar 10, 2013 10:15 PM Planning for a future that does not include commercial growth.
Mar 10, 2013 7:05 PM Recognizing that there is a limit to how busy we can/should be -- and that beyond that limit,
both visitor experience, resident quality of life and our environment will suffer.
Mar 10, 2013 1:36 AM Banff being well marketed to ensure visitors come, yet the locals are remembered and
celebrated
Mar 9, 2013 11:36 PM A diversity of businesses - make Banff a destination that is unique and not like every strip mall
you find in most cities.
Mar 6, 2013 6:23 PM Affordable rental space (commercial/housing) to attract businesses and qualified staff.
Mar 6, 2013 3:39 AM It's impossible to make a living wage in Banff for a single person.
Mar 6, 2013 12:50 AM Having leisure time left over after paying the bills, and saving a little

What Does Economic Prosperity Mean To You?
Why is it the most important?
Answer Options
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skipped question
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Response Date
Response Text
Mar 31, 2013 3:27 PM 7KLVLVWKHHQJLQHIRUHYHU\WKLQJHOVH
Successful businesses allow for people to buy homes and support succession of generations to buy/sell
homes & businesses, fill our schools and churches, pay taxes and refresh the vitality of the
town/community.
Mar 31, 2013 2:50 AM Looking longterm- the tourist market on which we base our economic profits is itself based on the
natural environment that the Banff tourist looks for when they visit. To mismanage environmental
resources is to mismanage tourism and threatens the integrity of economic prosperity in the town.
Mar 31, 2013 1:59 AM Need to attract talent and in order to do so we need to show workers with families they can raise a
family in our town.
Mar 31, 2013 1:01 AM So your not dominated or scared to start up a new business without the feeling someone will run you
out of town.
Mar 30, 2013 9:44 PM The park is the reason that we have any economic prosperity at all, so activities that can potentially
further damage it need to be re-evaluated. This is particularly important when there is talk of
commercializing certain natural sites.
Mar 30, 2013 9:04 PM werwe
Mar 30, 2013 7:46 PM economic housing is the most important without it you have no stable employees / citizens that call
Banff home .
Mar 25, 2013 11:46 PM Without balance you end up losing residents who have the other interests
Mar 22, 2013 7:27 PM When a town loses sight of its people and focuses on profit alone, it often destroys the sense of
community that created it in the first place. Remembering the connection enables us to work together
to solve problems rather than becoming adversarial and greedy.
Mar 19, 2013 9:05 PM longevity
Mar 19, 2013 7:24 PM Having a greater number of prosperous individuals means a greater amount of disposable income, a
percentage of which would be spent locally.
Mar 19, 2013 3:34 PM Equitible distribution of wealth correlates with greater life satisfaction, lower health risks, and reduced
violent crime and theft. It is the single most reliable factor in the GHI (Genuine Happiness Index)
Mar 19, 2013 11:39 AM Proof that there is economic parity. If even the smallest/ out of the way/ needed for our community
shops can work then everyone is having an impact
Mar 19, 2013 7:13 AM Because Banff does not mean Me/Us, but all future generations that will someday call this place home.
Mar 19, 2013 2:19 AM A homogeneous mix of people either very prosperous or low income service workers does not provide a
vibrant community. It is important that Banff continue to be a place that people of differing means and
values can live together.
Mar 18, 2013 11:02 PM Because we need to be able to balance suppling the services that our visitors want while preserving the
natural beauty of the park which draws visitiors in the first place.
Mar 18, 2013 10:09 PM Visitors want quality service and facilities..
Mar 18, 2013 9:54 PM Indication that it is worthwhile investing capital in Banff. Product must be well maintained, attracive, and
progressive here for banff to remain a competitive tourism destination. Good residential allows for
attraction of quality residents and employees.
Mar 18, 2013 9:27 PM can't have a sense of community if people can't afford to live here to have a family
Mar 18, 2013 9:27 PM the health of the community is reflected in how responsive we are to the needs of the base community
Mar 18, 2013 9:23 PM If my child is happy, healthy and safe than I am able to focus on the task at hand at work every day.
Which makes my employer a happy employer.
Mar 18, 2013 9:21 PM I'm not aware of anyone who's figured out how to do this yet.
Mar 18, 2013 8:42 PM Most rates of pay do not seem to be keeping up with inflation, let alone profits. If businesses shared
more of there profits, this would lead to happier workers, more money will be spent in the community.
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Mar 18, 2013 7:02 PM Because with a cap on commercial development, the true free market does not exist here. Allowing
landlords monopolies has led to controlling the market price on not only hotel room accommodations
but commercial leases for businesses. Therefore it is mostly the chain stores that can thrive here
because they have the money to afford the high rents - they don't care if their "flagship" store here runs
at a loss, because the corporate head office can write it off as "branding" to be seen here. The mom
and pop stores/restaurants can not afford the high rents and we loose our originality. It is not chains
causing the problem - it is the landlord monopolies.
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Mar 18, 2013 6:38 PM It's the town's industry
Mar 18, 2013 4:37 PM ff
Mar 18, 2013 4:35 PM ,WORRNVDQGIHHOVOLNHVXFFHVV
Closures look like failure
Mar 18, 2013 4:00 PM Because when people are not house poor, or when they are not paying 40% of their income to rent, Or
when they make more than $13/hour, when they can save some money to spend on a new shirt, or to
take a community class or to donate to a local charity they are empowered to give more to their
community, not all their time is spent working 2-3 jobs to pay rent and bill and food. If people are able
to save, they are more able to have more time to volunteer, more time to spend money in town and go
out for dinner, more time to enjoy the place they are calling home. Not just working to pay the bills.
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Mar 18, 2013 3:56 PM
1
Mar 18, 2013 3:19 PM Dependance on the single industry of tourism and a therefore the maintenance of a community that can
support this industry
Mar 18, 2013 3:02 PM We are a one business community: tourism
Mar 18, 2013 2:43 PM a vibrant commercial tax base is necessary for a viable cost of living for the residents that support up to
six times the population for service provision
Mar 18, 2013 12:56 AM Mt family's future
Mar 17, 2013 11:56 PM Keeps bring money into the community
Mar 17, 2013 11:29 PM As families grow out of their first apartments , if they can't afford to rent or own , they leave banff . There
are few in High School large classes in primary school ,
Mar 17, 2013 10:54 PM see above
Mar 17, 2013 10:49 PM Nothing ruins your holiday than not being able to park close to amenities, or worse getting a parking
ticket after you looked for a long time for parking.
Mar 17, 2013 5:58 PM because the businesses in Banff are the emnployers of the residents
Mar 16, 2013 4:09 PM z
Mar 14, 2013 5:34 PM Because there's thousands of towns in Canada that are not in a national park, so anybody who feels too
restricted here has lots of other options where they could live. However, Banff's natural beauty and
unspoiledness cannot be replaced.
Mar 13, 2013 2:27 PM We are a collection of individuals
Mar 12, 2013 3:07 AM To not saddle future taxpayers or residents
Mar 11, 2013 8:35 PM The arts experiences offered by The Banff Centre do not compete with the experiences in Town and in
nature, they all complement on another. We have a unique opportunity to attract vistors with multiple
LQWHUHVWVIXOOVHUYLFH7RZQOLIHUHDG\DFFHVVWRH[SHULHQFHVLQQDWXUHDQGZRUOGFODVVDUWV
Most resort towns have one or at most two of these. A three-legged stool is a lot more stable than one
with one or two legs. The Town, The Banff Centre and nature are all here, but we're selling them
independently, instead of the combination. Multi-generational groups and families include people with a
wide range of interests and capabilities. Banff can offer a much wider range than most resort
FRPPXQLWLHV/HW VFHOHEUDWHDQGEXLOGRQWKDW
Prosperity requires the stability inherent in multiple complementary options to attract a diversity of
visitors.
Mar 11, 2013 5:15 AM It's the basis of the product; hotels, restaurants and retail are ancillary.
Mar 10, 2013 10:15 PM There are no models (that I am aware of) of communities where commercial growth limits are in place.
We have not addressed this issue in Banff -- even though commercial space and residential limits ARE
legislated -- and we have not, as a community, had discussions or introduced plans to ensure that
services such as grocery stores, hardware stores, repair shops, car washes will be maintained in the
community instead of duplicated tourist-centred souvenir shops, chain restaurants, and other retail
ventures that do not contribute to the unique character of Banff. We seem to be in denial about the limit
on commercial growth and concentrate much of our effort in trying to increase visitation to Banff stores
and restaurants and hotels, rather than planning for where we want to be when build-out is achieved.
This is not an infinitely growing community and we need to think about what that means.
Mar 10, 2013 7:05 PM Because sometimes it seems to me that people think of prosperity as a numbers game, where "more
visitors" is always the right answer.
Mar 10, 2013 1:36 AM Sometimes it feels like all the events are tourism related and not taking the locals into account
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Mar 9, 2013 11:36 PM Without diversity businesses will not thrive and will become complacent in the products and services
they offer their customers
Mar 6, 2013 6:23 PM Banff needs a diverse population - i.e. full spectrum demographics.
Mar 6, 2013 3:39 AM Because I am a single person and I do not make a living wage.
Mar 6, 2013 12:50 AM To enjoy all that Banff has to offer

