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I. EXECUTIVE SUMMARY 
From an economic development perspective, communities typically pursue economic development to achieve any or all of: 
investment attraction; economic diversification; tourism promotion; strengthening of community identity and pride; and 
ability to compete more effectively against other communities. 

Based on Turner Valley’s specific context, a series of economic objectives can be expressed: quality of life enhancement; 
reduced commuter ratio; a better balanced ratio of residential and non-residential assessment; a healthier ratio of people 
who live and work in the community, low environmental impact/high positive community impact related to development; 
protection of geographic beauty; pursuit of focused heritage preservation; promotion of eco-friendly business 
development; economic diversity; and nurturing of sense of place. Most fundamentally, being like everywhere else is ill-
advised. The objective is to differentiate; people most strongly value heterogeneous not homogenous communities. 

The Town of Turner Valley Economic Development Plan – New Directions, is a Plan that will establish a new pathway for 
economic and community development for the Town of Turner Valley. The Plan represents a synthesis of existing 
community plans while being a reflection of an honest assessment of market context. 

The Plan is structured in six segments that represent economic development building blocks: 

o Economic Profile – including assessment of restrictions and opportunities. 
o Key Performance Target – a calculation of a non-residential assessment target. 
o Strategic Positioning – including vision, a development framework, a land use framework, a green strategy, and 

infrastructure capacity considerations. 
o Targeting – a target strategy and target sectors. 
o Community Brand – a brand strategy and development framework. 
o Plan Implementation – performance metrics and marketing tactics. 

Turner Valley’s economic development challenge is threefold: 1) the pipeline vestige of the historical oil and gas industry 
has in essence frozen (environmental concerns) 18% of Turner Valley’s land area in the heart of the community for 
development; 2) Turner Valley has a relatively (compared to other Alberta Town-status communities) low commercial 
assessment ratio – which in essence starves ability to pay for services/amenities that enhance quality of life and quality of 
place needed to attract investment. This vicious cycle can lead to a downward economic spiral; and 3) in terms of economic 
role, an immediately adjacent community (Black Diamond) and an emergent major sub-regional service centre (Okotoks) 
have cut-off a more traditional commercial services economic development path, requiring re-positioning to establish a 
niche role within the Region.   

Turner Valley’s Economic Development Plan is a niche strategy that recognizes limitations, existing dynamic in the 
community, and future desire and values expressed in municipal documentation. At its heart, a major milestone of the Plan 
is the measurement of residential/non-residential assessment ratio, establishment of a target assessment ratio, and 
calculation of commercial/industrial land supply needed to reach a target assessment ratio. This work quantifiably 
establishes Turner Valley’s need for more commercial/industrial land than has been accommodated in its planning 
framework. This conclusion shapes a fundamental reconsideration of vision, land development, and sub-regional 
community collaboration. A bolder development vision (‘Green to the Core’) in tandem with a six pillar development 
framework forms the nucleus of the Economic Development Plan. This framework articulates a more integrated, singular, 
and compelling story of Turner Valley’s forward looking horizon line. 

The Economic Development Plan has been extended by expression of a Brand Strategy. Brand is not just a product of 
perception of beauty of a physical community, but the quality and creativity of the human experience we paint on the 
geographic palette. Turner Valley’s brand strategy capitalizes on two competitive strengths: 1) an increasingly westward 
leaning brand experience that leverages proximity to Kananaskis Country; and 2) a small but expressive creative and 
cultural nucleus. These symbiotic experiences appeal to those who want to ‘Get Back to Nature’ with reconnection to the 
mystique of the Rockies in a community that is pursuing a greener vision, and nurture Turner Valley’s effort to be a ‘Re-
Create’ community focused on outdoor recreation and enabling of imaginations that re-create in visual, musical, idea 
generation, and other creative form.  
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This Plan holistically pursues a more economically sustainable path for Turner Valley. In constructing that framework, this 
Plan makes recommendations regarding land use growth pattern that diverges from the content of the Turner Valley 
Municipal Development Plan (MDP) and the Intermunicipal Development Plan (IDP) with the M.D. of Foothills. This Plan 
therefore generates a need to open a collaborative dialogue with the M.D. of Foothills and otherwise make adjustments to 
the MDP and IDP to ensure alignment between all guiding policy documents. 

Resolution of critical and longstanding industrial legacy issues in creative ways will put the community on a new trajectory 
of prosperity. In articulating a bold and integrated vision, this Plan is an enabler that allows Turner Valley to step into 
opportunity.  
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II. ECONOMIC PROFILE 

A. LOCATION 

The Town of Turner Valley is located in the Municipal District of Foothills, at the foot of the Rocky Mountains and abutting 
Kananaskis Country, approximately 55 km southwest of Calgary on Highway 22. Driving times: Black Diamond - 5 minutes, 
Okotoks (15 minutes - Highway 7), south Calgary - 30 minutes, High River - 30 minutes. Turner Valley’s location places it on 
the outside margin of the Calgary Region commutershed, which poses both limitation (population growth) and opportunity 
(maintenance of uniqueness). 

B. DEMOGRAPHY 

Population growth rate has exceeded the provincial average for three federal census periods since 1996, but the gap has 
narrowed in the most recent five year period to 2011: 

 Growth rate - 1996 to 2006 - 25% (20.9% - Alberta). 

 Growth rate - 2001 to 2006 - 18.7% (10.6% - Alberta).  

 Growth rate - 2006 to 2011 - 13.6% (10.8% - Alberta).  
 

 
Figure 1 - 2011 Census of Canada 

 
Population growth has lagged Black Diamond in the most recent federal census period to 2011. Anecdotally, one might 
consider closer proximity to Okotoks, the Calgary Region commutershed, and modestly more commercial services than 
Turner Valley, as reasons for this divergence.  
 

 
 
Figure 2 –Population,  2011 Census of Canada    Figure 3 – Age Structure, 2011 Census of Canada 
 

Turner Valley’s population (2011) is aging roughly in proportion to Alberta’s trendline. Median age (2011) is 4.5 years older 
than the median Alberta age. Exceptions are a slightly faster than average decline of the 0-19 age group and a slightly faster 
increase in the 65+ population. In general, rising numbers of children are a sign of a family rearing community of choice, 
while the meat and potatoes of the investment/entrepreneur market are roughly age 30-55. A skewing of the Turner Valley 
population toward an older demographic is a modest, but not as yet serious economic development issue. 
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C. LABOUR FORCE  

Structure of Current Economy 

Agriculture, oil and gas, tourism, commercial services. 

Turner Valley Workforce Composition – By Occupation 

 

Compared to Alberta averages, Turner Valley has proportionately more people working in trades, transport and equipment 
operators (+5%), and has proportionately fewer people working in natural and applied sciences and primary industry. The 
remaining occupational groupings are close to average. 
  
Of note specific to Turner Valley vision setting, the proportion of the workforce employed in Art, Culture, Recreation and 
Sport is 3.8%, 1.5% higher than the provincial average. That being said, the sector has a small presence in the community 
(40 people). Facts may not fully reveal the arts and culture opportunity. Many artists and ‘creative people’ have a primary 
occupation in other sectors of the economy and therefore brand-building specific to arts and culture may accelerate 
attraction of creative people on a part-time or full-time basis, and accelerate transition of part-time arts and culture income 
earners to more full-time function. 
 
Turner Valley       Alberta 
 

  
 

Figure 4 – Labour Force by Occupation, 2006 Census of Canada 

 
Turner Valley Workforce Composition – By Industry 
 
Compared to Alberta averages, Turner Valley has proportionately more people working in construction (+5%), and has 
proportionately fewer people working in finance and real estate (-2.1%). The remaining industry groupings are close to 
average. It’s important to note that Business and Other Services together constitute 37% of the Turner Valley employment 
base. More information on this sector is provided in Appendix 4. 
 

Turner Valley       Alberta 
 

  
 

Figure 5 – Labour Force by Industry, 2006 Census of Canada  
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Other Workforce Characteristics 

o Median household income is 12% below provincial average – 2006. This is a limiting factor for consideration of 
expansion of commercial services. 

o 10.7% of the labour force works from home (2006), above an 8.9% Alberta average. (4.7% Black Diamond, 7.2% 
Okotoks). This is a key economic development opportunity to exploit given Turner Valley’s value proposition and 
relative location in the Calgary Region. 

o 27% of the labour force works in Turner Valley, well below the Alberta average of 67% (24% Black Diamond, 35% 
Okotoks). This is a limiting factor for expansion of commercial services, and is generally a ratio that economic 
development should seek to improve over time. 

o 18% of the labour force has no fixed work address (13% in Alberta) – which is generally characteristic of 
construction and transportation sectors. Not surprisingly, Turner Valley’s labour force reflects a more trades-
oriented profile, as seen in education levels that are above provincial average in trade certificates/diplomas, and 
under provincial average in university degrees.  

 

 

 

 

 

 

 

                Figure 6 – Education Levels, 2006 Census of Canada 
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III. SETTING A KEY PERFORMANCE TARGET 
A core economic development objective is to expand the non-residential assessment base. A higher non-residential 
assessment ratio is generally desired by communities for three reasons: 1) increased ability to pay for services/amenities 
that in turn create a self-sustaining cycle of community investment; 2) wise municipal fiscal management; and 3) local 
employment has a number of positive ramifications, including but not limited to community self-sufficiency, reduced 
commuter ratio, increased community safety, and increased corporate support for community initiatives/events. 

An average Alberta Town Assessment Ratio was calculated (Src: Alberta Municipal Affairs, 2011, See Appendix 2) as follows: 
 

 80% residential / 20% non-residential. 
 

Turner Valley’s current assessment ratio is: 
 

 92% residential / 8% non-residential. 
 

A target for Turner Valley is established as follows: 
 

 85% residential / 15% non-residential. 
 
A lower than provincial average target ratio acknowledges constraints related to presence of Black Diamond and Okotoks as 
established commercial service centres, and yet remains ambitious. 
 
To reach this target, and using a small number of assumptions, a calculation of land commercial/industrial land required to 
achieve a target assessment ratio at build out to current boundary was calculated (See Appendix 1): 
 
To reach an 85/15 ratio: 
 

 There is a 55 acre commercial/industrial land deficiency that is not accounted for in existing municipal 
documentation. 

 
To reach an average Alberta Town target (80/20): 
 

 There is a 90 acre commercial/industrial land deficiency that is not accounted for in existing municipal 
documentation. 

This conclusion, and pursuit of both a target assessment ratio and closing of the deficiency via identification of suitable 
(based on market forces and minimization of land restrictions) land to achieve the target, shapes a fundamental 
reconsideration of vision, land development, and sub-regional community collaboration: 
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A. ASSESSMENT TARGET COMPLICATIONS 

1. Figure 4 of the Municipal Development Plan, 2012 does not show expansion land for commercial and/or industrial 
development aside from some very modest transitional lands on the west edge of the existing ‘Mainstreet’ corridor. 

a) There is inadequate commercial/industrial land supply to address any kind of non-residential assessment target that 
diverges from the downward trend in assessment ratio projected based on lack of new commercial/industrial land use 
identified in the MDP. 

 

Figure 7 - Turner Valley Municipal Development Plan Figure 4, 2012 

2. The Intermunicipal Development Plan (M.D. of Foothills) identifies northward and southward expansion zones for the 
Town of Turner Valley that: 

a) Has such considerable pipeline restriction vis a vis the only logical expansion of the commercial core to the north that the 
Town should not pursue development of said land. 

b) Does not identify lands that are more amenable to commercial/industrial market need/desires (i.e. visibility, more major 
highway access). 

 

Figure 8 - Intermunicipal Development Plan, M.D. of Foothills.             Figure 9 – Development Restrictions – north blue hatched ¼ section. 
Blue hatching – future urban growth area, Blue dotted – referral area    
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3. Municipal mapping of undeveloped Turner Valley lands reveals a number of complications: 

 The current municipal boundary can 
accommodate +- 20 years of population 
growth at the current (average of last 15 
years) growth rate. As a matter of 
contiguous growth (good land use) this is 
a restriction on securing 
industrial/commercial land supply given 
there is reasonably ample land supply 
within the current boundary. 

 18.2% of developed land area is currently 
frozen (Conoco/Gas Plant) – very likely 
the highest ratio in Canada 

 Density is 4.43 people per developed 
residential acre (2011). The Calgary 
Metropolitan Plan, of which Turner Valley 
is a signatory, requires density of 8-10 
units per acre, double current density. 
This will pose a considerable challenge to 
the small town brand, and market 
need/demand determined by land 
developer(s) – and therefore has 
potential to restrict development. 

 Commercial/industrial land supply 
requirements are high enough for any 
form of ‘average’ non-residential 
assessment targeting that location for 
land supply need should be sought now. 

Figure 10 – Reserve/Industrial Lands, Src: Town of Turner Valley 

 Investment location/relocation decision making based in part on access and visibility makes any potential larger 
parcel commercial/industrial location within the current municipal boundary unsatisfactory for reasons including 
but not limited to major road access and development restrictions generated by the legacy oil industry. This fact 
requires bold land supply consideration, including but not limited to boundary expansion to Highway 7 and/or joint 
venture or other form of commercial/industrial partnership with the Town of Black Diamond.  
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IV. STRATEGIC POSITIONING 

A. PERSPECTIVE 

At its heart, government has three functions: 1) set a direction; 2) provide services people want; and 3) provide those 
services at a price people are willing to pay. Where governments tend to lag – because it’s difficult and moving beyond the 
lack of consensus that characterizes democracy requires very strong leadership – is in setting a direction with boldness and 
conviction. Innate tendency is to water down, to avoid quantifiable indicators of success, and to generate numerous forms 
of community plans in a manner that is incremental and evolutionary over very long periods of time. Said another way, 
being bold and transformative is hard work. As a result, most communities default to easier but less fruitful paths. 

In an economic development realm, we often position our communities as enablers. We work to generate a ‘positive 
business environment’ where we are ‘open for business.’ To do that we look primarily to competitive business costs, land 
availability, and permit processes. This is tried and true economic development and it still generally works. 

However, the ground is shifting underneath the foundations of economic and community development. The global 
economy is becoming increasingly footloose. Today’s western economies are increasingly tethered by the Internet, and 
driven by ideas generation.  

For all but the largest cities that can battle it out to attract today’s large multinational firms, we need to re-frame economic 
development to target the individual rather than the corporation – those who shop for communities of choice because 250 
years of economic geography has been broken by technology and transition to a knowledge economy. More footloose 
individuals (e.g. creative industries represent 17% of Calgary’s workforce) choose communities they live in for reasons both 
work and play. They seek quality of place (see Richard Florida’s breakthrough research related to Creative Industries) in 
locational decision making. Research has shown a definitive link between tourism visits and community relocation 
decisions. In seeking quality of place we can’t detach economic development from broader, more holistic pursuit of 
community development, where quality of place, culture, fiscal competitiveness, and our brand are all complementary, are 
‘parts of a whole,’ and all really matter. 

More broadly, people and investment is attracted by strong sense of vision. People want to love the community they live in, 
and want to be part of something progressive and special. That only comes from embracing new ideas, setting a direction, 
and having a measure of audacity of vision. Vision is a catalyst; economic development success moves well beyond 
enablement if vision is implemented effectively.  

