COMMUNITY
SURVEY
RESULTS

CANMORE TOURISM TASK FORCE
26 AUG 2021

Summary
1.

2.

3.

4.

Many residents feel that tourism diminishes
rather than enhances their quality of life in
Canmore.
Residents working in tourism see it as
critical, but many residents have a narrow
view of businesses that benefit from tourism.
Residents want respect, balance and
sustainability to be at the core of the tourism
framework.
Sustainability and affordable housing are the
most popular tourism investments among
residents, but there is less agreement about
investments than there is about the vision.

Collection Summary
Survey fielded from July 12th – August 6th.
Promoted through Town of Canmore Facebook and RMO
page and by Task Force members at the Canmore
Farmers Market.
692 participants started the survey, with 91% continuing
to the end. (Excellent!)
Participants were overwhelmingly year-round residents
(76%).
Participants were widely distributed across age groups,
with far higher participation among 18-34s than is
typical for community surveys of this type. (Also great!)
This survey gives us the perspective of engaged
residents who are an essential stakeholder in the
framework, but not the only stakeholder.

Residency
6%

3%
Canmore is primary
residence
Canmore is not primary
residence
Non-resident

15%

Other

76%

Age
18-24

5%

25-34

26%

35-44

20%

45-54

15%

55-64
65-74
75 or older

21%
10%
2%
N = 692

WHAT IS A
TOURISM
BUSINESS?

Most residents don’t think their work is connected to
tourism
Professional link to Tourism

Almost half of residents either work directly in tourism or
for a business that indirectly benefits from tourism.
Many who don’t work directly in tourism don’t see their
work as connected to tourism.
Non-residents were less likely to be employed directly in
the tourism sector (10%), but more likely to be employed
in a business that indirectly benefits from tourism (52%).

19%
53%

Employed in the tourism
sector
Employed in a business
that indirectly benefits
from tourism

28%

Not connected to
tourism

Older residents (65+) are less likely to have a
professional link to tourism.

Q4 - Do you have a professional link to tourism?

N = 653

Residents don’t classify many businesses within the
tourism economy
Businesses seen to be in the tourism economy
Most, but not all, people include
services used primarily by tourists
(e.g., hotels, attractions).
Less than half of residents include
businesses that aren’t primarily
tourist-facing (e.g., personal services,
municipal services).

81%

Restaurants, cafes, bars

81%

Events and festivals

81%

Attractions

78%

Natural wonders (i.e., trails, lakes)

77%

Recreational activities

77%

Short-term vacation rentals

76%

Art galleries and museums

Overall, residents’ definitions of tourist
economy businesses is fairly narrow.
Non-permanent residents were much
less likely to include most businesses
within the tourism economy (Hotels,
44%; Restaurants, 51%; Events, 63%;
Attractions, 52%).

Hotels, motels

73%

Retail stores

69%

Public transportation

60%

Personal services (i.e., massage, dry cleaning)

45%

Municipal services (I.e., police, waste management)

44%

Household services (i.e., cleaning, repair)

38%

Health care
Business services (i.e., accounting, legal)

Q5 - Which of the following would you include in the tourism economy? Select all that apply.

33%
25%

N = 645

TOURISM
BENEFITS &
PROBLEMS

Residents see tourism as important, but often negative
Tourism economy & quality of life
Most Canmore residents see tourism as part of the
town, but not all of it.

Tourism economy

Almost all residents see tourism affecting their life, but
more see it as reducing quality of life than improving it.

Non-permanent residents are much more likely to
indicate that tourism has no effect on their lives (37%),
with the remainder equally split on whether tourism
enhances (27%) or diminishes (26%) their quality of life.
Q5 - Do you have a professional link to tourism?
Q6 - Which of the following statements best describe your feelings about the tourism economy in Canmore?

38%

33%

25%

Unsure / don’t know
It’s not worth the trouble
It’s only one part of who we are as a town
It’s important but we shouldn’t put all our eggs in one basket
It’s critical to our future

Residents who work directly in tourism are more likely to
see tourism as critical and much more likely to believe it
enhances their quality of life in Canmore.
Residents whose work benefits indirectly from tourism
are most likely to see it as important, but only part of the
town’s identity. They are also more likely to believe it
enhances quality of life in Canmore.