What Does Economic Prosperity Mean To You?
What are Banff’s key economic prosperity challenges?
Answer Options
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Mar 31, 2013 3:27 PM Small, mid and large businesses have all seen a decline - some have gone out of business,
others have reduced income, thus jobs, and
Mar 31, 2013 2:50 AM Hotels- water consumption (sewage, washing, cooking). Restaurants: take out containers, coffee
FXSVVWUDZV
Housing prices- business may make money but until a resident it able to make a salary that
makes owning a home affordable- economic "prosperity" will be a term reserved for business
owners not residents of Banff.
Mar 31, 2013 1:59 AM $IIRUGDEOHKRXVLQJ
Housing, in general, for families
Mar 31, 2013 1:01 AM Keeping minor sport for our youth like soccer fastball, baseball,ringette and other minor sports so
all kids can participate.
Mar 30, 2013 9:44 PM Again, the balance of conservationism and economic prosperity. The two do not have to be
separated and are intrinsically linked. Finding ways in which we can encourage visitors but still
reflect the importance of what Banff really stands for is crucial.
Mar 30, 2013 9:04 PM werwe
Mar 30, 2013 7:46 PM Housing and cost of living too high for regular workers to prosper .
Mar 25, 2013 11:46 PM Being focused as a global tourism destination without also focusing on creating deeper thinking
about why people will come to banff over time. Creating an authentic National Parks experience
Mar 22, 2013 7:27 PM Creating a town that people want to visit rather than a mall; depending too much on tourists
rather than developing other initiatives that will encourage visitors; allowing one or two
businesses/companies to dominate and direct everything.
Mar 19, 2013 9:05 PM archaic ski areas
Mar 19, 2013 7:24 PM UHOLDQFHRQWRXULVPLQDQXQFHUWDLQJOREDOHFRQRP\
3RRUTXDOLW\RIVHUYLFHGXHWRHQWU\OHYHOVWDIIWXUQRYHUDQGSRRUWUDLQLQJ
I believe that sometimes Banff businesses focus on quantity over quality.
Mar 19, 2013 3:34 PM Apart from attracting tourist dollars to the region, Banff's biggest challenge is in providing a share
of Banff's prosperity to its "working poor", those in the service sector making less than $13/hour.
Providing affordable housing and a living wage in this economic sector will be incredibly
challanging.
Mar 19, 2013 11:39 AM Keeping the tourists & visitors coming. Either overnight guests or those just here for the day.
Mar 19, 2013 7:13 AM The paradigm of seeing Economy and Ecology as separate things, even competing.
Mar 19, 2013 2:19 AM Limited space for growth, pressure from a few small, loud interest groups, demand for large
numbers of low income service staff.
Mar 18, 2013 11:02 PM Don't know.
Mar 18, 2013 10:09 PM No new taxes because of the building cap. Commercial property pays most of the taxes and if
business is not strong they cannot continue to carry the tax burden for the entire Town.
Mar 18, 2013 9:54 PM 1RPRUHJURZWKLQFRPPHUFLDOVSDFHVRKDUGHUWRMXVWLI\UHLQYHVWPHQW
Inflation of costs and 'red tape', out-pacing revenue growth.
Mar 18, 2013 9:27 PM lack of affordable accommodation
Mar 18, 2013 9:27 PM OLPLWHGODQGEDVH
monopolies on properties with owners not living in the community
Mar 18, 2013 9:23 PM  EHLQJVHHQDVDQDWWUDFWLYHSODFHWRZRUN OLYH
 $IIRUGDEOHKRXVLQJ
3) childcare options (shift workers..)
Mar 18, 2013 9:21 PM Being prosperous without exponential growth.
Mar 18, 2013 8:42 PM We have to keep in mind we are a national park as a world heritage site, but we cannot just
forget this as well. We cannot just let every business come in and do what they want. I think
costs of doing business limit the success as well as well as it limits wages.
Mar 18, 2013 7:02 PM Controlling monopolies.
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Mar 18, 2013 6:38 PM Lack of tourists
Mar 18, 2013 4:37 PM fgf
Mar 18, 2013 4:35 PM VXFFHVVIXOUHWDLODQGUHVWDXUDQWV
continued marketing as a destination is important and key player involvement and consolidation
as one team
Mar 18, 2013 4:00 PM greed...
Mar 18, 2013 3:56 PM
111
Mar 18, 2013 3:19 PM /LPLWVWRJURZWK
Limits to viable affordable community housing
Mar 18, 2013 3:02 PM Cost of living for residents
Mar 18, 2013 2:43 PM Taxes that flow out to the provincial and federal government and do not equitably make their way
back to the town in relation to the services provided
Mar 18, 2013 12:56 AM Lack of new and exciting venues for visitors
Mar 17, 2013 11:56 PM Other tourist destangations that are doing things better than Banff
Mar 17, 2013 11:29 PM Providing for the above and staying within our boundaries
Mar 17, 2013 10:54 PM Remaining sustainable in an ever-changing economy in a national park where nothing is
supposed to change. Keeping Banff interesting enough and affordable so people continue to
visit.
Mar 17, 2013 10:49 PM Upgrading facilities - failing sewer lines in the older residential areas. Basic fundamental
requirements
Mar 17, 2013 5:58 PM affordable appropriate housing for families. low wages for service sector compared to cost of
living in Banff
Mar 16, 2013 4:09 PM z
Mar 14, 2013 5:34 PM To stay unique as a tourist destination, allow people to earn a fair wage for their work, while
putting on strict limits to growth and development to protect the environment.
Mar 13, 2013 2:27 PM Large proportion of low wage jobs
Mar 12, 2013 3:07 AM To ensure they maintain a steady income stream that covers all planned expenditures and not
be required to borrow to fund projects
Mar 11, 2013 8:35 PM We cannot continue to rely so much upon retail for economic prosperity. "People come to Banff
ZLWKDGUHDPDQGZHVHQGWKHPKRPHZLWKDVKRSSLQJEDJWKLVZRQ WZRUNIRUPXFKORQJHU
Ever increasing use of the internet as the 'default-choice' for shopping will transform retail
shopping. On-line best price and hassle-free shipping are hard to compete with now and will only
get more difficult. This is already wiping out retail everywhere from small towns to large cities.
How will we provide the customer-service experience necessary to maintain main street retail
shopping as an attraction and viable business model?
Mar 11, 2013 5:15 AM Breaking logjams of various sorts, from inflexible commercial rents to a lazy and sclerotic tourism
bureau and an infexible, unimaginative municipal administration.
Mar 10, 2013 10:15 PM How to achieve a non-expanding community that serves the needs of residents and visitors but
does not require an ever-increasing number of visitors to maintain successful businesses. I
would also like to see Banff value and support a unique character, with local businesses and
culture, rather than sell itself out to the chain businesses that will homogenize the community.
Mar 10, 2013 7:05 PM Global economic factors. The idea that being what some imaginary potential visitor might want
is more important than being who we are, and trying to attract the visitors who can appreciate
that. Traditionally low service sector salaries resulting in a large discrepancy between ROI for
owners and return on effort for front line workers.
Mar 10, 2013 1:36 AM The cost of doing business in BANFF is getting so expensive- hard for small companies and start
uos
Mar 9, 2013 11:36 PM I find a lot of businesses in town are not attuned with the changing times - they are offering the
same products for years - times change and businesses have to change too - the internet will
make some businesses redundant - many of Banff's stores and restaurants offer poor service
and mediocre food - rather than blame downturns and anything that comes along they should
look inward and ask am I offering the best product and service?
Mar 6, 2013 6:23 PM A proper mix of attractive commercial enterprises within our limited physical footprint.
Mar 6, 2013 3:39 AM The rich live well, the poor move on.
Mar 6, 2013 12:50 AM Too many low wage jobs