If one is not convinced of the merits of the risk-reward of a more vision-based approach, two age-old economic 
development adages are: 1) that 80% of investment/economic development is generated locally; and 2) that 80% of 
economic development should focus on retention because the return on economic development investment for already 
vested interest in a community is better. A well-crafted vision is transformative because it dynamically engages local 
residents, who will row the proverbial boat to help make vision happen. 

An effective Economic Development Plan should:  

o Seek ties that bind so that it becomes a more singular statement of purpose and direction synthesized from 
existing documentation as opposed to just another one of many documents that are laborious to read and difficult 
for target audiences (including local residents) to understand. 

o Apply a marketing and communications filter to shape a more singular, concise, compelling, simple vision of a 
desired future for Turner Valley. We are bombarded by noise and we are creatures of multimedia experience. The 
K.I.S.S. principle cuts through clutter to more effectively resonate with people. 

o Work on the hardest elements of vision, and focus its communication and initiative efforts on target markets 
required to achieve vision. There are plenty of other avenues to address more mundane matters. A good Plan 
should be a hardworking and ambitious Plan. 

o Pursue elements of differentiation. Being like everywhere else is not an adequate economic development 
objective in a world where an increasing share of the workforce pursues community of choice based on quality of 
place. The objective is to differentiate – because people most strongly value communities that are heterogeneous 
rather than homogenous. This need not be expensive or difficult; it becomes a matter of viewing all activity 
through the prism of differentiation – be it environmental initiative or park bench. 
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o Pursue elements of community life and brand that elevate happiness. Communities can be at the core of our 
relative love of life. We tend to lose sight of our fundamental core in our bureaucratic language and our 
methodical approaches. Happiness brought to life has unintended consequences that are never negative.  

o Identify action that is ‘doable’ in the context of resource limitations. 

And so the question to be asked in developing this Economic Development Plan is: can we develop a plan that is 
visionary…that is a transformative catalyst as opposed to just another ‘treading water’ Plan on a shelf?   

B. EXISTING COMMUNITY VISION 

1. Municipal Development Plan 2012 (Excerpts) 
 
Vision Statement:  
 
"The beauty and tranquility of Turner Valley offers a lifestyle that blends its unique shops, scenic landscape and values of a 
small town atmosphere with well-planned community and economic growth. Turner Valley is committed to families, culture, 
recreation, tourism and business within a strong social and environmental context." 
 
“Turner Valley is a safe and caring community that values its past and strives to balance the social, economic and 
environmental needs of its residents.” 
 
Values: 
 

 Community Aesthetics: We value the location of our Town, which includes surrounding scenery, pristine valley, 
wildlife, clean air, size, and no pollution. 

 Small Town Atmosphere: We value the quiet small town atmosphere and lifestyle of our community. 

 Appreciation for Heritage: We value the opportunities that our past allows us to have in the present. 

 Environmental Stewardship: We have to protect our water for the future. 

 Governance: We value the well-run community we live in. 

2. Regional Growth and Sustainability Framework: Inventory and Analysis of CRP Municipal Plans and Aspirations, The 
Calgary Regional Partnership (CRP), August 1, 2006 - Turner Valley 

The CRP’s analysis of Turner Valley’s planning framework (2006) provides the most concise summary to date of strategic 
direction: 

Economic Themes 

 Focus development policy on projects that promote quality of the living environment and enhances ‘sense of 
place’ (historical significance to oil and gas industry and heritage of farming and ranching) [41, p.12] 

 Turner Valley is committed to families, culture, recreation, tourism and business within a strong social and 
environmental context. [41, p.12] 

 Growth based on “manageable and sustainable growth” [41, p.13] 

 Promote development of a community where residents can live and work locally [41, p.21] 

 Creation of core business area in downtown; [41, pp.14, 24] 

 Initiate economic development, encourage economic diversity, be business friendly; expansion of goods and 
services [41, p.24] 

 Encourage a balance between industrial, commercial and residential growth; promote recreational opportunities 
and tourism; [41, p.24] 

 Encourage tourism opportunities to take advantage of proximity to Sheep River and Kananaskis Country [41, p.29] 

 Section 8 – Commercial/Industrial Development 
o “Due to the Town’s close proximity to urban centres such as Calgary and Okotoks, the local commercial 

sector is not quite as extensive as might be expected for a Town of its size. With the potential of an 
increasing commuter base and increased tourism the commercial base should sustain itself and may show 
improvement.” 
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o The natural trading area for the Town of Turner Valley is composed of: The Town population; Rural area 
surrounding the town; Traffic passing through on Hwy 22 or Secondary 546. 

o The objectives of the Town are: to accommodate a variety of commercial, industrial and tourism 
opportunities within the Town of Turner Valley; to create a climate conducive to commercial 
development; to strengthen the existing commercial/ industrial tax base by accommodating appropriate 
new clean environmentally conscious development in the commercial, industrial and tourism sectors to 
meet the needs of residents and visitors; to reinforce the downtown as the primary retail area; to work 
with owners in the promotion of existing businesses. 

o The Central Business District shall remain as the civic, social, retail, professional and entertainment heart 
of Turner Valley. 

o The Town supports the establishment of home occupations in residential areas, provided such operations 
maintain a low profile, and are licensed by the Town and are in accordance with the Land Use Bylaw. 

 Section 9 – Heritage Preservation  
o The conservation and preservation of the Town of Turner Valley’s historical past must be an important 

consideration in the development of the community. Turner Valley’s heritage is responsible for creating 
the community’s unique sense of place. It is important that the character and design of developments 
take into consideration respect for the historical roots. 

o The objectives of the Town are: to encourage conservation and retention of buildings of local historic 
significance; to recognize Turner Valley’s culture in creating its unique sense of place. 

Environmental Themes  

 Special concern with Sheep River; natural area “in a municipal setting”; balance use between environmental and 
human needs, alternative storm water options; [15, pp.5,21; 26, p.13; 41, pp.15-16] 

 Stewardship; maintain and enhance quality of environmental surroundings; [41, p. 15] 

 Ensure public access to environmental amenities (river access, e.g.); [41, pp.18, 27]   

 Actively promote environmental initiatives [41, p.19] 

 Pathways and open spaces are valued; [41, p.27-28] 

Social Themes 

 Small town atmosphere, heritage; [41, pp.12, 21, 26] 

 Link community development with economic development; [41, pp.13-14] 

 Encourage community participation and education; [15, p.5; 41, pp.27, 35] 

 Meet needs of a full range of socio-economic groups; [41, p.21] 

Infrastructure and the Built Environment 

 Gas plant reclamation site is a community asset – transformation to historic site; [15, pp.5, 15; 41, p.26] 

 Identify and coordinate planning of transportation and utility corridors; [15, p.18; 41, p.32] 

 Promote consistency in land use within the town and with adjacent jurisdictions [41, p.34] 

Regional Themes 

 Promote cooperation with adjacent municipalities; [41, pp. 13-14, 34] 

 No premature development of agricultural lands; [15, pp.7, 18] 

 Cooperation between regional stakeholders in the management of the Sheep River Valley; [26, p.19] 

 Promote awareness of river and creek valleys, significant natural habitat, historic resources, scenic views; [15, 
p.20; 41] 

 
3. Sheep River Valley Management Plan (Excerpts) 

 

Sheep River Valley Vision Statement: the Sheep River Valley is a special, natural, accessible landscape within an evolving 
municipal setting where the needs of wildlife and the environment are balanced with the towns’ social and economic needs 
and peoples’ desire to enjoy, appreciate and learn. [p.13] 
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4. Downtown Design Guidelines (Excerpts) 

 

 "Local economic development strategies, put in place over the last few years, have attempted to re-position the 
town and merchants into the destination market by drawing visitors through special events and specialty shopping 
and dining experiences to the Town." 

 There is an opportunity to reinforce Turner Valley’s reputation as the “Gateway into Kananaskis,” and to establish 
the town as a destination point for outdoor enthusiasts seeking to spend time in Kananaskis. 

 There is an opportunity to establish Turner Valley’s reputation as a vibrant destination town at the doorsteps of 
Kananaskis with a historical relevance and an environmentally sustainable future. 

 
Honour Turner Valley’s history and foster awareness: 

 Aboriginals: Honour and showcase aboriginal influence and culture. 

 Early settlers: Honour and showcase early settlers in the Turner Valley area. 

 Oil Industry: Recognize the importance of the oil industry which put Turner Valley on the map in Alberta and in 
Canada. 

 Ranching: Recognize the importance of ranching in the early years of Turner Valley. Ranching not only 
brought the first settlers to the region, but it continues to be an integral part of culture and lives of residents 
of the area today. 

 
Establish environmentally friendly ways for future growth and development: 

 Establish sustainable ways and strategies to building and development. 

 Showcase environmental reclamation efforts; model environmental reclamation, stewardship, and redevelopment 
efforts. 

 Establish a new reputation for Turner Valley as the “Guardians/Protectors of the Kananaskis.” 
 

Pursue healthy lifestyle, outdoor recreation, and cultural opportunities: 

 Outdoor recreation 

 Environmental stewardship 

 Simple lifestyle   

 Strong family values and family events 

 Artistic culture 

 Musical culture 

 Cowboy culture 

 
Distinguish Turner Valley’s character and image from Black Diamond or Okotoks. Showcase Turner Valley’s unique identity: 

 As the “Gateway to Kananaskis”: capture and enhance feeling of being in the great outdoors. 

 As an “environmentally friendly” town. 

 As a Town with historical significance (i.e. ranching and oil industry): capture and enhance historical identity in 
future development of the main street. 

 As a town with significant cultural pursuits/interests: facilitate opportunities to showcase and celebrate 
Turner Valley’s artistic and musical culture, simple family-oriented lifestyle, cowboy culture, and outdoor pursuits. 

 
5. Conclusion 
 
Persistent value-based themes represented in municipal documentation are best encapsulated by the following: 
 
“Turner Valley residents were asked to share some of their community values inherent to shaping the town centre’s function, 
image, and character. After holding two open house sessions, it became clear that residents of Turner Valley appreciate the 
town’s history, have a strong sense of environmental stewardship and a desire to reclaim natural assets, value their 
pursuits of healthy lifestyles and various artistic and cultural opportunities, and desire to establish a sense of identity and 
uniqueness that sets Turner Valley apart from nearby towns and cities.” 

Excerpt, Downtown Design Guidelines 
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C. INFRASTRUCTURE CAPACITY 

Turner Valley’s water/waste infrastructure system also serves the Town of Black Diamond, and is presently designed for a 
population of 6830 (Turner Valley 3195 and Black Diamond 3635 at 95 imperial gallons per capita per day consumption. This 
is roughly a 20 year capacity at current growth rates, and does not reflect further capacity extension via further 
conservation measures. Water diversion licensing can supply 3033 people in Turner Valley based on 2002 baseline 
consumption (Src: MPE Engineering Letter to Town of Turner Valley, March 26, 2007). Any conservation measures resulting 
in decreased consumption will extend population capacity by a corresponding amount. Additional water licensing is not 
likely to be granted in the Sheep river watershed, posing a longer term sub-regional, regional, or third party water license 
purchase consideration (and associated expense). While infrastructure is not presently a limiting factor for economic 
development, future water licensing restrictions pose a fiscal challenge related to growth that a more balanced tax base 
would be better able to manage. 

D. LIMITATIONS 

Turner Valley has limitations (with both positive and negative implications) that are ‘facts of life’ and give shape to strategic 
positioning:  

 Small community that will always have a small population relative to larger centres in the Calgary Region. 

 Lies within the outer reaches of the Calgary Region economic watershed, which is a limiting factor vis a vis the 
breadth and depth of economic opportunity. 

 Not in close proximity to the Highway 2/2A and Highway 22 corridors, which is a location factor for a significant 
portion of larger scale enterprise investment activity. 

 Lost commercial service centre function for Black Diamond/Turner Valley ‘community.’ Black Diamond is closer to 
Okotoks (employment), has quick access to Highway 22 south (to High River/trade route between B.C. and 
Calgary), and has a sub-regional anchor (hospital). 

 Lower than provincial average median income, and low proportion of the labour force that is resident in Turner 
Valley on work days are limiting factors vis a vis expansion of commercial services. 

Economic development options for Turner Valley in a regional context will be constrained. Turner Valley will not be a 
commercial service centre, an industrial centre, or a magnet for major single source industrial employers. An economic 
development strategy must therefore seek a niche direction that both acknowledges investment realities while generating 
a prosperity-generating path forward with a return on Turner Valley’s marketing/policy/economic development effort.  

E. STRATEGIC VISION: A DEVELOPMENT FRAMEWORK 

A mixture of values and aspirations expressed in municipal documentation forms the basis of a strong and distinctive (in the 
Region) development vision for the Town of Turner Valley: 

 

Figure 11 – Development Vision 
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This Development Vision is further detailed as follows (note: included vision statements do not encapsulate all activity, but 
are differentiating for purposes of a Turner Valley brand and ease of understanding of the objective): 

1. Green To The Core 
 

 A Green Town Centre – “Alberta’s biggest downtown park” 
o Gas Plant – a new vision – retain part of site for historic interpretation, but remainder is green – large 

urban park, gathering place beside river, pathways. 
o Existing path linkage to Black Diamond. 
o Integrated pathways in Turner Valley feed to the centre 
o Conoco lands allow for specified form(s) of recreational use/treeplanting. 

 Oil industry challenge: vision clarifies consistent positioning 
o Lobby to clean up. 
o Provincial funding (Turner Valley to track costs (e.g. water monitoring)) for Gas Plant, land rehab, and 

right of way removal based on non-functioning line identification/removal). 
o Brownfield redevelopment models (precedence). 

 Pathways 
o Integrated pathway system constructed (as per Recreation Master Plan) 
o Bold – Sheep River Pathway to Okotoks. 

 Selected Green Initiatives 
o Base initiatives. 
o 1-2 unique initiatives. 

 
2. Business Matters 
Vision: Non-traditional commerce, new directions 
 

 Role of downtown: atmospheric, niche, mixed use, quality of place, culture and institutions supported by events, 
mixed use expansion to west. 

 Highway 22 – aesthetic standards (right of way negotiation with province to enable street 
infrastructure/treeplanting…cite precedence). 

 Commercial/industrial expansion options very limited. Expansion to southeast (joint venture with Black Diamond). 

 Home-based business regulation liberalization (no development permit/license (voluntary registration for 
promotion purposes) for Minor home occupations, sign allowance for Minor home occupations, move to 2 sq. ft. 
sign allowance (current roughly 1 sq. ft.)) . 

 A quantified target (85/15) guides actions. 

 Mixed use commercial/residential. 
 
3. Play Niche 
Vision: recreation development with focus on integrated pathways, and becoming Alberta’s soccer and baseball 
development centre (co-brand with Okotoks) 

o nurturing next generation elite soccer and baseball athletes 
 

 Integrated pathways. 

 Proposed Ball Diamonds/Soccer (Sport Facility Business Case). 

 Other facilities: joint planning Rec Master Plan with Black Diamond. 

 Indoor fieldhouse (M.D./Okotoks), Seaman Stadium complex (Okotoks) and proposed T.V. facility generate a 
formidable soccer/ball sports cluster. 
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4. Mix It Up 
Vision: more affordable, attractive development that meets the flexible independent entrepreneur business needs of today, 
and attracts key target markets attracted by quality of place.  
 

 Mixed Use Built Form…’village’ feel, mixed use commercial/residential in Town core, visible home-based business, 
architectural detailing. This built form is atmospheric and nurtures cultural vision. 

