TOWN OF CANMORE
AGENDA
Regular Meeting of Council
Council Chamber at the Canmore Civic Centre, 902 – 7 Avenue
Tuesday, January 24, 2017 at 5:00 p.m.
Times are estimates only.
PUBLIC QUESTION PERIOD – Before meeting is called to order
5:00

A. CALL TO ORDER AND APPROVAL OF AGENDA
1. Agenda for the January 24, 2017 Regular Meeting of Council

5:00 – 5:15

B. DELEGATIONS
1. Stephanie O’Brien – Shop Local Campaign

5:15

C. MINUTES
1. Minutes of the January 10, 2017 Regular Meeting of Council

5:15 – 5:25

D. BUSINESS ARISING FROM THE MINUTES
1. Rotary Request to Release Reserve Funds
Request: that the $40,000 being held in trust by the Town of Canmore on its
behalf be released to Rotary in support of the YWCA’s Higher Ground
Women’s Shelter project.

5:25 – 5:30

2. CAUSE Canada Property Tax Exemption Request
Request: that Council exempt CAUSE Canada from paying municipal taxes on
their property at 207-743 Railway Avenue.

5:30 – 5:35

3. Calgary SCOPE Society Property Tax Exemption Request
Request: that Council exempt the Calgary SCOPE Society from paying
municipal taxes on their property at 112-379 Spring Creek Drive.

5:35 – 5:40

E. UNFINISHED BUSINESS
1. Facilities Spatial Needs Study
Recommendation: That Council accept the Facilities Spatial Needs Study for
planning purposes.
F. BYLAW APPROVAL
None
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5:40 – 6:00

G. NEW BUSINESS
1. RCMP Radio Funding
Recommendations:
(1) That Council approve funding of $70,000 in 2017, from the photo radar
reserve, for the RCMP Alberta First Responder Radio Communication
System radio costs for 2017.
(2) That Council approve funding of $50,000 in 2018, from the photo radar
reserve, for the RCMP Alberta First Responder Radio Communication
System radio costs for 2018.
H. CORRESPONDENCE/INFORMATION
None
I. REPORTS FROM ADMINISTRATION
None
J. NOTICES OF MOTION
None
K. IN CAMERA
None

6:00

L. ADJOURNMENT

Agenda prepared by: Cheryl Hyde, Municipal Clerk
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presents for consideration
to The Town of Canmore:

B-1

CANMORE
BUY LOCAL
MARKETING
STRATEGY
PROPOSAL
STEPHANIE O’BRIEN 403.978.6788
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EXECUTIVE SUMMARY
This is a community economic development program rooted in local business—a vital investment
in our community and economy.
A co-ordinated, tactical Buy Local marketing strategy will move Canmore towards a thriving,
vibrant, resilient local business community and tourism economy. The campaign positions
Canmore as an exciting shopping and dining destination worth exploring, and it positions local
buying as a value-based lifestyle choice.
Aimed at visitors, second-home owners and residents, this marketing strategy will promote
Canmore as having the curated high-end quality of goods found in cities with small town
accessibility—a relaxing, rejuvenating, friendly place to enjoy sophisticated amenities. We will
create a Buy Local brand for the town's businesses and promote them under this umbrella brand,
which projects certain values and personality. We want to encourage thoughtful purchasing
decisions which impact the whole community, and we want to create a collaborative, caring
business culture in Canmore. When we support each other, we all win.
The timeline for this project is four months launching May 22, 2017. Three other campaign
activations are planned for: Canada Day and Heritage Day, as well as the launch of Canmore
Buy Local Week December 1-7, 2017. All of the campaigns will be supported by earned media
strategies.
Canmore’s visitors are spending $1 million a day in Canmore. For every $100 spent at local
businesses in Canmore, up to $46 stays in the community, compared to just $14 spent at a big
box or chain store. (Source: LOCO Vancouver)
Together, our team bring the combination of skills, creativity and experience needed to deliver
outstanding results for Canmore’s visitors, the local business community, local economy, and
the Town.
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CREATIVE BRIEF

PROJECT OVERVIEW
PROJECT VISION

A Buy Local marketing strategy will put Canmore on the help the Town of Canmore’s unique
local business community thrive while also help encourage a vibrant and resilient local economy.
The buy local initiative will encourage and inspire residents and visitors to choose locally owned
businesses over travelling to Calgary or Cochrane.

A thriving, vibrant, resilient local business community, and local economy.

A colourful, modern content strategy will help promote Canmore’s local businesses under one
brand. This initiative will help drive traffic, online and in person, to local businesses.

PROJECT MISSION

A Buy Local marketing strategy will be a valuable resource in Canmore’s destination tourism
marketing efforts. A Buy Local initiative also helps support the Town of Canmore’s Sustainability
Plan.

To attract and inspire visitors to spend more time and money in Canmore, by promoting local businesses
through a strategic and coordinated buy-local marketing strategy.

PRIMARY GOAL
Develop a marketing strategy to help celebrate and promote local businesses and Canmore’s distinctive
mountain culture. Position Canmore as a tourism, shopping and dining destination and continue the work
of Canmore Business and Tourism in this area. In conjunction with its reputation as an award-winning
dining destination, world-class event location, and hub for culture and creativity, Canmore can become
a shopping destination known for its authentic local purveyors and independent business owners.
Canmore is the place to recharge, reconnect and become inspired by all the community has to offer.

This type of campaign would normally be executed by the town’s destination marketing
organization (DMO). As Canmore currently lacks a DMO we feel this interim project delivers
urgently needed marketing and economic development support. Canmore is missing a hub to
drive collaborative marketing efforts. While the newly established Chamber of Commerce could
have input into this strategy, it is not their mission to represent individual businesses.
The overall goal of the strategy is to celebrate and raise the profile of Canmore through all of its
successful independent businesses.

OUR TEAM’S APPROACH
PROJECT GOALS
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•

Economic development, boost the local and regional economy

•

Celebrate Canmore’s distinctive community culture

•

Attract more visitors, add value to second homes owners (encourage them to spend more)

•

Increase traffic and awareness of the ‘Downtown Canmore’ brand

•

Inspire and enable people to choose Canmore’s local businesses

•

Shift spending from Calgary, online, and elsewhere to Canmore

•

Increase local business market share

•

Inspire a more collaborative local business culture

Stephanie@CarmellaConsulting.com
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Phase 1: Project scoping to clarify and finalize project objectives, phases, activities and deliverables
Phase 2: Develop a strategic marketing plan
Phase 3: Design content
Phase 4: Develop content
Phase 5: Campaign launch and activations
A detailed explanation of each phase can be found below in the Work Plan section of this proposal,
and in appendix B and C.
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OUR PRINCIPALS AND GOALS
Pivotal to the success of a buy local marketing strategy will be community and stakeholder engagement.
Our approach to engagement involves:
Identifying and convening participants early on to raise awareness and to build project understanding.

BENEFITS OF A BUY LOCAL CAMPAIGN
Inspire people to visit Canmore

Building on and adding to past experiences, plans and processes.
Based on community and stakeholder research, providing a number and variety of ways for people to
engage and provide input and feedback throughout the process.