What Does Economic Prosperity Mean To You?
Looking ahead five to 10 years, what factors or issues may play a more influential role in Banff’s econonic prosperity
Answer Options

Response Count
51
51
106

answered question
skipped question
Number Response Date
1

2

3

4
5

6
7
8

9

10
11

12

13

14
15
16

Response Text

Mar 31, 2013 3:27 PM Discretionary income around the world has seen a significant decline. Combined federal
provincial, municipal and consumption taxes are now nearing or have passed the 50% for most
people/households. "Competitiveness" for both tourists and businesses in Banff becomes a
crucial requirement - this includes a low tax base, lower lease costs (for offices/businesses),
innovative offerings that distinguish Banff from other destinations, and an attractive place to live
and raise a family/retire.
Mar 31, 2013 2:50 AM International airpport in Kelowna opens up interior BC for summer and winter tourists. (Their
skiing has onhill accom and in Banff its never clear how one is supposed to get to and from the
VNLKLOOV
*RY WUHJVUHHQYLURQPHQWDOEHVWSUDFWLFHVIRUEXVLQHVV
International flights to calgary- what is the tour operator climate? Is the tourist market changing?
Mar 31, 2013 1:59 AM $IIRUGDEOHOLYDEOHKRXVLQJ
$IIRUGDEOHFKLOGFDUH
Childcare that meets the needs of the industry that serves our town.
Mar 31, 2013 1:01 AM More development for senior housing and caregiving.
Mar 30, 2013 9:44 PM As more and more parts of the world are being developed and wilderness is becoming a rarity,
visitors will be looking for a place that still holds pure wilderness. If we want to be economically
prosperous, conservationism is key. Leaning on the National parks influence and using that for
the reason that visitors should come to Banff is important. We have to understand that we live in
a beautiful, unique and potentially threatened area and our role as a town is to advocate for its
preservation.
Mar 30, 2013 9:04 PM wer
Mar 30, 2013 7:46 PM Housing / cost o living
Mar 25, 2013 11:46 PM Residents being able to function as local knowledge about stewardship in the park and
marketing the destination without enough focus on the niche potential of the authentic park
experience
Mar 22, 2013 7:27 PM Having one or two businesses dominant/direct the town (why have elected officials?). Downturn
in descretionary spending for visitors. Demands of Parks in contrast/conflict with town
JRYHUQPHQW
Fewer young families able/willing to stay in town.
Mar 19, 2013 9:05 PM climate change, the two emerging markets that we are currently enticing to Canada
Mar 19, 2013 7:24 PM ,QFUHDVLQJSDUNYLVLWDWLRQDV%DQIIDSSURDFKHVUHDFKHVPD[EXLOGRXWDQGSRSXODWLRQFDS
&KDQJLQJWRXULVWGHPRJUDSKLFVDQGQDWLRQDOLWLHV
Climate change - uncertain effects in our area
Mar 19, 2013 3:34 PM Obviously the wider Alberta economy and global economic situation will play an enourmous role
in Banff's economic future. Banff needs a prosperity plan that is sustainable in years of wider
economic downturn. Therefore, the matrix of prosperity cannot be measured on gross revenue
alone.
Mar 19, 2013 11:39 AM Affordable & quality housing. We need to ensure we are retaining good people to run our town
and the way housing is now, it is unrealistic to think families will stay with the cost of housing.
We own a respectable place and want to upgrade. With the costs of what we are seeing to get
into that next step (if we plan to grow our family, more space is needed), we will be house-poor
to do it.
Mar 19, 2013 7:13 AM What kind of political will/interests that come with the people we attract to join us living in this
place.
Mar 19, 2013 2:19 AM Population cap, reaching full build out.
Mar 18, 2013 11:02 PM The rising economic prosperity of China and India with the corresponding rise in the mid classes
with disposable income.