 Mixed use expansion west along Mainstreet, and revitalization on Sunset Blvd. Consider Mainstreet 
proposals/develop concept that incorporates a portion of Mainstreet and intensifies/redevelops land to west in 
courtyard/interior pedestrian movement fashion, with municipal/developer nearby off-street location for parking. 

 Consider residential mixed use (home based business space designed/visible in front portion of home, with 
hanging signage) along “gateway” collector roads/entrance to residential developments. 

 Promote live-work unit construction (e.g. Spring Creek Development, Canmore - 
http://www.springcreekmv.com/live_here/live_work_studios). 

 Evaluate land use bylaw to permit mixed use development in commercial zones. 

 Promote (with developers) mixed use along collector roads in residential development. 
 
5. Town With A Heart  
Vision: downtown as the heart of cultural expression, home of niche experiential activity, and focus of civic activity. 
Courthouse/Town Office civic function. 
 

 Campground relocation / Town Square Concept Plan (mixed use). 

 Major sport facility (Sport Facility Business Case). 

 Mixed use commercial/residential. 

 Maintain/expand architectural guidelines (heritage elements that are atmospheric/human scale). 

 Pursue Highway 22 beautification. 
 
6. Fast Friends 
Vision: partnership that best meets the long-term needs of area residents, is most attractive to investment, and generates 
an ideal scenario for fiscal responsibility. 
 

 Cooperation, Collaboration, Amalgamation – a pathway with Black Diamond that can have incremental form 
(recreational facilities planning, servicing agreement(s), joint venture commercial development). The premise is 
that a generation from now, with a population approaching 10,000 people, residents of the two communities will 
see more commonality than distinction and will want seamless, fiscally responsible functionality. 

 
7. People With ‘Flare’ 
Vision: Demonstrate ‘the art of living’ in our culture. 
 

 Identify and implement brand initiatives. 
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F. LAND USE FRAMEWORK 

A land use framework is proposed that: 1) addresses need for commercial/industrial land to reach an assessment ratio 
target; 2) proposes a more westward leaning that works more effectively with brand; 3) addresses development restrictions 
on previously identified annexation land; and 4) portrays a ‘green centre’ vision. Execution of this framework will require 
joint negotiation of a new Intermunicipal Development Plan with the M.D. of Foothills. 

 

Figure 12 – Land Use Concept 

G. A ‘GREEN’ STRATEGY 

A very simple green strategy is presented in the context of a small municipality with corresponding limited resources. A 
strategic effort should therefore be focused, and should be directed at activities that provide greatest return on investment 
for strategic priorities. The green strategy rests on three pillars: Water, Energy, and Industrial Legacy. Water is a primary 
priority that has been expressed in municipal documentation, and acknowledges the importance of the Sheep River to 
community life, spirit and values.  

Representation of the strategy does not mean that other effort is not initiated/expanded (e.g. recycling). This strategy is 
simply focused on generating measureable milestones in priority areas.  

Commitment to environment should be visual, and cultural as opposed to expression of words in documents. A mix of 
municipal and resident action is presented with the expressed purpose of nurturing sense of common purpose in pursuing a 
lighter ecological footprint. Common purpose is derived from municipal leadership (i.e. municipal infrastructure), 
consumers (residents/culture), and enterprise (environmental products and services economic activity, incorporation of 
green technologies in business operation). 

The green strategy is complementary to, and is an enabler of, the Development Vision. 
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More broadly, environmental stewardship is a value proposition for target markets established in Section V. A Green to the 
Core vision/development direction communicated frequently and pursued consistently attracts those who like the 
message. Identified target markets will appreciate the message. In this context, vision can become self-fulfilling prophecy. 

1. Water 

a) Reduce System Water Leaks 

b) Establish water conservation program pillars: summer watering restriction, low flow fixture bylaw for new construction 
and renovation, new residential lot grading (12” soil), utility rate structure (consumption based vs flat rate loaded), 
conservation rebate, xeriscaping, municipal building conservation leadership. 

 

 

 

Key Facts: 

Consumption - water consumption per capita 37% higher than Okotoks 
(2006) (48% -2010). 

Leaks - Turner Valley water loss in system (2011) – 27%. Okotoks – less 
than 5% (automated leak detection). Average North American 
municipal leak rate - 13%. 

Price - water 20% cheaper than Okotoks’ first 5000 gallons of billing 
cycle. 

 

 

 

 

Figure 13 – Per Capita Water Consumption, 2006 

2. Energy 

a) Solar 

 Install panels/walls on municipal buildings;  

 Encourage installation of solar home hot water heating (one of best ROI’s for solar installations) – cost $6K, ROI – 5 
years -http://www.trisolar.ca/Content/ROI.php 

b) Cogeneration 

 Micro combined heat and power (cogeneration) – ‘Freewatt’ from NE U.S., piloted in Southern Ontario. 50% 
savings in home energy consumption. 

Note: Alberta’s Micro-Generation Regulation, 2009 - http://www.energy.alberta.ca/Electricity/2396.asp establishes a 
consumer market for selling excess residential power back into the grid equal to but not more than offsetting of monthly 
total power consumption/bill. 

c) Other 

 Install LED streetlights. 

 Participate in AUMA green energy aggregate program.  

3. Industrial Legacy 

 Conoco – research and establish precedent for brownfield reclamation 
o CanOxy – Okotoks 
o Canadian Brownfields Network 

http://www.energy.alberta.ca/Electricity/2396.asp
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o Brownfield Regulation in Alberta - http://www.gowlings.com/e-
form/invitations/pdf/Lisa%20Jamieson%20-%20Brownfieds.pdf 

o Calgary Brownfield Strategy 

 Consider a smaller industrial legacy footprint/mixed recreational use for site to appeal to priority recreational 
interest (Recreation Master Plan) in parks and pathways. Nurture a win-win via more amenable 
rehabilitation/construction costs for Gas Plant Historic Site with smaller footprint. 

 Establish and regularly and consistently communicate vision and key messages to Government of Alberta and 
Conoco re Turner Valley’s challenge, vision, and specific desired actions (e.g. Government of Alberta – 
decommissioning of lines and right of way reduction) with respect to industrial legacy.  

http://www.gowlings.com/e-form/invitations/pdf/Lisa%20Jamieson%20-%20Brownfieds.pdf
http://www.gowlings.com/e-form/invitations/pdf/Lisa%20Jamieson%20-%20Brownfieds.pdf
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V. MARKET TARGETING 
Target marketing is an atypical but critical philosophy for a municipality to adopt. Traditionally, municipalities do not show 
favoritism toward one business or another, one business sector or another, or one area of initiative emphasis over another, 
but rather position a community development program and conduct shotgun marketing to promote an amenable business 
climate and high quality of life. In other words, that we are an inherent representation of diversity and complexity of 
community almost universally translates to marketing that aims to be everything to everyone rather than be something to 
someone. The reality is that any given community only appeals to a segment of the broad population for very specific 
reasons (i.e. a value proposition), and if marketing can connect with people most passionate about what a community has 
to offer, it generates both accelerated impact from investment to support for community initiatives, and eventually a self-
sustaining cycle of very passionate residents who attract like-minded new residents. Targeting remains a relatively new 
concept in municipal environments (it’s certainly age old in the corporate environment), though it is perhaps the single 
most critical element of an effective community development strategy. It’s advantageous to be selective when it comes to 
marketing and communicate around target market focused activity because it: 1) is targeted at achieving vision; 2) is a best 
return on investment for taxpayer dollars; and 3) targets the harder elements of vision to achieve, but ones with the biggest 
payoff in terms of community prosperity and quality of life. Target marketing says ‘what you want’ rather than ‘what you 
are,’ putting desire in the context of vision.  

A. TARGETING STRATEGY 

The convergence of economic dynamics in the region suggests that Turner Valley should pursue very niche economic 
development activity: 

1. Focus on the Individual 

 Creative industries (arts and culture focus) (further detailed in Appendix 3) 

 Professional services (further detailed in Appendix 4) 

 Footloose independent workers (tele-commuters/tele-workers (PT or FT), entrepreneurs, consultants) 

The combination of independent workers and creative industries for marketing purposes can be called ‘Artpreneurs’ (arts 
and culture enterprise). 

2. Accelerate What is Already in Turner Valley 

 Arts and culture focus 

 Professional services 

 Construction 

3. Promote Home-Based Business 

 Tele-commuters, entrepreneurs, consultants, professional services 

 Knowledge businesses (1-2 person I.T. firms) 
 
Home-based business is a significant market trend, and an important economic development strategy for Turner Valley 
given Turner Valley has a very small commercial base and limited industrial land development opportunity. From Facebook 
to HP, the home is a fundamental incubator for today’s entrepreneurial ideas. Gone are the days of considering home-
based business to be the domain of backyard car repair.   
 
Self-employment in the Creative Industries sector in Calgary is 17% (vs 12% for all Calgary occupations). The NEA’s 2008 
report (U.S.), Artists in the Workforce: 1990-2005, demonstrated that 35 percent of artists are self-employed—more than 
three times the level of the U.S. labour force. The report finds that 45 percent of all artists work full-time jobs 
(http://www.nea.gov/research/ResearchReports_chrono.html). Larger firms in the Creative Industries space (particular 
Convergent Media) will tend to concentrate in the City of Calgary for a number of locational reasons. Putting these pieces 
together suggests that Turner Valley should emphasize marketing targeting to small creative industries firms (1 or 2 person) 
– which will tend to locate in the home. A liberalized home-based business regulation therefore becomes relevant to 
attracting an important segment of the creative industries in Turner Valley. 
 
See Appendix 5 for additional current home-based business statistics. 

http://www.nea.gov/research/ResearchReports_chrono.html
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4. Mixed Use  

Create ‘unusual’ affordability/form of enterprise (i.e. mixed use in downtown (building owner operated live-work), home-
based enterprise). 

 Relates to #3 and #7 

5. Tourism 

 Events – focus purely on arts and culture (given resources/capacity) 

 Nurture quality of experience enhancement (planning, special initiatives that focus on beautification and public 
visibility of arts/culture) 

 Partner with Foothills communities (daytripper market) 

 Infrastructure development (accommodation, recreational activity enterprise) 

6. Commuters to Okotoks/Aldersyde Corridor Employment Centres 

 Value proposition is primarily affordability 

 Lowest priority. While it generates population growth it does not generate self-sufficiency. 

7. Service Commercial and Very Light Industry (region markets, hobby craft)  

 

8. Geographic Marketing Target (incl. tourism)  

 50% Foothills Region  

o people who think Okotoks/High River have gotten too big. 
o people in larger urban centres in the Foothills region who appreciate Turner Valley’s 

atmosphere/events/unique experiences. 

 50% City of Calgary 

o independent, sole proprietor arts/culture/creative industry people looking for a small community that 
inspires . 

o people seeking daytrip experiences that are unique, fun, inspiring, and/or entertaining. 

Note 1: There is no suggested emphasis (from economic development perspective) on heritage given lack of differentiation 
of Turner Valley from other communities in the Region. Focus is on contemporary, future, and vision, using historical context 
(human scale, pedestrian friendly, mixed use, etc.) to enhance quality of experience and quality of built environment. 

Note 2: For tourism attraction it is important to ‘pick winners’ that constitute unique activities that draw people to the 
community. Communities tend to want to promote all enterprise, but from a tourism perspective that only serves to dilute 
the arts/atmospheric Turner Valley brand and generate poorer results. The reality is that the gas station doesn’t generate 
tourism visitation, but an atmospheric coffee shop or event does. This is important to communicate to the business 
community: promotion of unique attractions and enterprise benefits everyone. 

B. TARGET SECTORS 

1. Sector Opportunities 

Previous work (C-Prosperity, Calgary Economic Development, RISE) has identified a framework for economic development 
for Turner Valley. From a broad economic development perspective it is important to work in favour of trends and 
therefore economic development that targets existing clusters and/or clusters with high growth will generate a better 
return on investment. 

a. Analytically-Generated Competitive Clusters  

 Calgary's competitive clusters (C-Prosperity): Wireless, IT, Transportation, Warehousing and Logistics, Tourism Arts 
and Entertainment, Geomatics. 

 Clusters not addressed in C-Prosperity: Oil and Gas, Power production (co-gen, wind, geo-thermal, solar, hydro), 
Agriculture and Agri-food, Health Biotech, Manufacturing. 
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 Calgary's identified clusters (Calgary Economic Development website) 

o Professional Services 
o Energy 
o Finance and Business Services 
o Transportation and Logistics 
o Technology 
o Manufacturing 
o Film 
o Creative Industries 
o Aerospace 

 
The Economic Base Analysis carried out during Phase 1 of the Calgary Regional Partnership's Sustainable Investment 
Attraction Strategy project identified five industry sectors for more detailed consideration of their investment attraction 
potential during Phase 2. Those sectors were: 
 

 Agri/Food Processing 

 Advanced Wood Products Manufacturing 

 Building Products Manufacturing 

 Professional & Technical Services 

 Warehousing, Distribution & Logistics 

 Tourism Investment 
 

 Significant Industries (Foothills Region): Agriculture, Forestry, Fishing & Hunting, LQ 3.27, Construction, LQ 1.78, 
Accommodation & Food Services, LQ 1.30, Information & Cultural Industries; Arts, Entertainment & Recreation; 
Other Services, LQ 1.15 

 

 Sectors with highest proportional growth rates in Foothills Region (2001-2005): 
o Professional, Scientific and Technical Services (M.D.)  
o Construction (M.D.) 
o Agriculture, Forestry, Fishing and Hunting (M.D./High River) 
o Real Estate (Black Diamond, High River) 
o Arts, Entertainment, Recreation (Black Diamond) 
o Retail Trade (Okotoks) 
o Health Care (Okotoks) 
o Education (Okotoks) 
o Mining/Oil and Gas Extraction (Turner Valley) 

 

 Largest contributors to local economy in Foothills Region (% of workforce): 
o Professional, scientific and technical services  

   -10% Black Diamond 
   -22% M.D. of Foothills 
   -12% High River 
   -22% Okotoks 
   -12% Turner Valley 
 

o Construction 
   -16% Black Diamond 
   -20% M.D. of Foothills 
   -14% High River 
   -19% Okotoks 
   -16% Turner Valley 
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b. Sectors Targeted by RISE Initiative 
 

 Agriculture value add/processing 

 Alternative energy 

 Tourism infrastructure 

 High Tech 

 Environmental products and services 

 Home-based business 

c. Conclusions for Turner Valley 

 It is reasonable to assume that economic clusters present in the Calgary Region have a natural inclination to be 
present in all communities within the Region.  

 It is reasonable to assume that, should RISE continue to actively market target sectors within the Foothills Region, 
an element of this activity will locate in Turner Valley. 

 Turner Valley needs to forge its own unique identity and path within the Region, reflecting reasonable opportunity, 
natural limitation, and vision/values. 

2. Turner Valley Target Sectors 

Reflecting vision while appealing to those who appreciate what Turner Valley has to offer both now and in the future, the 
following economic sectors should by targeted by the Town of Turner Valley: 

 Tourism Infrastructure (adventure operators, B&B, hobby-crafts, niche experiential services, wellness (retreats)). 