Protect Canmore’s distinctive
character

PROJECT SCOPE
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Keep money circulating in
Canmore’s economy

Celebrating local businesses, and all the hidden gems
that make Canmore special, will encourage more
people to visit and stay.
Canmore’s collection of one-of-a-kind, independent,
local businesses are integral to its’ character, and what
makes Canmore such a special destination. Per capita,
Canmore has more independently owned and operated
businesses that any other town in the province.
Choosing a local business means that for every $100 you
spend, $46 is recirculated back into the local economy.
(Source: LOCO, Vancouver).

•

Strategic marketing plan

•

Content management plan for social media, newsletters and website

•

Media strategy and plan

•

Website portal with destination marketing content to drive traffic to local business websites

•

Marketing tool kit with campaign hashtags, key messages and other materials including branded
signs for businesses

Job creation

Locally owned businesses help create more jobs locally,
and often pay better wages and benefits than chains.

•

Shareable marketing collateral including high-res images and bite-sized videos

Support sustainability

Shopping at walkable businesses and businesses with
shorter supply chains helps reduce emissions.

•

Facebook & Instagram set-up and management

•

Newsletter set-up and management

•

Community activations on; May long weekend, Canada Day, Heritage Day

•

Canmore Buy Local Week campaign, officially proclaimed the first week of December

Stephanie@CarmellaConsulting.com
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Build community pride

Local businesses are owned by people who care about
our community because they live here, their kids go
to school here. They are more likely to support local
causes and events.

CANMORE BUY LOCAL MARKETING STRATEGY
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WHY BUY LOCAL?
In 2016, the CHLA (Canmore Hotel and Lodging Association) made the decision to function as
a DMO with the goal of "heads in beds". They will market Canmore as a tourist destination,
focusing on the accommodation sector. The benefits to Canmore are clear.

SELECTED CHARACTERISTICS OF OVERNIGHT VISITS TO ALBERTA SOUTH, 2014
DESCRIPTION

Average length of stay

ALBERTA

OTHER
CANADA

UNITED STATES

OVERSEAS

2.5

3.1

4.0

6.5

What about the businesses who provide the Canmore experience? The food and beverage
industries, the retailers, the independent business owners, the tour operators and companies
who all provide friendly, engaging experiences? There are 600 business in Canmore who would
directly benefit from a Buy Local/Explore Canmore campaign and another 600 indirectly that
would benefit. We all benefit from a robust Canmore economy.

Average spending per person
per visit

$142

$185

$409

$425

According to Canmore Business and Tourism’s 2015-2020 Strategic Plan, the 2020 target for the
tourism sector is an annual visitor spend of $400 million (up from $278 million in 2012). Visitor
spend 2012 Canmore $278m.

Average spending per party
per visit

$249

$337

$731

$702

This Buy Local campaign, coupled with the current economic climate and the tourism landscape
could provide a 20% boost to economic impact and our projections show a $397 million positive
outcome.

Average spending per person
per night

$56

$55

$120

$55

Average spending per party
per night

$99

$100

$215

$91

Average party size

3.1

2.3

1.8

1.7

Approximately 36% of all visits to southern Alberta included at least one overnight stop, yielding
1.53 million overnight visits in 2014.
On overnight trips, Canadians most enjoy dining at restaurants that offer local ingredients and
recipes; shopping for clothing, shoes or jewellery; shopping for books and music; strolling around
a city to observe its buildings and architecture; and sunbathing on a beach.
On average, overseas visitors spent the most per person per visit ($425 per person per visit), but
U.S. visitors had the highest average spending per person per night ($120). Albertans and other
Canadians have similar average spending per person per night ($56 for Albertans and $55 for
other Canadians). For simplicity, we have used an average of $150 per person, per visit.
The average length of stay for all overnight visits to southern Alberta is 2.8 nights.
Source: http://bit.ly/2jw0RKo
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PROJECT TEAM
Stephanie O’Brien, President of Carmella Consulting, will manage the project, leading the marketing strategy. Stephanie is founder of Carmella Consulting, a content marketing and event management
company with a successful client-centric approach, ensuring that every marketing strategy ladders up to
business goals. An award-winning coach, Stephanie’s competitive advantage is engaging the community
to support business decisions that make sense for economic growth.

STEPHANIE O'BRIEN

MOSELLE DIBDIN

KYMBERLEY HILL

Moselle Dibdin, Digital Marketing Strategist, will develop and implement the marketing strategy. Moselle brings over fifteen years’ marketing experience. She holds a Masters degree in International Management and a BA (Hons) in Marketing Management and Tourism, as well as a Project Management certificate from UBC. Moselle has worked with the public sector, private sector and non-profit organizations.
Moselle founded a successful buy-local campaign called Local Whistler and spearheaded the BC Buy Local
Week campaign in the Sea to Sky Corridor.
Kymberley Hill, PR, Communications & Content Marketing Consultant, will lead the PR strategy and
communications efforts for the project. Kymberley spent most of a decade in PR and Communications
representing travel, hospitality and consumer lifestyle brands. She is experienced within strategic brand
storytelling, content marketing, PR planning, and media relations. Kymberley holds a Masters degree in
Public Relations and has experience working within the Media teams of both Banff & Lake Louise Tourism
and Tourism Jasper.

KYLA JACOBS

LYNNE RISK

NATASHA CLARK

Kyla Jacobs, Content Management Specialist, will work with the team to develop the content management strategy, as well as implement and maintain the social media and newsletter plans. She will also
assist with the development and coordination of digital content and copy for the website portal. Kyla
graduated with a Bachelor of Commerce Honours in Marketing & Entrepreneurship from the University
of Manitoba in 2005. She brings to the Carmella team 6 years of experience in online publishing, digital
product creation, and social media and marketing management and 11 years of experience in business
management and community development.
Lynne Risk and Natasha Clark, Directors of Risk Creative, will create the brand, build the website and
printed materials, and provide content and editing services. Lynne Risk is a multi-talented college instructor in design and Adobe Creative Suite software with fifteen years' experience in professional design
and website development. As a serial entrepreneur, designer, illustrator, and professional award-winning
writer and editor, Natasha brings a variety of skills and over fifteen years' experience to business and
brand development, and content writing. Together they create e-commerce websites, corporate communications, and perform social media management in partnership with Carmella Consulting.
Chris Wheeler Media (CWM) produces videos and builds social media marketing campaigns with clients.
They do BC Field Reporting and have filmed the 2010 Olympic Torch Relay and Rick Hansen 25th Anniversary Relay across Canada. CWM produces videos that convert viewers into becoming campaigners.
Chris Mullin, Photographer, will provide photography services for the project. He specializes in stunning, high-definition, multi-image panoramas, bringing landscapes and destinations to life.

CHRIS WHEELER
12
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OUR DISTINCT ADVANTAGE

EXPERIENCE WITH SIMILAR PROJECTS

Carmella delivers marketing support for corporations, non-profit organizations, consultants
and businesses. With a multitude of Canadian clients with varying business models, each
customer is provided with a unique and customized solution.