17

18
19
20
21

22

Mar 18, 2013 10:09 PM We will continue to loose all of our essential services to Canmore and the TOB will become a
satellite community to Canmore, one that houses temporary or seasonal workers.
Mar 18, 2013 9:54 PM Global economy; competition from other resort destinations; diversification of product offerings
for visitor.
Mar 18, 2013 9:27 PM continued lack of affordable accommodation, less businesses for residents-more tourist
focused.
Mar 18, 2013 9:27 PM ODQGPRQRSROLHV
food sourcing and water
Mar 18, 2013 9:23 PM The ability to attract people to the area. Yes, Banff National Park and the Town of Banff have a
romance about it but the reality is the cost of living is a factor as is the quality (or availability) of
housing in our community. Affordable housing needs to be at the top of the list as well as health
care (partnership with AHS & Mineral Springs Hospital) and quality of services our town can
provide.
Mar 18, 2013 9:21 PM Global economic factors. Climate change. Commercial growth cap. Population growth cap.
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Mar 18, 2013 8:42 PM Banff has to make sure of its environmental impact. We need to keep the park as close to
natural as possible. This means limiting building or renovations as well as we should limit the
chain businesses. On average wages should be higher as rents are extremely high

24

Mar 18, 2013 7:02 PM Limiting/controlling monopolies. Also some form of controlling commercial rent increases - one
idea is that unrented spaces should not be allowed to sit empty for long extended periods of
time (ie spots in cascade plaza, bear street mall, etc). If they are empty for more than six months
they should have to pay more commercial property taxes - this would result in them lowering the
rent to avoid the taxes, so then small businesses can afford to go into those spaces.

25
26
27
28

Mar 18, 2013
Mar 18, 2013
Mar 18, 2013
Mar 18, 2013

29
30
31
32
33
34
35
36
37

38

39

6:38
4:37
4:35
4:00

PM
PM
PM
PM

World economy
fgf
stable workforce of industry professionals
The people who have all the money, or who own their homes, or who have the power don't see
that there is a problem and they don't care... They are the influencial role... this town jumps at
WKHLUEHFNDQGFDOO
When BHC affordabile housing is $450,000 for a 2 bedroom town house... I am just wondering if
DQ\RQHDWWKHWRZQVHH VZKDWNLQGRIMRNHWKDWLV
What factors play an influential role... under paid staff, high rents, high cost of living, forever
URWDWLQJGRRUWRWKHFRPPXQLW\ODFNRIFDULQJ
What Issues... Town giving permits to orgaizations to build 2 x 3000sq duplex that sells for 1.5
million each, instead of a permit to build a 4 plex.... The issues are really bad decisions on land
use, and really bad decision on rent caps, or cost of living increases...really bad decision in
general made by a select few for the greater population.

Mar 18, 2013 3:56 PM
1
Mar 18, 2013 3:19 PM &RPSHWLWLRQIURPRWKHUWRXULVPGHVWLQDWLRQV
Limited local community tax base
Mar 18, 2013 3:02 PM Global economy
Mar 18, 2013 2:43 PM unaffordable housing is the single biggest challenge
Mar 18, 2013 12:56 AM Encouraging land owners of all types to do a better job of up keep on their buildings, just make
all properties look better
Mar 17, 2013 11:56 PM SURYLGLQJDJRRGDIIRUGDEOHSURGXFWPRUHDFWLYLWLHVIRUIDPLOLHV
Having nothing for the families to do on New Years eve is a prime example
Mar 17, 2013 11:29 PM The economy everywhere as we rely on tourism
Mar 17, 2013 10:54 PM Changing face of Canadians e.g. different cultures and expectations.
Mar 17, 2013 10:49 PM Banff is know as a tourist town. So lets give our tourists the best experience we can. Better
parking and even consider no driving down Banff ave - a modern european approach. More
parking would be required to make this change.
Mar 17, 2013 5:58 PM increase in taxes at all levels of government, assessments of property increases, cost of doing
business in Banff, the plight of our schools - decreasing student population. On a positve note
more centralized shared services between communities to save costs
Mar 16, 2013 4:09 PM z

40

Mar 14, 2013 5:34 PM People will see Banff more and more as a cash-grab than a special, vulnerable place that needs
protection. It should be special to live here, not just another place to make business. I believe
these values are getting lost. Environmental degradation, together with increased tourism, are
going to be a challenge. How can services be delivered to more people, with a smaller footprint?
Things like public transit are a good step in the right direction. "Economic prosperity" will need to
be re-thought and re-defined make sure Banff stays unique and beautiful.