 Professional Services 

 Creative Industries 

 Environmental Products & Services 

 Home-Based Business 

 Light industry/traditional retail (future – linked to more location-amenable land supply) 
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VI. POSITIONING A TURNER VALLEY BRAND 

Today, Turner Valley doesn’t have a brand. To achieve economic development objectives, it’s important to build a brand. A 
brand represents Turner Valley to its residents and the world. A brand also encapsulates how the world views Turner Valley. 
A brand initiative is therefore a means to shape perception and feeling in the market in a desired direction, and it should 
work hard to weave vision, strategic positioning, and marketing together into a compelling story of Turner Valley’s future. A 
good brand must be a good match between an authentic representation of people, place, and purpose, and people 
naturally attracted to Turner Valley’s vision and its value proposition. 

A. BRAND STRATEGY 

Turner Valley’s brand strategy can be characterized as a ‘Westward Green Lean’ – a move away from pickling of industrial 
legacy toward leveraging that legacy creatively in a new direction both literal and figurative. As a literal interpretation, 
Turner Valley is a gateway to Kananaskis Country. As a figurative interpretation, there is deep and ‘spiritual’ recreational 
and creative mind opportunity in the immediate area. Turner Valley has expressed desire to steward relationship with the 
environment...as a legacy for future generations.  

1. A Vision 

To be the ‘Re-Create’ Community in the Calgary Region  
 
(Note: this is not a marketing tag but for use internal to the community to build unity around vision. A simplified vision helps 
the community more readily understand what it is working toward while simplifying the purpose behind marketing effort 
that will work to realize this vision.) 
 
‘Re-create’ has a double meaning: 1) outdoor recreation; 2) imagination that re-creates in visual, musical, and other 
creative artistic form. 
 
Features of a ‘Re-Create’ Community include the following: 
 

 An artistic centre for the visual arts and musicians. 

 An outdoor recreational community that benefits from proximity to K-Country. 

 An environmental community that nurtures sustainability (local work, recreation, affordable housing, cultural 
expression) and lighter human footprint. 

 A home for independent and creative free spirits. 
 
The brand strategy represents a talent attraction strategy focused on people (who bring enterprise with them) as opposed 
to sole focus on enterprise.  

B. VALUE PROPOSITION 

Why would an individual or an enterprise choose to reside in and conduct business from Turner Valley?  
 
It’s critical to convey a set of differentiators that gives Turner Valley a competitive advantage over other communities. It’s 
also critical to avoid cliché in this regard. Having small town atmosphere or high quality of life sounds the same as the 
community down the road – and all communities everywhere. What elements of small town atmosphere or quality of life 
lie at the very heart of people in Turner Valley, and their affinity for the community they live in? The answer is called a value 
proposition, and a value proposition forms the core of any communications/marketing activity. It is repeated consistently to 
plant and grow the seeds of a community brand – that instant image people conjure when the name Turner Valley is 
mentioned.  
 
Turner Valley’s value proposition for target markets (investment, population growth) needed to build Turner Valley’s vision 
is as follows: 
  

 Within the Calgary Region it is the closest to mountain experience one can obtain; it’s a literal backyard. 

 The landscape immediately around Turner Valley remains relatively unencumbered by humanity.  
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 Turner Valley has a very small town scale that promotes social inter-connectivity.  

 Turner Valley is relatively affordable (in the Region) in terms of housing price. 

 Turner Valley has a small but visible and active arts and musician nucleus (profiled in public places…website, 
Facebook, events, etc.). 

 Turner Valley is a place of inspiration (combination of geography and artists already present) 

 Turner Valley is a world apart from metro mayhem, but has access to it if you need it. 

C. BRAND ESSENCE 

A brand essence is a way of thinking about a value proposition as a two or three word phrase; the phrase is often 
considered for use or adopted as a corporate tagline. For the Town of Turner Valley, a brand essence is represented as 
follows: 

 Back to Nature 

Nature: 

 Is an inspiration…a palette upon which the human experience is painted. 

 A description of geography - Gateway to K Country 

 A description of aspiration – where environmental stewardship, healthy lifestyle, and arts and culture expression 
are symbiotic. 

 Describes a means to address our industrial legacy as a unique opportunity. 

Back to Nature is a phrase with double meaning: 

 Geographically it marks a transition of the brand to the west, and the mystique of the deep foothills and the 
Rockies. It is freedom, space, untamed, clean, and adventurous. It’s inspiration for the soul. 

 For the Town it’s an aspiration, to transition legacy from rear view mirror to front windshield…to pursue 
sustainability with a focus on being ‘green to the core.’ 

D. BRAND NARRATIVE 

A brand narrative is a means of capturing a strategy and a Turner Valley story in as few words as possible, simplifying a 
description of what Turner Valley is and wants to be in the form of a sales pitch. A brand narrative can form the basis of 
repetition in marketing communications and messaging required to establish and sustain a brand image for Turner Valley. 

‘Chill out’ isn’t just a winter phrase in Turner Valley – it’s a way of life. As close as you can get to the Rocky 
Mountains in the Calgary Region without being in them, Turner Valley’s peaceful alpine setting is refuge in a 
24/7/365 car-honkin’ commuter world. Fresh Air and clean water. Towering spruce trees. Mountains out the 
door. Neighbours you know.  

Around every corner, in intimate concerts, or in a local art studio, artists and musicians are re-creating the 
way we exist in the world. Garages are full of life…dust free X-country skis, quads, binoculars, skates….     

Peace of mind at a price you can afford. Artistic places to go in the mind. 

Living isn’t a chore, it’s an art. 

Wrestle your natural smiley face away from urbanity’s smudges. 

Turner Valley. Get back to nature. 

Boilerplate Description: 

Lying at the base of the Rocky Mountains 35 minutes southwest of Calgary, Turner Valley’s geographic setting is inspired 
and the lifestyle relaxed – which has attracted a thriving community of visual artists and musicians. The community reflects 
the essence of small town values of community-mindedness and feeling of belonging, offering economic opportunity for 
independent free spirits, and housing options for those seeking an affordable and close-knit community to raise a family in 
against a backdrop of environmental focus and desire to ‘tread lightly’. A primary gateway to Kananaskis Country (Rocky 
Mountains), a myriad of outdoor recreation options are at the core of community life.  
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E. BRAND DEVELOPMENT FRAMEWORK: NURTURING A CREATIVE COMMUNITY IN TURNER VALLEY 

'Creators' (See Appendix 3 for more detail) are increasingly footloose in the modern world – able to shop a basket of quality 
of life and other features that support their aspirations and locate wherever they feel like. They also look for structures and 
systems that support the creative process. Communities need to attract high caliber creative talent if they want to remain 
competitive – by creating a bundle of attractive features targeted at the desires of the creative class. Cultural expression. 
The arts. Economic opportunity. Architectural ambition. Green innovation. Planning innovation. Savvy marketing. A giant 
dome for climate control… We need to take the things we know about communities and creatively turn them upside down 
to position the places we live as an attractive product for the creative class to buy into.  
 
Creativity is critical not only in the so-called Creative Industries but almost anywhere - town planning, urban transport, 
hotel management, and on and on. It comes down to the recognition of the extraordinary talent within individuals and 
enabling them how to develop their talent in a corporate form. Viewing the world through this prism encourages us to take 
new approaches to everything from architecture to urban planning, to institutional policy – supporting creativity not only 
for its own sake, but as a means to attract and retain a creative workforce in Turner Valley.  

A preview of the future is seen in a small nucleus of artists that call Turner Valley home and/or have moved to the 
community in more recent times – attracted by a number of features that inspire creativity. Though this process has to date 
been natural (i.e. it hasn’t been actively marketed), it’s possible to accelerate this activity by making it more visible in the 
community, more central to the community development vision, and via more active promotion of the value proposition 
that draws artists to Turner Valley. Said another way in a world economists understand: a trend is a friend. 

Vision in some senses is an effort to create self-fulfilling prophecy. Anecdotally there is evidence artists are attracted to the 
area – but not necessarily disproportionate to region averages. The more visible arts and culture is made via brand building 
effort, the more it is talked about, the more it gets on the radar screen of the creative community, and the better the 
chance of success of attracting creative people to the community. This cycle can accelerate over time once a critical mass of 
brand and people is present in the community. Turner Valley does not presently have critical mass from either perspective 
so marketing effort should focus on people/creativity-based investment attraction, and brand-building that projects a 
creative/arts/culture image of the community. 

Seen through the prism of brand, the following is a suggested framework for nurturing creative community in Turner Valley: 

1. Community Framework 

Urban Planning 
 
There is an inextricable link between economic development and land use planning that is not well recognized in some 
communities. One of the hallmarks of communities with a strong arts and culture flavour is an interesting and varied 
physical environment, both built and natural. Cities such as San Francisco have based their images as cultural centres on 
their distinctive and immediately recognizable physical environments. In Greater Vancouver, precincts with a strong arts 
and culture component such as Granville Island, Commercial Drive, Fourth Avenue, South Granville and Lower Lonsdale all 
offer interesting and varied experiences. Most importantly, they have a vibrancy about them that comes from being ‘people 
places’ with constant activity on the streets and in the businesses and venues. 
 

 (Src: City of Port Moody Economic Development Strategy for Arts and Culture) 
 
Quality of place and quality of experience in a community is not shaped by similarity vis a vis other community, but by 
sources of distinction. Some will argue that it’s impossible to infer a straight linkage between quality of built environment 
and ability to attract and retain a creative class. That’s a reasonable argument, but it is fair to say that creative people are 
hard-wired to see a world of differentiation, and appreciate uniqueness given “the idea” value system that frames their 
consciousness is just that – a new invention of the world. It’s fair to say that unique environments attract tourism and film, 
two economic sectors with longstanding presence in the community. It’s also fair to say that if one asks people why they 
like Turner Valley and/or small communities in general, there is an atmospheric set of traits that form an emotional bond to 
community for those attracted to smaller communities.  
 
Whether it is Calgary’s articulation of creative spaces and places 
(http://maps.google.com/maps/ms?hl=en&ie=UTF8&msa=0&msid=110466288175614119578.00047a2f0fb93e329af2a&ll=

http://maps.google.com/maps/ms?hl=en&ie=UTF8&msa=0&msid=110466288175614119578.00047a2f0fb93e329af2a&ll=51.057473,-114.083233&spn=0.068298,0.07021&t=h&z=13
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51.057473,-114.083233&spn=0.068298,0.07021&t=h&z=13), or places with strong cultural expression that many love to 
visit (e.g. Granville Island in Vancouver), the commonality among places that have achieved well-planned cultural and 
creative expression is that they have a strong sense of place, atmospheric built environment, and presence of key 
infrastructure/facilities. 
 
Turner Valley should consider embedding cultural community development values in its municipal documentation that 
promotes visual and functional distinctiveness, and high aesthetic. The usual suspects in the planning realm include off-
street pedestrian/pathway systems that promote walkability, mixed land use (downtown), architectural and signage 
guidelines, sustainable neighbourhood design, unique street furniture and other community public infrastructure (lighting, 
etc.), public art, road profiles (there are a number of techniques that improve road aesthetics or road/pedestrian 
interaction, including pedestrian pinch points, landscaping, signage guidelines, and narrowing of road carriageways to add 
space for landscaping/other aesthetic techniques), social gathering spaces development, integrated parks/pathway 
development, community entry considerations, and landscaping. Turner Valley is at risk of new subdivision activity that 
looks like anywhere else and is not conducive to an Arts vision or attraction of creative economy. In many cases, new 
infrastructure that is visually unique can be added as development occurs at nominal or no increase in dollar cost to a 
developer. What is required is guidance from the community in the form of vision and a range of suggested action that 
translates vision to reality. Turner Valley should comprehensively review and adjust its planning framework to look for 
opportunities to distinguish it as being different from other ‘average’ communities. 
 
Turner Valley should be careful not to pigeon-hole itself as a heritage community, but rather leverage its heritage while 
considering contemporary/futuristic representation of built environment – from building design to energy and other 
technologies. This is important given people, including the Creative Class, have contemporary challenges, and imagine life in 
the future not the past. 
 
Cultural Events 
 
Municipal support for and promotion of events with a strong cultural focus attract visitors (a portion of whom will consider 
relocation/investment if culture/creativity resonates with their life ambition) and embed a cultural brand image in the 
mindset of local residents.  
 
Cultural Programming 
 
A key challenge in achieving an Arts vision is making culture and creativity more visible in the community. Whether it is 
courses offered, or other activity that works to establish online and face to face social bonds between creative people, 
cultural programming can nurture the social sharing structure that accelerates creative economy development. 
 
Infrastructure 
 
There are two creativity components to municipal infrastructure: 1) community owned infrastructure (e.g. parks and 
buildings) that creates social and arts and culture gathering spaces for public expression of creativity; and 2) developer-
generated infrastructure (buildings, construction infrastructure) that contributes to perception if distinctiveness (or not). 
Turner Valley should identify priority cultural facilities and initiatives in its MDP, and should work with developers to 
identify mutually beneficial infrastructure/urban design modifications. 
 
Special Initiatives 
 
Whether it is a public art campaign, an online photo/video contest, or construction of a community gateway, special 
initiatives attuned to achievement of a broader vision can be implemented over time as budget, capacity, and organization 
permits. The key is to maintain a vision and ensure activity pursued enhances ability to achieve that vision. Linking special 
initiatives to vision typically makes decision making about whether to undertake or entertain a specific initiative, the degree 
of municipal involvement in an initiative, and the nature of municipal contribution to an initiative, easier. 

 

 

http://maps.google.com/maps/ms?hl=en&ie=UTF8&msa=0&msid=110466288175614119578.00047a2f0fb93e329af2a&ll=51.057473,-114.083233&spn=0.068298,0.07021&t=h&z=13
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2. Economic Development Framework 

What we do to elevate culture in Turner Valley has a lot to do with how successful we will be at attracting economic 
development: 
 

 Tourism is attracted by unique, atmospheric communities and cultural expression (events, galleries, 
entertainment, etc.). 

 The film industry is attracted by unique, atmospheric communities. 

 Attracting creative people attracts companies seeking a talent pool for its labour force.  

 Creative people generate their own enterprise.  
 
Cultural development can also be an economic development goal in and of itself presuming the Creative Industries (in 
whole or in part) are a target economic development attraction/retention effort.  
 
An expressed objective of brand development can be articulated as: 

 
Participation in, appreciation of, promotion of, development of commercialization of cultural development. 

 
Key strategies used to achieve this objective include:  
 

 Communicating an Arts vision simply, strongly, and repetitively.  

 Expressing an enterprise vision that is symbiotic with an Arts vision. 

 Defining a target niche within Creative Industries that is specific to community strengths (and limitations). 

 Conducting unique brand building and brand image management (because creativity is an expression of 
uniqueness and it will strongly resonate with those attracted by the Arts vision). 

 Undertaking sustained, imaginative marketing that “sells well” both internally and externally.  

3. An Arts Vision for Turner Valley - Benefits 

-adapted from City of Port Moody- 
 
Implementation of an Arts/Creativity driven brand framework vision and corresponding community development will have 
a number of benefits:  
 

 More local employment, including job opportunities in the cultural sector suited to the skills and interests of local 
residents. 

 Support for existing businesses in the cultural sector and in other sectors of the local economy that benefit from 
activity in the cultural sector. 

 Attraction of new businesses and investment in the cultural sector and other business sectors where quality of life 
is important in the location decision. 

 More tourism - visitors attracted specifically for cultural experiences  

 Expansion of the tax base through development and redevelopment of properties as the cultural sector grows and 
as businesses in other sectors that benefit from cultural activity also expand. 

