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Executive Summary: 
 
In the 2015 Canmore sector Based Economic Growth Strategy conducted on behalf of CBT by Rollo & 
Associates, Creative, Culture & Multimedia was identified as a high-potential growth sector for 
Canmore. 
 
 

Creative, Culture & Multimedia Sector 
Revenues (2014) $12,385,000.00 
Businesses (2014) 90 
Employees (2014) 100 
Business Growth Rate (2009-14) 73% 
LQ (based on # of employees) 1.2 

(Source: Appendix II) 
 

Arts and Culture is unquestionably a major pillar of Canmore’s identity, and has been strongly 
identified as such through both development of community infrastructure and through published 
documentation including Mining the Future (2006), the Sustainable Economic Development and 
Tourism Strategy (2009) and the Canmore Community Brand project (2012).   
 
The Canmore Sector-Based Economic Growth Strategy report has identified the Creative, Cultural and 
Multimedia sector having a significant industry cluster with a Location Quotient (LQ) of 2.4, indicating a 
very high concentration of businesses relative to the rest of the province.   
 
Prior to the Rollo & Associates report, CBT had started to engage with Creative, Cultural and 
Multimedia sector to explore potential for a business-led arts and culture festival. While these 
discussions will be ongoing, the identification of Creative Culture & Multimedia as a target growth 
sector will focus on overall development of the industry. 
 
One of the largest barriers to growth is the sector is lack of affordable housing and high cost of living in 
Canmore.  Working collaboratively with the Town of Canmore and the business community, CBT will 
assist in finding the right solution to affordable housing.  Other barriers include the high cost of leasing 
space in Canmore and the lack of broadband Internet service in the community, which in turn is 
proving difficult to attract and retain multimedia businesses in Canmore. 
 
Methodology: 
 
Sector Analysis is a mechanism which gives immediate insight into Canmore’s economic sectors, 
allowing for early implementation of sector development plans instead of waiting for results from a 
long-term, ongoing Business Retention and Expansion (BRE) process.  
 
Canmore Business and Tourism’s 2015-2020 Strategic Plan outlines the sector analysis process as 
being a combination of qualitative and quantitative research. Qualitative information is gained through 
interviews within each sector centered on three questions – what are the challenges; what is the low 
hanging fruit, and what is the vision within each industry. This is overlaid with quantitative 
measurement of the sector – size and growth rate (both in terms of revenue and employment) as well 
as relative potential for ROI.  
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The resulting analysis provides the framework for future sector development planning including 
identification of opportunities and strategies to stimulate economic growth. Primary focus will be 
growth from within – development of existing business clusters within the economy. This will be 
supported by an ongoing BRE process, which will continually evaluate the overall health of the sector 
as well as identifying risks and opportunities. Where there is new opportunity or a gap identified in the 
marketplace, Business Investment Attraction (BIA) strategies will be employed to help bring resources 
or new businesses to the sector from outside Canmore. 
 
Canmore sector Based Economic Growth Strategy, conducted in 2015 on behalf of CBT by Rollo & 
Associates (and due for full submission to Council in January 2016), is a baseline Sector Analysis of 
Canmore’s whole economy. The report examined the local labour force and business patterns and 
provided insight into Canmore’s economic sector strengths based on labour force skills and business 
composition. Knowledge of these strengths is essential to understanding which sectors have the 
potential for growth through investment and support by the town and key stakeholders.  
 
The labour force and business patterns review and analysis conducted in the study look at the number 
of employees/businesses (where applicable), percentage growth rate and Location Quotient (LQ) for 
each cluster. The LQ value for the labour force analysis measures the skillsets of the local residents 
relative to the benchmark jurisdiction (in this case, the Province of Alberta). The LQ value for the 
business patterns analysis measures the composition of businesses in Canmore, again relative to the 
Alberta benchmark. Clusters with high LQs are those where Canmore is deemed to have a relative 
advantage compared to other municipalities.  

