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Introduction and Executive Summary
The Drumheller Valley has a lot to be proud of as a tourism destingtimncommunity of This includes developing a destination that fully embrgeasround visitationleveraging
8,000 people is blessed with many unique, sowftar tourism experiencesfrom a world tourism experiences and assets tsétengthen the dinosaur foundation, and moves beyond
renowned museum and research station for the study of paleontology, to a geography and support enhanced community vibrancy, live theater and events, sports tourism, soft adver
geology not found anywhere else on Earth and woldgs arts and culture products and wellness, and food and drinkll of which are of significant interest to prospective visitors fra

experiencesthe Drumheller Valley welcomes hundreds of thousands of visitors each year. across Canada, the US, and around the world, and over all seasons

And,Drumheller may be only at the tip of achieving its full tourism potential That will mean that Drumheller must further invest resources to addresstshoriand

Drumheller has bigger goals for tourigdow one of its primary industries, the Drumheller systemic challenges impeding its tourism growth potential and actively seek opportunitie
+FffSe Aa FalAy3d gKIFIG Y2NBE Ad Oy R2 (2 bustiadygdw theledonodik,Edcigl ¥ind 2rifiromm&riabeérefifsdf taurisra. & Wil dis@
alternative to the Rockies, Calgary, and Edmonton. To achieve this, a comprehiénsive to enhance itdeadership position to confidently socialize this Plan to residents, local busin
community and albf-government approacto tourism development and tourism investment, and governmento align on this vision and importantly attract the financial resources and
supported by a stronger tourism enabling environment will be required to cohesively createinvestment required to realize it.

the formula to achieve success. 5 NJzYKSE f SNRA 58ad0Ayl A2y 5808t 2LVSyd tf

With the community's natural, built, and cultural assets ftiteire potential for tourismin vision.
Drumheller is only constrained by perceptions of what tourism currently is, and supported by

the vision of what it can becomA mindset shift that can reposition Drumheller with

government partners at all levels, residents, tourism industry stakeholders, and travellers,

from one viewed as largely about summer, targeting Southern Alberta families visiting for a
unique Dinosaur experience, to a place that expands on that foundation to grow tourism.
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Methodology

LG A& ONRGAOFE GKFG 5NHzZYKSEf t SNIQ& 5SaiAyl AskeBsyR PHEOBIZSCONRI$A] & yssesding datd andl ingights dolfedteyf during BischuBr
and that this evidence comes from, and is verified by, multiple sources of information. This igrioritizing top initiatives identified based on potential impact they have in achieving stra
necessary to ensure a holistic understanding of the current tourism context and to ga&in buygoals and objectives, and their ease of implementation (see Initiative Prioritization

from individuals that have a stake in the outcome of the Plan. Assessment and Initiative Prioritization Assessment ResAlppiendix [ During this phase,

The Discovery phase included review of existing strategies, plans, research, and more, as J\naqlteam further uncovered, prioritized, and defined key potential destination developme

as key tourism stakeholder engagement. A situational analysis was completed using that opportunities for investment (sekppendix [

essential research and review process &ppendix Aor a Definition of the Drumheller Finally, in the Action phase, the strategy took shape and included input of the Drumhelle
region,Appendix Bor key situational analysis insights, &mpendix Gor topline survey 5SaGAYylFGA2Y 5S@St2LIYSyd tfty {GSSNAy3a /
results).

ASSESS & PRIORITIZE RECOMMEND & SOCIALIZE

Documents and materials review A Inputs assessment A Drafting of strategy
Drumheller Ethnographic ExploratioRart 1 A Steering Committee Prioritization Lab A sStrategy feedback
Drumheller Ethnographic ExploratioRart 2 A Insights analysis A Strategy finalization

1 visioning workshop A Strategy presentations

30+ stakeholder interviews
12+ stakeholder workshops
Drumheller tourism stakeholder survey

To To To To Io To I

SeptembeiDecember 2022 December 2022 DecembefJanuary 2023
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How to Read This Document: A Destination Development Plan Framework

Tourism strategies typically rely on historical data, research, and insights to identify challe
and opportunities; those that require management, and those that require acceleration.

¢KS FTNIYS62N] dzaSR G2 &adGNHz20dzNBS 5 NUzZYKS¢t €
flexibility needed to navigate a pgsindemic tourism environment. It is rooted in evidence,
informed by a detailed understanding of the tourism context, thorough engagement includ
Ye&NRFR AYGSNWASsa YR ¢g2NJ aKz2Lka
throughout the community, in order to structure a path forward.

The outlined Plan begins by first laying out tourism values, through guiding principles, that
Drumheller wants to ensure remain constant as it executes its strategic plan moving forwa

It is followed by an understanding of key short, medium, andtkimg challenges as well as
opportunity themes, before setting the visigalong with the strategic goals and objectives
necessary to achieve that vision.

With the vision, strategic goals, and objectives set, details of the Plan begin to emerge with

breakdown of initiatives by pillar, along with key tactical actions, timelines, responsible
stakeholders, and measures for each to ensure the successful implemeqtairmnthe
months and years to come.

31

gAGK 5NIXY

N9€8)IDING PRINCIPLES Values that guide tourism stakeholders to accomplish its vision

CHALLENGES & Short and londerm bottlenecks and harriers that need to be addressec
DONIRARTURITESU A Yak vibllag pbtenBafplspdcid b Poraiett  t £ 1 Ftt20

nYy!SION & MISSION Direction for t(_)uris_m in Drumbheller that_ _reflects tourism stakeholder
N R _needs, potential visitors, and communities that are served
ZYKSEf SNIQa u2dzNAaY € SFRSNBR | YR u2dzZNAayYy a

GOALS & OBJECTIVES®road and longeterm outcomes and shorter term, measurable ones

d.

=

Initiatives organized in pillars that:
A Can be suppidriven to leverage a competitive opportunity
PILLARS & INlTlATIVE% Can be demandriven such as an undeirgeted group of visitors
A Are prioritized based on impact and ease of implementation

a

[}

Includes actions and timelines that:
A Supportimplementation of objectives and initiatives

A Ensure conditions for success are met and that there are sufficient
resources to develop opportunities

A Oversee tourism enabling environment and infrastructure support
for product and experience development/enhancement

A Includes approach for targeting key markets of those who might be
willing to travel to Drumheller

TACTICAL PLAN




GUIDING PRINCIPLES

Guiding Principles

DdZA RAY3I LINAYOALX Sa NBLINSaSyid (KS akKl NSR
For Drumbheller, these guide the sometimes difficult decisions that need to be taken, and
apply in all circumstances, regardless of changes in goals, strategies, type of work, or
management.

Ti |
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aligned and that there is mutual benefit derived from our actions.

2. We unite the entire tourism industry and its supporters through open communication
collaboration, and partnerships.

3. We welcome all visitors warmly, ensuring they leave feeling like they were our guest
not merely a customer.

4. We commit to providing authentic experiences that communicate our unique rural his
and that celebrates the people that call this place home.

5. We encourage an entrepreneurial environment that fosters creativity, bold action, anc
innovation.

6. We strive to protect our onef-a-kind natural and agricultural environment to ensure its
enjoyment by current and future generations of residents and guests.
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Challenges

5Aa4020SNE O2yRdzOGSR (2 AYTF2N)Y 5NUHzZYKSt f SNQ
into understanding systemic challenges impacting tourism in the region. The source of this
information was derived directly from tourism leaders across the Drumheller region, as well
as many other public and private sector tourism stakeholders, and from observation and
experiences from the consulting team over two visits.

While the list below does not represent all tourism challenges that Drumheller faces, it
outlines the most critical ones.

Challenges are divided into two broad categories:
1. Those that have an immediate impact on tourism in the sieorh; and

2. Longerterm, systemic challenges facing tourism in Drumbheller.

t'31 9
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Challenges (continued)

1. Challenges that have an immediate impact on tourism growth in thetshort

Challenge Description Potential Impact Management /Actions

A Insufficient resources allocated to the Drumheller tourismA Community and local government is perceived to not valud Establish tourism as a leading industry that supports

enabling environment (DM®)both human resources and tourism in Drumheller economic growth in Drumheller with weltafted plans
financial resources to support the organization relative to A Drumheller lacks the resources to truly achieve its full A Communicate plans and their availability to key
the important role that tourism plays in the community potential stakeholders
A 1t is recognized that there are limited resources in this A Inability to meaningfully grow what may be an important A Focus on attracting investment through practical
small community with a limited tax base industry with long reach into other industries for investment attraction strategy to support tourism
1. Enabling environment A Asa result, tom_Jri_sm in Dru_mhellgr may not receive the Drumheller initiatives N _ _

' attention or priority that this tourism dependent A Explore opportunities and mechanisms with partners such

community should as the Royal Tyrrell Museum or through Alberta Museums

Association to increase ticket pricing to support tourism

A Consider other sources of potential funding to support the
enabling environment including Travel Alberta, Prairies
Can, the Alberta government or additional destination
management fees

A Challenges with seasonality of visitation and lack of diversk Hinders ability to optimize demand during higher summer A Develop tourism products and experiences to attract -year

market segments (limited MICE travel) creates imbalance season; attract higheyield visitors (business travellers, round visitation to support more accommodation stock

in accommodation offer (high occupancy in summer and international visitors) and independent travellers year A Address potential challenges associated with development

low occupancy in winter) round with lure of alternate and highend of additional accommodation options such as labour and

A Lack of diverse accommodation options (e.g., luxury, accommodations, limiting potential for annual tourism f 1 02dzN) K2dzaAy3ds Ay O22NRAYI
2. Challenges with alternative, (yurts, glamping) and business hotels revenue growth strategy

seasonality & diversity/ A Create accommodation investment attraction plan by
guantity of laying out the business case for enhanced
accommodations accommodations options

A Seek investors through road shows and investor awarer
to identify opportunities for investment in
accommodations of all types

A Encourage partnership between attractions and
accommodations to develop unique stays and experiences

t'31 10
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Challenges (continued)

2. Longeiterm, systemic challenges impacting tourism in Drumheller

Challenge

Description

Potential Impact

n Travel
- Prumheller
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Management /Actions

1. Negative resident
sentiment towards
tourism

A Perception by some residents that tourism competes for A Lack of community buipn hampers ability to leverage A

A
A

public resources

Challenge in demonstrating benefits of tourism to A
residents

Perception that tourism is not a priority industry that
supports local economy

Behaviour of some visitors causing friction with locals

tourism as a powerful economic driver

Tourism operates in a silo, limiting potential community
involvement and benefits, causing further community A
negative sentiment towards tourism, and decreasing

visitor experience quality
A

A

Support concerted and consistent effort to engage
community in meaningful dialogue that results in tangible
outcomes that residents can see direct benefit in

Conduct resident sentiment research on perception of
tourism to gain a better understanding of challenges and
2LILI2NIdzyAGASa G2 O2YYdzyA Ol @
Communicate how tourism supports residents and their
leaders through economic and social benefits of tourism
Consider developing a resident ambassador program

2. Leadership & industry
mindset shift towards
yearround tourism

Many tourism businesses and community members A
continue to think of tourism as a seasonal industry focused
on summer

Perception of insufficient tourism products and A
experiences to support shoulder/winter season tourism
Busy summer season causes fatigue and need for tourism
businesses to take a break in the shoulder/winter seasons

LYRdzzAGNE Aa y2id &Si
yearround destination, potentially causing lack of, and
disjointed products and experiences

Fewer visitors aware of winter/shoulder season offerings
in Drumheller with visitors choosing other destinations, A
reducing total annual tourism revenues potential

Tdz t & A Canynk&e RuyhheBeNshpyidhit@dtidn SRy@aind 2 T F S

tourism and highlight successes of existing fall, winter, and
spring tourism businesses to entice others to gradually
lengthen their seasons

Work with potential entrepreneurs and investors to
develop more shoulder/winter tourism products and
experiences to entice more visitors

3. Underutilized year
round tourism assets

31

alyg 27F 5NHzZYKSt t SNDRa&
utilized relative to their potential, and could be optimized

to support tourism (often through additional resources)
Perceived lack of tourismelated offerings to draw visitors

to region in shoulder and winter seasons A
Lack of unity and attractions, activities, and entertainment
GKFG adzlLl2NIGa NBIA2Yy Qa
outdoor activities, theater, etc.)

products and experiences deters visitors from coming to
Drumheller¢ thus reducing potential annual tourism
revenues A
Lack of yearound visitation reduces business case for

new operators who may wish to offer new tourism

Yl A Y exPeNdndesi and/@ drdotmmodatidny 2 & I dzNE > A

A

a (i N2 y A Raalior péreetad)lack of shéulile®\iidter toiEn dzy” RA Rieate inventory of underutilized assets that could be

extended to support shoulder/winter tourism products

and experiences and assess (from market research)

Work with local tourism businesses, entrepreneurs, and
investors to determine how to fill gaps through creation of
shoulder/winter products and experiences and investment
Prioritize undewutilized assets across Drumheller based on
potential for greater returns

Work with partners to advocate for, and implement under
utilized tourism asset projects

AO2YiAYe
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Challenges (continued)

2. Longeiterm, systemic challenges facing tourism in Drumheller

Challenge

Description

Potential Impact

n Travel
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Management /Actions

4. Lack of labour
availability; lack of
qualified labour

A

A

Insufficiently trained labour across almost all sectors A
leading to limited direct and indirect tourism staff to
support tourism businesses and organizations

Shortage of accommodation to support labour attraction

Continued impact on potential of immediate yeannd A
tourism revenues by limiting ability for tourism businesses
to remain open when student labour goes back to school
in the fall A
Cycle of training resources for one summer then retraining
new resources for the following summer is costly