 Higher/more distinct profile for Turner Valley generated by cultural marketing campaign branding effort.  

 Revitalization of a mixed use downtown core to bring vibrancy to the community’s centre. 

 More film industry activity based on heritage character, varied outdoor settings, and effort to ensure new 
development additions to Turner Valley have unique attributes.   

 More public/private partnerships in developing and promoting arts and culture. 

 A potential source of new funding for public art and other cultural amenities through use of MDP and other 
planning provisions (e.g. density bonus or parking relaxation provisions). 

 More participatory residents engaged in creative expression (with its holistic benefits) 

 Recruitment and development of a skilled workforce (attractive to enterprise) 
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F. COMPETITORS/COMPARATORS 

Within the Calgary Region: 

 High River is gently pursuing a Cultural Capital vision and therefore most closely compares to what Turner Valley is 
wanting to achieve, but it is emergent and does not have a public presence. 

 Irricana has indicated arts/culture as a target activity, but it does not have a significant public profile in the 
community or region. 

 Cochrane has an arts community with presence but it is not a core economic development target 

 Banff does not expressly indicate the Arts as a target in an economic development sense, but Arts and Culture has 
a very strong presence in the community. 

 Other comparators: The ‘Edmonton Arts Scene’ is an example of segmenting out the Arts community within a 
larger centre. 
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VII. PLAN IMPLEMENTATION 

A. PERFORMANCE METRICS 

Economic development metrics should focus on outcomes that can be directly related to economic development and brand 
related activity/policy (see Figure 14). More generally, metrics should be ‘SMART’: specific, measureable, achievable, 
relevant, and time-based.  

1. Key Metric 

85/15 Assessment Ratio 

 By build out to current municipal boundary (adjusted based on Land Use Concept presented in this Plan) 

 Estimated 20 year target (build-out) 

2. Metrics Related to Target Markets 

The following metrics are suggested for the evaluation of marketing efforts to attract and engage Professional Services and 
Creative Industries target markets. A baseline will need to be established to provide a frame of reference for the 
performance of the plan. 

 10% increase in number of home based businesses over last 5 year average - 2017 

 1% increase in percentage of the whole related to labour force for creative industries and professional services 
segments (over each 5 year rolling average – Census Canada) 

 Number of leads generated and referred (need to have a way of tracking these in the first place) - annual 

 Number of converted leads related to target markets – annual. 

3. Generic Metrics 

The following metrics are considered generic because they apply to the overall performance of Turner Valley to attract 
investment and grow.  

 Reduction of commuter ratio from 63% to 55% - 2017. 

 10% increase in new business license applications / total # of business licenses over last 5 year average - 2017  

 Local job growth (evaluate performance going forward as an increase over established 10 year growth pattern). 

 10% increase in commercial/industrial building permit value (conditional on new land supply being established). 

The following apply to the overall performance of various marketing tactics: 

 Increase in website hits/quality of traffic/origin of traffic (Google Analytics required, or similar analytics package). 

 Increase in popularity/likes of online assets (videos, downloads, etc.). 

 Increase in level of engagement on social channels. 

4. Background 
 
Typical metrics used by economic developers in Canada are referenced as background as follows: 
 

 
 
Figure 14 – Economic Development Measures - Canada 
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Figure 15 – Economic Development Measures - Canada 

 

 
Figure 16 – Economic Development Measures - Canada 

 
Figures 14, 15, 16 Src:  
http://www.edac.ca/system/resources/BAhbBlsHOgZmSSJdMjAxMS8xMC8wMy8xNl81Nl8yMV81MTJfRmluYWxfUmVwb3J0X1BlcmZvcm1hbmNlX01lYXN1
cmVtZW50X2luX0Vjb25vbWljX0RldmVsb3BtZW50LnBkZgY6BkVU/Final_Report_Performance_Measurement_in_Economic_Development.pdf 

B. MARKETING TACTICS 

The following tactics represent a 1-2 year agenda of first priority action to build Turner Valley’s brand and pursue its vision: 

 Electronic business package 

 Enhanced web presence (Phase 1 – existing website) – economic development, arts and culture tabs (2) 

 More ambitious (Phase 2 – new website) very focused on arts and culture…and an expression of creativity 
o Creative concept: “TV Land” 

 The site is in itself a creative expression 
 “Turn on the TV” (cultural channels to change) 
 Functional emphasis on events/activity/personal stories/cultural “scenes” portrayed via 

video/story/profiling 
 E.g. Okotoks website, 1999-2001 

 

 Cultural mapping (key is to make it more visible) 

http://www.edac.ca/system/resources/BAhbBlsHOgZmSSJdMjAxMS8xMC8wMy8xNl81Nl8yMV81MTJfRmluYWxfUmVwb3J0X1BlcmZvcm1hbmNlX01lYXN1cmVtZW50X2luX0Vjb25vbWljX0RldmVsb3BtZW50LnBkZgY6BkVU/Final_Report_Performance_Measurement_in_Economic_Development.pdf
http://www.edac.ca/system/resources/BAhbBlsHOgZmSSJdMjAxMS8xMC8wMy8xNl81Nl8yMV81MTJfRmluYWxfUmVwb3J0X1BlcmZvcm1hbmNlX01lYXN1cmVtZW50X2luX0Vjb25vbWljX0RldmVsb3BtZW50LnBkZgY6BkVU/Final_Report_Performance_Measurement_in_Economic_Development.pdf
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o Document arts and culture activity/infrastructure/events/enterprise for purposes of using this material to 
generate more profile for the sector in the community. 

o Produce an arts and culture directory 

 Icon/brand/cultural stamp/template design elements to share for events/cultural sector (i.e. working to brand 
community by placing a wordmark/logo work on all event and all locally crafted products). Could make this a 
contest for locals: design a logo and a tag. 

E.g. 

 

 Facebook ad (could be placed in publication(s)). 

 Back to Nature ads (2-3) for general use. 

 Visibility for ALL cultural events and news (publications, etc.).  

 Revised home-based business regulations. 

 Develop a set of MDP-related planning policies to nurture atmospheric community creative industry/tourism is 
attracted to. 

 Consider a co-brand relationship with Black Diamond. 

 Visible arts (parks/sculpture, street furniture, etc.) 
o culture is a representation of identity, but making it more visible shapes identity 

 Hold a small number of atmospheric Arts/Culture Events (attractive to locals and region residents) 
o promote Beneath the Arch Concert Society/Sheep Creek Arts Council 

 Seed stories in Okotoks Living (e.g. ‘living room’ concerts in Turner Valley). 

 Turner Valley YouTube site for local artists/musicians to post to (‘how it’s made,’ performances). 

 Turner Valley Facebook page to promote events. 
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Appendix 1: Assessment Target Calculation 
 

 Assumption: a higher non-residential assessment ratio is generally desired by communities for two reasons: 1) 
increased ability to pay for services/amenities that in turn create a self-sustaining cycle of community investment; 
2) local employment has a number of positive ramifications, from community self-sufficiency to reduced commuter 
ratio to increased community safety, to increased corporate support for community initiatives, events, etc. 

 The average non-residential assessment for Town status communities in Alberta is 20% of total assessment. 

 Recommended Turner Valley Target: 15% 
o acknowledges constraints related to presence of Black Diamond and Okotoks as established commercial 

service centres. 
 
a) Current Assessment 
 

 Residential -    $293,096,963 

 Farmland -              $67,700 

 Non-Residential (non-regulated) -      $18,579,379 

 Non-Residential (linear property) -       $6,635,310 

 Machinery and Equipment -                   $1,767,200 
 
Total -      $320,146,552 

 
b) Current Build Out 
 

 Commercial: 20.9 acres 

 Residential, Environmental Reserve and Municipal Reserve: 488.9 acres 

 Industrial 1.5 
o Industrial legacy: 163.7 acres (125.5 acres – Conoco, 38.2 acres – Gas Plant)  – 13.6% of total land in 

current municipal boundary (including urban reserve for residential development) and 18.2% of developed 
land area currently frozen – very likely the highest ratio in Canada. 

 
Total built environment (includes Conoco/Gas Plant lands, golf course (168 acres), municipally owned land (54.8 
acres)): 897.8 acres  

 
Urban Reserve for Residential Development: 297.7 acres 

 
Total land area (to current municipal boundary): 1200 acres 

 
c) Current Assessment: 
 

 $18,579,379 non-residential assessment/22.4 commercial/industrial acres = $829,436 assessment/acre  

 $293,096,963 residential assessment/488.9 residential, ER/MR acres = $599,502 assessment/acre 

 Current residential/commercial assessment ratio*: 92/8 
 
d) Projected Assessment 
 

 Developable acres – 297.7 

 Projected new commercial/industrial assessment (10,000 sq. ft. village centre (1 acre equivalent), 3 acres 
industrial, no other land shown in MDP)  

o 4 acres x $829,436 assessment/acre = $3,317,744 

 Projected new residential assessment – 297.7 acres x $599,502 assessment/acre = $178,471,745 

 Projected linear assessment** - $9,900,000  

 Projected M&E assessment** - $2,000,000 
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 Total commercial/industrial assessment (incl. linear and M&E) (built + projected) – $33,797,123  
 

 Total built plus projected residential assessment (built + projected) - $471,568,708 

 Total projected assessment (current plus projected new assessment) - $505,365,831 

 Projected assessment ratio: 93/7 

 Projected municipal tax revenue (municipal revenue only including Foothills Foundation, using 2010 tax rate): 
$3,712,417  

 Projected municipal tax revenue using 32% municipal + business tax rate differential (Okotoks) for 
commercial/industrial development***: $3,791,873 

 Projected # years residential land supply within boundary**** - 26 
 
e) Target Assessment Ratio 
 

 Target assessment ratio: 85/15 

 Commercial/industrial land requirement – 55 acres  
o 55 acres x $829,436 assessment/acre = $45,618,980 

 Residential land requirement - 242.7 acres  
o 242.7 acres x $599,502 assessment/acre = $148,496,645 

 

 Total commercial/industrial assessment (incl. linear and M&E) (built + projected) – $76,098,359  

 Total built plus projected residential assessment (built + projected) - $438,596,098 

 Total projected assessment (built + projected) - $514,694,457 

 Projected municipal tax revenue (municipal revenue only including Foothills Foundation, using 2010 tax rate): 
$3,780,945 

 Projected municipal tax revenue using 32% municipal + business tax rate differential (Okotoks) for 
commercial/industrial development***: $3,959,860 

 Projected # years residential land supply within boundary – 21.5 years 
 
f) “Bold” Target Assessment Ratio 
    --Average Alberta Town Assessment Ratio-- 
 

 Target assessment ratio: 80/20 

 Commercial/industrial land requirement –  90 acres  
o 90 acres x $829,436 assessment/acre = $74,649,240 

 Residential land requirement -  222.7 acres  
o  207.7 acres x $599,502 assessment/acre = $124,516,565 

 

 Total commercial/industrial assessment (incl. linear and M&E) (built + projected) – $105,128,619  

 Total built plus projected residential assessment (built + projected) - $417,613,528 

 Total projected assessment (built + projected) - $522,742,147 

 Projected municipal tax revenue (municipal revenue only including Foothills Foundation, using 2010 tax rate): 
$3,840,063 

 Projected municipal tax revenue using 32% municipal + business tax rate differential (Okotoks) for 
commercial/industrial development***: $4,087,220 

 Projected # years residential land supply within boundary – 18.5 years 
 
f) Conclusions 
 

 There is 20+ year land supply within the municipal boundary to accommodate historical growth rates (20+ years). 

 There is inadequate commercial/industrial land supply to address any kind of non-residential assessment target 
that diverges from the projected downward trend. 

 Commercial/industrial land supply requirements are high enough for any form of ‘average’ targeting that location 
for land supply need should be sought now. 
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 Investment location/relocation decision making based in part on access and visibility makes any potential location 
within the current municipal boundary unsatisfactory for reasons including but not limited to major road access 
and development restrictions generated by the legacy oil industry. This fact requires bold land supply 
consideration, including but not limited to boundary expansion to Highway 7 and/or joint venture or other form of 
commercial/industrial partnership with the Town of Black Diamond. 

 In many communities in Alberta, there are differential tax rates for commercial/industrial development, which 
generates greater ability to pay for desired services and amenities that can otherwise not be accommodated by 
the residential sector alone without considerable ‘grief.’ Desired services and amenities are a critical success factor 
for Turner Valley given a creative/cultural target market that seeks a community of choice. 

 
*non-residential assessment includes non-residential non-regulated, non-residential linear property, and machinery and 
equipment assessment. 
 
** non-linear property assessment increases 50% (9.9 million), M&E rises only 10% ($2 million) (given lack of additional 
industrial land). 
 
***2010 tax rate 7.346 (municipal. Including Foothills Foundation) with no commercial/residential variation. 32% 
commercial variation (9.697) 
 
****4.43 people per developed residential acre (density - 2011) projected with growth rate of 50 people/year (average of 
1996-2011) x residentially-zoned urban reserve. Note: The Calgary Metropolitan Plan requires density of 8-10 units per acre, 
which would almost double land supply availability within the current municipal boundary. 
 
Assumption –future development pattern follows current pattern (likely to intensify under regional plan tempered by market 
forces…can choose to intensify commercial use (e.g. mixed uses, parking variances, maximum site coverage) to raise 
commercial assessment/acre, thereby requiring less raw acreage). Specific types of uses are also less assessment intensive 
(e.g. car dealers, storage facilities, buildings with storage yards) than other uses (e.g. offices, retail, professional services). 
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Appendix 2: Town Status Alberta Assessment Ratios 

 
Towns  Residential Non-Residential    

  Assessment Assessment    

         

Athabasca  78.3  21.7     

Banff  64.9  35.1     

Barrhead  78.2  21.8     

Bashaw  81.2  18.8     

Bassano  75.3  24.7     

Beaumont  95.1  4.9     

Beaverlodge  79.3  20.7     

Bentley  86.5  13.5     

Black Diamond  88.6  11.4     

Blackfalds  88.7  11.3     

Bon Accord  96.3  3.7     

Bonnyville  64.8  35.2     

Bow Island  78.7  21.3     

Bowden  91.6  8.4     

Bruderheim  93.3  6.7     

Calmar  86.5  13.5     

Canmore  84.6  15.4     

Cardston  87.2  12.8     

Carstairs  87.3  12.7     

Castor  81.2  18.8     

Chestermere  97  3     

Claresholm  83.6  16.4     

Coaldale  92.5  7.5     

Coalhurst  95.5  4.5     

Cochrane  86.9  13.1     

Coronation  70.6  29.4     

Crossfield  69.6  30.4     

Daysland  88.9  11.1     

Devon  87.7  12.3     

Didsbury  90  10     

Drayton Valley  63.5  36.5     

Drumheller  72.8  27.2     

Eckville  84.8  15.2     

Edson  71.8  28.2     

Elk Point  74.3  25.7     

Fairview  76.9  23.1     

Falher  67.7  32.3     

Fort Macleod  77.8  22.2     

Fox Creek  69.4  30.6     

Gibbons  93.4  6.6     
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Grande Cache  75.5  24.5     

Granum  90  10     

Grimshaw  79.9  20.1     

Hanna  78  22     

Hardisty  70.2  29.8     

High Level  50.9  49.1     

High Prairie  64.1  35.9     

High River  85.2  14.8     

Hinton  61.9  38.1     

Innisfail  74.9  25.1     

Irricana  94.2  5.8     

Killam  77.7  22.3     

Lamont  88.2  11.8     

Legal  92.7  7.3     

Magrath  93.7  6.3     

Manning  75.7  24.3     

Mayerthorpe  76.1  23.9     

Mclennan  78.3  21.7     

Milk River  83.8  16.2     

Millet  91.6  8.4     

Morinville  88.7  11.3     

Mundare  89.8  10.2     

Nanton  83  17     

Okotoks  86.4  13.6     

Olds  78.7  21.3     

Onoway  74.2  25.8     

Oyen  78.2  21.8     

Peace River  71.4  28.6     

Penhold  96  4     

Picture Butte  85  15     

Pincher Creek  76.3  23.7     

Ponoka  82  18     

Provost  66.5  33.5     

Rainbow Lake  68.4  31.6     

Raymond  94.4  5.6     

Redcliff  68.6  31.4     

Redwater  75.8  24.2     

Rimbey  74.7  25.3     

Rocky Mountain House  74.9  25.1     

Sedgewick  84.5  15.5     

Sexsmith  83.9  16.1     

Slave Lake  69.1  30.9     

Smoky Lake  81.6  18.4     

Spirit River  79.3  20.7     

St. Paul  75.5  24.5     



Town of Turner Valley 
Economic Development Plan – New Directions 

39 

Stavely  88.7  11.3     

Stettler  73.3  26.7     

Stony Plain  86.9  13.1     

Strathmore  82.3  17.7     

Sundre  80.8  19.2     

Swan Hills  68.2  31.8     

Sylvan Lake  85.9  14.1     

Taber  70.3  29.7     

Three Hills  81.8  18.2     

Tofield  83.1  16.9     

Trochu  83.7  16.3     

Turner Valley  91.6  8.4     

Two Hills  86.7  13.3     

Valleyview  62.9  37.1     

Vauxhall  85.8  14.2     

Vegreville  70.8  29.2     

Vermilion  76.1  23.9     

Viking  79.2  20.8     

Vulcan  81.3  18.7     

Wainwright  74.8  25.2     

Wembley  93.3  6.7     

Westlock  77.6  22.4     

Whitecourt  58.4  41.6     

  8675.3  2124.7     

  Avge - 80.33% Avge - 19.67%    

         

All Town status communities in Alberta, 2011 assessment.      