• LQ>1.25 suggests a relatively high concentration of people or businesses in Canmore 
compared to the province  

• LQ >0.75 and 1.25 suggests a relatively average concentration   
• LA<0.75 suggests a relatively low concentration   

While high LQs may not necessarily be a sign that a particular industry or sector is poised for 
future growth, (past success does not guarantee future performance), use of the LQ methodology 
has proven effective in many jurisdictions as part of their economic sector review in identifying 
sectors where a competitive advantage does exist. Targeted efforts aimed at those sectors can 
help to compound that advantage and achieve robust sector growth.  
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Creative, Culture & Multimedia Background information: 

“The creative economy – which includes audio-visual products, design, new media, performing 
arts, publishing and visual arts – is not only one of the most rapidly growing sectors of the 
world economy, it is also a highly transformative one in terms of income generation, job 
creation and export earnings.  
 
While creating jobs, creative economy contributes to the overall well-being of communities, 
individual self-esteem and quality of life, thus achieving inclusive and sustainable 
development.” 

Source:  
“Widening Local Development Pathways”,  

Co-published by UNESCO and the United Nations Development Program 
 
 
Arts and Culture is a clearly identified and important pillar of Canmore’s community, not just as a 
contributor to healthy lifestyle, but also as a potential economic driver. Opportunities identified in 
previous Town of Canmore documentation include: 
 

“Evolution of Canmore as artist / culture centre – inspiration for culture and the arts; 
emergence of artistic community – cooperatives – centre for the arts.” 

Source:  
Mining the Future (2006)  

 
“Knowledge-based & Arts Sector: to harness and mine our complement of knowledge-based 
specialists and leverage their expertise and magnetism to build sustainable groups of practice, 
which support our economic development drivers.” 

Source:  
Sustainable Economic Development and Tourism Strategy (2009)  

 
 
While Arts & Culture by its very nature is not always business-driven, the continued growth of the 
industry in Canmore and the opening of artsPlace in the downtown core in in September 2015 mean 
there is a strong base for development, and the identification of Creative, Culture & Multimedia as a 
specific high-potential economic sector helps to create a roadmap forward.  
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ECONOMIC SECTOR ANALYSIS: 
CREATIVE, CULTURE & MULTIMEDIA 

 
Qualitative Research: 
 
Question 1: What challenges are preventing growth? 
 

• Affordable housing and high cost of living – considering the low average wage of the arts 
sector. Some creative residents are already moving to more affordable communities to 
continue their artistic endeavors.   

 
• Attracting and retaining suitable cultural employees would need to be investigated due to the 

generally low wages in this sector. 
 

• Leasing costs are very expensive in Canmore resulting in most creative working in isolation 
and tending to be less visible to the community. 
 

• Lack of broadband to attract and retain businesses. 
 

• Perception that creative and marketing development work should be cheap. The mind-set of 
the Canmore community and/or the sector’s internal or external customers will need to change 
to reflect that local artisans should be highly valued – moving from “homemade and 
handmade”.  

 

Question 2: What is the low-hanging fruit? 

Canmore’s Sustainable Economic Development Tourism Strategy (2010) recommended in one of the 
seven strategic imperatives to “harness and mine our complement of knowledge-based specialists and 
leverage their expertise and magnetism to build sustainable groups of practice that support our 
economic development drivers”. 
 
CBT had originally considered an arts and culture festival in October 2015 for three reasons; 1) the 
opportunity to bring together a number of pre-existing and new events within the arts and culture 
community that could be marketed under one event umbrella to create maximum awareness, vibrancy 
and attendance; 2) the opportunity to target “shoulder season” periods with new economic drivers (late 
October is a time local businesses need additional support); and 3) the success of Canmore Uncorked 
provides a model that can be adapted to the Arts & Culture Community. 
 