Potential to impact quality of tourism experience due to
creation of negative visitor sentiment caused by lack of
service, exacerbating a cycle of negative repercussions

Engage broadrumheller tourism labour committee to
assess and address actual and future tourism labour needs
and develop solutions to overcome identified challenges
Examples to overcome labour challenges could include
working with educational institutions for youth

employment, seniors and newcomers to encourage
training and support, more affordable housing options (AB
has a competitive advantage in portable accommodation
for energy sector that may be leveraged for tourism)

5. Limited public
transportation

A

A
Limited public transportation options to get to A
Drumheller(from Calgary Airport and the Rockies) and
within, and around the region

A

A

Challenge to access regional and international markets A
to transportation barriers, depriving tourism in Drumheller
from some higheyield markets where revenues could A
more easily be optimized

Contributes to staffing shortages as staff cannot access
reliable public transit

Visitors who arrive without a personal vehicle are limited A
to what they can experience in the region

Develop tourism transportation task force to seek
solutions to public transportation issues

Work with local operators, entrepreneurs, and public
sector to cefund basic public transportation (e.g., regular
bus from Calgary and/or Edmonton paired with an in
destination shuttle)

Work with Alberta government to establish more reliable
coach service to Drumheller and across rural Alberta

6. Established brand
perception of
Drumbheller

31

Perception that tourism in Drumheller is only focused on A
dinosaurs and family entertainment

Despite AB residents being a large potential target market,
many regional visitors visit the Tyrrell museum during a
a0K22f FASER GNALI YR R2yQi
of their own

Perception of limited culinary offerings as well as adult
orientated activities and accommodation options

Visitors may choose other destinations that may be more A
aligned with their values and expectations; desire of things

to do, resulting in a loss of potential annual tourism A
revenues

NBGdzZNYy dzy GAf (GKS& KIF@S OKA

A

A

Gain better understanding of visitor brand perceptions to
address preonceived notions of Drumheller

Work with tourism stakeholders to define Drumheller
brand based on market research, complementing existing
braénd PBeyceptions (i.e., dinosaurs)

Run marketing and communications campaigns in key
markets, based on updated focus

Create training program to share marketing approach and
materials with tourism stakeholders

AO2YiAYe
12
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Challenges (continued)

2. Longeiterm, systemic challenges facing tourism in Drumheller

Challenge Description Potential Impact Management /Actions
A Contributing to negative resident sentiment is the A Increased environmental degradation resulting in a A Conduct audit of programs such as product and
perception of the detrimental impacts of tourism to the diminished product offering, compromised visitor destination development, marketing, and communications
7. Negative environmental natural environment within this unique and fragile eco experi_ence, negativ_e _res_ident sentiment: ultimately Fo dete_:rr_’nine how to incorporate sustainable tourism and
impacts of tourism system _ _ o reducing I_ongg_rm visitation, annual tourism revenues, mcluswlt)_/ measures _
A Opportunity to incorporate sustainability measures across and sustainability A Communicate sustainability approach to residents and
tourism initiatives and programs Drumheller might offer visitors, including immediate effort to increase visitor

education and enforcement of positive behaviours

t'31 13
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Opportunities

Stakeholder engagements and a review of key tourism trends revealed opportunities that
Drumbheller can leverage to achieve possible potential outcomes over the next months and
years.

While the list below does not represent all tourism opportunities that are available to
Drumbheller, it outlines opportunity themes that may be most critical to its future.

Opportunity themes can be grouped in two categories:
1. Immediate and shorterm opportunity themes; and,

2. Medium and longerm opportunity themes.

te31 14
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Opportunities

1. Immediate and shoterm opportunity themes

O pportunity

Description

Potential Impact

Travel

™ Drumheller
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Management /Actions

A While Drumheller has focused primarily on marketing to A Beyond continuing to market the destination (something A Refocus Travel Drumheller activities to support

prospective visitors, there is opportunity to transition
Drumheller to support destinatiomanagementactivities
as well, to meet defined vision, goals, and objectives

1. Tourism leadership &
advocacy

that Drumheller already does well), focusing on

GRS&AGAYFGA2Y YLyl 3aASYSyié¢
broadly to support development of the type of destination
that community members and target markets alike, desire

destination management in addition to marketing

SAr Eanvim@nicateAuppdatéd2visidnkaidysdppoviidggNBstination

Development Plan to key tourism stakeholders so they
understand the new direction and support they can expect
to receive

A Focus on communicating tourism as net benefit to the A
community ¢ supporting local economy, as well as social
and environmental priorities
Focus on establishing tourism culture that is progressive A
and cognizant of all challenges and opportunities among
community leaders and residents

2. Tourism culture for
Drumheller communities

Shifts community and publgrivatesector mindset to one A
that prioritizes tourism as a losigrm and sustainable
economic force

Linking tourism interplay of economic and social priorities
to work together to achieve societal objectives to draw
greater support for tourism from community and local
government

Create communication campaigns to residents to describe
tourism plans, benefits, and the role that all residents play
as part of the tourism ecosystem

A Creating packages and itineraries of things to do in A
Drumheller for different target markets makes it easier

More visitors come to Drumheller because they are easilyA
able to find and/or create experiences they are seeking

Create inventory of tourism products and experiences
across Drumheller and the region

3. Packaging & itinerary and more enticing for visitors to choose Drumheller (and (backed by research and evidence) A Consider identifying and developing packages, itineraries,
development more often), stay longer, and spend more A Generation of tourism wealth for Drumheller communities  and uniquelyDrumheller experiences
and tourism stakeholders A Leverage technology to facilitate how travellers choose
and book visit
A Despite potential for optimization of undetilized assets, A Development of marketing campaigns to reach high A Continue to develop marketing campaigns in coordination

Drumheller already has much to offer and is in reasonable

4. Nimble, highly targeted driving distance from a major urban market (i.e., Calgary) A

g%taag r::rtlf) et(;rr]i?,e A Focus on experiences Drumheller offers to attract existing
markpet 9 and different segments from major urban markets through

highly targeted digital campaigns

31

volume of potential higheyield travellers
Generation of tourism wealth for communities and
tourism stakeholders

with Travel Alberta and other partners, to create interest
and immediate travel decisions, along with diverse and
inclusive marketing assets (e.g., images, videos, etc.)
Ensure marketing plans remain nimble to anticipate
tourism limitations caused by external factors such as new
recessions, border restrictions, etc. - ;
AO2YUGAYC
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Opportunities (continued)

1. Immediate and shoterm opportunity themes

O pportunity Description Potential Impact Management /Actions

A Work with travel trade (domestic and international) to A More visitors come to Drumheller because they are easilyA Identify potential travel trade events to participate in to
leverage packaging and communication channels to entice able to find and/or create experiences they are seeking highlight all that Drumheller has to offer
5. Travel trade channels targeted groups of visitors to visit Drumheller (backed by research and evidence) A Create partner relationships and communicate list of
A Generation of tourism wealth for Drumheller communities  Drumheller tourism offerings
and tourism stakeholders

16
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Opportunities (continued)

2. Medium and longerm opportunity themes

O pportunity

Description

Potential Impact

Ti |
™ Iﬁﬁmheller

= UNCOVER

WONDER

Management /Actions

1. Optimize undeutilized
assets for tourism

A From the Badlands Amphitheater, to the Rails to Trails A

project, to the budding worldlass theater scene, to the
downtown area, the Tyrrell Museum and many mqre
Drumheller has many potential tourism assets that are A
underutilized that can be innovatively and respectfully

optimized to further support tourism.
A

Many undetutilized assets could benefit from some A
refurbishment and activation to quickly enable their use as
part of the tourism experience A
Potential for projects to require less time and money

versus developing new assetsvhile also improving A

overall tourism experience
Recognizing that these assets frequently lack the funds A
not the vision to optimize their assets for tourism

Prioritize undewutilized assets across Drumheller based on
potential for greater returns

Work with partners to advocate for, and implement under
utilized tourism asset projects

Consider innovative programming of these assets to
support winter and shoulder season tourism

Seek additional funding/investment for these projects to
support tourism from all potential sources

2. Build yearound
tourism products that

With increasing emphasis on shoulder/winter tourism, A
there is a need to support development of additional
shoulder/winter tourism products specifically those

focused on creating cohesive experiences for a variety of A
traveller segments

More elevated tourism products and experiences focusedA
on shoulder/winter leads to more spending Drumheller
businesses, ultimately increasing annual tourism revenues
More things for Drumheller residents to do in shoulder/ A
winter tourism season

Create inventory of shoulder/winter tourism products and
experiences and assess based on market research and
against visitor needs

Work with local businesses, entrepreneurs, and investors
to determine how to fill gaps through investment and

will drive visitation A Attraction/retention of labour through meaningful year creation of shoulder/winter products and experiences,
round employment based on market research (e.g., culinary, outdoor
recreation, expansion of evening hours, festivals and
events, and more)
While there is an opportunity to spread tourism A Improvement of visitor and community experiences A Study attributes that make downtown Drumheller unique,

3. Develop downtown
tourism vibe

31

throughout the region, there is also a need to continue to
improve the tourism vibe downtown including culinary
establishments, beautification, signage, pedestrian zones,
more festivals and events, communitcused

programming, etc.

downtown leads to increased desire for people to
experience Drumheller, ultimately staying longer, spend
more, and adding to annual tourism revenues

focusing on strengths and ways to build on them through a

GFNASGe 2F LINPINIXYA YR AY
Downtown Revitalization Plan
Create tourisnfocused plan for development of
downtown vibe and communicate plan with key
stakeholders to ensure collaboration and support
AO2YUGAYC
17
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Opportunities (continued)

2. Medium and longerm opportunity themes

O pportunity Description Potential Impact Management /Actions
A Drumheller has a surprisingly wodthss sustainable A Supporting builebut of worldclass theater program in the A Audit theater opportunity to understand potential for
theater program that has the potential to generate strong  Drumheller region would enhance its reputations as an future investment and attraction
visitation to the region (e.g., Rosebud, Badlands artistic destination, beyond current perceptions A Work with local businesses, entrepreneurs, and investors
Amphitheater) A Additional visitation caused by theater demand in unique  to determine how to fill gaps through investment and
A Furthermore, and complementary to the theater program,  more remote settings from nearby major urban centers, creation of more theaterelated infrastructure, products
4. Convert theater and film Drumheller has been the setting of many Hollywood such as Calgary and experiences
for tourism and room blockbusters that can be leveraged to generate additionalA Further global awareness and visitation generated by A Work with local entrepreneurs to set up immersive film
nights visitation LINEY2(GAYy 3 B5NHzZYKSEf SNRA& N S lodaton tyurirg) dpeiativri ahdcreatelzarge®dNbning f Y a

marketing campaigns aimed at fans as well as global travel
trade to generate awareness and interest

A In conjunction with provincial and local film commissions,
continue to communicate higguality, unique locations to
film companies

A There are several infrastructure initiatives that can be A More options and seamless experiences for visitors mal A Identify list of infrastructure projects across the region,

5. Identify and support developed to support togrism susta.inab;lyrqm public- . easie.r for them to visit, stayllonger, come more often, and and crgate prioritization assessment to determine those
visitor/community washrooms_, electric v_eh|cle_s charging stations, addmonall contnbute_ to vyealth generation _ , most I|k_ely to have greatest returns
amenities public parkmg areas, incentives to support more roofed A More tourism |_nfrastruct_ure also supports comrr_1un|ty A Work with partners/mvestors_ to advocate for and
accommodations, river access, and more needs and their perceptions of the value of tourism, implement infrastructure projects
creating more momentum to grow tourism
A While there is no lack of opportunities for existing and n A Being investmentand entrepreneufriendly will create A Identify list of potential tourism projects across the region,
businesses, and in some cases, even the demand, attraction for people to create new tourism opportunities, and create prioritization assessment to determine those
Drumheller needs to generate more investment and and perhaps even attract people to move altogether to t most likely to have greatest returns
6. Support tourism entrepreneurship drive to support tourism business region N N A Create and in.ves.tment/entrepreneur attraction plan bas
investment & development _ . A More.opportu.nltles means more opportumhgs for_ on resear_ch f|nd|_ngs N
entrepreneurship A There hgs been a recent influx of people moving tq the experiences, improving visitor and gommunlty options, A Cqm.munlca.lte existence of plan and opportunities for
community from urban areas to set up tourism businesses, spend, and ultimately increase tourism revenues existing residents, or perhaps even newcomers to start
injecting a new sense of enthusiasm and/or invest in tourism businesses in the region

A Work with Travel Alberta and other partners to leverage
t 3 1 market readiness and investment attraction programs g
)
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Vision & Mission

The defined vision and mission for Destination Development in Drumheller provide an VISION

aspirational view of the future for tourism development in Drumheller that is meant to inspirel.0 be an iconic yeaound destination grounded in community.*
tourism stakeholders, their employees, and partners while providing guidance on how to

successfully achieve that vision. MISSION
Driving significant economic and social value for Drumheller residents, businesses, and

through destination development.

It represents the hope for the kind of tourism development that Drumheller wishes to
achieve, as it aims to accomplish its goals and objeat@dsurism future developed by
design.