Bow Valley Chamber of Commerce

WEB DEVELOPMENT
We make responsive, beautiful websites with high-end custom branding, professional web
copy, and a considered user experience that converts browsers into buyers.

Stephanie is the vice-chair of the newly
founded Bow Valley Chamber of Commerce
and has played a significant role in getting
this project off the ground. The Bow Valley
Chamber of Commerce incorporated as a
not-for-profit society on November 8th, 2016
and will launch as a membership-based

business community on January 18th, 2017.
The new Chamber will provide a meaningful
voice for local, provincial and federal advocacy
and representation on issues impacting
member businesses across the communities
of Lake Louise, Banff, Canmore, Deadman’s
Flats, Exshaw, and Kananaskis — all the way
to the western boundary of the Cochrane
Chamber of Commerce.

SOCIAL MARKETING
Our social marketing finds and engages with your target demographic in ways they want,
creating trust.

CONTENT STRATEGIES
Content marketing converts readers into followers and buyers. We’ll strategize a specific plan
for you.

Local Whistler
Moselle founded a buy local initiative in Whistler in 2013 called
Local Whistler. The project showcased and promoted locally
owned businesses, services and products via a dynamic website,
online business directory and social media channels, each with
audiences of 1000+. The Local Whistler Facebook page has
more followers than the Whistler Chamber.

ACTIVATION AND ENGAGEMENT
We are experts in creating connections with an audience. We can plan, deliver and execute
strategies which will bring the community together on a certain topic or event.

January 24, 2017 Regular Business Meeting 5 p.m.

BC Buy Local Week Campaign
Moselle spearheaded the BC Buy Local
campaign in the Sea to Sky Corridor 2014-2016.
Working in partnership with LOCO, a non-profit
local business alliance working to strengthen
communities, grow the local economy in
Vancouver. Moselle obtained proclamations
from Squamish, Whistler, Pemberton and the
Squamish Lillooet Regional District. She also
designed a successful strategy to promote BC
Buy Local week using social media campaigns,
earned media, contests and other marketing
strategies

CANMORE BUY LOCAL MARKETING STRATEGY
PROPOSAL
Page
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PROJECT
SCOPING
Feb. 2017

STRATEGIC
MARKETING
March 2017

CONTENT
DESIGN
April 2017

LAUNCH
CAMPAIGN

CONTENT
DEVELOP.
April-May 2017

May 22, 2017

COMMUNITY
ACTIVATIONS
July & August
Dec. 1-7, 2017

PHASE 1: PROJECT SCOPING
1.1 KICK-OFF MEETING
The project team leads will meet with Town of Canmore and key (identified) business owners
to form an advisory committee and review the project objectives, work plan and timelines, and
refine any details required. We will also confirm the goals of the process and develop a deeper
understanding of the Town’s local business stakeholders.

1.2 REVIEW EXISTING PLANS AND CONTENT
The project team leads will review all the relevant existing plans, reports, and data to gain a clear
understanding of what currently exists, as well as to identify any gaps for further exploration. It
may become evident that there isn’t clear data recording processes in place for measurement,
if so – these will be implemented.

DETAILED WORK PLAN
Our team proposes the following work plan, carefully designed to meet the overall goal and objectives
of the project, resulting in the production of a powerful Buy Local strategy for the downtown business
core, Elk Run boulevard, Spring Creek, Three Sisters Mountain Village, the industrial park, Bow Valley
Trail and Railway Avenue.
The work plan is composed of five phases, as outlined earlier in the proposal. Some examples of buy
local initiatives can be found in Appendix A. The project schedule is in Appendix B. The level of effort
and fee requirement for each Phase of the project can be found in Appendix C.
The following is the proposed project timeline by phase, followed by a detailed description of the
tasks within each phase.

1.3 RESEARCH INDUSTRY TRENDS, SURVEY BUSINESS
OWNERS ONLINE
We will research buy local initiatives and community economic trends to ensure we are including
best practices and learning from stories of success.
We will prepare a short online survey to be conducted over a three-week time frame to better
gauge resident and visitor attitudes. This survey will be easy to complete, with a mixture of
closed/option-based and open-ended questions. The survey will be promoted via social media,
and through partner channels. To stimulate interest and participation, we will offer a draw prize
of a $100 gift certificate to a local business or of the winner’s choice for completing the survey.
We will also review the Rocky Mountain Outlook’s “Best of the Bow” lists and include those in
our data.
Examples of questions: “What three local businesses do you love the best in Canmore and
why?” “What would help you to choose local Canmore businesses more often?”

16
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1.4 BUSINESS OWNER INPUT
We will draw on the knowledge gained through Chamber Café Conversations to better understand
the gaps and opportunities for local businesses. Business owners will be invited to provide participate
in online surveys throughout the project. We will collaborate with other stakeholder groups such as
the BRZ.

1.5 DEVELOP PROJECT SCOPE
We will work together as a team to develop a detailed project plan and schedule for the project. Key
learnings, recommendations and insights will be highlighted in a summary document.

3.2 HIRE VIDEOGRAPHER TO PRODUCE BITE-SIZED VIDEO
CONTENT
We will hire a freelance professional videographer to produce short bite-sized videos to capture
the heart and soul of Canmore’s culture, the essence of the local business community and
things to do in Canmore. We will collaborate with local business owners on video stories that
feature and showcase their local knowledge. Videos will be filmed in and around the brick
and mortar buildings here in Canmore, and include business owners, artisans, chefs, servers,
artists, gallery owners. This type of content is very sought after by media outlets and industry
leaders like Travel Alberta, for online sharing.

PHASE 2: DEVELOP STRATEGIC MARKETING PLAN

3.3 CONTENT DESIGN AND DEVELOPMENT

2.1 DESIGN A STRATEGIC MARKETING PLAN

CONTENT MARKETING NEEDS

We will design a strategic marketing plan for the buy local campaign focus on; why Canmore is such
a special destination, celebrate the soul of the community and the local business community.

2.2 DEVELOP BRAND / MARKETING TOOLKIT
Our team will develop a brand / marketing tool kit which will include; a visual identity, logo, tagline,
key messages, bite sized videos, image bank of high-res images and graphics for social media, etc.

2.3 CONTENT MARKETING
We will write content management plans for the website, social media and newsletters.

PHASE 3: CONTENT DESIGN AND CREATION
3.1 HIRE PHOTOGRAPHER FOR HIGH-RES IMAGE CONTENT
We will hire a freelance professional photographer to shoot a collection of high-res photos showcasing
Canmore as a destination. The photographer will create a photo essay telling the story of ‘why

18

Canmore’ and to support sample itineraries. These photos will contribute to an image bank.