41
42
43

Mar 13, 2013 2:27 PM Emerging tourism markets
Mar 12, 2013 3:07 AM Lower revenues, lack of tourism, lack of prov grants, decrease in assessment values
Mar 11, 2013 8:35 PM In addition to the challenge of ever increasing online shopping versus main street shops we face
FKDOOHQJHVLQ
LQFUHDVLQJFRVWVRIWUDYHODQGVWURQJ&DQDGLDQGROODUFRPELQHWRUHGXFHORQJGLVWDQFHWRXULVP
- reduced willingness by corporations to pay for travel to conferences versus increasingly
HIIHFWLYHRQOLQHPHHWLQJV
- reduced capacity / capability / interest of much of the public to travel on foot away from the
road. We already see reduced back-country use. Demographics of population aging will
H[DFHUEDWHWKLVWUHQG
- increasing numbers of visitors are from countries with little or no experience of 'wild nature'.
They have no context for the experience of just going for a hike in the 'wilderness'. Their
impression of skiing is created from extreme-sports videos - they view it as something they
could / would never participate in.

44

Mar 11, 2013 5:15 AM International issues are huge but by and large unpredictable and beyond local influence. If we
build a town that focuses on a high level of service and accomodation to local citizens and
Canadian visitors, all else will follow.
Mar 10, 2013 10:15 PM OLPLWWRJURZWKXQOHVVDSSURSULDWHSODQQLQJWDNHVSODFHQRZ
LQYDVLRQRIFKDLQVWRUHV
-- loss of services for residents, in favour of tourist traps
Mar 10, 2013 7:05 PM Global economic factors. The price of fuel. The US dollar. The availability of young people
willing to take service jobs.
Mar 10, 2013 1:36 AM Staffing , tourism , foreign exchange
Mar 9, 2013 11:36 PM The internet will play a huge role - more and more people are purchasing products and services
off the internet. Also if we allow the more and more chain stores Banff will not be on anyone's
place to visit.
Mar 6, 2013 6:23 PM A stagnant global economy, particularly the USA.
Mar 6, 2013 3:39 AM I don't know that I'll still be here in 10 years because housing is challenging and I barely make
enough money to support myself.
Mar 6, 2013 12:50 AM The increasing challenge of the cost of housing
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46
47
48

49
50
51

What Does Economic Prosperity Mean To You?
Using a scale of 1 to 5 where ONE is Low Importance and FIVE
importance each the following should receive:
Low
Answer Options
Importance
2
a. High level of visitation
2
b. Ensuring a diverse mix of stores and services
4
c. Catering to visitor needs to maximize dollars
1
d. Developing strategies to help ensure that money
0
e. Creating the conditions that attract and retain a
1
f. Balancing business interests with Banff’s location
1
g. Ensuring that economic prosperity is
2
h. Providing a good mix of rental and owned
0
i. Having a clean, well-maintained, visually
4
j. Creating a strong engaged volunteer base.
1
k. Ensuring a living wage for all workers.

is High Importance please indicate the level of

4 11 9
2 10 16
6 11 8
2 5 16
4 3 14
3 3 10
1 4 7
2 2 9
0 3 10
10 7 11
2 6 9

High
Rating Response
Importance Average
Count
18
3.84
44
14
3.86
44
15
3.55
44
20
4.18
44
23
4.27
44
27
4.34
44
31
4.50
44
29
4.39
44
31
4.64
44
12
3.39
44
26
4.30
44
44
answered question
skipped question
113

Using a scale of 1 to 5 where ONE is Low Importance and
FIVE is High Importance please indicate the level of
importance each the following should receive:

j. Creating a strong engaged…

g. Ensuring that economic…

d. Developing strategies to help…

a. High level of visitation
0.00

1.00

2.00

i. Having a clean, well-maintained, visually
g. Ensuring that economic prosperity is
h. Providing a good mix of rental and owned
f. Balancing business interests with Banff’s location
k. Ensuring a living wage for all workers.
e. Creating the conditions that attract and retain a
d. Developing strategies to help ensure that money
b. Ensuring a diverse mix of stores and services
a. High level of visitation
c. Catering to visitor needs to maximize dollars
j. Creating a strong engaged volunteer base.

3.00

0
1
2
1
1
0
1
2
2
4
4

4.00

5.00

0 3 10
1 4 7
2 2 9
3 3 10
2 6 9
4 3 14
2 5 16
2 10 16
4 11 9
6 11 8
10 7 11

31
31
29
27
26
23
20
14
18
15
12

4.64
4.50
4.39
4.34
4.30
4.27
4.18
3.86
3.84
3.55
3.39

What Does Economic Prosperity Mean To You?
In order of priority, which three of the above are of highest importance? Please use the corresponding
item letter.
Response
Response
Answer Options
Percent
Count
Most important
2nd Most
a. High level of visitation
9
3
b. Ensuring a diverse mix of stores and services that have something for
1
0
c. Catering to visitor needs to maximize dollars spent.
1
2
d. Developing strategies to help ensure that money earned in Banff remains
1
4
e. Creating the conditions that attract and retain a diverse population.
4
3
f. Balancing business interests with Banff’s location within a national park.
6
10
g. Ensuring that economic prosperity is environmentally sustainable.
10
6
h. Providing a good mix of rental and owned residential housing.
3
5
i. Having a clean, well-maintained, visually attractive mountain town.
1
4
j. Creating a strong engaged volunteer base.
0
1
k. Ensuring a living wage for all workers.
8
5
a good mix of affordable housing for work force
1
Total
44
44

#
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39

Response Date

Most important Categories
Mar 31, 2013 3:30 PM
Mar 31, 2013 2:52 AM
Mar 31, 2013 2:01 AM
Mar 30, 2013 9:46 PM
Mar 30, 2013 7:48 PM
Mar 25, 2013 11:49 PM
Mar 22, 2013 7:31 PM
Mar 19, 2013 9:13 PM
Mar 19, 2013 7:33 PM
Mar 19, 2013 3:40 PM
Mar 19, 2013 11:42 AM
Mar 19, 2013 7:30 AM
Mar 19, 2013 2:21 AM
Mar 18, 2013 11:07 PM
Mar 18, 2013 10:17 PM
Mar 18, 2013 9:57 PM
Mar 18, 2013 9:31 PM
Mar 18, 2013 9:29 PM
Mar 18, 2013 9:23 PM
Mar 18, 2013 8:47 PM
Mar 18, 2013 7:12 PM
Mar 18, 2013 7:05 PM
Mar 18, 2013 6:40 PM
Mar 18, 2013 4:36 PM
Mar 18, 2013 4:04 PM
Mar 18, 2013 3:04 PM
Mar 18, 2013 2:45 PM
Mar 18, 2013 12:01 AM
Mar 17, 2013 11:32 PM
Mar 17, 2013 10:57 PM
Mar 17, 2013 10:52 PM
Mar 17, 2013 6:13 PM
Mar 16, 2013 4:12 PM
Mar 14, 2013 5:36 PM
Mar 13, 2013 2:28 PM
Mar 12, 2013 3:10 AM
Mar 11, 2013 8:39 PM
Mar 10, 2013 10:23 PM
Mar 10, 2013 7:07 PM