*Vision updated October 2023 by tBestination Drumheller Steering Committee

t'31 19
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Goals & Objectives

To achieve its vision, Drumheller needs to consider the entire tourism ecosystem. It needs tphysical environment.

satisfy economic development objectives by first and foremost supporting tourism 5NHzZYKSt f SNIQA 58atAylGA2y 5808t 2LIYSyd tf

stakeholders to accelerate wealth, job growth, and investor attraction. generally broad and longéerm, supported by objectives that are shorterm, and that

Tourism in Drumheller also understands that decisions made on behalf of the tourism define measurable actions to achieve overall goals.
industry also impact the communities in which tourism occurs, as well as its surrounding

GOAL: ECONOMIC GOAL: SOCIAL GOAL: ENVIRONMENTAL

Increase total annual revenue & profitability from tourism  Improve destination livability and appreciation of tourism Ensure natural assets are protected & sustained for
among residents locals and visitors to enjoy for generations to come

Supporting Objectives Supporting Objectives Supporting Objectives

Optimize number of experiences that are market ready t Establish tourism leadership presence when planning fo Build awareness with tourism stakeholders and visitors ¢
attract more visitors and to increase length of stay broader social initiatives responsibility to longerm sustainability

Improve seasonality in winter and shoulder seasons to Improve perception of tourism in community through
attract more and higheyield visitors to optimize revenues continued community engagement and alignment

Improve awareness, interest, and action to visit across g

larger and more diverse target markets Supportimprovement in resident quality of life

Further entice investors and entrepreneurs to investin
tourism assets and experiences in the region because o
high potential for return on investment (ROI) and low ris

t'31 20
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Pillars & Initiatives

5NHzY KSt f SNIQa 5Sai0Ayl A2y 5S@St 2LISyd t | Fathpllar codtlid i Buyiberoiditiativés shat Brunihi&lINdSHuldXanddrigke ovir thé me
Destination Leadership, Destination Promotion, and Destination Development, in addition to/ears and months to achieve its ambitions. Tactical actions, timelines, responsible

an extra pillar focused on future initiatives to consider that support leteger objectives. stakeholders, and measurable outcomes for each initiative are outlined in the following
e a sections. E
DESTINATION LEADERSHIP DESTINATION DEVELOMPENT DESTINATION PROMOTION LONGERERM

DEVELOPMENTAL WINS

Establish destination leadership culture to

. Enhance Drumheller tourism Focus on longeerm
strengthen capacity and resources to

implement Plan and accelerate tourism gro

Grow yearround tourism revenue

products & experiences tourism prosperity development

e A
A. Launch Destination Development Plan QW [ A. Create more mulday itineraries and V\a A. Build a Drumheller tourism marketing A. Develop and implement a sport tourism
L implementation committee y experiences, especially shoulder/winter collective that includes brand strategy, including support for
B. Establish and communicate tourism B. Consider development of existing/new enhancement development of new sporting facilities
leadership role and strategy tourism products and experiences [ B.[ I dzy OK a@I tdzS 27F G2 Eﬁk%)\ B YevelGpaNdyimpyementhealth and
[ C. Conduct and share industry, market, and QV\; C. Revitalize Town of Drumheller downtown campaigns wellness tourism strategy
L social tourism research ) core for tourism [ C. Update campaigns targeting Albertans QM C. Develop and implement culinary tourism
(' D. Support tourism innovation, QV\; D. Enhance Drumheller creative industries D. Update campaigns targeting US drive strategy
L entrepreneurship, and investment ) experiences and infrastructure market D. Advocate for town of Drumheller
E.! RRNBaa flo062dz2NJ AaadzsSa [EKOpBmizE BrumheilelziegioR trall gystem to E. Strengthen online distribution and sales masterplan that includes tourism
5NHzYKStt SNE &2t dzirazya accommodate various traveller segments support E. Address transportation challenges in and
F. Strengthen tourism partnerships with F. Identify and support enhancement of F. Support a visitor services program with around Drumheller
publicsector assets (e.g., Alberta Parks) tourism/social infrastructure focus on operators

G. Support tourism stakeholder product and
experience training

H. Provide training and incentives to
encourage more sustainable tourism

QW: Quick Wins

t'31 21
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PILLAR 1: DESTINATION LEADERSHIP o
Initiative A: Launch Destination Development Plan implementation committee

A 5NHzZYKSt t SNQ& 5SatAytdAzy 5S@OSt2LSyld ttly NSIdANSaE 2ﬁylﬁ1majiaté(lgsanomth®3 gAttAY3I |
AYLE SYSyiGl GA2yd LRSIftexr 26ySNB KIFE@GS 'y SEAAGAY dd0F1S Ay GKS FNSF Q& (2dzNR &)
energy to ensure proposed initiatives are implemented effectively.

A Initiative 1 focuses on creation of the Drumheller Destination Development Plan implementation committee, compose

individuals from within and throughout the Drumheller region &ppendix A who can guide the direction of destination & Travel Drumheller (ckead)
development for Drumheller and who will take ultimate ownership of implementation oversight. The implementation A_ Destination Development Plan
committee is responsible for |dent|fy|ng a paid lead and possible team whose role it will be to lead implementatioanf the Pllmplementatlon committee (ctead

A B5NUzYKStt SNIQa 5SadAyl A2y 5S@St2LIYSyid tftly AYLI SYSyil lii\)\F%belca%ng%és%clfo%ﬁgarﬁzétong YSS
recommendations to Travel Drumheller, the destination development team, and other responS|bIe Drumheller Destination

5808t 2L¥Syd ttly adF | 1S5K2t RSNE 2y AYLRNIFyYG G2dNRAY Yl uBr%Dr&%% emﬁgnf&%ﬁqén\/ﬁaﬁ b2

A A key initial action of the Drumheller Destination Development Plan implementation committee is to define terms of (support)
reference, key roles, terms, key tasks, and processes for conducting thoseitaskding updating the Plan based on the
current situation and/or as future opportunities arise and overseeing the renewal of the Plan during regular periods of time.

QX &1)

LRSyGATe (2dNRAaY &Gl 1SK2t RSN&E 6K2 g2df R 6S 6AftAYyI | AR ORAXSOELSPS 2 NIENBFKS
implementation committee. 580St2LIYSyid tftlyQa SOz
Establish Drumheller Destination Development Plan implementation committee governance policies, key roles and environment goals and objectives

identifying/assigning individuals to fill those roles.
Draft and approve job descriptions for dedicated destination development coordinator and a possible support team
Post job descriptions and hire identified roles.

Work with Travel Drumheller and dedicated destination development coordinator (once hired) to develop detailed project
plans for initiatives identified in the Plan.

Meet regularly to get updates and provide direction on initiatives, address risks, and leverage learnings and opportunities.

1 23
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Initiative B: Establish and communicate tourism leadership role and strategy

A 5SaLIAGS aGNRy3 O02YYdzyAOFGA2y |yR O2ffF 02N GA2Y NBLR2 NASIRmddhte @2mtaNds)a Y adlk { SK2¢t F

many tourism stakeholders reported a need for yet more communication and collaboration, especially with some pubhc,&ec@qgomg
civic leaders, and Drumheller communities to improve appreciation of tourism as a benefit beyond economic and soci
returns.

Many tourism stakeholders showed interest in learning more about tourism programs, and tourism businesses and
entrepreneurs wanted opportunities to work together as well as with public sector and community partnénstiativee 3B
for more on communicating tourism benefits with residents).

¢KSNB Ad by 2LILRNIdzyAGe F2NJ G2dNRAY G2 LXFe by S$OSy & T\?ﬁgr}\fﬁushis?e§(sufpf”)
SEIF YL ST akKlINAy3I SEAaGSYyOS IyR RSiGlIAt A 27 5NszYKst f SNNRa 5S8aGAyLFiAzy
options for collaboration to connect tourism stakeholders so that they can continue to work together to generate solutions to

adzZLIL2 NI 5 NUzYKSft f SNIXQa G2dz2NRayY FFYoAGA2yasr oKATS SadrofAaKAy3d G2dz2NRaYy a Fy AY

A Travel Drumheller (lead)
A Public sector (support)

U1

Tactical Actions Objectives Met

o To Do D>

31

Communicate across all potential funding channels a need to increase resources to accelerate the development of tourfsmgstablish tourism leadership presence when

the region. planning for broader social initiatives

{20AF AT S 5NHzZYKSt t SNR&E 5SadAyldAz2zy 5S8S3St2LISyd ttly @Alnhfove derbeptiood toutistndeNsBriintining G |
/| 2YAARSNI ONBFGA2Yy 2F Iy AYyUGSNylrt GFajl F2NOS F20dza SR 2y codigugdichnyrixdtyghdagemehzandy dzy A |
economic, social, and environmental wiading, with an aim to improve prioritization of tourism as a primary economic driver. alignment

| 2f R YSSUGAY3IAa |yR ¢g2NJ]akKz2Lla gAGK {Se& RANBOO YR AYRANKOG (G2dNRay adl {SKz2f RS
Development Plan is communicated and create additional ways of supporting.

Host more industry events, workshops, and training highlighting new and innovative Drumheller tourism initiatives.

24



PILLAR 1: DESTINATION LEADERSHIP
Initiative C: Conduct and share industry, market, and social tourism research

nTDravel h “
rumnelier

OVER WONDER

QUICK WI

A The tourism industry is continuously changirigom consumer behavior to communications solutions, and so much more. A Shortterm (312 months)
These changes need to be continuously understood for destinations and their stakeholders to make better decisions: &  Ongoing

- Trends research to clarify expected shifts in global, domestic, and local tourism;
- Competitive research to know how to position Drumheller against its peers and potential threats;
- Consumer research in primary andapd-coming target markets in Alberta, nearby provinces, the rest of Canada, the US, Travel Drumheller (lead)

and internationally to understand travel consumer needs, behaviors, andtpattsst; and, A Tourism research partners (support)

- Local sentiment research to ensure local community perceptions are considered as part of the-oedsigrprocess. A Tourism businesses (support)

A Research needs to be sophisticated enough to support tourism businesses in understanding nuances, yet practical enough to
be able to make decisions based on insights derived. Research may be conducted at a point in time (e.g., market segment
research), while also providing continuous market updates in a standard format to the tourism industry.

A There are opportunities to work with potential research partners such as educational institutions (e.g., Campus Alberta
Central) to collect, analyze, and synthesize data and research.

Tactical Actions Objectives Met

A Collect, analyze, share, and report on: A Optimize number of experiences that are
A global, domestic, and local tourism trends research with tourism stakeholders marketready to attract more visitors and
A competitor research with tourism stakeholders increase length of stay
A primary target market research conducted through surveys and digital listening with tourism stakeholders A Improve awareness, interest, and action to
A current tourism assets throughout the region visit across key target markets
A Conduct pulse checks on local sentiment, potentially including community engagement sessions to understand local ndeddmprove perception of tourism in community
and share with tourism stakeholders. through continued community engagement

A Explore ways to share data and insights on implications with tourism stakeholders through online dashboards/solutions. and alignment

t'31 25
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PILLAR 1: DESTINATION LEADERSHIP
Initiative D: Support tourism innovation, entrepreneurship, and investment

A There is no shortage of tourism opportunities, entrepreneurailyded driven individuals, and potential funding available t Mediumterm (1224 months)
support development and enhancement of tourism products and experiences across Drumheller. A Ongoing

A The challenge is creating an inclusive environment that enables connection of opportunities, entrepreneurs, and invesgigsia
innovate and begin building products and experiences for Drumheller and visitors to enjoy. Roles

A Travel Drumheller and the Drumheller Economic Development Office should consider developing a stronger tourism A Travel Drumheller (ckead)

investment environment with an initial focus on tourism real estate development (i.e., traditional amdditonal A Drumheller Economic Development Office
accommodations) by identifying barriers to attractiogrism investmenand developing a strategy to attract investors and (colead)
connect them with opportunities. A Regional entrepreneurship organizations

A Additionally, Travel Drumheller and the Drumheller Economic Development Office, in close coordination with innovation an@support)
entrepreneurship organizations across the region, need to foster a new and innovative mindset for tourism, by creating &n Travel Alberta (support)

environment that allows for risiaking among tourism stakeholders. A Ministry of Forestry, Parks and Tourism

(support)
A Create an investor attraction brief to entice potential investors to fund Drumheller tourism opportunities. A Optimize number of experiences that are
A Explore opportunities to foster more innovation and entrepreneurship across the region in partnership with innovation and marketready to attract more visitors and to
entrepreneurial organizations in the region. increase length of stay
A Work with existing entrepreneurship and innovation organizations to identify entrepreneurs, matching them with potentidl Improve seasonality in winter and shoulder
tourism opportunities, and connecting them directly with investors and/or through investment pitch events. seasons to attract more and highgeld
visitors

A Further entice investment and effective
entrepreneurs to drive innovation

A Support improvement in resident quality of

te31 life 26
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LYAUGAFGAGS 9Y ! RRNBaa fFo2dz2NJ AdadzSa GKNRdAzZAK @ 0 dz

A An identified bottleneck posing an immediate risk to tourism revenue generation, labour is an issue that nearly every A  Shortterm (312 months)
destination in Canada, and around the world is facing.

A For Drumheller, this bottleneck consists of a lack of trained labour to support tourism operators, especially in the
shoulder/winter seasoq potentially leading to the reduction in quality of offerings. It also consists of identifying reliable
labour accommodations across the region. A A o A Drumheller tourism labour committees (co ~ _
A . 200tSyS0O1a NS OdzYoSNE2YS F2NJ Fye 2yS 2NBFIYATFGAZY UZljeaf) VI I3S® 2 KAE S 5NHZYKS
recommend that Travel Drumheller spearhead this bottleneck alone, it should seek to initiate collaboration through a crgss Travel Drumheller (ctead)
sectorial committee to address the issue as quickly as possible, to avoid further potential loss of tourism revenuagsdh 20@3 Local labour organizations (ead)
beyond. .
. A Local |
A Travel Drumheller should ensure that it has a seat at the table created to address the labour bottleneck and to advocat@AforEc‘;Ca e_mp clay_/me_nt _a gen(zl;s ékﬂ?ﬁd)
the support that may be required by the tourism industry. This could include exploration of potential solutions such as ucational institutions (elead)

improved benefits and/or accommodations for people in tourism, making it more attractive for younger and/or senior tourism
workers to be part of the tourism industry, new tourism models, and digital solutions.