Stephanie@CarmellaConsulting.com
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Content and customer engagement is at the core of any sales strategy. Consistent posting,
demonstrating industry expertise, an avenue for customer service and highlighting your
experience will show that you are the best option.
Once you’ve involved the right stakeholders, department and networks, it’s time to start
building engaging content for your social channels. This content—whether a video, tip sheet or
simple Tweet—should all ladder up into your business objectives. Below are just a few examples
of good content for social and how to use that to support your goals.
CONTENT STRATEGY AND SOCIAL MEDIA PLAN
The content strategy and social media plan aligns all components of the marketing mix into a
compelling, strategic, business orientated plan. Aligning your business goals with your social
media efforts will help determine return on investment.
WHY INVEST IN A CONTENT STRATEGY AND SOCIAL MEDIA PLAN?
Investing in a content strategy and sharing content on a regular basis can help achieve key
business objectives like increasing website traffic, building brand awareness and lead generation.
The goals of a content marketing strategy are summarized as follows:
1. Brand Awareness
2. Attracts New Prospects
3. Consistency & Quality
CANMORE BUY LOCAL MARKETING STRATEGY
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SOCIAL MEDIA

3.4 CREATE BRANDED MARKETING CONTENT

Social media provides a rich, continuous and interactive relationship with customers. Increasing a social
media footprint provides an opportunity to interact with existing and potential customer bases, as
well as building a brand identity. Leveraging social media also shines a light upon competition activity,
especially areas where they are excelling.
The clear majority of today’s consumer purchasing decisions are heavily influenced by experiences,
product reviews, and word-of-mouth. You can leverage social selling and marketing strategies already
in place to enhance community partnerships and identify new leads. A #kudos from your next door
neighbour certainly means a lot more than a billboard on the highway.
Carmella will set up, optimize and maintain the social media accounts for the first three months. After
that we will maintain and service the social media accounts and newsletter for an additional monthly
service fee (TBD).
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Examples of campaign name ideas:

Examples of tagline ideas:

•

Explore Canmore

•

•

Experience Canmore

Choose Your Own Canmore
Adventure

•

Why Canmore

•

Experience Canmore like a Local

•

Our Canmore, Your Canmore

•

Canmore, Gateway to the Rocky
Mountains

•

Real Canmore

•

Canmore: Buy Our Love

•

Love Canmore

•

Be Local

•

Buy Canmore Local

•

Buy More Canmore

Stephanie@CarmellaConsulting.com
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We will create branded marketing campaign content for businesses and organizations in
Canmore to use on their websites, social media channels and newsletters. These will include key
messages/copy, bite-sized videos, an image bank of high-res photos and graphics. We will also
develop website content including a bank of shareable news/blog stories featuring Canmore as
a destination.
Examples:
•

Canmore’s Hidden Gems

•

10 Canmore Local Secret Spots

•

How to Experience Canmore Like a Local

•

3 of the Best First Date Ideas in Canmore

•

5 Ways Families Have Fun in Canmore

•

Planning a Dinner Party? Visit these six Local Canmore Business

3.5 DEVELOP AND IMPLEMENT A MEDIA PLAN
We will develop a public relations strategic media plan which will include the writing of the
media materials, generating a set of story ideas for media, pitching, liaising with media contacts,
working with the retailers and local businesses involved to source appropriate media quotes/
stories. We will use our contacts to engage local and regional media—radio, television, print and
digital—to help promote Canmore as a destination and the Buy Local campaign. We will research
and recommend influencers and spokespeople (local business owners) to support and promote
the campaign. We will proactively seek opportunities to earn media exposure to promote the
Buy Local campaign. Finally, we will also engage our wider tourism partners (Travel Alberta,
Destination Canada as examples), to further spread our messaging, and help share our branded
content.

CANMORE BUY LOCAL MARKETING STRATEGY
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PHASE 4: CONTENT DEVELOPMENT
4.1 DESIGN WEBSITE
We will design and develop an optimized, mobile-friendly WordPress website portal. The site will be
design to be content rich and low maintenance. The site will feature a page linked to an Instagram
account or hashtag to provide new dynamic content for search engine optimization. We will use digital
storytelling, news stories showcasing Canmore as a destination, bite-sized videos inspiring people to
explore Canmore and high-res photos tempting people to spend longer visiting Canmore. The website
will also house all of the buy local campaign collateral and community activation materials. A draft site
will be available for review and testing prior to uploading and populating the majority of the content.

4.2 SET UP SOCIAL MEDIA ACCOUNTS

5.2 PLAN AND PROMOTE CANADA DAY ACTIVATION, JULY 1
The Canada Day campaign activation will focus on ‘why local Canmore’. The campaign will
celebrate Canmore’s thriving local business community. The messaging will focus on how great
local Canmore businesses, products and services are. Ideas include a fun play on the ‘I Am
Canadian’ campaigns, ‘I Am Canmore’, featuring local champions and profiling local businesses
that help make up the fabric of Canmore. A public relations campaign will include spokespeople
and/or influencers.

We will set-up three social media accounts to increase awareness and promote the buy local initiative,
local businesses and Canmore as a destination. The social media accounts; Facebook, Instagram and
YouTube, will be consistently branded, cross-promoted and monitored.

5.3 PLAN AND PROMOTE HERITAGE DAY ACTIVATION,
AUGUST 7

4.3 DESIGN NEWSLETTER TEMPLATE

We will design a Heritage Day campaign focused on how Canmore’s culture and heritage is
reflected in its business community. Ideas include featuring Canmore’s hidden gems and secret
spots. Online walking tours will inspire exploration and an earned media strategy will help ensure
that Canmore is being showcased as a fun destination with a vibrant local business community.

As part of the content management strategy, we will design a newsletter template in MailChimp.
People will be invited to sign-up on social media and through the website. The newsletter will be
designed using content in the tool kit and on the website to celebrate Canmore’s local businesses.

PHASE 5: LAUNCH BUY LOCAL CAMPAIGN & CAMPAIGN
ACTIVATIONS
The goal of the campaign activations is to increase awareness of the buy local campaign, promote
Canmore as a destination and increase visitor spending. Campaign activations will be designed as
a media worthy event on occasions when the town will be busy so that the campaign has the best
opportunity of gaining the biggest reach/audience. We will launch the campaign during May long
weekend, the other activation happen on Canada Day, Heritage Day and the first week of December.

22

chef creates a guide to the best foodie spots around town. The campaign will encourage visitors
and second home owners to explore Canmore. We will incorporate an interactive online contest
to celebrate the launch and spread awareness of the campaign. We will promote the launch
online using our website and social media channels, posters on community notice boards and
in local businesses, and through community and industry partnerships.

5.4 PLAN AND PROMOTE BUY LOCAL WEEK ACTIVATION,
DECEMBER 1-7
We will ask the Town of Canmore council to officially proclaim the first week of December
Canmore Buy Local Week. This week-long campaign will encourage collaborations within the
business community to elevate Canmore as a Christmas shopping destination. This newsworthy
event will gain regional reach and maybe inspire other communities in Alberta.
COST FOR SERVICES

5.1 PLAN AND PROMOTE MAY LONG WEEKEND LAUNCH
ACTIVATION, MAY 22

Our budget for these services is $59,500, excluding GST. We have also recommended some
additional optional expenses to support the program. Please see Appendix B for the detailed
project budget and fee breakdown.