a
a
e
f
k
f
d
c
e
a
h
g
e
k
a
i
g
h
f
g
a
b
a
f
k
K
h
K
g
e
a
a
f
g
k
g
f
g
g

3rd Most
3
0
2
4
8
2
5
5
7
1
7
44

2nd Most
important

Total top
15
1
5
9
15
18
21
13
12
2
20
1
132

Categories

3rd Most
importan
t

f
g
h
g
g
g
h
f
d
k
e
f
g
a good mix of affordable housing for work force
c
a
f
f
e
k
i
a
h
c
j
d
d
i
h
f
i
k
i
f
e
f
g
k
k

i
k
a
i
d
k
k
i
k
d
a
i
f
g
h
c
j
k
c
f
h
d
k
i
g
e
g
g
e
h
d
h
g
k
a
h
e
e
i

40
41
42
43
44

Mar 10, 2013 1:38 AM
Mar 9, 2013 11:39 PM
Mar 6, 2013 6:26 PM
Mar 6, 2013 3:44 AM
Mar 6, 2013 12:51 AM

Most Important
g. Ensuring that economic prosperity is environmentally sustainable.
k. Ensuring a living wage for all workers.
f. Balancing business interests with Banff’s location within a national park.
e. Creating the conditions that attract and retain a diverse population.
h. Providing a good mix of rental and owned residential housing.
b. Ensuring a diverse mix of stores and services that have something for
c. Catering to visitor needs to maximize dollars spent.
d. Developing strategies to help ensure that money earned in Banff remains
i. Having a clean, well-maintained, visually attractive mountain town.
j. Creating a strong engaged volunteer base.
ordable housing for work force
a. High level of visitation
Total Importance
g. Ensuring that economic prosperity is environmentally sustainable.
k. Ensuring a living wage for all workers.
f. Balancing business interests with Banff’s location within a national park.
e. Creating the conditions that attract and retain a diverse population.
h. Providing a good mix of rental and owned residential housing.
i. Having a clean, well-maintained, visually attractive mountain town.
d. Developing strategies to help ensure that money earned in Banff remains
a. High level of visitation
c. Catering to visitor needs to maximize dollars spent.
j. Creating a strong engaged volunteer base.
ordable housing for work force
b. Ensuring a diverse mix of stores and services that have something for

a
g
g
k
k

d
f
f
h
a

10
8
6
4
3
1
1
1
1
0
0
0

6
5
10
3
5
0
2
4
4
1
1
3

10
8
6
4
3
1
1
0
1
0

6
5
10
3
5
4
4
3
2
1
1
0

1

5
7
2
8
5
0
2
4
7
1
3

5
7
2
8
5
7
4
3
2
1
0

e
i
e
e
e

21
20
18
15
13
1
5
9
12
2
1
6

21
20
18
15
13
12
9
6
5
2
1
1

What Does Economic Prosperity Mean To You?
Is there anything you would like to add that should be included in a definition of economic prosperity?
Answer Options

Response Count

answered question
skipped question
#
1
2
3

4
5

6

7
8
9

Response Date
Response Text
Mar 30, 2013 9:46 PM I have said it: CONSERVATIONISM AND SUSTAINABILITY
Mar 25, 2013 11:49 PM Strong community connections builds a sense of belonging which creates more stability to weather
changing economics
Mar 22, 2013 7:31 PM Decide whether the focus is on people or profit. Yes, I know we need businesses/hotels etc., but the
cost shouldn't be at the expense of the average people's enjoyment of our community and homes.
Mar 19, 2013 9:13 PM providing an excellent experience at our ski areas not just the far below experience we offer now
Mar 19, 2013 7:33 PM Banff desperately needs to increase the perception of value by improving the quality of all services
provided in our town. This is achieved by retaining as many of the best people and reducing overall
turnover.
Mar 19, 2013 3:40 PM Economic prosperity must include a notion of resilience. A model of prosperity that is based only on
one or a few market conditions cannot guide a community into a economically sustainable future.
Therefore, prosperity needs to be understood in terms of resilience, in times of growth and during
periods of economic stagnation.
Mar 19, 2013 7:30 AM Since everything is integral with each other, there's nothing 'to balance' out. In every decision-making
process, Banffite must strive for the LONGEST SUSTAINABILITY in mind.
Mar 18, 2013 10:17 PM TOB is a one industry town. The Town was created to be a centre for visitors to BNP. Support
commercial development and housing for people who have a need to reside!
Mar 18, 2013 9:57 PM 7RZQVKRXOGHQFRXUDJHDQGSURPRWHUHLQYHVWPHQWDQGLQQRYDWLRQ

10

Mar 18, 2013 9:31 PM

11
12

Mar 18, 2013 6:40 PM
Mar 18, 2013 12:01 AM

13
14

Mar 14, 2013 5:36 PM
Mar 12, 2013 3:10 AM

15

Mar 11, 2013 8:39 PM

16

17
18

18
18
139

TOWN SHOULD NOT CONFUSE ECONOMIC PROSPERITY WITH SOCIAL AND
ENVIRONMENTAL PROSPERITY! (As they seem to be doing with this survey)
I want to see full-cost accounting with long range vision. Impact on the environment and community
need to be figured in as a value.
no
How the residents are doing with the increased tax's, utilitiy bills and cost of living in Banff that is much
higher than other places in Alberta
Definitely environmental sustainability, but also "social sustainability".
Living within our means and keeping taxes low while ensuring sound fiscal planning and decision
making.
social services to support a diverse population. This could be included with (e), but it isn't spelled out
clearly. Schools, seniors centre, day care, library, women's shelter, full-service hospital, ...