3%

Quality of life

7%

46%

14%

34%

Unsure / don’t know
Diminishes
Does nothing / has no effect
Enhances

N = 645

Some benefits of tourism aren’t apparent to residents
Tourism benefits
A substantial minority of Canmore residents don’t
see even the most obvious benefits of tourism
(e.g., Jobs, Revenue).
All residents see tourism bringing at least some
benefits.
Non-permanent residents are less likely to see the
benefits of tourism across many categories (Jobs,
60%; Revenue, 50%; Restaurants, 41%; Recreation
facilities, 38%).
Younger residents (25-34) are also less likely to
see the benefits of tourism (Jobs, 58%; Revenue,
49%; Restaurants, 48%; Recreation facilities, 39%).

Q13 - What benefits does tourism bring to Canmore? Select all that apply.

Jobs

74%

Revenue

67%

Restaurants

66%

Recreation facilities and infrastructure

50%

Services

44%

International profile

44%

Diverse community

41%

Other
Unsure / don't know
It doesn't bring any benefits

7%
2%
0%

N = 644

Problems arising from tourism are obvious to residents
Seriousness of tourism problems
Residents see problems both with
visitors’ abundance and behaviour.
The overabundance of tourists causes
most of the problems that are top-ofmind for Canmore residents (e.g.,
congestion, overcrowding, parking).
Behaviour, especially with wildlife, is also
seen as a serious problem by most
residents.
Across all measures, non-permanent
residents were less likely to see tourism
problems as serious (4 or 5 – Very much
a problem. E.g., Vehicle congestion, 52%;
Inappropriate behaviour with wildlife,
42%.

Vehicle congestion

8%

Inappropriate behaviour with wildlife

9%

Overcrowding 4%

8%

Parking

11%

Litter 4%

5%

46%

28%

27%
25%

20%

33%
2

42%

22%

20%

9%

50%

27%

20%

1 - Not at all a problem

Q9 - As well as the economic benefits, visitors can bring a number of challenges. How much of a problem are these areas? %<4 not listed.

23%

21%

12%

Visitors unprepared for the environment

Disrespectful behaviour

17%

3

4

39%

25%

35%

27%

33%
20%

20%

5 - Very much a problem
N = 646

The benefits of tourism are less obvious than the problems it brings.
Non-permanent residents see fewer benefits, but fewer problems too.
For long-term tourism sustainability, all residents need to see
tourism as contributing more benefits than problems.

VALUES &
VISION

Respect, balance and sustainability are most important
Most important values for the Tourism Framework
Six in 10 residents selected respect and
balance as one of their four most
important values.
Values central to the tourist experience
(e.g., Adventure in the mountains,
Inspiration of the mountains) were rarely
seen as core values.
At least one of these values were
important to every person who completed
the survey.
From the open-ended responses, for
many sustainability would require
curtailing the tourism growth.

Respect for the place – its environment, wildlife,
Respect for the place – its environment, wildlife,…
Indigenous peoples, locals and visitors

63%

Balance
Balanceofofenvironment,
environment,economy,
economy,
locals
localsand
and
visitors.
visitors

59%

Longterm
termsustainability
sustainability
Long

47%

Smallmountain
mountaintown
town
authenticity
Small
authenticity.

33%

Preservationofofwhat
whatmakes
makes
Canmorespecial.
special
Preservation
Canmore

32%

Personal responsibility for looking after land and its
Personal responsibility for looking after land and its…
wildlife

30%

Sense
community.
Senseofof
community

28%

Accessibilityfor
forallallkinds
kindsofofvisitors
visitorstotoallallkinds
kindsof…
of
Accessibility
experiences
Adventure
mountains.
Adventureininthethe
mountains

17%

Sharing
the
itsitspeoples.
Sharingand
andteaching
teachingabout
about
theland
landand
and
peoples

17%

20%

Welcoming
visitors
alike.
Welcoming
visitorsand
andwildlife
wildlife
alike

15%

Inspiration
ofofthethemountains.
Inspiration
mountains

Q12 - A tourism framework is built on a set of core values that guide decision-making. Select 4 that are most important to you.

None
Noneofofthe
theabove
above

7%
0%

N = 635

Respect resonates most with residents
More than 2 in 3 residents chose respect
as resonating with their vision.