We will launch the campaign during the May 22 long weekend. The content for the campaign will focus
the concept of ‘choose your own adventure’, fun itineraries designed by locals. For example, a local

Please note that we have included some additional optional extras. These are suggested based
on experience and conversations with local business owners.
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•

Pop-up Canmore at Conferences and Events – for further discussion.

•

Design and book two highway billboards for June-August. We heard overwhelmingly from the business
community that investing in two highways signs (one in each direction) three months June-August
would be a strategic use of funds.

•

Design and print signs/stickers for in-destination branding $500. Providing branded campaign materials
to business owners to display will help extended the reach of the campaign and brand recognition.
This is a way to increase awareness and promote the website and social links.

APPENDICES
A. Examples of Buy Local initiatives
B. Project tasks & schedule
C. Project tasks & budget
D. Relevant statistics & info

24

•

Ongoing social media management. The campaign includes the set-up and optimization of the social
media accounts as well as designing the newsletter. We will monitor and track your social channels.

•

Digital marketing advertising budget $500 to boost ads in Facebook and Instagram. Advertising on
social platforms will help extended the reach of the campaign brand and Canmore as a destination.
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APPENDIX A: EXAMPLES OF BUY LOCAL INITIATIVES
BE LOCAL – CALGARY (REAP)
Respect for the Earth and All People (REAP) is a not-for-profit association
for locally owned businesses that care about the community and the
environment.

BUY ALBERTA FOOD
Buy Alberta is a public awareness campaign. The program, developed
to clearly identify Alberta foods, is administered by the Alberta Food
Processors Association.

LOCO – VANCOUVER
LOCO BC is a non-profit local business alliance working to strengthen
communities, grow the local economy and build strong, sustainable
businesses by encouraging a shift in local purchasing by consumers,
businesses and institutions/government.

LOVE NORTHERN BC
Local businesses are owned by people who live and are fully invested in
the success of the whole community. They own the interesting businesses
that are a vital part of vibrant and thriving communities and give them
character, personality and soul. People appreciate unique, charming and
memorable shopping experiences and are starving for face-to-face contact
– for the local shopkeeper who remembers your name. When you shop
at independent businesses, you build relationships with your local shop
owners.

independent business owners and their customers. They combined the best
from the big business loyalty-and-rewards programs, then mixed in some
innovative ingredients developed over four years of testing.

THE LOCAL GOOD – EDMONTON
The Local Good was founded in 2007 as a hub that helps Edmontonians live
a more local and green lifestyle. Their mission is to make good things happen
in Edmonton by connecting people interested in living locally and sustainably
with local resources and experts. They do this through monthly Green Drinks
Edmonton networking events, their quarterly Cash Mob Edmonton flash mobs
that support local businesses, their blog and social media channels, and other
annual events including the Good Hundred Experiment and the Edmonton
Resilience Festival.

THINK LOCAL FIRST – VICTORIA, BC
Think Local First is a non-profit society directed by a group of enthusiastic
volunteers who are all small business owners in Greater Victoria. Their goal is
to encourage people to patronize local businesses to keep Greater Victoria a
vibrant, sustainable community and make it a better place to live.

WE HEART LOCAL
We Heart Local is a community-wide movement supporting local BC
family-owned farms and food businesses. When we support our local food
system, we’re getting behind quality food, care for the environment, as well as
our local communities and economy. We Heart Local is a year-round initiative
that encourages consumers to sample, identify, enjoy and celebrate local BC
food and agricultural products.

SUPPORTLAND, PORTLAND
Supportland is the internet of small business. Our tools make the lives
of business owners easier with a super-straightforward digital punch
card. Instead of a paper punch card, customers can store all that info
on their Supportland card or mobile app. They also have something
like an airline-miles program on local-loving steroids, scaled perfectly to
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APPENDIX B: PROJECT TASKS & SCHEDULE
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APPENDIX D: RELEVANT STATISTICS & INFO
•

Banff named a must-see place by National Geographic Traveler http://bit.ly/2jkZaNv

•

In celebration of Canada’s 150 anniversary, the 2017 Discovery Pass will provide free
admission for the entire year to Parks Canada places from coast-to-coast to coast.
http://bit.ly/2jH3TJm

•

7.4 per cent increase in visitors to the iconic park from April 1, 2015 to March 31, 2016.

•

Highway count 2016 6,523,000 visitors through BNP. http://bit.ly/2iyhjdS

•

Natalie Fay, chief of media relations at Parks Canada said as of December 1, 2016 they
had received more than 2 million orders for free 2017 discovery passes—but she said
not to worry if you haven’t picked yours up yet. http://bit.ly/2jtrBeE

Financial Assumption: 20% increase of visitors
7200 visitors
$397 million projection
xplore Canmore/Buy Local Scorecard:
Goal is to increase customer spending during Christmas Campaign to $250/person.
Goal is to increase number of visitors by 20% in 2017 by capitalizing on BNP, Canada’s
Number one ranking for places to visit in 2017, and the low Canadian dollar.

METRICS
36% of travelers to Southern Alberta stayed overnight.
They stayed at average of 2.8 nights.
Average spent/visit $150
6000 visitors/day
6000 * .36 = 2160 * $150 = $324,000 *2.8 = $907,200
4000*365 days = $361 million impact

LET'S BUILD A STRONGER
LOCAL ECONOMY AND A
COLLABORATIVE BUSINESS
CULTURE IN CANMORE!

Actual Numbers from Travel Alberta and CBT
2012 278 million actual
2020 400 million goal
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C-1
TOWN OF CANMORE
MINUTES
Regular Meeting of Council
Council Chamber at the Canmore Civic Centre, 902 – 7 Avenue
Tuesday, January 10, 2017 at 5:00 p.m.
COUNCIL MEMBERS PRESENT
John Borrowman
Mayor
Joanna McCallum
Deputy Mayor
Sean Krausert
Councillor
Rob Seeley
Councillor
Esmé Comfort
Councillor
Ed Russell
Councillor
Vi Sandford
Councillor
COUNCIL MEMBERS ABSENT
None
ADMINISTRATION PRESENT
Lisa de Soto
Chief Administrative Officer
Michael Fark
General Manager of Municipal Infrastructure
Sally Caudill
General Manager of Municipal Services
Adam Robertson
Interim Supervisor of Communications
Katherine Van Keimpema
Manager of Financial Services
Patrick Sorfleet
Supervisor of Planning and Development
Alaric Fish
Manager of Planning and Development
Cheryl Hyde
Municipal Clerk (Recorder)
Mayor Borrowman called the January 10, 2017 regular meeting to order at 5:10 p.m.