Tactical Actions Objectives Met

A 1dentify existing committees (or create a new one) focused on addressing labour bottlenecks in the region and ensure tduri@ptimize number of experiences that are
is represented within those committees. marketready to attract more visitors and to
A Conduct detailed analysis of most pressing labour challenges and their causes (i.e., identification of qualified labour, labo increase length of stay
housing, yearound labour, etc.) to explore solutions such as youth, senior engagement and/or new Canadian engagem&ntimprove seasonality in winter and shoulder

and support development of communication campaigns to promote tourism as a viable career path, partnership with seasons to attract more and highgeld
educational institutions, etc. visitors

A Communicate with key tourism stakeholders the role taken on labour committee(s) and strategies being undertakento A  Support improvement in resident quality of
unburden labour bottlenecks, along with regular status updates of outcomes to increase stakeholder awareness and life

encourage leveraging and implementation of initiatives for their own operations.
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Initiative F: Strengthen tourism partnerships with pubdictor assets (e.g., Alberta Parks, Museums, etc.)

Tourism stakeholders, both direct and indirect, across the area cited a lack of collaboration as a reason for the lack of aA  Mediumterm (1224 months)
common tourism vision, redundant, inefficient, and ineffective utilization of municipal resources, and confusion as to theg  ongoing
Drumheller tourism offering for visitors.

This suggests working with tourism partners to identify opportunities for stakeholders from across the region (and per

beyond) to connect and network to form/enhance relationships and partnerships to support local and regional product & Travel Drumheller (ckead)
development and promotional synergies.

Improving opportunities for collaboration is an important way that Drumheller can demonstrate immediate value to its
tourism stakeholders, as well as residents.

This initiative should also consider opportunities to strengthen partnerships with-pabtar organizations (e.g., Alberta

Parks, museums, etc.), as well as other direct and indirect public and ymigatezations, and associations such as the two
museums, local colleges, and secondary schools to alleviate immediate labour bottlendclitigtes 1F.

A Direct and indirect tourism organizations and
associations (support)

31

Work with tourism industry leaders to create a list of collaboration and partnership opportunities, including regional A Establish tourism leadership presence when

networking events. planning for broader social initiatives

Create and execute a collaboration and partnership plan and communicate opportunities with relevant tourism stakehol@ersmprove perception of tourism in community

including hosting of regular meetings. continued community engagement and
alignment

A Optimize number of experiences that are
market ready to attract more visitors and to
increase length of stay
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PILLAR 2: DESTINATION DEVELOPMENT
Initiative A: Create more mulliay itineraries and experiences, especially shoulder/winter

QUICK WI

A Across Drumheller, while there may be lots to see and do for residents and visitors in the summer tourism season, the A Shortterm (312 months)

perception is that the shoulder/winter tourism season is more limited, especially in months such as-®gtdlvenen the A Ongoing
weather is less optimal.

A There is an opportunity for Drumheller to fill the void, based on an asset inventory exercise assessing existing tourism
experiences and potential gaps, in combination with market information colledteidiative 1Cto create a host of A Travel Drumheller (lead)

immersive products, events, experiences, packages, and itinerary options targeting various market segmentsyear A
Specifically, Drumheller has neaarket ready opportunities to build out theater packages, culinary tours (including breweRe
and distilleries), and recreational biking tours, among others.

A Together with tourism stakeholders across Drumheller, Travel Drumheller should aim to go beyond supporting creation of
simple tourism products and experiences, focusing on more immersive, diverse, inclusive, sustainable, and higdftesought
premium experiences yeaound, especially for the shoulder/winter season.

Tactical Actions Objectives Met

STourism businesses (support)
Travel trade partners (support)

A Conduct an asset inventory of tourism products and experiences across Drumheller and tourism seasons A Optimize number of experiences that are
A Explore, create, and communicate product, experiences, packaging, and itinerary options, with a focus on shoulder/winter marketready to attract more visitors and to
tourism, based on findings fromitiative 1C. increase length of stay
A Work with various partners, such as tour operators, travel trade partners, and others, to promote tourism products, everfts, Improve seasonality in winter and shoulder
experiences, packages, and itinerary options. seasons to attract more and highgeld
visitors

A Further entice investment and effective
entrepreneurs to drive innovation
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PILLAR 2: DESTINATION DEVELOPMENT -

Initiative B: Consider development of existing/new tourism products and experiences

Description/Rationale Timeframe/Trigger

With market research collectedlinitiative 1C Travel Drumheller, tourism operators, and investors can better understand Longterm (24+ months)
opportunities to amplify product, experiences, and packggesievelop new ones altogether. Ongoing

This initiative focuses on working with operators, or groups of operators, and investors across Drumheller to enhance
develop enticing and garmehanging products, experiences, and packages that stimulate demand (see opiippemdix E oles

Development of products, experiences, and packaging may include involvement of rural communities and players beyond Travel Drumheller (lead)

tourism such as artists, culinary specialists, and othetowism businesses, and development of incentives to entice Town of Drumheller (support)

creation of enhanced/new products and experiences. Product and experience enhancements or new opportunity examplesyayel Alberta (support)

include: _ Public and private sector organizations
- Badlands Amphitheatre enhancements (support)

Multi-sportsplexwith adjacent/attached hotel
4¢5-star health and wellness resort
Hoodoos Trail infrastructure development

Conduct inventory analysis of existing products and experiences to identify potential gaps Optimize number of experiences that are

Work with tourism operators and investors to explore, create, and communicate concepts and experience options linked to marketready to attract more visitors and to

findings frominitiative 1C. increase length of stay

Seek funding to support development of products, including working with the Town of Drumheller and surrounding Improve seasonality in winter and shoulder

communities to support investment in opportunities. seasons to attract more and highgeld
visitors

Further entice investment and effective
entrepreneurs to drive innovation
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PILLAR 2: DESTINATION DEVELOPMENT
Initiative C: Continue to revitalize Town of Drumheller downtown core for tourism

Creation of more tourism asset concentration in downtown cores have created tourism vibrancy and an opportunity for A Longterm (24+ months)

tourism to thrive in destinations and regions across Canada, offering a place to stroll, shop, engage with others, eat, anl  Ongoing

experience the cultural highlights of the destination in an organized angregilammed way.

¢CKAE 2LSya (KS 2LIRNIdzyAde (2 FSSR Ayd2 5NHYKSE ¢ SNJQé oF
standardizing aesthetics, and better wayfinding to and within the downtown core. As there are few downtown coresin &  Town of Drumheller (lead)

neighbouring regions that create a concentration of businesses, people, entertainment, and so forth, this could provide
Drumheller with a unique differentiator to further complement its existing products and experiences.

It is important to note however, that for downtown cores to thrive, they must be actigateste must be a plan to create
and animate them while considering issues such as adequate parking nearby so residents/visitors can participate.

A Travel Drumheller (support)

A

31

22N]] 6AGK GKS ¢26y 2F S5NHZYKSEE SNIFYyR SyadNB (2d2NRAYQR dpfidlzhudhber d gxperignses thabeeY K S
to develop a downtown master plan (by season, day of week, time of day, etc.), including completing an environmental marketready to attract more visitors and to
assessment of downtown and activation of both temporary (€9Av& W closures every weekend in the summer) as well as increase length of stay

potential permanent street closures. A Improve seasonality in winter and shoulder
Support creation of a working group to be accountable and responsible to oversee development and implementation of  seasons to attract more and highgeld
activation/animation plan for downtown area (i.e., support booking, budgeting, maintaining, etc.). visitors

A Further entice investment and effective
entrepreneurs to drive innovation
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PILLAR 2: DESTINATION DEVELOPMENT
Initiative D: Enhance Drumbheller creative industries experiences and infrastructure
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A The Drumheller region has a significant competitive advantage with its creative industries (e.g., film and theatréjndue to&i Mediumterm (1224 months)
that have used Drumheller as a backdrop as well as its budding theatre scene, between existing infrastructure at the Badlanggoing
Amphitheatre and Rosebud.

A Creative industries can play a significant role in attracting more people to visit Drumheller, perhaps even visitim@elyrin

of the year when visitation is lower (e.g., midek), but also stay longer, and return. A Travel Drumheller (ctead)

A While these assets are currently available and being developed, itis not always clear whether this creative competitive A Badlands Amphitheater (dead)
advantage is optimized for tourism. Consideration should be given to work with leaders within the creative industries 00X  Rosebud Theater (dead)
identify and prioritize opportunities for further development and investmentisdiative 1D. .

A CKAA 2LIRNIdzyAGE YIa AyOfdRS YF1Ay3 aLl OS5 F2NJ O2f f &1 %d@tg'.s”}\o Crajps (QWPRofl 5 5 YR LY
and music scene, potentially branding itself as a music and entertainment hub. ndividuals in creative industries (support

A TRRAGAZ2YIEE@Y 5NHzZYKStf f SNQ& oNIXYyR O2dZ R 0SYySTAlLG ¥
SO2y2Yeéeé¢ G2 ONRyYy3I @GAaArAG2NER (2 IInitatvé2gl yi YdzaAi o Iy

N\ s

aAz2y Ayid2 RSOSt 2LAYy
OSyS R2gyilt26y 06aSS

BY
|.

T Z

A Work closely with creative industry assets to identify opportunities for further development and investment A Optimize number of experiences that are
A Communicate opportunities to potential investors. marketready to attract more visitors and to
A Consider creating itineraries and packages at various times of the yehnitisdi®e 2A to fill periods of lower visitation and increase length of stay
to simplify the purchase process. A Improve seasonality in winter and shoulder
seasons to attract more and highgeld
visitors

A Further entice investment and effective
entrepreneurs to drive innovation

A Support improvement in resident quality of
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PILLAR 2: DESTINATION DEVELOPMENT
Initiative E: Optimize Drumheller region trail system to accommodate various traveller segments

Drumbheller and the region is already known for its walking, hiking, biking, and adventurous trails and paths in unique tekaiMediumterm (1224 months)
and, there is already a wealth developed trails (or plans for trails) that can be accessed (e.g., Rails to Trailsvpditmiiom A  oOngoing

Park to Drumheller).

C2NI Yhys NBAARSy(& byR OrAaAG2NEZ GKSNB vie 08 t Réax e -
however, lack of reliable infrastructure and not knowing what to expect may prevent them from enjoying this important & Travel Drumheller (ckead)

offering. There is an opportunity for the Drumheller region to optimize its trail system to accommodate more visitor segrﬁerﬁa“ and path custodians (ead)

such as families, older travellers, and those a little less adventurous. Tourism busi

hLIGAYATAy3 GKS 5NHYKSEESNI NBIA2y0a (NI At &8a08Y Yo 2a OYianbysingsses@upnot), o5 vy
communicate what can be expected, identifying/creating trail experiences, and packaging them together with

accommodations, food and beverage, and other tourism products.

These products require additional research (sitiative 1G to understand market needs, development, packaging (see

Initiative 2A, and marketing support (séeitiatives 3C and 3o effectively grow.

Tactical Actions Objectives Met

A

31

Work with town of Drumheller and other regional trail and path custodians to ensure tourism representation in the A Optimize number of experiences that are
Drumbheller Municipal Development Plan as it relates to developing a-elagsitrail system and identify, create, and execute  marketready to attract more visitors and to
additional focused trail and path strategies and plans that support trends in demandittizve 1G. increase length of stay

A Improve seasonality in winter and shoulder
seasons to attract more and highgeld
visitors

A Further entice investment and effective
entrepreneurs to drive innovation

A Support improvement in resident quality of
life 34
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PILLAR 2: DESTINATION DEVELOPMENT
Initiative F: Identify and support enhancement of tourism/social infrastructure

Rationale/Description Timeframe/Trigger

Tourism stakeholders from across Drumheller cited a lack of tourism infrastructure to support visitation such as public Longterm (24+ months)
washrooms, river access, parking;fVielectric vehicle charging stations, among others.

Additionally, there is a tremendous amount of undélized infrastructure that can be better leveraged to ensure higher

return on investment for Drumheller and surrounding communities, while also enhancing the visitor experience. Roles

This initiative focuses on collecting data on existing and upcoming tourism infrastructure throughout the area, mapging it, arown of Drumheller (ctead)

identifying areas where there may be potential gaps in infrastructure for eventual implementation. Surrounding Drumheller communities {co

lead)
Travel Drumheller (elead)

31

Working with the Town of Drumheller, local communities, and economic development offices, identify list of infrastructure Optimize number of experiences that are
projects across the area to prioritize ones most likely to have greater return on investment financially for tourisnaynd soci marketready to attract more visitors and to

for the communities in which they are located. increase length of stay

Work with partners to support development of the business case for identified infrastructure investments, and advocate forimprove seasonality in winter and shoulder

and implement infrastructure projects. seasons to attract more and highgeld
visitors

Further entice investment and effective
entrepreneurs to drive innovation

Support improvement in resident quality of

life 35



PILLAR 2: DESTINATION DEVELOPMENT
Initiative G: Train local businesses in product and experience development based on consumer demand

n Travel
Drumheller

= UNCOVER WONDER

QUICK WI

A While some tourism businesses expressed satisfaction with the support that they currently receive from Travel Drumhefer,Shortterm (312 months)
one area where they agreed they would welcome more support is in training, particularly around understanding of targex  ongoing

markets (especially those that might be interested in traveling in the shoulder/winter seasons) and understanding of exi

gaps irtourism products and services, to potentially fill those gaps. _
A With research conducted Initiative 1CTravel Drumheller should develop training materials and access to sessions to hel® Travel Drumheller (lead)

businesses better understand how to serve markets and traveller segments. A Local tourism businesses (support)

A Training topics may include shoulder/winter tourism products and experiences, accessing grants and funding opportunities,
developing higtyield tourism products and experiences, creating resilient businesses to withstand times of crises, dynamic
pricing, accessible travel, sustainable business practices, and@te=ourses, online videos, seminars, webinars, ama oth
channels.