Src: http://www.municipalaffairs.alberta.ca/mc_property_assessment_and_taxation_reports.cfm.  
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Appendix 3: An Arts and Culture Vision for Turner Valley - Backgrounder 

WHAT IS CULTURE? 
A traditional definition of “arts and culture” is that it’s the domain of those who create the art displayed in galleries, houses 
and offices, the music played at concert halls, the plays performed in theatre, and the films shown on the big screen. This 
group also plays a central role in promoting and maintaining cultural diversity and ensuring that Calgary’s culture is 
accessible to all (Src: Calgary Economic Development).  
 
In its own right, arts and culture is appreciated for its positive impact on community life. “Investment in the arts generates 
results with high intrinsic value, that is, a social return on investment that is not easily quantifiable. Quality of life issues are 
enormously important to business throughout the Provinces in order to attract and retain employees and their families to 
live and work in our communities. This factor is just as critical for a small mill town as it is for a big city competing for major 
head office reallocations. Families want to stay in communities that are rich and diverse with significant opportunities for 
personal development, including music, dance, drama, and visual arts.” 
 

The Canadian Chamber of Commerce, 2002 Policy Resolution: Investment in the Arts 
 

In more recent times, our perspective on culture has been broadening. “Albertans view culture in a broad sense, to include 
not only the arts, but also heritage, sport and recreation, the natural environment and a sense of belonging to strong and 
inclusive communities. Culture also includes creativity and innovation, especially in business and the arts.” 
 

Alberta Culture and Community Spirit Business Plan 2010 – 2013 
 

Seen through the prism of economy, globalization (and along with it the economy of mass production, mass consumerism, 
and economies of scale) has brought with it a fundamental challenge, demonstrated by a ‘GenerAsians’ survey that asked 
5,700 children, between the ages of 7 and 18, in 18 cities in 12 Asia-Pacific countries, about their activities, aspirations, 
food, drink and entertainment. The survey was sponsored by Turner Broadcasting’s Cartoon Network, and conducted by 
ACNielsen in March and April of 1998:  
 
There are two key reasons to buck the homogenization trend and bring culture to the forefront of community life: 
 
1) Culture is an important part of that nebulous term called “quality of life” – an elevation of our “happiness quotient” that 
determines whether we enjoy living where we do. Culture can also be seen through the prism of enterprise – a way to do 
business that makes us both more distinctive and competitive. Culture is the antithesis of homogenization. That culture is 
informed by context, geography, and situation makes us distinct. Culture is an open, outward expression of us - a visible 
celebration of our uniqueness, a celebration of life and living, a means to elevate our consciousness and our tolerance. In 
this context, culture is a key competitive distinction that makes a community that vigorously nurtures it different than the 
community down the road. Just like a product in the marketplace, competitive distinction generates perceived value, and 
higher perceived value generates a crescendo of benefits from investment to tourist visitation to a virtuous cycle of 
momentum that adds to the source of distinction. 
 
2) Western economies are in the midst of fundamental structural shift. Manufacturing jobs are migrating to sources of 
cheaper labour. Stepping into the manufacturing gap is a services and innovation economy (commonly called the 
Knowledge Economy). Lying at the heart of our economic ability to compete globally in the future is the value generated by 
two key inputs to production: 
  

 an idea 

 creativity 
 
The ability for communities to be vibrant, prosperous, high quality of life locales in future will increasingly depend on the 
presence of talent.  
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The classical economists identified land, labor, and physical capital (i.e., assets that generate income) as the three basic 
factors shaping economic growth. In the 1960s, neo-classical economists such as T.W. Schultz and Gary Becker introduced 
the notion of human capital, arguing that a society's endowment of educated, trained, and healthy workers determined 
how productively the orthodox factors could be utilized. 
 
Social capital is a broad term encompassing the norms and networks facilitating collective action for mutual benefit. 
One would expect communities blessed with high stocks of social capital to be safer, cleaner, wealthier, more literate, 
better governed, and generally happier than those with low stocks, because their members are able to find and keep good 
jobs, initiate projects serving public interests, costlessly monitor one another's behavior, enforce contractual agreements, 
use existing resources more efficiently, resolve disputes more amicably, and respond to citizens' concerns more promptly. 
The implications for economic development theory and policy would appear self-evident: 
 

establish, nurture, and sustain social capital 
 

(Src: http://social.cs.uiuc.edu/class/cs598kgk/papers/SocialCapital.pdf) 
 
In literature this dynamic is increasingly being described as the “Creative Industries,” fed by a “Creative Class” of talented 
individuals whose ideas and creativity are engaged both directly in Creative Industries, and indirectly in companies hiring 
creative talent for purposes of generating competitive advantage.  
 
Turner Valley should think of its vision in terms of a broader, more encompassing perspective on nurturing creative 
community. In this context, community cultural development should be based on the understanding that culture is the 
crucible in which creativity and autonomy is forged. 
  
Community Cultural Development 
 
• Community - to distinguish it from one-to-many arts activity and to acknowledge its participatory nature, which 
emphasizes collaboration between artists and other community members;  
 
• Cultural - to indicate the generous concept of culture (rather than, more narrowly, art) and the broad range of tools and 
forms in use in the field, from aspects of traditional visual- and performing-arts practice, to use of high-tech 
communications media.  
 
• Development - to suggest the dynamic nature of cultural action, and to link it to other enlightened community-
development practices. 
 
Community cultural development activities are demonstrably the best available tools to teach the skills and values of true 
citizenship: critical thinking, interrogating one’s own assumptions, exercising social imagination and creative problem 
solving, simultaneously holding in mind one’s immediate interests and the larger interests of the community as a whole.  
 
Community cultural development is all about connectedness — us as individuals helping other people connect with their 

own imaginative lives. 
 

(Src: http://www.communityarts.net/readingroom/archivefiles/2002/01/community_cultu_1.php) 

http://www.communityarts.net/readingroom/archivefiles/2002/01/community_cultu_1.php
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WHAT IS CREATIVE INDUSTRY? 

The distinguishing characteristic of the Creative Class is that its members engage in work whose function is to "create 
meaningful new forms." Members of this super-creative core produce new forms or designs that are readily transferable and 
broadly useful---such as designing a product that can be widely made, sold and used; coming up with a theorem or strategy 
that can be applied in many cases; or composing music that can be performed again and again. Doing so typically requires a 
high degree of formal education and thus a high level of human capital. People who do this kind of work may sometimes 
come up with methods or products that turn out to be widely useful, but it's not part of the basic job description. What they 
are required to do regularly is think on their own. They apply or combine standard approaches in unique ways to fit the 
situation, exercise a great deal of judgment, perhaps try something radically new from time to time.  
 

(Richard Florida, The Rise of the Creative Class) 
 
The City of Calgary Creative Industries profile (http://www.calgaryeconomicdevelopment.com/industry/creative) provides 
guidance on a definition that can be used to place Turner Valley’s vision in a broader creative context:  

 
While a traditional definition of creativity may have been limited to the promotion of culture and the creation of artistic 
endeavours, new technologies and a demand for creative design are broadening the definition of Creative Industries to 
include other sectors of the economy such as architecture, drafting and multimedia…..art, culture, design, architecture, 
multimedia, skill, passion, imagination, inspiration, problem solving, research, and innovation – all words synonymous with 
Creative Industries (CI) and all contributing to the birth of new ideas and the prosperity of communities. Creativity is the 
ability to take knowledge, ideas, and other resources and combine them with imagination to create new ideas and 
products. Inherent in this definition is the concept of human capital. All subsectors of the creative industries use 
imagination, inspiration and innovation to encourage the development of cultural and creative community. Technology and 
innovation are driving the growth of Calgary’s creative industries. They also drive horizontal integration across these 
industries. Industry divisions that were once apparent are becoming increasingly difficult to discern as the creative industries 
intermingle and merge. 
 
The creative sector is about more than just the jobs or products, it is about the process one goes through to generate a new 
idea. As intellectual capital and problem solving are tools used across all industries, the notions of creativity and innovation 
are increasingly being recognized in an interdisciplinary fashion as they intersect with all economic sectors. 
 
Technology and innovation are driving the growth of Calgary’s creative industries. They also drive horizontal integration 
across these industries. Industry divisions that were once apparent are becoming increasingly difficult to discern as the 
creative industries intermingle and merge. New digital media businesses are building upon creative skills borrowed from the 
city’s rich traditional arts and culture industries. Use of technology is also transforming the creative process in traditional 
applied arts and design industries sparking the creation of new products and modes of product delivery. Interactive and 
social media are changing the ways that businesses connect with their customers and increasing the demand for creative 
services for all businesses.” 
 
It’s important to recognize that this description of Creative Industry encompasses both artistic and scientific creativity, and 
includes all industry sectors.  
 
To operationalize an Arts vision in Turner Valley, key questions to ask are: 
 

 How do we encourage, and nurture creativity generation in Turner Valley? 

 How do we socialize the process of creativity (which is largely the realm of the individual and is subjective vs 
innovation which is largely group-based and objective) to encourage ideas exchange between people? 

 How do we move from the individual (activity) to the collective (celebration, display, nurturing)? 

 How do we make creativity more visible in Turner Valley? 

 In the breadth of creativity, what should Turner Valley focus on/target (because the activity is a natural fit with the 
Turner Valley dynamic)? 

http://www.calgaryeconomicdevelopment.com/industry/creative
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WHY IS IT IMPORTANT TO BE A CREATIVE COMMUNITY? 
Social capital in its most creative form WILL be a key competitive advantage for communities in the 21

st
 century 

as developed economies increasingly transition away from manufacturing to rely on knowledge and ideas as 
fundamental to economic progress (or lack of). Further – whether we are successful in attracting a creative 
community to our communities increasingly depends on quality of experience considerations….how good we 
look and the vibrancy of activity in our communities. It’s no longer enough to supply the fundamental of good 
water, sewer and roads. We need to turn our attention to translating vibrancy in a way that stands out amongst 
the crowd. 

 
Information sourced from: http://www.columbia.edu/cu/china/DRPAP.html 

 
Communities across the globe are struggling today to reinvent themselves for the post-industrial economy. The Industrial 
Economy is slowly fading as a proportion of the total Canadian economy. The Internet-enabled Knowledge Economy 
enabled as we know it is being eclipsed by something new: the Creativity Economy. Even as policymakers and pundits wring 
their hands over the outsourcing of engineering, software writing, accounting, and myriad other high-tech, high-end service 
jobs – not to mention the move of manufacturing to Asia – companies in developed nations are evolving to the next level of 
economic activity.  
 
What was once central to corporations – price, quality, and much of the left-brain, digitized analytical work associated with 
knowledge – is fast being shipped off to lower-paid, highly trained Chinese and Indians, as well as Hungarians, Czechs, and 
Russians. Increasingly, the new core competence is creativity – the right-brain stuff that smart companies are now 
harnessing to generate top-line growth. The game is changing. It isn't just about math and science anymore. It's about 
creativity, imagination, and innovation.  
 
This approach to creatively expressing differentiation is made even more critical against a backdrop of a rapidly 
transitioning global economy. The most significant impacts of the global economy of the 21

st
 century will not be at the 

national or even the provincial level. The biggest impacts will be local. Akito Marito, founder of Sony, calls it "Global 
Localization."  
 
There will be a rapidly growing demand for products worldwide. But the manufacture of those products will require fewer 
and fewer people. Likewise the need for agricultural products will only increase with world population growth but fewer 
agricultural workers will be necessary to grow that food.  
 
The areas of the economy that will grow, both in output and in employment are:  

 Services  

 Ideas  

 One-of-a-kind products, individually produced  

 Culture  

 Entertainment  

 Travel  
 
For each of the above growth areas, quality and authenticity will be major variables in consumer choice  
 
For all of the potential benefits of a globalized economy (there are many) it carries with it the substantial risk of a globalized 
culture, of which there are few if any benefits. It is not inherently necessary that a globalized economy leads to a globalized 
culture. In fact it is crucial for economic as well as other reasons that it does not. It does require decisions at the local and 
regional level to make sure a globalized local culture does not occur.  
 
The "modernization" of local communities in infrastructure, public health, convenience, and quality of life does not 
necessitate the "westernization" of the built environment. The copy of a built environment from elsewhere will never be as 
good as the original. An imitative strategy for the built form quickly leads a community from being "someplace" to 
"anyplace". And the distance for "anyplace" to "no place" is short indeed.  

 

http://www.columbia.edu/cu/china/DRPAP.html
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(Src: http://goliath.ecnext.com/coms2/gi_0199-5633729/Building-creative-communities-the-role.html) 
 

FIVE COMMUNITY DEVELOPMENT PRINCIPLES FOR THE 21ST CENTURY 

Communities that will be successful in the next century’s economic development will be those that recognize the realities 
above and respond by embracing five principles:  
 
Globalizaton - To ignore the reality of a globalized economy, or to recognize it but not respond will make many 
communities the victim rather than the beneficiary of globalization. To adopt globalization as a principle allows a local 
community the opportunity to identify its own characteristics that can be competitive in the global marketplace and to 
establish measures that mitigate the adverse impacts that a globalized economy can carry.  
 