1-2017

A. CALL TO ORDER AND APPROVAL OF AGENDA
1. Agenda for the January 10, 2017 Regular Meeting of Council
Moved by Mayor Borrowman that Council approve the agenda for the January 10,
2017 regular meeting as presented.
CARRIED UNANIMOUSLY
B. DELEGATIONS
1. Rotary Club Request to Access Reserve Funds
Hans Helder, on behalf of the Rotary Club of Canmore, spoke to a written
submission requesting that the $40,000 being held in trust by the Town of Canmore
on its behalf be released to Rotary in support of the YWCA’s Higher Ground
Women’s Shelter project. Rotary in turn will administer these funds along with the rest
of the Rotary House Proceeds funds as a matching grant pool for funds raised from
other sources. This will have the effect of doubling the value of the Town of
Canmore’s initial grant from $40,000 to $80,000. Council will consider the request as
Business Arising at the next regular meeting.
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2. Cause Canada Property Tax Exemption Request
Paul and Bev Carrick, co-founders of CAUSE Canada, spoke to a written submission
requesting that Council exempt their non-profit organization from paying municipal
taxes on their property at 207-743 Railway Avenue. Council will consider the request
as Business Arising at the next regular meeting.
3. Calgary SCOPE Society Property Tax Exemption Request
Bruce Howell, Director of Community Outreach Services for the Calgary SCOPE
Society, spoke to a written submission requesting that Council exempt their non-profit
society from paying municipal taxes on their property at 112-379 Spring Creek Drive.
Council will consider the request as Business Arising at the next regular meeting.

2-2017

C. MINUTES
1. Minutes of the December 6, 2016 Regular Meeting of Council
Moved by Mayor Borrowman that Council approve the minutes of the December 6,
2016 regular meeting as presented.
CARRIED UNANIMOUSLY

3-2017

2. Minutes of the December 13, 2016 Public Hearing for Bylaws 2016-26, 201625, and 2016-23
Moved by Mayor Borrowman that Council approve the minutes of the December 13,
2016 public hearing for Bylaws 2016-26, 2016-25, and 2016-23 as presented.
CARRIED UNANIMOUSLY
D. BUSINESS ARISING FROM THE MINUTES
1. Request for an Exemption from Property Taxes – Roll #18990
Councillor Sandford declared a pecuniary interest in this item as she has an immediate
family member working on contract with the applicant. She left the meeting at 5:42
p.m.

4-2017

4A-2017

4-2017

Moved by Mayor Borrowman that Council exempt from property taxes that portion of
tax roll # 18990 leased by the UofS Coldwater Laboratory as permitted under MGA
section 362 and its related Regulations, provided that the property owner passes the
value of the exemption along to the UofS Coldwater Laboratory, and, for greater
certainty, the exemption ends at the earlier of:
1) If the lease ends part way through a full calendar year, on December 31 of
the year immediately preceding the end of the lease, or
2) December 31, 2019.
Moved by Councillor McCallum to amend motion 4-2017 by inserting “except
those for Perpetually Affordable Housing and Seniors requisition” after “property
taxes.”
CARRIED UNANIMOUSLY
The vote followed on motion 4-2017 as amended: that Council exempt from property
taxes, except those for Perpetually Affordable Housing and Seniors requisition, that
portion of tax roll # 18990 leased by the UofS Coldwater Laboratory as permitted
under MGA section 362 and its related Regulations, provided that the property owner
passes the value of the exemption along to the UofS Coldwater Laboratory, and, for
greater certainty, the exemption ends at the earlier of:
Minutes approved by: _______ _______
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1) If the lease ends part way through a full calendar year, on December 31 of
the year immediately preceding the end of the lease, or
2) December 31, 2019.
CARRIED
In favour: Krausert, McCallum, Seeley, Borrowman, Comfort, Sandford
Opposed: Russell
Councillor Sandford returned to the meeting at 6:16 p.m.
E. UNFINISHED BUSINESS
None

5-2017

F. BYLAW APPROVAL
1. Bylaws to Facilitate the Development of a Comprehensively Designed
Multi-Family Residential Rental Development at 1451 Palliser Trail
Moved by Mayor Borrowman that Council give second reading to Bylaw 2016-26.
CARRIED UNANIMOUSLY

6-2017

Moved by Mayor Borrowman that Council give third reading to Bylaw 2016-26.

7-2017

Moved by Mayor Borrowman to postpone motion 6-2017 until the February 7, 2017
regular meeting.
CARRIED
In favour: Krausert, Seeley, Borrowman, Sandford
Opposed: McCallum, Comfort, Russell

8-2017

Moved by Mayor Borrowman that Council give second reading to Bylaw 2016-25.
CARRIED UNANIMOUSLY

9-2017

Moved by Mayor Borrowman that Council give third reading to Bylaw 2016-25.

10-2017

Moved by Mayor Borrowman to postpone motion 9-2017 until the February 7, 2017
regular meeting.
CARRIED
In favour: Krausert, Seeley, Borrowman, Sandford
Opposed: McCallum, Comfort, Russell

11-2017

Moved by Mayor Borrowman that Council give second reading to Bylaw 2016-23.
CARRIED UNANIMOUSLY

12-2017

Moved by Mayor Borrowman that Council give third reading to Bylaw 2016-23.

13-2017

Moved by Mayor Borrowman to postpone motion 12-2017 until the February 7, 2017
regular meeting.
CARRIED
In favour: Krausert, Seeley, Borrowman, Sandford
Opposed: McCallum, Comfort, Russell

Minutes approved by: _______ _______
January 24, 2017 Regular Business Meeting 5 p.m.

Page 22 of 63

Town of Canmore Regular Council Meeting
January 10, 2017
Page 4 of 5

14-2017

15-2017

Unapproved

G. NEW BUSINESS
1. Policing Committee Appointment
Moved by Mayor Borrowman that council appoint Neil Slemko to the Policing
Committee for a term expiring at the 2018 annual organizational meeting.
CARRIED UNANIMOUSLY
2. Policy Review
Moved by Mayor Borrowman that Council approve the attached draft Policy
Development Guidelines.
CARRIED UNANIMOUSLY

16-2017

Moved by Mayor Borrowman that Council appoint Councillor Krausert, Councillor
McCallum, and Councillor Comfort to represent Council on a policy review working
group.
CARRIED UNANIMOUSLY

17-2017

Moved by Mayor Borrowman that Council direct the policy review working group to
provide the following to Council on or before the July 4, 2017 regular meeting:
1) Final Policy Development Guidelines, and
2) A list of policies indicating which are recommended for repeal, amendment,
review, and status quo.
CARRIED UNANIMOUSLY