Tactical Actions Objectives Met

A 1dentify most prominent tourism business training and education nieeBsumbheller, starting with training on shoulder/ A Optimize number of experiences that are

winter markets and segments. marketready to attract more visitors and to
A Create and execute tourism business training and education plan. increase length of stay
A Develop training and educational materials to support the plan and provide online access to relevant tourism stakeholdédys,Improve seasonality in winter and shoulder
including directing businesses to thjpdrty resources based on identified needs. seasons to attract more and highgeld
visitors
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PILLAR 2: DESTINATION DEVELOPMENT
Initiative H: Provide training and incentives to encourage more sustainable tourism

QUICK WI

A Separately, but following the previous initiative (keitiative 2, and in support of the Drumheller Destination DevelopmentA Mediumterm (1224 months)
tfFryQa GKANR 321t GKFG F20dzaSa 2y SY@ANRYYSyYyGlf LINRGISOGAZ2Y YR LINSaASNBIFGAZY
develop tourism that is reflective of global sustainability objectives and its responsibility towards the environment.

A While the topic of sustainable tourism was brought up often during the Discovery phase, there was a lack of uniform
understanding of its importance for tourism in Drumheller, and more significantly, what tourism staketytioers A Travel Drumheller (lead)
businesses, to entrepreneurs, and other public and private sector organizasiomsd do about it. A Tourism businesses (support)

A 1tis important for Travel Drumheller to develop a common understanding and vision for sustainable tourism and training and

educational supports for various stakeholders to ensure a minimum standard of understanding, along with specific actions that
each can, and perhaps should, take to ensure the tourism industry is aligned towards a sustainable tourism future.

A While all tourism businesses should be thinking of sustainable tourism, Travel Drumheller may also determine to supplement
sustainable tourism training with an incentives program to entice more tourism businesses to think more sustainably.

Tactical Actions Objectives Met

A Work with experts to define sustainable tourism for the Drumhel[er regign, along with specific actions that each stakehoﬁk:leroptimize number of experiences that are
OFy dF1S G2 FtftA3IYy AUGK 5NHzYKSEt t SNIQa adzailAylr oAt Ale OA anmakiBady to attract more visitors and to

A Develop an understanding of what Travel Drumheller is doing with regards to its sustainable tourism efforts to determine wéysgrease length of stay

to support themes through programming, marketing, and communications. A Improve seasonality in winter and shoulder
A Create and execute a sustainable tourism training and education plan. seasons to attract more and highgeld
A Develop training and educational materials per the Plan and provide online access to relevant tourism stakeholders. visitors
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PILLAR 3: DESTINATION PROMOTION
Initiative A: Build a Drumheller tourism marketing collective that includes brand enhancement

A

{2YS G2dNR &Y &0 |SK2t RSNE SELINBAaSR 02y Fdz&AA2Y | & (2 @K BhortebNB1Z Ménthd NIHzZY K St £ S N
need to modernize it in order to change the Drumheller narrative that has been around for decades, primarily centered

around dinosaurs.

{dz00Saa 2F ¢NJ @St S5NHzZYKStf SNRa YIFINYSGAy3I STF2NIa Nis 0 NX
ensure that they see themselves in the marketing, that they feel the marketing is strengthening their own efforts, &isd that i Travel Drumheller (ckead)

bringing communities together for common good. A Tourism marketing committee (dead)

A collective of operators and organizations will help improve tourism performance and encourage an opportunity for tougis

in Drumheller that is shared by all, to grow number of visits, length of stay, spending, and dispersion throughout the regllg\o nf)slfjk:)lg;i;]d private sector organizations

Brand development is needed to continue to build tourism culture and community, as well as to better communicate what the
Drumheller of tomorrow is all about. Note that brand development goes beyond just the logo and supports development of
the overall brand platform (narrative, messages, tone, etc.), for the destination.

To Do Do o

31

Set up a tourism marketing collective (or committee) for ongoing input, guidance and direction. Improve awareness, interest, and action to

Create a Drumheller brand strategy with recommendations to modernize the Drumheller brand. visit across key target markets

Meet regularly to get updates from various participants, address challenges, and leverage learnings. A Improve perception of tourism in community

Adopt and execute brand recommendations. c?ntinuedt community engagement and
alignmen
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QUICK WI

A yYSe (2 YI yeé R&@suscyss bkt ty thenddistyyemyaging with host communities and businesses caterfng limmediate (66 months)
residents as their primary customer. A Ongoing

Drumheller is made up of a collective of passionate, engaged residents that care about their home. They are invested gigif
future and in how it is shared with visitors. Roles

A
A Furthermore, friends and relatives may be a primary source of independent travel and information for travel, especially for Travel Drumheller (lead)
A

new residentg they carry influence and can be a top motivator for future tourism. A Public and private sector (support)
Leverage data collected fromitiative 1®n resident sentiment to engage and invest in reaching locals. This will further pride Community organizations (support)
and equity in the region and provide a tway channel for communication to improving resident quality of life and

appreciation of the benefits of tourism.

Tactical Actions Objectives Met

A Conduct annual resident sentiment research. A Improve awareness, interest, and action to

A {SG dzZLJ I &[ 2 OlcontentdregrBided 2 Dd NS 1aY123BaLIS2LX S (2 &KI NB ¢ NI @SvsitaBrNHReK@ detnmkaza LX | ya ®

A Develop an ongoing communications and marketing plan targeting residents and seek local media partnerships. A Improve perception of tourism in community
continued community engagement and
alignment
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PILLAR 3: DESTINATION PROMOTION
Initiative C: Update campaigns targeting Albertans

QUICK WI

A With initial focus on demand beyond just summer season, to increase tourism revenues for local communities and touri&m Shortterm (312 months)
operators, Travel Drumheller should continue to focus on immediate opportunities to drive visitation and revenues. A Ongoing

A As it develops more experiences and packaged ititeative 24 to entice visitors, it should continue to build connections wi
potential visitors among its most attentive audience: Albertans. _
ALy GKS ySINI GSN¥z RSEALAGS YIlyeé GNI 8StfSNBE OK22aAy3d RRAfrdve bridndrflecadh2 NI KE 2F af
going further away and for longer periods of time, global evidence suggests many travellers will continue to look closer 0 1ravel Alberta (support)
home for getawayg now is an opportunity for Drumheller to keep pursuing the momentum.
A Additional research (sdaitiative 2A will be required to get a better understanding of Albertan consumer behaviors, desires,
and aspirations, which have no doubt shifted in recent years, to ensure that campaigns are relevant and strike at the right
LRAY(G 2F (KBvisiDAaAldG2NQa LI (K
A Finally, because of improvements in technology and marketing approaches, destination marketing is trending towards smaller
more flexible campaigns to enable quick adaptation to changing environments and meeting travellers where they are.

A Incorporate smaller, more flexible campaigns targeting Albertans into the marketing plan, backed by evidence collectedAn Improve awareness, interest, and action to
Initiative 2Athese may be holiday or thent@sed such as around Christmas, Canada Day, arat tthoee-day getaways. visit across key target markets

A Execute all marketing campaigns.
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PILLAR 3: DESTINATION PROMOTION
Initiative D: Create Smaller, More Flexible Campaigns Targeting US Travellers

A In the same vein daitiative 3D this Initiative focuses on opportunities to welcome US travellers as an importagtdiigh A Shortterm (312 months)

drive market. A Ongoing
A US travellers historically represented a large portion of visitation and tourism revenues in the Canadian Badlands (afte

Albertans) and targeting those within a drivatigtance through small and nimble marketing campaigns to entice them to

would support tourism businesses. A Travel Alberta (lead)

A Additional research (sdaitiative 1§ is required to gain stronger understanding of specific target markets behaviours, desigestravel Drumheller (support)
and aspirations to ensure appropriate messaging reaches them at their current point in theo-path and through the
right channels.

A Incorporate smaller, more flexible campaigns targeting US travellers into the marketing plan, backed by evidence collecfed improve awareness, interest, and action to
Initiative 1Cthese may be holiday or thenfimsed such as around Christmas, Canada Day, aiat tihcee-day getaways. visit across key target markets

A Execute all marketing campaigns.
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PILLAR 3: DESTINATION PROMOTION
Initiative E: Strengthen online distribution and sales support

A Travel agents, OTAs, Trip Advisor, etc., are relevant across the consumer planning and bookigrjonragyareness, to A Shortterm (312 months)
engagement, and conversion. A Ongoing

A Many Drumheller operators are not leveraging these channels to their maximum benefit. Travel Drumheller can help to
educate and nurture a muthannel approach (Google is the primary channel to optimize as it is the starting point for m

trip planning). Niche tour operators may provide immediate opportunities for promotion of Drumheller experiences. A Travel Drumheller (lead)

A Identify potential trade partners by niche, reach, and audiences to leverage insightgitiative 1CPrioritize travel trade A Improve awareness, interest, and action to
itineraries, pulling together a travel trade plan and execute. visit across key target markets

A Share itineraries and routes with travel trade partners in advance of going live to help identify what might be missing, what
might be needed, to adjust and refine, as needed.
A Build a tradeready plan for operators working on delivery of education and training as needed.
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Initiative F: Support a visitor services program with focus on operators
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A Visitors seek information from a variety of sources in a complex ecosystem: A Shortterm (312 months)

- Mobile/ortline: social media, web searches, review sites, booking sites, destination content A Ongoing

- Personto person: local ambassadors, visitor centres, front line staff
A Training in customer service and product knowledge is needed for allifreistaff. This feeds into improved growth of a

tourism cultureg to create a sense of place for visitors, a sense of welcome, and collaboration among tourism operatorddan@ravel Drumheller (lead)

residents alike.

A Social media is the primary digital channel to providetiesd visitor servicesA & A & GKS 4Gl f gl 28a e¢yé Odz&Ai2YSNI aSNWAOS OKI Yy
and will need to be managed accordingly.

Create and optimize digital tools to engage with visitors across all channels, consider building an online hub foopartnerdt Improve awareness, interest, and action to
upload materials to be shared, a quick response (QR) code program to promote itineraries/routes. visit across key target markets

Be prepared to respond to individual requests through social media.

Review existing visitor service centres and seek opportunities for distribution of QR code posters/rack cards/signage.
Promote the value of a regional approach to sharing content, recommendations, and travel information to stakeholders.
Encourage residents to engage with visitors and share their recommendations.

To Do Po o Do
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Additional Initiatives to Consider

¢ KS LJzN1J2asS 2F S5NHzZYKSff SNIQa 5SadAyl A2y gIS@ES TravelDranhélertsHokldyondider the followingdidt af Sready pricitdzinidal

for Drumheller for the next months and years to come. ARSYUGUAFTFASR RdANAY3A (KS 5A3020SNER LKI asS 2
While some initiatives identified in the strategy aregn@ ¥ A YA GA I 0 A @S a s YIFYES NI MBy AaiRAy13f2 ANWYIAEETA | A @Sa KI @S 6SSy AYL
meaning that they are initiatives that may need to be continued perpetually. determine if these additional initiatives should be added to accomplish its objectives.

As resources become available, and as prioritized initiatives are completed or are no longer

O pportunity Description

Develop and implement a sport tourism strategy, including support Identify potential sport tourism development opportunities and create a specific sport tourism strategy, including fextiéiti#alto encourage
for development of new sporting facilities visitation to the Drumheller region for sporting purposes, while extending stays for leisure activities and additional spend.

Identify potential culinary tourism development opportunities and create a specific culinary tourism strategy to encsitatége tei the Drumheller

Develop and implement culinary tourism strategy region for culinary purposes, or as an-adto an existing trip, while extending stays for leisure activities and additjwerad.s

Identify potential health and wellness tourism development opportunities and create a specific health and wellness rigegigntostncourage

Develop and implement health and wellness tourism strate L . : . . L 7,
P P oy visitation to the Drumheller region for health and wellness purposes, while extending stays for leisure activities caral spkstitil.

Advocate for urban master planning supporting the Drumheller region to include tourism to ensure tourism interests dilichnasiprooms, visitor

Advocate for town of Drumheller masterplan that includes tourism . : . . .
information areas, pedestrian areas, charging stations, etc., are represented.

Work with key tourism stakeholders as well as the Ministry of Transportation to identify ways to provide more transppifatierto, and around, the
Drumheller region. Also includes identifying ways to improve and standardize wayfinding throughout area.

t'31 46
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Regional Boundary Framework

Proximity & access to

Community Support fo
Drumheller

Boundary Area Similar geography Tourism Assets Tourism Total Score

Tier 1:
Drumheller
Region

Tier 2:Partner
Region

5: close 5: very similar assets 5: complementary assets 5: high support
1: far 1: very few shared asset: 1: limited assets 1: low support
Weight =4.0 Weight=1.0 Weight =2.0 Weight=1.0
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The world is at a crossroads geopolitically and technologically.