Localization - The definition of what "economic development" means needs to be a local one. It needs to be specific and 
measurable. Many local economic development yardsticks in the 21st Century will be qualitative rather than quantitative. 
Localization will always necessitate identifying local assets (human, natural, physical, locational, functional, cultural) that 
can be utilized to respond to globalization. Those assets need to be first identified, then protected, then enhanced.  
 
Diversity - The concept of diversity has three different facets in relation to economic development principles:  
As populations are more mobile and more diverse in even the smallest communities, we will need to accommodate human 
diversity in economic development and an appreciation of the valuable alternative perspectives that diversity can provide 
in an economic context. Communities will have to have a diverse local economy to provide protection from the volatile 
patterns of demand in the marketplace. Excessive reliance on a single source of employment, production, and economic 
activity leaves communities vulnerable. With economic globalization as a given, the extension is that potential customers 
for goods and services will be exceedingly diverse. Successful economic development will recognize and customize to meet 
the needs of diverse markets rather than standardize and homogenize thereby ignoring customer diversity  
 
Sustainability - Sustainability in economic development has for some time been recognized by the resource industries – the 
necessity to pace extraction or renew resources so that the local economy is sustainable over the long term. A broadened 
principle of sustainability recognizes the importance of the functional sustainability of public infrastructure, the fiscal 
sustainability of a local government, the physical sustainability of the built environment, and the cultural sustainability of 
local traditions, customs, and skills.  
 
Responsibility - While in most parts of the world there will be provincial, national and international resources that can 
occasionally be tapped for use in enhancing a local economy, the vast majority of the efforts will take place at the local 
level. This, then, requires that each community takes a large measure of responsibility for its own economic future. 
Certainly local government has a part to play in that process, but so does the private sector when it exists, NGOs, and 
citizens at large. Each must recognize the responsibility at the local level to define and pursue a community-wide economic 
development strategy.  
 
A community's plan to reinvent itself for the new, knowledge-based economy and society therefore requires educating all 
its citizens about this new global revolution in the nature of work. To succeed, communities must prepare their citizens to 
take ownership of their communities and educate the next generation of leaders and workers to meet the new global 
challenges of the Creative Economy. At the heart of such an effort is recognition of the vital roles that art and culture play in 
enhancing economic development and, ultimately, defining a "creative community" - a community that exploits the vital 
linkages among art, culture, and commerce. Communities that consciously invest in these broader human and financial 
resources are at the very forefront in preparing their citizens to meet the challenges of the rapidly evolving, and now global, 
knowledge-based economy and society. 
 

(Src: http://goliath.ecnext.com/coms2/gi_0199-5633729/Building-creative-communities-the-role.html) 

http://goliath.ecnext.com/coms2/gi_0199-5633729/Building-creative-communities-the-role.html
http://goliath.ecnext.com/coms2/gi_0199-5633729/Building-creative-communities-the-role.html
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WHAT DOES A CREATIVE COMMUNITY LOOK LIKE? 

THE FIVE SENSES OF QUALITY COMMUNITIES  

Information sourced from: http://www.columbia.edu/cu/china/DRPAP.html 
 
In the past the economic fate of a given community was largely driven by locational and resource factors. Is it near a port? 
Is there timber to be cut? Is transportation available by waterway? Is there copper that can be mined? Certainly these and 
similar factors will continue to play a major role in the economic future for many locations. But in the 21st Century there 
will also be variables that will influence local economic opportunity that are not locationally driven. These are referred to as 
the Five Senses of Quality Communities and will, in the intermediate and long term, have considerable impact on the 
economic health of individual communities:  
 
Sense of Place - Both the built and natural environment should be used to express the particularity of this place. That this 
community is neither "anyplace" nor "no place" but "someplace," unduplicated anywhere.  
 
Sense of Identity - In economics it is the differentiated product that commands a monetary premium. A community which in 
the long term wants to be a "valuable place", however that is defined, needs to identify its attributes that add to its 
differentiation from anywhere else.  
 
Sense of Evolution - Quality, living communities will neither be frozen in time as museum relics nor look like they were built 
yesterday. The physical fabric of a community should reflect its functional, cultural, aesthetic and historical evolution.  
 
Sense of Ownership - If there needs to be responsibility exercised at the local level to create and benefit from economic 
health, then there has to be a sense of ownership of the community by each of the sectors. This does not mean ownership 
in a legal or property sense, but ownership more broadly, a feeling of an individual stake arising from that particular place 
and fellow citizens.  
 
Sense of Community - A sense of ownership acknowledges an individual benefit from, an individual stake in, and an 
individual responsibility for one’s place. A sense of community acknowledges the obligations to and interconnectedness 
with the other residents of that place. 
 

THE RISE OF THE CREATIVE CLASS – RICHARD FLORIDA 

Src’d from http://www.washingtonmonthly.com/features/2001/0205.florida.html and http://creativeclass.com/ 
 
Who is the Creative Class? 
 

 Diverse across the dimensions of age, ethnicity and race, marital status (young people are a critical engine) 

 Well educated 

 Well paid 

 Do a wide variety of work in a wide variety of industries---from technology to entertainment, journalism to finance, 
high-end manufacturing to the arts. 

 
What does the Creative Class Want in a Community? 
 

 Lifestyle amenities (specifically defined and created) 

 Diversity 

 Entertainment experiences 

 Active, outdoor recreation 

 Authentic/interesting sense of place 

 Open, tolerant society (open to newcomers) 
 

http://www.columbia.edu/cu/china/DRPAP.html
http://www.washingtonmonthly.com/features/2001/0205.florida.html
http://creativeclass.com/
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Some Observations About the Creative Class: 
 
The concept that creativity rises out of the spirit of place is driving a focus on the significant role that communities play in 
fostering creativity. A creative city is one in which its cultural resources are seen as more than just assets – they are 
recognized as economic drivers in the attraction of talent, innovation and ideas which point to a new paradigm for urban 
change. The development of the creative sector is about more than just the sector itself; it’s also about the environment in 
which creative sectors exist. A creative city inspires the creative industries to thrive. 
 
There’s a dichotomy between the outcome of globalization/homogenization, and the atmospheric, unique and vibrant 
“quality of place” that the creative class is attracted to when they consider where to live.  
 
According to author Richard Florida – a pre-eminent scholar of the role of creativity in communities - creativity and 
innovation are fostered by proximity and density in social and economic networks, and so economic progress reflects both 
social vitality and geography.  
 
Florida has created a Bohemian Index, which ranks a city’s concentration of creative workers, including artists, performers 
and other cultural occupations. Within this index, Calgary is ranked as the top performing Canadian city and number four 
overall in North America in its population category (500,000 to 1,000,000). In addition to the creative workers living in 
Calgary, the city has a dynamic economy, access to public, private and corporate funding programs, and possesses a 
community dedicated to supporting and promoting the cultural and arts sectors. Calgary’s rich cultural heritage, history of 
innovation and entrepreneurship, diverse population, and highly educated labour force all contribute to Calgary’s creative 
sector and its identity as a creative city.  
 
Florida describes the creative class as: a fast-growing, highly educated, and well-paid segment of the workforce on whose 
efforts corporate profits and economic growth increasingly depend. Members of the creative class do a wide variety of 
work in a wide variety of industries---from technology to entertainment, journalism to finance, high-end manufacturing to 
the arts. They do not consciously think of themselves as a class. Yet they share a common ethos that values creativity, 
individuality, difference, and merit. 
 
The super-creative core of this new class includes scientists and engineers, university professors, poets and novelists, 
artists, entertainers, actors, designers, and architects, as well as the "thought leadership" of modern society: nonfiction 
writers, editors, cultural figures, think-tank researchers, analysts, and other opinion-makers. Beyond this core group, the 
creative class also includes "creative professionals" who work in a wide range of knowledge-intensive industries such as 
high-tech sectors, financial services, the legal and healthcare professions, and business management. These people engage 
in creative problem-solving, drawing on complex bodies of knowledge to solve specific problems. Doing so typically requires 
a high degree of formal education and thus a high level of human capital. People who do this kind of work may sometimes 
come up with methods or products that turn out to be widely useful, but it's not part of the basic job description. What 
they are required to do regularly is think on their own. They apply or combine standard approaches in unique ways to fit 
the situation, exercise a great deal of judgment, perhaps try something radically new from time to time.  
 
Florida describes Austin, Texas as a quintessential creative community: lots of young people, and a tremendous amount to 
do: a thriving music scene, ethnic and cultural diversity, fabulous outdoor recreation, and great nightlife. 
More and more businesses understand that ethos and are making the adaptations necessary to attract and retain creative 
class employees---everything from relaxed dress codes, flexible schedules, and new work rules in the office to hiring 
recruiters who throw Frisbees.  
 
Stuck in old paradigms of economic development, cities like Buffalo, New Orleans, and Louisville struggled in the 1980s and 
1990s to become the next "Silicon Somewhere" by building generic high-tech office parks or subsidizing professional sports 
teams. Yet they lost members of the creative class, and their economic dynamism, to places like Austin, Boston, 
Washington, D.C. and Seattle---places more tolerant, diverse, and open to creativity.  
 
The University of Chicago sociologist Terry Clark likes to say Chicago developed an innovative political and cultural solution. 
Under the second Mayor Daley, the city integrated the members of the creative class into the city's culture and politics by 
treating them essentially as just another "ethnic group" that needed sufficient space to express its identity. 
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Why do some places become destinations for the creative while others don't? Economists speak of the importance of 
industries having "low entry barriers," so that new firms can easily enter and keep the industry vital. Similarly, it's important 
for a place to have low entry barriers for people---that is, to be a place where newcomers are accepted quickly into all sorts 
of social and economic arrangements. All else being equal, they are likely to attract greater numbers of talented and 
creative people---the sort of people who power innovation and growth. Places that thrive in today's world tend to be plug-
and-play communities where anyone can fit in quickly. These are places where people can find opportunity, build support 
structures, be themselves, and not get stuck in any one identity. The plug-and-play community is one that somebody can 
move into and put together a life---or at least a facsimile of a life---in a week.  
 
Creative centers tend to be places with thick labor markets that can fulfill the employment needs of members of the 
creative class, who, by and large, are not looking just for "a job" but for places that offer many employment opportunities.  
Cities and regions that attract lots of creative talent are also those with greater diversity and higher levels of quality of 
place. That's because location choices of the creative class are based to a large degree on their lifestyle interests, and these 
go well beyond the standard "quality-of-life" amenities that most experts think are important.  
 
Talented people seek an environment open to differences. Diversity is simply something they value in all its manifestations. 
Creative-minded people enjoy a mix of influences. They want to hear different kinds of music and try different kinds of 
food. They want to meet and socialize with people unlike themselves, trade views and spar over issues. Visible diversity 
serves as a signal that a community embraces the open meritocratic values of the creative age.  
 
There is a desire for nightlife with a wide mix of options. The most highly valued options were experiential ones---
interesting music venues, neighborhood art galleries, performance spaces, and theaters. A vibrant, varied nightlife was 
viewed by many as another signal that a city "gets it," even by those who infrequently partake in nightlife. More than 
anything, the creative class craves real experiences in the real world.  
 
They favor active, participatory recreation over passive, institutionalized forms. They prefer indigenous street-level culture--
-a teeming blend of cafes, sidewalk musicians, and small galleries and bistros, where it is hard to draw the line between 
performers and spectators. They crave stimulation, not escape. They want to pack their time full of dense, high-quality, 
multidimensional experiences. Seldom has one of my subjects expressed a desire to get away from it all. They want to get 
into it all, and do it with eyes wide open.  
 
Creative class people value active outdoor recreation very highly. They are drawn to places and communities where many 
outdoor activities are prevalent---both because they enjoy these activities and because their presence is seen as a signal 
that the place is amenable to the broader creative lifestyle. The creative-class people in my studies are into a variety of 
active sports, from traditional ones like bicycling, jogging, and kayaking to newer, more extreme ones, like trail running and 
snowboarding.  
 
Places are also valued for authenticity and uniqueness. Authenticity comes from several aspects of a community---historic 
buildings, established neighborhoods, a unique music scene, or specific cultural attributes. It comes from the mix---from 
urban grit alongside renovated buildings, from the commingling of young and old, long-time neighborhood characters and 
yuppies, fashion models and "bag ladies." An authentic place also offers unique and original experiences. Thus a place full of 
chain stores, chain restaurants, and nightclubs is not authentic. You could have the same experience anywhere.  
 
Today, it seems, leading creative centers provide a solid mix of high-tech industry, plentiful outdoor amenities, and an older 
urban center whose rebirth has been fueled in part by a combination of creativity and innovative technology, as well as 
lifestyle amenities. These include places like the greater Boston area, which has the Route 128 suburban complex, Harvard 
and MIT, and several charming inner-city Boston neighborhoods. Seattle has suburban Bellevue and Redmond (where 
Microsoft is located), beautiful mountains and country, and a series of revitalized urban neighborhoods. The San Francisco 
Bay area has everything from posh inner-city neighborhoods to ultra-hip districts like SoMa (South of Market) and lifestyle 
enclaves like Marin County as well as the Silicon Valley. Even Austin includes traditional high-tech developments to the 
north, lifestyle centers for cycling and outdoor activities, and a revitalizing university/ downtown community centered on 
vibrant Sixth Street, the warehouse district and the music scene---a critical element of a thriving creative center. 
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Most experts and scholars have not even begun to think in terms of a creative community. Instead, they tend to try to 
emulate the Silicon Valley model which author Joel Kotkin has dubbed the "nerdistan." But the nerdistan is a limited 
economic development model, which misunderstands the role played by creativity in generating innovation and economic 
growth. Nerdistans are bland, uninteresting places with acre upon acre of identical office complexes, row after row of 
asphalt parking lots, freeways clogged with cars, cookie-cutter housing developments, and strip-malls sprawling in every 
direction. Many of these places have fallen victim to the very kinds of problems they were supposed to avoid. The comfort 
and security of places like Silicon Valley have gradually given way to sprawl, pollution, and paralyzing traffic jams. As one 
technology executive told The Wall Street Journal, "I really didn't want to live in San Jose. Every time I went up there, the 
concrete jungle got me down." His company eventually settled on a more urban Southern California location in downtown 
Pasadena close to the CalTech campus.  
 
Lack of lifestyle amenities is causing significant problems in attracting top creative people to places like the North Carolina 
Research Triangle. A major real estate developer is quoted as saying, "Ask anyone where downtown is and nobody can tell 
you. There's not much of a sense of place here. . . .The people I am selling space to are screaming about cultural issues." 
The Research Triangle lacks the hip urban lifestyle found in places like San Francisco, Seattle, New York, and Chicago, 
laments a University of North Carolina researcher: "In Raleigh-Durham, we can always visit the hog farms."  
 
How do you build a truly creative community---one that can survive and prosper in this emerging age? The key can no 
longer be found in the usual strategies. Recruiting more companies won't do it; neither will trying to become the next 
Silicon Valley. While it certainly remains important to have a solid business climate, having an effective people climate is 
even more essential. By this I mean a general strategy aimed at attracting and retaining people---especially, but not limited 
to, creative people. This entails remaining open to diversity and actively working to cultivate it, and investing in the lifestyle 
amenities that people really want and use often, as opposed to using financial incentives to attract companies, build 
professional sports stadiums, or develop retail complexes.  
 