18-2017

3. Alberta Community Partnership Application
Moved by Mayor Borrowman that Council approve submission of an application for
an Alberta Community Partnership Grant to fund a Shared Information Governance
Service Delivery Feasibility Study for the Towns of Canmore and Banff.
CARRIED UNANIMOUSLY
H. CORRESPONDENCE/INFORMATION
1. Jessica L Sturgeon – Petition to Eliminate 4-Hour Parking on 9th Street
Council received as information a petition, signed by 104 individuals and submitted by
Jessica L. Sturgeon, to eliminate the 4 hour time restricted parking from the public
parking lots adjacent to the Roam transit stop on 9th Street.
I. REPORTS FROM ADMINISTRATION
2. Update on Timing of Three Sisters Area Structure Plan Applications
Administration provide a verbal update advising Council that, in discussions between
the Town of Canmore and the QuantumPlace Developments as representatives of
TSMV, the Town has requested that the application for the Smith Creek Area
Structure Plan (ASP) be brought forward at the same time as the amendment
application for the Resort Centre ASP. Three Sisters has agreed to the Town’s request.
This will allow Council and the community to have the full overview of the proposed
future planning for the entirety of the remaining Three Sisters lands. As a result,
further work is required before the ASP applications can be brought forward for
Council consideration.
J. NOTICES OF MOTION
None
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K. IN CAMERA
1. Olympic Bid Update (verbal report)
Moved by Mayor Borrowman that Council take the meeting in camera at 7:38 p.m. to
prevent disclosure of third party business information in accordance with section
16(1) of the Freedom of Information and Protection of Privacy Act.
CARRIED UNANIMOUSLY
Moved by Mayor Borrowman that Council return to the public meeting at 8:28 p.m.
CARRIED UNANIMOUSLY
L. ADJOURNMENT
Moved by Mayor Borrowman that Council adjourn the January 10, 2017 regular
meeting at 8:28 p.m.
CARRIED UNANIMOUSLY

_________________________
John Borrowman, Mayor

__________________________
Cheryl Hyde, Municipal Clerk
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Briefing to Canmore Town Council
January 10, 2017
on
Rotary House Sale Proceeds Disposition
Prepared by Hans Helder on behalf of the Rotary Club of Canmore

Background
On October 6, 2015, Council was provided with a briefing regarding the sale of Rotary House by the
Rotary Club of Canmore. Because the sale triggered a provision regarding the $40,000 Town of
Canmore grant made in support of Rotary House, Rotary reported the sale to the Town of Canmore.
In accordance with this provision, Council directed that the $40,000 be returned to the Town of
Canmore and that it be held in trust for the Rotary Club of Canmore in a special reserve fund,
pending Rotary’s identification of a project consistent with the purpose for which the grant was
issued. The Rotary Club of Canmore has now identified the project they wish to support with the
proceeds of the sale of Rotary House and are requesting that the funds be released to Rotary for
that purpose.

Rotary House Proceeds Committee
The Board of Directors of the Rotary Club of Canmore established a committee in November 2015 to
determine the appropriate disposition of the funds obtained by the sale of Rotary House. The
committee was established by the following motion:
Moved by Karen Greene to establish a committee to investigate and evaluate alternative uses for
the proceeds from the sale of the club’s interest in Canmore Rotary House and report to the Board
by end May 2016. The committee will be chaired by Hans Helder and will consist of 3 to 4
volunteers. Seconded by Paul Carrick; All in Favour.

Committee members: Eric McAvity, Rick Hester, Hugh Williamson, Cy Johnson, Bryce Weidman,
Hans Helder

January 24, 2017 Regular Business Meeting 5 p.m.
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Committee’s Work














Established: Committee; Terms of Reference; Project Plan and Timeline; Communication Plan;
Application and Evaluation Criteria
Conducted Community consultation and interviews: The committee has put substantial effort
into conducting initial interviews with community opinion leaders including Chair, Canmore
and Area Health Care Foundation; CAO Bow Valley Regional Housing (Bow River Seniors Lodge);
Chair Canmore Hospital Ladies Auxiliary; President Spring Creek Mountain Village; CEO SCOPE
Society (new owner of Rotary House); CEO of Bow Valley YWCA; Interim Chair of Palliative Care
Society of the Bow Valley; Executive Director of Bow Valley Victim Services; President of the
Canmore Lions Club; Board representatives of Rotary Club of Canmore Charitable Foundation.
Follow-up meetings/interviews were conducted with several of these organizations
Sought written and verbal input from members of the Rotary Club of Canmore
Sought and obtained written information from several organizations (e.g. Needs Analysis;
Bylaws; Organizational Objects)
Requested written submissions from three organizations:
o Banff YWCA for their Higher Ground Women’s Shelter project
o Bow Valley Regional Housing for their This is Home project – Phase II of the Bow River
Seniors Lodge
o Palliative Care Society of the Bow Valley for their Bow Valley Hospice and Palliative Care
project
Conducted detailed evaluation of the written submissions in accordance with evaluation criteria
previously established by the committee
Conducted a due diligence meeting with the Leadership of the highest ranked submission
Established a consensus recommendation by the committee members
Met with the Town of Canmore CAO regarding the most effective means of obtaining the
$40,000 held by the Town on behalf of the Rotary Club of Canmore
Monthly reports to the Rotary Club of Canmore Board of Directors
Report and Recommendations to the Board of Directors, Nov. 17, 2016 and to the membership
of the Rotary Club of Canmore, Nov. 23, 2016

Results of Committee’s Work




Early identification of up to four initiatives for further consideration. Further discussion with
candidate initiatives and Rotary Club of Canmore Board and members narrowed this down to
three that were invited to make written submissions
Extended the timeline for completion of the committee’s work from May 2016 to Sept. 2016.
This schedule was further extended to give full consideration to Rotary Club of Canmore
Charitable Foundation’s interest in establishing an endowment fund; obtaining detailed written
submissions from the three pre-qualified candidates; thorough evaluation of submissions,
including conducting due diligence with the preferred candidate
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Communication with and feedback from the Rotary Club of Canmore membership was
encouraged and obtained throughout this process. A formal status update was provided to club
membership on June 15, 2016. Written and verbal communications from club members were
shared with all committee members
Based on the submissions received the committee concluded that a matching capital grant
approach would provide the greatest impact

Current Status











Three initiatives were invited to submit a formal application for the funds. These are the
Palliative Care Society of the Bow Valley for the establishment of a Hospice and related palliative
care program; and the Bow Valley YWCA for an Emergency Women’s Shelter and related
domestic violence transitional housing and programs; and Bow Valley Regional Housing for
expansion of the Bow River Seniors Lodge, Phase II. All have indicated a strong interest in
applying for the funds, either as one time grants or as proceeds of an endowment. Analysis of
the funding cycles of the proposed initiatives indicated that grant funding would be more
effective for any of them. Two of the three had a strong interest in a long term partnership with
the Rotary Club of Canmore in funding, advocacy, and volunteerism. Detailed written
submissions were received from each of these prequalified candidates.
Each candidate organization made a formal request for all of the funds available to be provided
to their initiative
There was clear differentiation among the applicants. Two of the applications rated lower than
the Banff YWCA on several of the evaluation criteria. The Bow Valley Regional Housing
application ranked notably lower in Alignment, Need and Impact. The PCSBV application was
ranked notably lower in Alignment, Need, Readiness, Financial Health and Leverage.
The gap between the other two applications and the Banff YWCA application was substantial
enough that the committee concluded that it would conduct due diligence only with the top
applicant. The committee posed a number of written questions from our evaluation of the Banff
YWCA proposal in preparation for the due diligence meeting.
The due diligence meeting was held with members of the YWCA leadership team as well as the
Chair and members of their Board of Directors, one of whom is also a member of the national
YWCA Board. Five of the six members of the committee were in attendance. This meeting
confirmed the committee’s evaluation of the Banff YWCA written submission.
Although the YWCA has been developing community support for this initiative for about two
years, the committee was of the view that a stronger, direct opportunity for the community to
support this project financially would be beneficial. Accordingly, we have recommended that the
Rotary House Proceeds funds only be made available to the YWCA as matching grants for funds
raised from other sources. This has the added benefit of effectively doubling the Rotary House
funds. In addition, we have also recommended that the Rotary Club of Canmore Charitable
Foundation establish a dedicated fund to facilitate raising and collecting matching donations
from Rotarians and the community.
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Discussion with the Town of Canmore CAO and indirectly with the Mayor and Deputy Mayor
concluded that the preferred approach for the Rotary Club of Canmore to obtain access to the
$40,000 being held in trust for the club is to appear as a delegation at the Town Council meeting
of Jan. 10, 2017. This delegation would identify the project that is being supported by the Club
and request that these funds be made available for that project. The Town has been advised
that this approach and timing is acceptable to Rotary.