POLITICAL ECONOMIC SOCIAL TECHNOLOGICAL ENVIRONMENTAL REGULATORY

A The Russian invasion of Ukraine A The war in Ukraine has led to A Europe is facing the biggest A Blockchain and cryptocurrency A Climate change continued to A NATO countries have
started a war with catastrophic concerning levels of inflation, humanitarian and refugee crisis seems to be intermittently disrupt ecosystems, with natural demonstrated a high level of
consequences, which led to especially in wheat, oil and gas, since WWII, with millions of resurgent despite financial disasters becoming more usual a coordination to respond against
wdza aA - Qa Aaz2f i andelectricity prices, as well as Ukrainians having fled the countr  speculation in markets, with the devastating, such as ongoing 'Y NFAYSQa Ay @l a
and China still maintaining a worsening global supply chain A covimL9 has precipitated world looking for new ways to wildfires, hurricanes and water efforts are still perceived as not
distant position. disruption. worldwide social isolation, with bank and secure incomes. shortages in major hubs such as  effective enough.

A The EU is looking to reassert its A NATO allies have imposed increasing rates of mental health A Artificial Intelligence, 5G wireless ~ Califomia. A Non-governmental forces largely
role both politically and unprecedented sanctions on issues affecting particularly youn  networks, and other digital A Environmental, Social, and failed to take a lead in the fight
economically with joint policy Russia, deeply impacting their people which is expected to be f¢ technologies will form the Governance (ESG) fund flows against the pandemic, leading
against Russia. domestic economy and access tc  for some time. backbone of the digital economy  defied pandemic panic. some to suggest a greater role fc

A Divisions over lockdown measure ntermational markets. A Globally, there has been a but also increase geopolitical A Environmental factors came to th e State in the pospandemic
have led to an unusually high levi A The impact of Omicron variant pt  widespread increase in racial competition. fore, as the European Union beg: world.
of political polarization in the global economic recovery on holc  tensions and rise of racial justice A The main political blocks of the to finance part of its relief packag A Export controls, restrictions on
West. in Q1 2022, despite the virus movements. US., EU and China are expected through green bonds. crossborder people movement

A China continues to come under  Shifting from pandemic to endemi A wmigrations out of major cities compete for greater seleliance, A ambitious climate policy agendas  Will create additional risks in
scrutiny for human rights abuses, Phase. made possible Hpart by remote particularly in digital technologies  4re jikely (often as part of COvVID ~ Markets around the world.
and the ongoing zero tolerance o A The global tourism industry work options, has taken place A Corporate and officbased 19 stimulus plans) as more A Global travel restrictions are for
COVID has meant that a slower O2yGAydzSa AidQa particularly in developed countric companies have increasingly countries announce carbon the most part lifted but uncertaint
economic recovery. still far from 2019 levels of such as Canada. moved to remoteworking . neutrality targets. remains around the upcoming

expenditures and visitation. winter and potential negative

impacts and increases in cases.
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Drumheller has strong competitive positioning to capitalize on many emerging trends.

Trend

Description

Key takeaway
for Drumbheller

31

Experiences are the new luxur

The value of travel and tourism will
increase even more in 2022,
boosting consumer spending
towards unique travel experiences.
The lack of travel caused by the
COVIEL9 pandemic has turned
tourism into a scarce, luxury good.

———

Regenerative travel going loca

Regenerative travel will support
tourism as a key pillar for
sustainable economic development
for destinations. 83% of global
travellers will make sustainable
travel a priority in the future, while
66% want their travel spending to
directly benefit local communities.

———

Bucket list destinations now, ng
later

After cancelled trips and postponeq
celebrations, travellers are ready tq
make up for lost time and are read
for that dream bucket list trip. Over
the next year, 40% of travellers arg
more willing to treat themselves
and spend more money than usual
on their next trip.

| —

Single destination, longer stay:

The complexity of arranging a trip
pre and post testing, differing
vaccine passport protocols and the
uncertainty of new COWIIO waves
will result in travellers booking
fewer trips but increasing the
length of their stay and in a single
country-W¢ N @St f Saa
will determine booking behaviour
this year.

e —

Due to the unique attractions of
Drumbheller, focusing on their
historical and natural landscape,
the town is able to provide an
experience unlike their peer
destinations.

Destinations, such as Drumheller,
that bet on naturebased products
and activities will take market sharg
from more urban destinations that
fail to pivot, while giving tourism
leadership to the local community
will be a differentiator in the global
market.

Welkdesigned marketing strategies
enticing travellers to Drumheller
will be key to reaching wider
consumer segment willing to invest
heavily in the destination during
their trip. Create the sense of
wonder and bucket list reason to
visit.

This aligns directly with the missio
of Travel Drumheller with many
strategic plans aiming to capitalise
on existing visitors, making their
stays longer or initiating returns to
the area.

Source: Twenty3¢2022 Top 20 Trends

Wellness for all

The wellness and spa sector is
expected to grow 17% annually
through 2025, confirming the
increasing appeal of wellness travg
within the tourism industry, with up
to 76% of travellers wanting to
spend more on travel experiences
that improve their wellbeing and
mental health.

——

The natural aspects of the town
with many outdoor activities
promote health. This could be
extended and enhanced, to include
more relaxation activities. In this
way, capitalizing on existing
wellness assets and experiences, as
well as designing and implementing
marketing strategies to boost this
segment should be a priority.
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Destinations that plan and strategize to leverage these trends are likely to increase market share.

Trend

Description

Key takeaway
for Drumbheller

31

Health & Safety is standard

70% of travellers say that respect
for COVIEL9 safety guidelines and
restrictions is important when
deciding on a travel brand, resulting
on travellers now feeling safer
when healthfocused measures are
in place in eating, shopping, and
tourism locations.

Inspiration from streaming &
social media

Watching Tik Tok and Instagram
influencers create or push
inspirational travel content is no
longer a niche, while streaming
services such as Netflix and HBO
provide new endless opportunities
to create destination awareness
think Game of Thrones for
Dubrovnik from 2010 and beyond
to White Lotus for Hawaii in 2021.

Exotic destinations attract youn
travellers

Younger travellers are not looking
exclusively for simple sun and
beach holidays. They also want an
immersive adventure, often
involving high doses of adrenaline
and offthe-beatenpath remote
destinations. Also, they will be first
to take the higher risk of returning
to travel.

——

Tourism labour continues to be
bottleneck

Demand for labour in hospitality
remains strong, but hospitality
workers finding other careers due
to COVIELY industry disruption
and demographic trends will drive
longterm worker shortage severely
impacting service, availability of
hotel rooms and other tourism
experiences.

Remote work creates a new
definition of tourism

An emerging trend since COMID);
remote work is here to stay. Last
year proved that productivity and
employee satisfaction increased,
while business costs benefited fro
it as a result of giving the
opportunity to temporarily relocate
and work in more inspiring
surroundings.

vv

Continued consumer demand for
high levels of health and safety
require Drumheller to invest in
infrastructure surrounding this.
The Drumbheller region is a known
flood community, thus flood
mitigation strategies are integral to
all strategic development plans.

Targeted filming and production
incentive programs, partnerships
with streaming services and social
media influencers will need a
higher investment from Drumheller
and region in order to build a
strong brand, giving tools to local
storytellers to showcase the
RSadAyl GA2yQa dzy
and natural landscape to the global
stage.

j dz§8 Odzf G dzNB =z

Destinations such as the
Drumheller region that are able to
go beyond traditional offerings to
cater and communicate to the mos
adventurous travellers will build a
strong, futureproof competitive
advantage.

KAaul?2

Improving childcare, managing
health risks and rising wages are
among initiatives destinations sucHh
as the Drumheller region should
focus on, as well as upskilling of th
local tourism workforce and
developing tourism education
partnerships to engage future
Nabour into tourism.

D

Drumheller and region should
develop new products across the
tourism value chain, such as
workcation packages equipped
accommodations or cworking
spaces and communities packages
with hotel or inn stays. This gives
visitors the opportunities to explore
the Drumheller region for longer
periods of time.

Source: Twenty3¢2022 Top 20 Trends
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Canada is a largely stable society, although political changes are likely in the wake of recently waning popul

the current federal government.

POLITICAL ECONOMIC SOCIAL TECHNOLOGICAL ENVIRONMENTAL REGULATORY

AlryIRF Aa 2yS
countries with a stable political
environment which continues to
help attract tourists from across
the world.

2 AlFylRIQa
GDP growth of 6.7% in 2021
however, projections for future

growth puts the country ata more g The country has a shortage of
muted 3.8% for 2022.

country, with a high proportion of
immigrants.

skilled workers in a number of

A Justin Trudeau has been the Prin A Unemployment in the country is
Minister of Canada since 2015. currently measured at 5.5%, and
Despite implementing various predicted to remain stable for the
progressive interventions over hic  foreseeable future.
time in charge, his popularity is
waning with his disapproval rate
reaching its highest level in fall
2022.

sectors, which its government is
attempting to mitigate with
training and development and a
flexible immigration system.

A Inflation is currently measured at A The living standard in Canada is
5.7%, which is considered higher one of the highest in the world ar
than moderate. High inflation is residents show high levels of
expected to remain and will affec O2 Yy FARSY OS Ay
consumer spending on economy and the job market.

discretionary goods and services. A There are some concems arounc
Conservative Party leading polls. A gxtended border closures as pari

A Canada has provided more than
$600 million in military support to
Ukraine since February 2022.

A A change in leadership in the nex
election is likely, with the

income inequality in the country,
with 40% of wealth controlled by
10% of the richest individuals in
the country.

of the pandemic response
particularly affected industries
such as aviation, aerospace, and
tourism and hospitality.

Source: pestleanalysis.com, swotandpestleanalysis.com, crowjack.com, howandwhat.net, Canada.ca
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S0O2y 2 Y Acanada is a very culturally divers A Both public and private

Ay@SadySyida Ay
technology industry are growing
swiftly. In addition, political,
economic and social stability hav

Al yIRIQa

attracts millions of tourists from
across the world and play a key
role in the promotion of the
tourism industry.

made the country afertile ground & pestinations around Canada

for entrepreneurship
advancement.

A Canada is seen as one of the bes

countries in the world for IT
professionals and firms to advanc
their careers and grow their
businesses.

A Emerging technologies such as E

Data Analytics, Blockchain,
Augmented Reality, Virtual Realit
3D printing, and artificial
intelligence will continue to impac
the Technological environment.

continue to develop and
implement both geographical anc
seasonal dispersion strategies to
mitigate ovettourism of some of
I'FylFRIFIQa Y2NB A
environmental assets.

A The Canadian government has

passed a Net Zero Emissions
Accountability Act wherein it aims
to have a carbon neutral econom
by 2050. The government is also
banning singleise plastic and has
announced the banning of all
gasoline vehicles from 2035.

y I (i dzNJ} A Canada removed all remaining

COVIEL9 related travel
restrictions as of October 1, 202:
and no longer required visitors to
be vaccinated.

A Canada has a large number of Iz

for regulating public, small, and
large businesses. These protect
rights of ordinary employees and
workers and deal with issues suc
as working hours, minimum wagge
laws, vacation leaves, and sick
days.

A The current government

introduced a number of regulaton
interventions during its term,
including the Cannabis Act, Fede
Carbon Tax, and Paris Agreemer
on climate and environmental
change.
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Total tourism spend in Canada is forecasted to return to 2019 levels by 2025.

OVERALIOOTAL TOURISM SPENDING TO CANADA FROM DOMESTIC AND INTERNATIONAL SOURCES

Given the ongoing recovery from low levels of international travel, even

the severe scenario anticipates continued recovery for Canada.
Total Tourism Spending in Canada

The upside scenario assumes: from Domestic and International Sources
. . EMillion (constant 2019 dollars)
+ Lower impact of conflict on the global economy o o
- Spring 2022 Forecast Range === m==ee=- Pre-conflict forecast
* France and UK affinity to Canada _ . 2018 B
Expocled — mimimiss U Basaling

» Early easing of COVID-19 measures in the US and China §130

Tourism Revenue Contraction =
from Expected ($Billion) =

$2.65 2 g0

$1.16 $0.9 $0.96 £ $80
$0.73 30.95 0.

$061 l o1 5
. - . . - . . 0; . T %70

-50.68 -50.62 $0.81

2019 2020 2021 2022 2023 2024 2025 2026 2027
2022 2023 2024 2025 2026 2027

ey
Souwrce: Tourism Economics; DC Resaarch, Decamber 2021 Foracas! Updata ﬂ
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Domestic tourism will continue to drive sector recovery, returning to 2019 levels by 2024.
TOTAL TOURISM SPENDING TO CANADA FROM DOMESTIC SOURCES

Under the downside and severe scenarios, uncertainties

surrounding security concerns, geopolitical risks and inflationary Domestic Tourism Spending in Canada
pressures would entice travellers to exhibit preference for From Domestic and Domestic Fare Toward Oulbound Sources
domestic destinations, continuing the substitution of cutbound- $Million (constant 2019 dollars)

to-domestic trend observed amid the pandemic.

The upside scenario assumes a persistent substitution effect.

Spring 2022 Forecast Range

— i nEchEd

======+ Praconflicl forecast
2019 Basaline
$100
$90
Revenues from Import Substitutions @ e
Relative to Expected ($Billion) 5 o e
= %
et L]
3 %
$6.08 - \
4§70 1L
o L]
= ‘i
$4.47 . \
$4.00 M ; %
= ol i 1
. S5 560 v
- 53.25 2 \
] A1
. o ]
taha - L]
"l
21130 31.81 530 L
2019
2022 2023 2024 2025 2026 2027
BUpside WDownside MSevers

2025 2026

2027
CANAD
Saures: Toudsm Economics, May 2022, DC Ressarch, December 2021 Forecast Updale Nﬂ

31

Source: Destination Canada Tourism Outlook Spring 2022
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North American and Askacific markets to minimize risk exposure from Europe.