The benefits of this kind of strategy are obvious. Whereas companies---or sports teams, for that matter---that get financial 
incentives can pull up and leave at virtually a moment's notice, investments in amenities like urban parks, for example, last 
for generations. Other amenities---like bike lanes or off-road trails for running, cycling, rollerblading, or just walking your 
dog---benefit a wide swath of the population.  
 
There is no one-size-fits-all model for a successful people climate. The members of the creative class are diverse across the 
dimensions of age, ethnicity and race, and marital status. An effective people climate needs to emphasize openness and 
diversity, and to help reinforce low barriers to entry. Thus, it cannot be restrictive or monolithic. 
  
Openness to immigration is particularly important for smaller cities and regions, while the ability to attract so-called 
bohemians is key for larger cities and regions. For cities and regions to attract these groups, they need to develop the kinds 
of people climates that appeal to them and meet their needs.  
 
If you ask most community leaders what kinds of people they'd most want to attract, they'd likely say successful married 
couples in their 30s and 40s---people with good middle-to-upper-income jobs and stable family lives. I certainly think it is 
important for cities and communities to be good for children and families. But less than a quarter of all American 
households consist of traditional nuclear families, and focusing solely on their needs has been a losing strategy, one that 
neglects a critical engine of economic growth: young people.  
 
Young workers have typically been thought of as transients who contribute little to a city's bottom line. But in the creative 
age, they matter for two reasons. First, they are workhorses. They are able to work longer and harder, and are more prone 
to take risks, precisely because they are young and childless. In rapidly changing industries, it's often the most recent 
graduates who have the most up-to-date skills. Second, people are staying single longer. The average age of marriage for 
both men and women has risen some five years over the past generation. College-educated people postpone marriage 
longer than the national averages. Among this group, one of the fastest growing categories is the never-been-married. To 
prosper in the creative age, regions have to offer a people climate that satisfies this group's social interests and lifestyle 
needs, as well as address those of other groups.  
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A climate oriented to young people is also attractive to the creative class more broadly. Creative-class people do not lose 
their lifestyle preferences as they age. They don't stop bicycling or running, for instance, just because they have children. 
When they put their children in child seats or jogging strollers, amenities like traffic-free bike paths become more important 
than ever. They also continue to value diversity and tolerance. The middle-aged and older people I speak with may no 
longer hang around in nightspots until 4 a.m., but they enjoy stimulating, dynamic places with high levels of cultural 
interplay. And if they have children, that's the kind of environment in which they want them to grow up.  
 
According to Florida, the liveliest economies are in regions characterized by the 3 T's -- talent, technology, and tolerance. 
The implications are profound: 
 
1) Conventional wisdom holds that, to boost an area's economy, it's necessary to attract large companies and thus create 
jobs. In fact, companies locate where the talent is; all the tax breaks in the world won't bring a large company to your area 
if they can't find the quality of employees they want there. Often, too, the talent itself will generate new companies and 
create jobs that way. 
 
2) Urban planners assume that, to attract talent/jobs, what's important is to provide infrastructure: sports stadiums, 
freeways, shopping centers, etc. In fact, creative people prefer authenticity -- so making your city just like everyplace else is 
a sure way to kill its attractiveness. 
 
3) The often-misunderstood "gay index" (note: Florida identifies a correlation between places gay people are attracted to 
and vibrancy of creative economy – which has generated controversy) doesn't mean that gay people are more creative, or 
that attracting gays to a community will ipso facto boost its economy. Creative people tend to prefer gay-friendly 
communities because they're perceived as tolerant of anyone who isn't "mainstream"; a city that's run by a conservative 
good-ole-boys network isn't a good place to try to start a business unless you're one of the good ole boys. 

CREATIVE ECONOMY PROFILE  - CALGARY REGION 
The Census Canada definition of Arts and Culture is a more narrow definition than what we would describe as a “creative 
economy” – which includes creative contribution to virtually any economic sector. It is worth looking at the City of Calgary 
context for Creative Economy to provide guidance on where Turner Valley may be able to focus its emphasis. The Creative 
Industries are divided into two categories of economic activity:   
 
1. The Traditional Arts and Culture Sector - Participants in this sector include: visual artists, writers, musicians, dancers and 
actors. This is the group traditionally associated with the faculty of creativity as it relates to arts and culture.    
 
2. The Applied Arts Sector - These are the professionals who market their creative resources as a product or service, tapping 
artistic and creative talent as an economic commodity. This category includes media and advertising professionals, web and 
game designers, software developers, publishers, architects and design specialists, and those involved in research and 
development furthering innovation.  
 
Creative Industries are divided into three main occupational categories: 
 
1. Cultural Industries - This sub-sector includes visual artists, writers, musicians, dancers and actors. This group is 
traditionally associated with the application of creativity as it directly relates to arts and culture. 
 
2. Convergent Media - This sub-sector is comprised of professionals that participate in a creative process of communication 
and creation of new media products and services. It includes digital media and advertising professionals, web and game 
designers, interactive software developers, publishers, graphic design specialists, social media developers, and other 
contributors to the convergent media sector. 
 
3. Creative Design and Consulting - This sub-sector includes the professionals who leverage their creative resources in the 
creation and delivery of a product or service, tapping artistic and creative talent in an applied domain. This includes 
consulting firms, architecture and design firms and those involved in research and development furthering innovation. 
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It is difficult to estimate the exact number of Calgarians who are employed within the creative industries sectors. Excluding 
the information technology sector, there were about 50,000 workers employed in Calgary’s creative industries during the 
most recent census. In addition, there were about 17,500 workers employed in IT-related industries that support creative 
design, including software publishing, computer systems design, and computer-related manufacturing. Combined, this 
comes to over 67,600 workers employed in the sector. While it is difficult to say how many IT-related workers perform 
creative media development work as compared to other IT-related tasks, for the purpose of this report, software 
publishing, computer systems design, and computer-related manufacturing are included as part of the Calgary creative 
industries sector. Including all creative industries, there are about 19,000 creative industries establishments in Calgary, 
representing 17 per cent of all establishments in Calgary. The sector represents about 10 per cent of all employment in 
Calgary (Src: www.calgaryeconomicdevelopment.com) 
 
It can be said that if the activity is present in the City of Calgary, it has an inclination to be present in the Town of Turner 
Valley. The City of Calgary targets the Creative Industries sector as one of 10 sectors targeted for accelerated growth. That 
there is significant creative industries activity in the City of Calgary and the sector is targeted by the City – is symbiotic with 
and supports Turner Valley’s vision. City of Calgary sector profiling can be used to promote Turner Valley’s vision outside 
the Region; it can also be used by Turner Valley to target attraction of certain activity (away) from the City of Calgary. 
 
In terms of an economic framework for Turner Valley’s vision, while a traditional, more narrow definition of arts and culture 
represents a tiny fraction (3%) of creative industry, this is a sweet spot for Turner Valley in the convergence zone of vision, 
value proposition, and existing activity. This should be reflected in weighting of marketing emphasis. Targeting and 
marketing should be mindful of sub-segments of “Cultural Industries.”   
 
Almost half the Creative Industries operate in the online space. Almost half the industry operates in a design, consulting and 
technical services capacity. These industry segments should not be ignored by Turner Valley given the online space is 
populated by “independent free spirits” targeted by Turner Valley, and Turner Valley’s professional services target can seek 
“creative people” within this segment with its messaging. A key is to make the creative side of enterprise a targeted 
investment attraction priority in Turner Valley (i.e. targeting the creative personality type as opposed to the type of 
enterprise). 
 
Thinking more broadly about a definition of creative industries in turns shapes thinking about how to nurture it in, and 
attract it to, the community. For those in the online space, quality of urban environment, presence of “like” types of 
enterprise, and support infrastructure for a more youthful demographic is important. For those in the design, consulting, 
and technical services capacity, this activity already has strong presence in the community (as it does for almost all satellite 
communities around Calgary) and a good start would be to make the creative side of Business Services (it’s not all of this 
classification but is a portion of it) more visible in the community through any number of tactics.  

 The creative sector spans several different North American Industrial Classification System (NAICS) codes and there 
are segments of the industry for which codes do not exist. These codes are important because they are used by 
economists to understand the industries that exist in a region. 

 The main SIC codes for professional, technical and scientific services are included under the SIC 77 Business 
Services group, which also includes Other Business sub-sectors.  Small segments of professional services may be 
included in other SIC codes and the SIC 779 includes other business services, not just professional, technical and 
scientific services.  

 

http://www.calgaryeconomicdevelopment.com/
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Table 2, 3 and 4 source: http://www.calgaryeconomicdevelopment.com/industry/creative - Creative Industries Sector 
Profile, City of Calgary 

MARKET SUPPORT FOR ARTS AND CULTURE ENTERPRISE/ACTIVITY 
There is market support for arts and culture activities (for local consumption and tourism purposes). Within the traditional 
definition of arts and culture, Alberta has the highest level of average household spending for live performing arts and 
museums. On average, Albertans spend $170 per year on these events. 
 

 

http://www.calgaryeconomicdevelopment.com/industry/creative
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(Src: Creative Industries Profile, Calgary Economic Development) 

 
In 2006-2007 (the most recent data available), total provincial and federal spending on culture in Alberta was over $522 
million, up from $348 million in 2003-2004. 
 
Calgary leads the country in consumer spending on cultural goods and services. Calgarians spent $1,020 per capita in 2008, 
highest among 12 Canadian metropolitan areas, according to Hill Strategies Research, an Ontario-based firm that analyzes 
the arts sector. At $963 per person, cultural spending by Albertans is 15 per cent higher than the Canadian average of $841, 
the study found. The goods and services examined in the study included works of art, art supplies, movie admissions, 
performing arts, books and home entertainment equipment (Src: CBC news, November 22, 2010 - 
http://www.cbc.ca/canada/calgary/story/2010/11/22/calgary-alberta-arts-spending-culture.html#ixzz16tv4fYTC).  
 
 

 

 

http://www.cbc.ca/canada/calgary/story/2010/11/22/calgary-alberta-arts-spending-culture.html#ixzz16tv4fYTC
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Appendix 4 – Professional Services Target Market 

I. Excerpts from CRP work (2007): 
 
Statistically – it is Division M – Business Service Industries 
 
The main SIC codes for professional, technical and scientific services are included under the SIC 77 Business Services group, 
which also includes other business sub-sectors.  Small segments of professional services may be included in other SIC codes 
and the SIC 779 includes other business services, not just professional, technical and scientific services.  
 
Calgary Regional Partnership work (2007) identified the following trends in the Calgary Region (excluding the City of 
Calgary) in the Professional Services industry sector: 
 

 exhibited the fastest average annual growth rate in the region at 16.2%, far in excess of overall regional growth. 

 created 1,430 new jobs over the 5 years, the second largest number in the region. 

 at 1.7%, this sector has experienced the greatest change in its contribution to overall regional jobs, making it 
relatively more important. 

 the largest number of new businesses, by sector, was created in this sector. 

 the region already supports a number of firms in this sector that have more than 200 employees. 

 this sector and a number of its sub-sectors are declared priorities of both Calgary and Alberta. 
 
Within this sector, the CRP recommends that business cases be developed for: 
 

 Engineering firms 

 One-Two Person Consulting, Design and Computer Systems firms   
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II. Sourced from City of Airdrie: 

 
The Calgary Region has seen a significant increase in the number of professional service firms due to Calgary's emergence 
as Western Canada's business centre. Alberta's thriving energy-related development plus municipal and provincial 
infrastructure projects and private sector expansion continue to drive demand for professionals with expertise in: 

 Architecture 

 Engineering 

 Information Technology & Management 

 Management Consulting 

 Health Care 

 Government Services 

 Accounting 
  

ALBERTA'S PROFESSIONAL SERVICES INDUSTRIES  
 

 
Source: Canadian Business Patterns Data, 2005 

 
III. Sourced from RISE Marketing Plan: 

 
The growth outlook is moderate for the professional, scientific and technical services sector – a key occupational target for 
tele-work and home-based business: 
  

 In Alberta, employment in the professional, scientific and technical services sector is projected to grow on average 
2.9% per annum between 2006-2011(Alberta Modified COPS Outlook, 2006-2011).  

 The projected level of growth in this sector in Alberta is comparable to the level projected for the United States by 
the U.S. Bureau of Labor, with per annum growth projected at 2.5% between 2004-2014. 

 Overall at a macro level, sub-sector growth is likely to be highest in computer systems design and related services, 
management consulting, accounting and related services, and design services.   

 It is expected that there will be a continued high demand for engineering expertise in Alberta as a result of 
increased economic activity forecasted in the oil and gas sector in Calgary and other parts of Alberta, particularly 
with further development of the Alberta oil sands.  The engineering services segment is expected to continue as a 
strong and growing segment in this sector. 

 
 
Table 6: Per Annum Projected Growth by Sub-Sector (2004-2014) 
 
NAIC Sub-Sector       Employment  Output  
5411 Legal Services        1.4%  2.2% 
5412 Accounting, Tax Preparation, Bookkeeping and Payroll Services  3.0%  3.5% 
5413 Architectural, Engineering and Related Services    1.5%  3.3% 
5414 Specialized Design Services      2.5%  3.8% 
5415 Computer Systems Design and Related Services    3.4%  7.0% 
5416 Management, Scientific and Technical Consulting Services   4.8%  6.2% 
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5417 Scientific Research and Development Services    1.1%  7.1% 
5418 Advertising and Related Services      2.0%  5.0% 
5419 Other Professional, Scientific and Technical Services    2.5%  4.4% 
 
A Supporting Change Agent - The Global Economy 
 

 online space is a new and formidable economic activity 

 high speed infrastructure is a critical requirement. New types of businesses attracted to it. 

 virtual doctors, virtual enterprises (e.g. Google), IT cluster 

 rapid decentralization of economic activity enabled by network connectivity = profound variety of potential 

 the home and tele-commuting is a social/economic trend enabled by network connectivity, and largely untapped 
by municipalities seeking economic development. 

 
 
 
 
 
 
 
 



Town of Turner Valley 
Economic Development Plan – New Directions 

57 

Appendix 5 – Home-Based Business 

-More Canadians work from home offices- 

 
 
On Tuesday December 7, 2010, 12:25 pm EST  
 
About 3.6 million Canadians have the luxury of wandering down the hallway in their pyjamas to start their work days, 
suggests a report released Tuesday showing a rise in home office use. 
 
Statistics Canada's report says the number of people working at home is evenly split between the self-employed and those 
paid by companies. Together, they comprise 19 per cent of the workforce, up two per cent in eight years. 
 
The greatest increase is in the number of self-employed people working at home. In 2008, when the study was conducted, 
there were 1.8 million, up from 1.4 million in 2000. 
 
One of the greatest factors in determining who gets to work from home appears to be education. Fifty-four per cent of 
people working from home have a university degree, compared to the 25 per cent who have a degree but never work from 
home. 
 
Another key factor is the individual's role within an organization.  
 
Fifty-five per cent of people working at home, at least occasionally, are in professional or management jobs, compared to 
23 per cent of people who are in higher-ranking positions but never work from home, the study indicates. 
 
The most common reason for working at home, cited by 25 per cent of employees, is that they're required to, and 23 per 
cent said their homes provide better working conditions. 
 
Just slightly more men than women work from home. 

 

 
 
 

 

 

 

 

 

 

 

 

http://us.lrd.yahoo.com/SIG=12nqrracr/**http:/ca.rd.yahoo.com/finance/news/cbc/logo/SIG=10mdruh00/*http%3A/www.cbc.ca/