Mar 10, 2013 10:23 PM We should support policies that minimize the gap between the most prosperous and least prosperous
LQWKHFRPPXQLW\
National park interests should always take precedence over business interests in Banff.
Mar 9, 2013 11:39 PM Economic prosperity is not just about businesses making money. It's about the people in this town - the
diversity of the community.
Mar 6, 2013 3:44 AM no

What Does Economic Prosperity Mean To You?
To what extent do you agree or disagree with the following. Use a scale of 1 to 5 where ONE is “disagree strongly” and FIVE is “agree strongly.”
The economic prosperity definition recognizes that…
Disagree
Agree
Rating
Response
Answer Options
Strongly
Strongly
Average
Count
Banff’s economic prosperity is linked to Alberta economic
3
6
15
12
4
3.20
40
0
4
1
9
27
4.44
41
Banff’s economic prosperity is linked to quality of life –

answered question
skipped question
To what extent do you agree or disagree with the following. Use a scale of 1 to 5
where ONE is “disagree strongly” and FIVE is “agree strongly.” The economic
prosperity definition recognizes that…

Banff’s economic prosperity is linked to quality of
life – that is the degree to which people have a
sense of well-being in relation to the place they
live, work, and play.

Banff’s economic prosperity is linked to Alberta
economic performance.

0.00

2.00

4.00

6.00

44
113

What Does Economic Prosperity Mean To You?
At the most fundamental level, economic prosperity in any community means the economy is doing well and most people have enough income for essentials
and perhaps a little extra. It means businesses are hiring and jobs are relatively easy to get. It does not mean that every single person has a job or everyone is
Very
Response
Answer Options
Very Satisfied Rating Average
Dissatisfied
Count
3
4
24
12
1
3.09
44
answered question
44
skipped question
113

At

0.00

0.50

1.00

1.50

2.00

2.50

3.00

3.50

What Does Economic Prosperity Mean To You?
Why do you say that? (your response to the previous question)
Answer Options

Response Count

answered question
skipped question
#

38
38
119

Response Date
Response Text
Mar 31, 2013 3:32 PM The number of well paying middle to senior level jobs have significantly shrunk over the last 10
years; in addition the number of business owners able to generate profits and employ works at a
variety of levels has visibly shrunk; empty strorefronts and office/retain space abound by
cpmparison to 10 years ago
2
Mar 31, 2013 2:54 AM Very tough to make a living off worker wages. (Only a few high paying jobs. the rest are not
enough to live on.
3
Mar 31, 2013 2:03 AM The business I work is constantly looking for workers. That said, it can change depending on
economic conditions outside our town boundaries let alone our provincial boundaries.
1

4

Mar 30, 2013 9:47 PM We have a strong influx of foreign workers willing to take service jobs and the like as they are
just here to experience the mountains. For the most part, local families are fairly prosperous and
are able to provide their children with not only basic needs, but the incredible opportunity to
grow up in one of the world's most unique and precious locations.

5
6

Mar 30, 2013 7:49 PM too expenses for families to set up and remain in Banff even being employed
Mar 25, 2013 11:50 PM 1RWHQRXJKJRRGTXDOLW\UHQWDOKRXVLQJ
:DJHVDUHORZ
not enough attention to creating experiences for visitors that fit national park
Mar 22, 2013 7:34 PM I see some very large homes going in for business owners, while their staff live in terrible
accommodation. It suggests that, as in many other places, the rich are getting richer, yet I do
not seem any benefits to our community - a grant to the public library; support for smaller school
projects - by other than a very few. I do know that there are jobs available, that not all
businesses are succeeding but I guess I miss the Jeanie and Fong Eng attitude about
community support.
Mar 19, 2013 9:15 PM middle of the road is what we offer and is what we get in return
Mar 19, 2013 7:47 PM Based on cost of living (rent/housing prices, food and basic supplies, entertainment) I do not
believe that "most" people earn an income that allows for long-term savings growth. Jobs in
Banff are readily available but almost entirely at the entry-level. Breaking in to the next level
which promises job security and reasonable income is very difficult in this town. There will
always be transient/seasonal people in this town but there should be more support in place (ie.
town-run rental accomodation) for those people who can genuinely contribute to our community
and want to make a life here.
Mar 19, 2013 3:46 PM The seasonal nature of employment in Banff means that people can generally find work, if they
arrive at an appropriate time. But their ability to have a sustainable income here is slight. The
jobs that could afford people to raise a family here are few. While a job is relatively easy to find,
jobs with long-term security at a living wage are extremely rare.
Mar 19, 2013 11:43 AM I've lived here 20+ years. I choose to live here because of what "Banff" is. I am also privledged
to work for a strong employer in our community and feel we have a very positive impact on why
people are coming to Banff.
Mar 19, 2013 2:26 AM There are many people living in Banff who do not make a living wage. The cost of living to
wages ratio is very high in Banff.
Mar 18, 2013 11:10 PM Many entry level wages barely cover living essentials.
Mar 18, 2013 10:25 PM Banff has great potential to be much better than it is. If the TOB would start to understand why
we are here, we could focus on making the Town more efficient and liveable for the people who
choose to work here. Recognize our challenges, and come up with a strategy to make our
Town a special place to work and live.
Mar 18, 2013 9:58 PM Visitation rebounding from disastrous years of 2009 and 2010
Mar 18, 2013 9:33 PM At this time Banff is in a thriving situation, beyond just surviving.
Mar 18, 2013 9:30 PM too large of a gap beteen have and have no
Mar 18, 2013 9:24 PM While it can be challenging to afford to live in Banff, most people I know manage to make it work
without excessive sacrifices. Jobs aren't too hard to come by, and generally pay acceptably.
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Mar 18, 2013 8:47 PM I don't believe wages are reflective of cost of living in the area
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25
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30
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Mar 18, 2013 7:14 PM Work is available, Banff's tourism performance is strong in camparison to competitors in most
areas, vacancy rates are low and residents and businesses pay fair taxes.
Mar 18, 2013 6:40 PM I'm happy
Mar 18, 2013 4:37 PM The town appears to be struggling in some areas - for example - if half of a mall is empty that
should not be 'ok'
Mar 18, 2013 3:05 PM Although challenging, we continue to see new families struggling to survive.
Mar 18, 2013 2:47 PM The quality of life in relation to outdoor pursuits is high, yet the inability for many of our residents
to get into the housing market leads to critical migration to other mountain destinations
Mar 18, 2013 12:04 AM With the economy not recovered from 911, but the expeses still increasing things are still not
good in Banff.
Mar 17, 2013 10:59 PM Banff has to compete against a very competitive tourism industry. We should be busier and in
turn, people can afford to live here and raise their family here. Too many comments to write...
Mar 17, 2013 10:59 PM Banff is different. We are lucky. When the rest of the world may be in recession, we still get
visitors. We have seasonal jobs and we need our students to come and work in Banff, we also
need them to leave. This town gives students from all over the world an opportunity and
experience they will never forget. Many of us even choose to stay. Banff Lake Louise Tourism
is doing an excellent job attracting tourists, if the town is attractive, and the visitor has a good
experience it is a win win situaton.
Mar 17, 2013 6:15 PM not sure - so picked the middle
Mar 14, 2013 5:44 PM What does that mean, "the economy is doing well". Lots of profits made? I don't think Banff's
economy should have to grow, so in that sense I feel it's doing quite badly currently. There's too
much idea that Banff needs to be a normal town where there's lots of profits to be made. I do
think people need to earn a living wage, at the same time it's a privilege to live and work here,
so nobody should have expectations of getting rich and affording a big place. Banffites need to
be more humble, and appreciate that the real benefit of living here is the nature. Also, "jobs are
relatively easy to get" is not a good statement in a community, where so many transients live.
Should jobs be easy to get for English kids that want to pary? Or for locals who actually live
here? For the long term residents, there's not much work. Partly because most of the wages are
too low, and partly because tourist towns just don't offer many jobs where you need much brain.
And since Parks Canada has cut so much of its research, there really isn't much to do for
educated people here. So in that sense, I don't feel Banff is doing well at all. Most work is either
environmentally or socialy unsustainable.
Mar 13, 2013 2:29 PM Too many low wage jobs relative to housing affordability
Mar 12, 2013 3:12 AM While most people i know have a place to live either by renting or owning some have to take a
second job to make ends meet. But the fact is that they are able to get a second job if they want
to work as the work is there
Mar 11, 2013 8:42 PM much of the 'affordable' rental / staff housing is both expensive (hence very crowded), and of
very poor quality. This affects all lower-income groups and young families.
Mar 10, 2013 7:09 PM Because we continued to do surprisingly well through the recent recession, because we still
have a charming small town that is reasonably in sync with its national park environment,
because most people who stay and make the effort manage to make a life here. We can do
better, but we're not doing badly.
Mar 10, 2013 1:40 AM It is difficult for businesses to pay staff well enough to afford to stay long term in BANFF - many
jobs are entry level - so we have issues and support required for the young people to ensure
success for them
Mar 9, 2013 11:42 PM The definition is at best a weak one. The definition of economic prosperity should be re-defined
to include other aspects of the community, including cultural.
Mar 6, 2013 6:28 PM Many jobs are still low-level retail or hospitality - a bit of a Catch 22.
Mar 6, 2013 3:45 AM I have a job that isn't bad but make less money than a bartender (before tips).
Mar 6, 2013 12:52 AM Too many low wage jobs