TOURISM SPENDING TO CANADA FROM INTERNATIONAL MARKETS (TOURISM EXPORTYS)

Full recovery of international travel to Canada is expected
in 2025 in the baseline and downside scenarios, and in Total Tourism Spending in Canada
2026 in the severe downside scenario. From Overnight International Visitors

SMitlion (constant 20189 dollars)

In absolute terms, the US represents the most significant
spending loss in each scenario relative to the baseline. Spring 2022 Forecast Range ~ ===e=e=s Pra-canflict forecast

Expeclad 2019 Benchmark

Relative to the baseline, the most severe percentage $30
impacts on spending are expected in European source
markets due to conflict-related economic weakness.

$25

Scenario Revenues E a0
Relative to Expected ($Billion) =
5‘.:'1 5‘15 0 95 096
£0.81 50.95 50.96 2
n P P e P P

¥ 0.62
50,66 -S0.68 3 S0.81 -
S1.00 -$0.96

L. J—— . P — P — - —— -

) - [ 7 [ i [ A - R -
2022 2023 2024 2025 2026 2027 g § FLLELL Zle P Ll P ] Pl P Pl Fad Pl P Fal my,

ANDF
Source: Touriam Economics, May 2022, DC Research, December 2021 Forecast Updale ﬂ
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international markets.

9/ hbha,
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d
28.4
Million
Person
Visits
(Albertans
travelling
within
Alberta)

.9

$8.40

Billion
Tourism
related

GDP in
Alberta

t ° 3 1 Source: Travel Alberta

000
SN

$1.3 Billion

Tourism
related

taxes in
Alberta

4.5%
YoY
Tourism
Business
Growth
In
Alberta

6.4%
in
YoY Tourism
Employment
Growth by
Province
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hbha, KEY IMPLICATIONS

A Visitor spend in Alberta increased 1.7% in 2019,
compared to the previous yegthe result of a small
domestic increase of 1% and moderate international
growth of 4.2%.

A International visitation from target markets to Alberta
grew by 9.4% year over year (YoY), 6.2 points ahead of
I'FyFERFEQAE AYGSNYFGA2Y L€ 3N
l £t 0SNIF 2dziLd OSR /Iyl RIQa
(11% vs 2%), Mexico (89% vs 13%), Japan (11% vs 6%
and France (44% vs 13%).

A Total visitation was relatively unchanged as the growth
from the international markets was offset by a decline of
9,000 domestic visits. However, the international
traveller spends on average four times more than the
domestic traveller, so visitor spend was positively
impacted.
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Total tourism spend in Alberta was $10.09 billion in 2019, with a 1.7% increase in visitor spend.

International Spend in Alberta (million)

unied ingcor

China

Germany

Japan

France

Mexico

t.31 Sou

182
114
I
54
I -
25
—E
M 2019
2018

rce: Travel Alberta

200 China

204

United Kingdo
France

Mexico

Germany

Japan

International Spend in Canada (million)

500
22

693
693

684
675

881

2,000
2,200

1,300
1,200

988

B 2019
2018
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The domestic tourism spend in Alberta increased from $5.6 billionin 2018, to $5.7 billion in 2019.

Domestic Spend in Alberta (million)

678 oo
545 551
2018
161 168
I 133 144 134 135

British Ontario  Saskatchewan Manitoba Quebec Atlantic
Columbia Canada

t ° 3 1 Source: Travel Alberta

Within Alberta Province Spend (billion)
5,7 5.6

2019 2018

LOCAL TRENDS
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Drumheller and Starland County economies are more reliant on tourism jobs when compared to the econon
the rest of Alberta and Canada.

Provincial National
Industry (Drumheller & Starland County) 2021 Jobs Location Location
Quotient Quotient
Fultservice restaurants and limitezkrvice eating places 283 1.4 1.5 A Fullservice restaurants and limited service eating
establishments form the most prominent sector of the
Traveller accommodation 72 2.0 2.5 industry creating almost 3 times more jobs than the

, . second highest industry.
Heritage institutions 54 10.4 9.8

A Jobs within the heritage institutions sector are
Special food services 34 2.6 2.7 approximately 10 times more concentrated locally when
compared to both provincial and national totals,

Recreational vehicle (RV) parks and recreational camps 23 9.7 7.1 speaking to the importance of that subsector. This can

Other amusement and recreation industries 22 0.7 0.7 be attributed to Drumheller being a center of
significance due to the paleontological research in the

Travel arrangement and reservation services 15 3.0 1.6 area.

Scheduled air transportation <10 0.9 0.1 A This is in addition to the historical relevance of the coall
and agricultural industries which brought about the

Performing arts companies <10 4.0 0.3 inception of the town.

Spectator sports <10 3.6 0.4

Independent artists, writers and performers <10 0.2 0.0

Drinking places (alcoholic beverages) <10 3.8 0.4

LOCAL TRENDS

t ° 3 1 Source: Drumbheller and Region Business Survey and Analysis Final Report 61
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BUSINESS COUNTS BY TOURISM SUBSECTOR IN DRUMHELLER
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55
5,0
45
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2,5
2,0
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1,0 -
0,5
0,0 -

N\

e

B 1-9 Employees

10-99 Employees

Fullservice Traveler

limitedservice
eating places

Unknown
Other Independent  Heritage Recreational Special food
restaurants andccommodation amusement artists, writers institutions  vehicle (RV) services
and recreationand performers parks and
industries recreational
camps

t ° 3 1 Source: Community Futures Big Country

Taxi and
limousine
service

Drinking places
(alcoholic
and reservation beverages)

LOCAL TRENDS

Travel
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KEY IMPLICATIONS

A Of these businesses, 16 of them have unknown
employment totals, while the majority of the rest are
small businesses, with9.employees.

A These businesses may not entirely depend upon
tourists.

A Instead, they are considered to be at least somewhat
AYLI OGSR o0& (2dNRaYs & L
definitions.
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TheDrumhellerregionprovidesa unigueexperience captivatingvisitorswith its breathtakinglandscapepne of a
kindattractionsandvastandexpansivdiistory

DINOSAUR ATTRACTIONS HISTORIC SITES AND MUSEUMS NATURAL ATTRACTIONS

S25s et o

OUTDOOR EXPERIENCES PERFORMING ARTS SPORTS AND RECREATION
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Royal Tyrrell Museum

One of the most impressive collections of
fossils in the world. Plaques are very
informative. Cannot miss fdinolovers.

A must see Museum for anyone with an
interest in the prehistoric world. Many
interesting and well displayed items.

We love coming here. But it is hard to kill a full
day here. So plan to go for a hike and look for
dinosaur bones with the kids.

.dza® YdzaSdzye® L ¢g2df Ry Qi

kids until they were older (6,4,3,1). Not much
interactive stuff and once you are in the
museum you seem to have no out until you are
done. Which is hard for Whiney kids. Nice that
kids 6 and under are free though.

No museum etiquette here.. completely
overwhelming presence out of control kids
Running wild everywhere ruined the
experience. Control your children that get in for
free!

| know everyone loves this museumand | was
looking forward to my visit. However the
organization was confusing and it was not easy
to follow the chronological thread.

Source: TripAdvisor
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Horsethief Canyon

Very Awesome Scenery, amazing Prehistoric
formations. Hard to believe that this was once
the shore of a huge ocean.

Horseshoe Canyon has some historical
significance to the area and some awesome
views for taking photographs. It was definitely
worth seeing and we would go back and also
visit other locations n the Drumheller area.

What a view! It really does not feel that we
wiege injAlgqrta, y“t reglly felthatiwve were
somewhere south and to think that dinosaurs
roamed the lands is incredible.

This is a great place to go, but accessibility for
older travellers or younger travellers is an
issue. Steep climb down and up, but there is
just a lookout at the top with tons of sweet
prairie dogs if the view is all you are after. |
think a worthwhile place to go for better

0 2

Rosedale Suspension Bridge

v

It's an impressive bridge and not for those
without a head for heights. The scenery that
surrounds it is somewhat interesting. Its nota
mustsee attraction but worth a visit, especially
as it's free and right by the road.

We stopped at the suspension bridge onthe
way back to downtown after visiting the
Hoodoos. It's free and quick, worth the stop, a
short walk across the river onthe old bridge
followed by a short walking trail on the other
side of you choose.

You can make this a quick side trip while on
your Drumheller adventure. You can walk
across the suspension bridge to check out some
of the old structures they used for mining back
Ay GKS RFEeéeo L
area but it is fun to see.

Nice stop minutes from the Hoodoos. Only
takes a few minutes but a fun experience.

SELIR&dz2NBE o60F2aarfas SiOoGreappiaiooRayehdi I2 AT Al

rained the day before as it can be
treacherously slick!

Stopped in to take a look. Not a lot to see.
There is a little valley to look at. Maybe to doa
bit of hiking. This is a free site.

Thetrail to the lookout is under construction
and a complete mess and nothing but mud
hole. Always so windy.

Itis still closed (2 years nowjaiting for

GAYRAISY2da O2yadd b quyaé”ngfo the tqw ﬁf@’ta%'ca't’deeét

wait. We were hoping to visit with
grandchildren. Itis a great attraction. Hope it
can reopen.

We went here and we were able to see the
bridge but not walk across it as it's closed for
the season due to structural issues.

0KS NBIAZ2Y QA
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Definite hallmark and selfie spot in Drumheller.
The town is a bit quirky with dino burgers, dino
fire fighters and such but this is the main star

Great visit to the information centre and a visit
inside the largest dinosaur.

Lots of leaflets and information and helpful
staff. They provide a map of the area which was
handy.

| mean there is not much to do in Drumheller
and you drive by it on the way to the museum
so we have decided to make it a tradition and
UKS 1ARa NXIfte Syeze
to look out.

Thisis a fun thin g‘to do once you see the Royal

view. You will be done within 10 minutes, but
the price is good.

| mean this in the nicest possible way, but

K I aDrumbheller really is a s**t hole. Come here for

the museum and to see the badlands, but stay

eels like time passed it uch
shame. if anyone had some imagination,
Drumheller could be areally nice four season
resort. Excellent sightseeing, hiking, mountain
biking, etc., it could draw people from around
North America. The town should be buzzing
with coffee shops, cafes, live music, etc. butits
dead and depressing and appears to be
extremely deprived.

imb!tRe staifs &l énfhRhe U K'S
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Horseshoe Canyon

This canyon is amazing and really worth the
visit. Be warned it gets very hot out there in the
badlands. Some amazing plant and animal life
and of course...fossils. A fun landscape to
explore.

The place is nice and educational. It is
peaceful. A wonderful place to go and
observe nature.

This was honestly the best thing in the area.
Much more interesting than Drumbheller

itselfl There's a trail down into the canyon,
beautiful badlands landscapes, and VERY FEW

(i teurigtsiVeedve ig g GININKWEEPK  dzL.

laughing because if this were anywhere near
TO, there would be hordes of tourists! If you
weren't looking for it, you would drive right
past, there's nothing to indicate there is a
canyon there. Definitely recommend. Kids
would love climbing.

Great place for a short stop to take in some
views from above the canyon. You can also
make it a day trip hiking down through the
canyon and enjoying a picnic.

In yet another silly grab for money, the local
county is charging $2 for parking. Because of
all the heavy construction equipmentin the
area, there was no where else to park to
access public lands. What a waste of time!
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Most visitors to the region have families and young children.

Atlas Coal Mine National Historic Si

Great site, great history, did the mine portal
tour, Sarah was a great host for the tour. Great
historical experience, scenery there and around
is amazing. Learned a ton about the area, the
miners, the history. Highly recommend.

Really worth the drive! Definitely spring for the
extra toursthe guides are friendly and
knowledgeable plus you get access to restricted
parts of the mine versus just the general
admission.

Itis a fun place to visit and you get tolearn
some history y dorumheller. there are
different tours you can take to get different
experiences and they have different levels of
intensity.

| have been to Drumbheller at least a half dozen
times but never went to this attraction before
It's interesting for all members of the family,
adult and youngsters alike. There's old mining
machinery, access to the old coal mine, miner
shacks etc. The gift shop sells ice cream and
drinks- perfect on hot days. There are tours on
an hourly basis. Worth a trip for sure.

The Atlas coal mine is not really a big deal. We
didn't have a memorable time there. If you are
in arush, feel free to skip it.

Source: TripAdvisor
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Badlands Amphitheatre

We went to the Badlands Amphitheatre finally
after trying to go for four years! One year
cancelled because of rain and another two
cancelled because of Covid. | guess you could
say it was worth the wait. The actors were
great and the whole experience was certainly
worth the visit.

This play was a much higher caliber event than
| expected. One of the best plays | have ever
attended. Highly recommend.

We finally made it this year after trying for
several years. It was really worth it, a surreal
experience ! So well performed and organized!
In one word: BREATHTAKING!

A must see! The cast does a wonderful job at
presenting the life of Christ with his disciples. A
beautiful setting. Well run, clean, the food was
good.

The setting is dramatic, set in a canyon near
Drumheller with the stage occupying the
entrance to the canyon consisting of buildings
representing Palestine at that time. The actors
are for the most part locals and in the first hour
or so, it seemed to me as though | had
stumbled into a school playhe acting was
amateurish and the pace too slow. However,
during the second half the pace picked up and
the acting improved markedly and suddenly |
was no longer aware of the uncomfortable
bench seats.

Bleriot Ferry

We enjoyed our little trip across the Red Deer
River on this ferry. Smooth sailing, nice view.
Felt very safe.

This is well worth the small detour required to
find the Bleriot Ferry. Take not though, of the
dates when this ferry operates as it is seasonal
only.

The drive through the area is beautiful. The
ferry is small and takes only a few minutes one
way, but worth the time

| am just happy that we wentthru it so that we
can check it off. However, | felt that they was
not anything special to justify a-parpose trip
to visit this attraction.

It's a raft with a rope. Move along people,
nothing to see here. | guesskiadaold. If that
interests you, go nuts.