Visions for the future of tourism in Canmore
Respectful of
of the
theplace,
place,people
peopleand
andenvironment.
environment.
Respectful

As with values, visions centered on the
impact of tourism on residents, with
visitor-centric statements selected only
rarely (e.g., Educates and inspires the
modern explorer, Provides and manages
opportunities for fresh and natural
adventures).

68%

Enhancesthe
thelives
livesof
ofresidents.
residents.
Enhances

45%

Inclusive,supporting
supportinglocal
local businesses
businesses and
andpeople.
people.
Inclusive,

37%

Treadslightly
lightlyon
onthis
thisland.
land.
Treads
Offers an
an authentic
authenticmountain
mountaintown
town experience
experienceand
andvast
vast
Offers
wilderness.
wilderness.

37%
31%

worldclass
class sustainable
sustainable tourist
touristdestination.
destination.
AA world

31%

Acknowledgesour
ourindigenous
indigenousconnections.
connections.
Acknowledges

At least one of these statements
resonated with every person who
completed the survey.
Resident’s open-ended hopes and
dreams for the community also matches
these themes.

28%

Welcomesvisitors
visitorswho
whorespect
respectour
ourlocal
localculture.
culture.
Welcomes

25%

Educatesand
andinspires
inspiresthe
themodern
modernexplorer.
explorer.
Educates

16%

Provides and
andmanages
managesopportunities
opportunitiesfor
forfresh
freshand
andnatural
natural
Provides
adventures.
adventures.

14%

Imaginatively creates
creates aa better
betterfuture.
future.
Imaginatively

Q13 - Which of these statements resonate most with your vision for the future of tourism in Canmore? Select your top 4 statements.

Noneof
ofthe
theabove
above
None

13%
0%

N = 632

There is no consensus on the most important tourism
investments
Investments residents want
Residents have far greater agreement about their vision
for Canmore than the specific investments required to
meet that vision.

Sustainabilityinitiatives
initiatives
Sustainability

45%

Affordablehousing
housing
Affordable

38%

Trailinfrastructure
infrastructureand
andsignage
signage
Trail

36%

Education (natural, historical and
(Non-specific) sustainability initiatives are most Education (natural, historical
and cultural programs for…
cultural programs for visitors)
popular, followed by a wide range of investments
Parking
Parking
supported by 1/3 to 1/4 of residents.

Affordable housing is popular across income brackets
– not just a concern to less wealthy residents.
Visitor-centric investments received relatively little
support (e.g., marketing; new attractions and
experiences).
“Other” open-ends mostly offered more detail for listed
options (e.g., wildlife education), and also suggested
investment in bylaw enforcement.

34%

Public
Publictransportation
transportation

28%

Downtown
Downtowninfrastructure
infrastructure

23%

Indigenous
Indigenousexperiences
experiences

22%

Visual
Visualappeal
appealof
ofdowntown
downtown

15%

Arts
Arts&&culture
culture

15%

Tourism
Tourismmarketing
marketing

13%

Other
Other

12%

New
New attractions
attractions and
andexperiences
experiences

11%

None
Noneof
ofthe
theabove
above
Q11 - Where should tourism investment be made in Canmore? Select your top 3 choices.

35%

0%
N = 643

Many residents share a common vision and want leadership to
make that vision a reality.

“

Tourism brings its own unique energy to the town. I envision this
energy being upheld while not just considering, but prioritizing the
health of this amazing mountain ecosystem and the wildlife that rely
on the Bow Valley. I hope that the tourism framework also take
climate change into account, and plans for ways to make tourism
the most sustainable possible. The future of tourism must be bold!

Summary
1.

2.

3.

4.

Many residents feel that tourism diminishes
rather than enhances their quality of life in
Canmore.
Residents working in tourism see it as
critical, but many residents have a narrow
view of businesses that benefit from tourism.
Residents want respect, balance and
sustainability to be at the core of the tourism
framework.
Sustainability and affordable housing are the
most popular tourism investments among
residents, but there is less agreement about
investments than there is about the vision.

APPENDIX

Q3 - Do you work in the town of Canmore?
Employment
Yes, I work in Canmore

47%

No, I work elsewhere in the Bow Valley

9%

No, I work outside the Bow Valley

I'm a student

15%

2%

I'm retired

I'm not employed, but looking for employment

I'm not employed and not looking for employment

Other

21%

1%

9%

5%
N = 643