What Does Economic Prosperity Mean To You?
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43.2%
56.8%

Answer Options
Male
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Response
Count
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Male
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What Does Economic Prosperity Mean To You?
Age
Response
Percent
0.0%
2.3%
11.4%
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18.2%
4.5%
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Answer Options
<18
18-24
25-34
35-44
45-54
55-64
65+
Prefer not to respond
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0
1
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1
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skipped question
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What Does Economic Prosperity Mean To You?
Time living/doing business in Banff
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0
3
10
31
0
44
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Time living/doing business in Banff

Less than 1 year
1 year to less than 5 years
5 years to less than 10 years
10 years or more
Prefer not to respond

What Does Economic Prosperity Mean To You?
Are you a parent with children under 18 years old living at home?
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Yes
No
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1
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Are you a parent with children under 18 years old living at home?
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No
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Are you currently
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Unemployed and seeking employment
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Response
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1
0
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Are you an owner / manager?
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Yes
No

Response
Percent
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Response
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Are you an owner / manager?

Yes
No

What Does Economic Prosperity Mean To You?
Which one of the following sectors do you work in?
Answer Options
Retail
Food & Beverage
Accommodation
Other

Response
Percent
2.8%
5.6%
27.8%
63.9%
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skipped question

Response
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1
2
10
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36
121

Which one of the following sectors do you work in?

Retail
Food & Beverage
Accommodation
Other

What Does Economic Prosperity Mean To You?
Please provide your total household income for 2012
Answer Options
Less than $20,000
$20,000 to less than $40,000
$40,000 to less than $60,000
$60,000 to less than $80,000
$80,000 to less than $100,000
$100,000 to less $120,000
$120,000 or more
Prefer not to respond
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3
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6
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Please provide your total household income for 2012

Less than $20,000
$20,000 to less than $40,000
$40,000 to less than $60,000
$60,000 to less than $80,000
$80,000 to less than $100,000
$100,000 to less $120,000
$120,000 or more
Prefer not to respond
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Please indicate the distribution of your income sources
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Other sources:
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Mar 31, 2013 3:33 PM
Mar 31, 2013 2:55 AM
Mar 31, 2013 2:04 AM
Mar 30, 2013 9:49 PM
Mar 30, 2013 7:50 PM
Mar 25, 2013 11:51 PM
Mar 19, 2013 7:48 PM
Mar 19, 2013 3:48 PM
Mar 19, 2013 11:44 AM
Mar 19, 2013 7:33 AM
Mar 19, 2013 2:27 AM
Mar 18, 2013 11:11 PM
Mar 18, 2013 9:58 PM
Mar 18, 2013 9:34 PM
Mar 18, 2013 9:30 PM
Mar 18, 2013 9:25 PM
Mar 18, 2013 7:14 PM
Mar 18, 2013 6:42 PM
Mar 18, 2013 4:23 PM
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Mar 18, 2013 2:48 PM
Mar 18, 2013 12:05 AM
Mar 17, 2013 11:35 PM
Mar 17, 2013 11:00 PM
Mar 17, 2013 11:00 PM
Mar 17, 2013 6:16 PM
Mar 16, 2013 4:14 PM
Mar 14, 2013 5:45 PM
Mar 13, 2013 2:29 PM
Mar 12, 2013 3:13 AM
Mar 11, 2013 8:43 PM
Mar 10, 2013 10:26 PM
Mar 10, 2013 7:10 PM
Mar 10, 2013 1:41 AM
Mar 9, 2013 11:43 PM
Mar 6, 2013 3:46 AM
Mar 6, 2013 12:53 AM
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0.72973

Percentag
Percentag
e from
e from
RSP /
Categories
Categories
investment
Pension
:
(incl. OAS,
CPP):

none (yet)

Other
sources:

Categorie Prefer not
s
to respond

none(yet)
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