Why is this a tourist attraction? It's a way to
cross the river without going into town...
Anyways, my friend wanted to go... It'sa
motorized plank of wood that cars drive onto. It
barely feels like it's moving and then you drive
off on the other side. Voila.

5 NHzYK St f SNDa

| made my family stop here for a few minutes
as we were on that highway and it was an
adorable little church. Itwas neat to see and to
appreciate the space.

This little church always amazes. Built by the
local ministerial association, there is room for a
congregation of 6 and a pulpit

This was a novelty stop for the family. We
noticed the parking lot was empty so we pulled
over to have a peak. It iswhat it is, a small
church!

We've stopped here a few times now, it's
always such a nice place to get out and stretch,
walk the dogs, and check outthe tiny little
church. Very picturesque!

Nothing looks old. Newish asphalt roof,
laminate floors. If smallis your think you will be
in heaven. Looks like someone is trying to hard
for a tourist attraction. Doesn't fit with
dinosaurs or miners or older historical folklore
of the area.

hBravel h “
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Orkney View Point

The view from here is AMAZING! There are
hiking trails all over but make sure you wear
sturdy shoes. It's worth while to flip to the
Horse Thief canyon to see the river from the
other side. It was really windy so dress for the
weather. Has washrooms on site.

What a majestic view point to catch the fall
colors with all the trees showing their full fall
palate of colors. The valley and river add
contrast to the trees in all their glory.

Was more than pleasantly surprised. Was
driving along the dinosaur trail and stopped
in to check it out. Ona sunny day one could
sit on a bench and take in the view

Best place to stop on the Dinosaur Trail. The
view of the valley and the Badlands is
incredible. The fall colours in the valley were
incredible.

This spot was great to check out the
landscape. The different coloured layer hills
was spectacular. Just only one sign so keep
an eye out!

Stopped here while travelling from Three
Hills to Drumheller on the scenic route. The
views are really good giving you a sense of
the scale of the canyon and the land
formations.
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Alberta maintains strong international and re$tCanada visitation however, the province continues to be prims
a dzLJLJZ NI SR -dased Mldmexsic marked S NI |

International Visits to Alberta International Spend in Alberta KEY IMPLICATIONS
United Kingdom 174<8?K United Kingdom 552:::32.;:
China I 1:| - e A The majority of international visitors to Alberta are from
China | 5 e N 5 1.5\ . .
i the United Kingdom.
o s B n A Approximately 187 000 visitors travelled to Alberta in
™ P . 2019.
I -G $327M .. . 28 .
France | 7k rrance [ ©o 1 A The majority of domestic visitors to Alberta (outside of
Mexico IR 3¢k ey Albertans) are from British Columbia. Approximately
[ — 1.38 million domestic visitors travelled to Alberta in
2019.
A 28.6 million Alberta locals travelled within the Alberta
Domestic Visits to Alberta Within Province Visits province in 2019.
138M 1.39M 28.6M 28.5M
1.18M 1.22M
W 2019 W 2019 W 2019
W 2018 W 2018 W 2018
523K 531K
275K 294K
. . 128K 147K 130K 130K
I N I .
British Columbia Saskatchewan Ontario Manitoba Quebec Atlantic Canada Alberta

t ° 3 1 Tourism Indicatordravelalberta.com 66
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DEMAND DRIVERS: TRIP PURPOSE

Travel to Alberta is predominantly motivated by visiting friends and family and pleasure trips.

Main Trip Purposgvernight visits)

Alberta  Other Canada U.S. Overseas Total
0 O Visiting
friends/ AD% 21% 27 % 22% A%,
| | relatives
0
Pleasure A% 29% 43% 55% 41 %
0
w: Business 10% 14% 22% 7% 12%
O A
“— > Other % 6% B% E% %
¢ | N
Source:
t P 3 1 1) https://open.alberta.calataset/475d13ab51840bbb0be355fa4 3f3b79/resource/8 1lebaft®B801-4a9 78 1fd-42f969 5ed 12 6/download/jaiourisnrin-albertatotal-alberta2 01 9. pdf
2) Benchmarking Canadian Traveller Perceptions of Domestic Travel Destinations and Experiences Report
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Relaxation, cost, and authenticity are top priorities for domestic visitors when travelling for leisure.

Top Priorities for Domestic Visitors Lesser Priorities for Domestic Visitors

Relaxation, cost and authenticity are highest
priorities when travelling for leislure.

Work/leisure combination, high-end shopping
and specialist activities are lesser priorities.

51 Relaxation and indulgence

ha
=

Wellness experiences such as forest bathing, visiting a spa or yoga Living in an indigenous community

Mostim porta nt
Least Important

s1 I,  ~ility to combine business and leisure
e

a4 — Shopping for high-end/luxury brands
e uthentcloca food

e Fshing and hunting
30 [I—— Authentic local culture

) . _ 36 _ Activities that include an element of risk such as mountaineering, rafting or trekking
36 _ Immersing yourself in nature (e.g. forest bathing, stargazing)
e e Miedtaton and yoga

— Hisorc site and museorms

3 e Winter sports such as skiing, snowshoeing and tubin
2o Physical activities such as hiking, canoeing and kayaking P e 3 g
» Nature and wildiife 29 I Entertainment experiences such as visiting casines or nightlife

. > ;

25 I Good shopping pes
25 _ Entertainment experiences such as visiting casinos or nightlife = _ Wellness experiences such as forest bathing, visiting 2 spa or yoga
2 Concerts and musical festivals 2 [ Indigenous crafts casinos or nightlife
I Folk festivals and events 2« [ Good shopping
2 I City life 2« I City life
= Camping 2« [ Camping

N

Luxury hotels and spas

Source:
t P 3 1 1) https://open.alberta.calataset/475d13ab51840bbb0be355fa4 3f3b7 9/resource/8 1ebaft®801-4a9 78 1fd-42f9695ed 12 6/download/jgiourisnrin-albertatotal-alberta2019. pdf 68
2) Benchmarking Canadian Traveller Perceptions of Domestic Travel Destinations and Experiences Report
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Overseas visitors spend an average of 13.4 nightsin Alberta, compared to 5.2 nights from US visitors.

Avg. Trip Duration in Alberta (Days) Average length of overnight stays for KEY IMPLICATIONS
domestic visitors
Mexico

- China = i . . 0.

" = m Germany number of person nights A The average length of stay for international visitors to

10 sy s e 13.4 Alberta was 14 days in 2019. This corresponds with the

. II I oo 52 japan average trip duration of visitors travelling to Canada.

mUS
0 i~ . AaSEAO2 A& !'foSNIIFQa &avYl ff
- average, Mexicans spend the most time in Alberta.
50 4.1 : A The average length of time that domestic visitors spend

Avg. Trip Duration in Canada (Days) I in Alberta is 6.3 person nights.

) B China Alberta Other u.s. Overseas

7 J:‘): Canada
- M France
< 16.1 140 136 M Germany
— 11 ﬂ g3 . U'<
10 -
4.0 W uUs
| | [
2019
Source:
t P 3 1 1) https:/findustry.travelalberta.com/research/tourisandicators/visitorcharacteristics 69
2) https://open.alberta.cilataset/475d13a551840bbb0be355fa43f3b79/resource/8 lebaft’B801-4a9 78 1fd-42f96 95ed 12 6/download/jeourism-in-albertatotal-alberta2019. pdf
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HIGHVALUE PERSONAS: ALBERTA ¥_) Drumheller

UNCOVER WONDER

Curious Adventurers and Hotspot Hunters are the two primary types efaligd personas that visit Alberta.

CURIOUS ADVENTURERS HOTSPOT HUNTERS

For Curious Adventurers, travel is about getting a different perspective on the worl
¢CKSEeQNB SYSNHAI SR 0eé SELX 2NAY3 yS§
destination through its landscapes, authentic culture and the people they meet.

For Hotspot Hunters, travel is about achievement and accomplishment. They wan
visit the top attractions, take partin oref-a-kind experiences and connect with local
SELISNI&P ¢KSEQNB RNAGSY G2 YI1S (GKS
stories and memories as possihi@nd they plan accordingly, leaving little to chance
and deprioritizing sleep.

SpontaneousandopefA Y RSRX (G KS@ QNB FdzSftft SR 0@
knowing that organic moments can provide their best experiences. They are thoug
planners, investing time before their trip to help forge deeper connections with a pl

ﬁ Age: 40¢ 55 \ ﬁ Age: 30-45 \
A Gender: Equal A Gender: Femaleled
A Alberta Interests: Mountains, Cities, Rural, Open to all seasons, but most interested A Alberta Interests: Mountains, Cities, Open to all seasons, but more open to wintef
in summer than Curious Adventurers
A Lifestyle: A Lifestyle:
A Look for opportunities to learn. A Sports fans and avid investors.
A Spend more on outdoor excursions, home entertainment and technology. A Spend more on higprofile activities such as live concerts, museums and
A Markets: Alberta, Canada, US, UK, Germany, Japan sporting events.
A Research: Experiential A Markets: Alberta, Canada, US, UK, Mexico, China
A Scheduling: Allowing space A Research: Logistical
A Local Experiences: Organic A Scheduling: Tightly Planned
A aSRAIF 1 FToAGAaY | St @& a20Alf YSRAI dzASNHAE3Y Adziloc& ExpeiencesICdrated NS 3 dzAf | NI 8d ! AR fAaAGSYSNAE 27
A podcasts and music streaming sites, and regular blog readers. A Media Habits: Heavy social media users, particularly Instagram and LinkedIn, posting
Q Actively avoid advertising on social. / and engaging regularly. More receptive to advertising on social. /

t P 3 1 Sourcehttps://industry travelalberta.com/resources/brard nd-marketing/albertaultimate-travellers 70
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TOP DESTINATIONS: ALBERTA

nBravel h “
rumnelier
'dUNCOVER WONDER

An opportunity exists to increase interest for visitors living in Alberta and neighbouring provinces.

31

Interest is highest in visiting well-known Rockies destinations in Alberta.

Canmore-Kananaskis

Calgary

Edmonton

[ Drumheller

40

Red Deer

Lethbridge 12

-9
=y
f -9
=

Medicine Hat 12

8
&

Bonnyville 8 34

. Interested

. On the fence . Mot interested

-}

Alberta Ratings of Travellers Living in Alberta and Neighbouring Provinces
Banff
lasper 7 a7
Lake Louise 36

[ ]

Source: Benchmarking Canadian Traveller Perceptions of Domestic Travel Destinations and Experiences Report
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PRIMARY TOURISM CHANNELS *_J Drumheller

UNCOVER WONDER

Personal referrals, social media, and print are the primary sources of inspiration for domestic travellers while
travel sites are favoured by domestic visitors for making bookings.

Personal referrals are top inspiration sources for choosing destination. Online travel sites like Expedia are key for making bookings.
Destination Selection
Booking
7 Referrals And Recommendations 12 |l Travel Sections, Newspaper
s2 [N Friends 7 1 Other Magazine s I Online Travel Sites 2 i Hatwire
12 [l Travel Agents/Tour Operators 2 R Television a0 - Expedia 7 I Lestminute.com
10 Influencers | Follow 31 [l Travel Shows = - Baoking.com e - Hotel/Resort Website
so [ Social Media Channels 17 [l Specialty Channels/Features = . Trivago ¥ Il Google Search
31 Facebook 2z 1N Destination Websites 15 W Travelocity 3 Destination Websites
30 N YouTube 3 [ Hotel/Resort Website s Kayak = Airline Website
2= Instagram 22 1l Travel Review Sites - Trip Advisor 4 N Omnline Travel Deal Sites 15 Travel Agents/Tour Operators
10 0 Tiktok 22 Media Influencers | Travel Review Sives - Trip Achvisor EA | E-Newsletter | Subscribe To
10 B Pinterest 2 Travel Bloggers 15 1 Groupon 6 Cther
s | Twitter 13 i Lifestyle Bloggers 12 B Priceline
z i Snapchat 12 Airline Website
& I Reddit 1 I} Travel Magazine Website
s2 [ Print 10 i Travel Mobile Apps
22 I Travel Guidebooks s | E-Newsletter | Subscribe To
2= Travel Magazine

t P 3 1 Source: Benchmarking Canadian Traveller Perceptions of Domestic Travel Destinations and Experiences Report 72
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DRUMHELLER DESTINATION BRAND ™ 4

UNCOVER WONDER

The Travel Drumheller brand is centred around dinosaurs, palaeontology, and unique natural assets.

t ° 3 1 Source: Travel Drumheller 73
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TRAVEL DRUMHELLER WEBSITE

n Travel
- Drumheller

UNCOVER WONDER

The Travel Drumheller website reflects a consistent brand message for visitors.

A
Make the most of your visit to the Dinosaur Capital of the world with thése travel offers.
Uncover Travel Offers

[Timion : ~ Toweringhigh bovethe Drumhellr Valy, Tya
¥ I N ur offers visitors a

S visitor

s Besach g ation of the history of the

heller Valley at the fabulous Barneys
Visitors can climb 106 stairs inside the dinosaur to 4 i

TRAVEL DRUMHELLER EVENTS

Explora

t ° 3 1 Source: Travel Drumheller website

KEY IMPLICATIONS

A The Travel Drumheller website positions Drumheller as a
region with plenty to offer visitorsamusement parks,
dinosaur adventures, museums and historic sites, natural
attractions, performing arts, sports, and recreation.

A The website provides visitors useful resources such as
travel tips, an events calendar, hiking trail maps, travel
itineraries and links to guided tours and accommodations
in Drumheller.

A The website utilizes imagery of dinosaurs, Drumheller,
regional hot spots, and natural attractions to show visitors
what the region has on offer.

74
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