CBT will engage with the specific Creative, Culture & Multimedia sector early in 2016 to get a better 
understanding of what low-hanging fruit is in reach of these businesses.  
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Question 3: What is the long-term potential? 
 

• Creative, Cultural & Multimedia Hub 
o artsPlace opened in 2015 and is becoming the arts’ community space – there is 

opportunity to leverage this facility  
 

• Develop a Cultural and Multimedia Institute 
 

• As per the Sustainable Economic Development Tourism Strategy (2010), it was suggested that 
Canmore partner with Aboriginal/First Nations to enrich Canmore’s story – history, spiritual 
stories of the region. 

 
• Film opportunities 

o Build stronger relationships with Alberta Film Commission 
 

• Development of Broadband will retain and attract new businesses to Canmore.  Much like Olds 
Institute in order to attract multimedia, Canmore will need to develop broadband (needed for 
gaming design etc.).  
  

 
Quantitative Research: 
 
Question 1: How big is the sector? 
 

 
 

Source:   Canmore Sector-Based Economic Growth Strategy, prepared by Rollo & Associates, 2015 
 
The sector is showing interesting signs of strong absolute and relative growth.  Initial sector 
challenges include affordable housing and cost of living, cost of leasing space in Canmore and lack of 
broadband to attract and retain businesses.  The revenue volume by this sector to the Town of 
Canmore is $12,385,000.00 (representing 1% of Canmore’s revenue) with 90 businesses 
employing 100 employees. 

(Source Appendix II) 
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Question 2: What is the rate of growth or contraction? 
 

 

Business Patterns Sector Performance: (Source Appendix II) 
Sector # of businesses 

(2009) 
# of businesses 

(2014) 
% growth LQ vs. AB 

(2009) 
LQ vs. AB 

(2014) 
LQ 

growth 
Creative, 
Cultural & 
Multimedia 

 
52 

 
90 

 
73% 

 
2.0 

 
2.4 

 
0.4 

 
Labour Force Sector Performance (2011): (Source Appendix II) 

Sector LQ (2011) Employees 
Creative, Cultural 
and Multimedia 

1.2 100 

 
Reference Table: Location Quotient (LQ) 

• LQ >1.25 suggests a relatively high concentration of people or businesses in Canmore compared to the province  
• LQ >0.75 and 1.25 suggests a relatively average concentration   
• LQ <0.75 suggests a relatively low concentration 

 
Question 3: What is the relative potential for ROI? 
 
Cultural & Multimedia sector experienced robust 5-year growth (73% increase in number of 
businesses), and achieved very positive relative growth (2.4 LQ).  

(Source Appendix II) 
From this strong baseline, quantification of potential ROI will be continued in 2016. 
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Recommended Next Steps (Creative, Culture & Multimedia Sector, 2016): 
 

Strategy Phase Timeframe Activity 

Business 
Retention & 
Expansion 

Initial Jan-Mar 
2016 

Collect and Capture Data (confidential) for 
businesses in the Creative, Culture & 
Multimedia Sector 

Ongoing Mar-Dec 
2016 

Utilize Executive Pulse software to create a 
dynamic sector database and aggregate data 
to make comparisons within the sector, 
between sectors, and versus industry 
standards to identify opportunities 

Sector 
Development Ongoing Jan-Dec 

2016 

Operate monthly sector workshop forums to 
network within sector and identify opportunities 
for advocacy and/or incubation 

Business 
Investment 
Attraction 

Community 
Profile 

Jan-May 
2016 

Develop content for Canmore Business 
Website which includes, Current 
demographics, Investment Report builder, Site 
Selector Services, Land Use information, Cost 
of Doing Business, Community Plan, Zoning 
Bylaws 

Ongoing Jan-Dec 
2016 

Work with Council and business community to 
mitigate/eliminate the barriers to Canmore’s 
economy, including affordable housing and 
attraction and retention of talent 

 
1. Rationale for conducting a Business, Retention and Expansion (BR+E) Program: 

Business Retention and Expansion (BR+E) is a structured action-oriented, community-
based approach to business and economic development. It promotes job growth by 
helping communities learn about issues as well as opportunities for local businesses and 
sets priorities for initiatives to address their needs. 
 
Short-term goals of BR+E 

• Build and improve relations with existing businesses 
• Build capacity within the community and strengthen relationships between organizations 
• Identify the positive and challenging attributes of the community as a place to do business 
• Identify and address immediate concerns and issues of individual businesses through an 

assessment and referral process 
• Collect business and market data to support economic development planning 
• Establish and implement a strategic action plan to support existing businesses 

 
Long-term goals for BR+E  

• Increase the competitiveness of existing businesses 
• Enable business development, investment and job creation 
• Foster and enhance the environment for business development 

Source: BR+E 
Province of Ontario 

Ministry of Agriculture, Food & Rural Affairs 
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2. Rationale for preparing a Community Profile 
 

A community profile is usually the first piece of information that an industrial firm (prospect) or 
a site-location consultant will obtain regarding a community's potential suitability as a location 
for an industrial facility. The community profile is used to accomplish the following steps in the 
site-selection process.  
 
1) The firm or their consultant requests community and site profiles for each viable community 
within the geographic area of the site search.  
2) Information provided through the community profiles will then be reviewed to determine 
which communities the industrial firm wishes to include in the initial pool of potential project 
locations.  
 
The information in the community profile is used by the prospect to assess the impact of doing 
business in a particular community, based on various factors important to the firm. Those local 
officials who have prepared an informative, concise, and clear community profile can only 
increase their vicinity's potential of being selected by the prospect for additional review. The 
following suggestions are made in an effort to assist community leaders in thinking through the 
creation of their community profile.  
 

Source: Developing a Community Profile: Myra Moss Bill Grunkemeyer 
 

3. Rationale for conducting a Business Investment Attraction Program (BIA) 
 
An investment attraction strategy is typically a component of an economic development 
strategy.   Much of the work done in preparing the economic development strategy, such as 
the economic base analysis and assessment of community assets, is also helpful in preparing 
your investment attraction strategy.  The purpose of undertaking the investment attraction 
strategy is to develop a well-conceived strategic plan for attracting business and investment, 
based on a clear set of goals and objectives that can be achieved by implementing carefully 
thought out strategies and tactics.  
 
 

Source: Preparing an Investment Attraction Strategy,  
Province of British Columbia, Ministry of Jobs, Tourism & Skilled Training 

 
 
Businesses and Site Selectors top two qualifying requirements when looking to relocate to a 
new community are: 

1. access to housing; and  
2. Access to talent.  

Source:  IEDC:  Live from Anchorage: Trends in Site Selection 
 

It must be noted that barriers to the economy, such as affordable housing, need to be 
assessed for risk when developing a BIA strategy for Canmore.   
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APPENDIX I: 
 

Additional opportunities through connection with  
existing economic drivers 

 
 
While this document looks at the Creative, Culture & Multimedia sector as stand-alone, it is important 
to understand that Canmore’s holistic economy presents additional opportunities when multiple 
sectors integrate to support each other.   
 
Various reports and studies indicate that Creative, Culture & Multimedia sector can easily integrate by 
using its current customer spend through the development of Arts & Culture tourism. 
 
CBT recently commissioned a Tourism study to understand the opportunities, one of which was 
identified as Cultural Tourism.  (Source: Summary of Tourism Market Segmentation Research, Aspire 
Strategic – November, 2015) 
 
 
Drivers, attributes & demographics: 
 
12 characteristics of the cultural tourist  
 

1. Highly motivated by the benefits of cultural travel  
2. Looking for a “Meaningful Personal Experience”   

i.e. volunteer tourism, culinary tourism, and golf tourism - Canmore-specific alignment  
3.  Has a higher propensity to ‘explore’ - Canmore-specific alignment 
4.  Seeks a total ‘experience’ that includes cultural landscapes, cityscapes and townscapes - 

Canmore specific alignment 
5.  Is motivated by high impact ‘time specific’ cultural events, such as blockbusters and festivals - 

Canmore-specific alignment 
6. Cares about environmental, economic and cultural sustainability - Canmore-specific 

alignment 
7. Is increasingly ‘worldly’ - Canmore-specific alignment 
8. Takes frequent short trips (getaway holidays) 
9. Uses the Internet to identify where and how to travel  
10. Can be of any age  
11. Has a higher level of education than others tourists  
12. Spends more money at their destination  

Source: Ontario Cultural and Heritage Tourism Product Research Paper 2009 
 
“Alberta saw the greatest growth in consumer arts spending, both on cultural goods and services and 
other products and services. Among 12 metropolitan areas, Calgary and Saskatoon have the highest 
per capita consumer spending on cultural goods and services.”             

Source: Consumer Spending on Culture in Canada 2008 
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“Overall, Canadian tourists account for 65% of all cultural tourist spending.” 
Source: The Economic Impacts of Cultural and Sport Tourism in Canada 2007  

 
The percentage of people who travel specifically for arts and culture – i.e., where arts and culture are 
demand generators- is increasing. 
“Cultural tourists generated $5.1 billion of economic activity in Canada, over 110,000 full-time jobs, 
and $419 million in government taxes (does not include income taxes).”  

Source: The Economic Impacts of Cultural and Sport Tourism in Canada 2007 (Canadian Heritage 2011) 
 

 
Opportunities: 
 

• Aboriginal Tourism:  
o Pursue Aboriginal partnerships (Stoney Nakoda First Nation and local Metis community 

members) to retain and attract Aboriginal tourism 
§ Aboriginal Tours / Retreats 

 
o “The profile of tourists interested in Aboriginal tourism products is similar to that of the 

ecotourist.” 
Source: The Economic Impacts of Cultural and Sport Tourism in Canada 2007                              (Canadian Heritage 

2011) 
• Historic Tourism: 

o i.e.: mining 
o Historic sites represented 4.1 million overnight trips or 10% of the 42.8 million 

overnight trips in the province over the year 
 

• Museums/art galleries and arts performances saw 3.4 million and 3.3 million visitors, 
respectively, or 8% each   - Canmore-specific alignment  
 

• “Festivals and fairs attracted 2.1 million or 5% of all overnight tourists” - Canmore-specific 
alignment 

Source:  Ontario Arts and Culture Tourism Profile, Ontario Arts Council 2012 
 

• Ecotourism:  
o Started by the environmental movement in the 1970s, Ecotourism is broadly defined 

as low impact travel to endangered and often undisturbed locations.  Opportunities 
include interpretive guided walks or hikes, horseback riding tour, canoeing and 
kayaking paddling trips, mountain biking, and birdwatching expeditions are popular 
ways to experience nature while going easy on the delicate ecosystems in and 
around Canmore. 

 
 

• Mountain Heritage/Culture 
o Mountain Culture Museums 
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APPENDIX II: 
 

Data Sources in support of  
Canmore Business & Tourism’s   

Creative, Culture & Multimedia Sector Analysis 
 

1. Source for Employment estimates:  
 infoCanada business database, July 2015 

 
2. Source for Revenue estimates: 

 infoCanada business database, July 2015 
 

3. Source for Labour force data: 
Statistics Canada, 2011 National Household Survey, Catalogue no. 99-012-2011060 Statistics 
Canada, 2006 Census of Population, Catalogue no. 97-559-XCB2006009 

 
4. Source for Business patterns data:  

Statistics Canada, Canadian Business Patterns, establishment counts, employment size and 
North American Industry Classification System.2009 & 2014.  Accessed through the 
Community Data Program. 
 

 
 