Rotary House Proceeds Committee Recommendations
The Committee’s recommendations are as follows:









That all of the funds from the sale of Rotary House be granted to the Banff YWCA in support of
the Higher Ground Women’s Shelter project
That all of the funds be granted in the form of matching grants which requires that matching
funds be raised from other sources prior to being disbursed by Rotary. Funds may be
distributed in controlled amounts as the matching funds are obtained. This matching grant
approach will effectively double the impact of the Rotary contribution to $482,844
That the Rotary Club of Canmore Charitable Foundation establish a dedicated fund to receive
donations from Rotarians and members of the public to support the YWCA Higher Ground
Women’s Shelter project
That Rotary enter into a contractual agreement with the Banff YWCA setting out the terms,
conditions and timing under which these funds will be distributed. This will require detailed
discussions between Rotary and the YWCA
That the Rotary House Proceeds Committee be continued to administer the distribution of the
proceeds of the sale of Rotary House

Motions Approved by the Rotary Club of Canmore Membership Jan. 4, 2017
Motions moved by Hans Helder and seconded by Rick Hester
1. I move that the Rotary Club of Canmore disburse the funds received from the sale of Rotary
House, totalling approximately $241,422 to the Banff YWCA in support of its Higher Ground
Women’s Emergency Shelter project.
2. I move that the Rotary Club of Canmore disburse the funds received from the sale of Rotary
House in the form of matching grants
3. I move that the Rotary Club of Canmore request that the Rotary Club of Canmore Charitable
Foundation establish a dedicated fund to receive donations from Rotarians, members of the
public and other organizations in support of this project
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Rotary Club of Canmore’s Request
The Rotary Club of Canmore requests that the $40,000 being held in trust by the Town of Canmore on its
behalf, be released to Rotary in support of the YWCA’s Higher Ground Women’s Shelter project. Rotary
in turn will administer these funds along with the rest of the Rotary House Proceeds funds as a matching
grant pool for funds raised from other sources. This will have the effect of doubling the value of the
Town of Canmore’s initial grant from $40,000 to $80,000.
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Request for Decision
DATE OF MEETING:

January 24, 2017

Agenda #: E-1

TO:

Council

SUBJECT:

Facilities Spatial Needs Study

SUBMITTED BY:

Stephen Hanus, Manager of Facilities

RECOMMENDATION:

That Council accept the Facilities Spatial Needs Study for planning
purposes.

EXECUTIVE SUMMARY
Overall, this study identified a space shortfall of ~75,000 sqft (~7,000 sqM) over the next ten years. The
facilities with the most significant spatial constraints include the Fire Hall, Civic Centre, Canmore Recreation
Centre, Public Works Facility and Elevation Place.
RELEVANT COUNCIL DIRECTION, POLICY, OR BYLAWS
Council approved the Spatial Needs Study (2-000-1516-8990) in the 2015 budget, which subsequently got reapproved as a Work in Progress (WIP) in the 2016 budget.
DISCUSSION
This study confirmed the presence of significant spatial constraints now and in the future within municipal
facilities. Fortunately, there are a number of lower cost options to address some of the critical shortfalls, as
well as some operational solutions. For some locations, potential solutions have been proposed that may not
be feasible or desirable. The study considered only the technical considerations and does not consider the
political or practical implications. For this reason the recommendations should be seen as potential options
only. A process of examination and verification will be required for each option to determine if it is
appropriate. As Canmore’s population increases, as well as increased provision of municipal services and
programs, it is clear that the expansion and/or addition of municipal facilities will be required within the next
five to ten years.
ANALYSIS OF ALTERNATIVES
NA
FINANCIAL IMPACTS
To address the spatial constraints identified in this study, a total of ~$25.2 million would be required over the
next ten years. Of this total, ~$16.7 million is attributed to Town department constraints and ~$8.5 million is
attributed to user groups currently occupying Town facilities. The study describes the spatial needs in 3
planning horizons of 3, 5 and 10 years. Initiatives tend to fall under the categories of studies, innovation &
efficiency gains and new infrastructure.
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For the 2017/18 planning cycle, only Town-related projects with a focus on innovation and efficiency were
incorporated within this capital plan. Of the $16.7 million in Town-related expenses, only a minority has been
scheduled between 2017 and 2021(i.e. $1.92M). The rationale behind this strategy is outlined below:
1)
2)
3)
4)

To sustainably align existing financial and human resources with the workload volume;
Allow the time necessary to plan projects appropriately;
Merge scheduled lifecycle maintenance projects with spatial needs projects; and
Defer lower priority items to the mid or long-term.

Initiatives in the 5 and 10 year planning cycles and those requiring new or substantial infrastructure
investments will require a strategic planning process with Council in order to put in place an implementation
plan.
STAKEHOLDER ENGAGEMENT
The Spatial Needs Study has a low overall impact on the community, and is considered more of an internal
planning tool. The primary impact to the community relates to the potential fiscal implications of
implementing elements of the study. Town departments and external stakeholders will be impacted during
renovations that implement any of the elements of this study. It is intended to inform, consult and
collaborate as needed when such projects are approved by Council.
Stakeholders played a major role in the development of this study. Information was collected by using surveys
and drawing mark-ups. Each Town department submitted a survey, and collaborative meetings were held
where multiple departments are based out of a single facility. Surveys were cross-checked via site visits and
follow-up discussions. External stakeholders were also involved in the study. They submitted surveys and
drawing mark-ups; and data was cross-checked using site visits and follow-up discussions.
STRATEGIC ALIGNMENT
This study aligns with the following Council goals:
1) Establish and meet defined targets for reserves and capital contributions; and
2) Implement an asset management strategy.
In terms of the first fiscal-based goal, this study identifies and quantifies the potential costs associated with
addressing various spatial facility constraints associated with providing current and future municipal programs
and services. By having an awareness and timeline for potential implementation, a more informed capital plan
can be developed and approved by Council. The study provides a ten year planning horizon, which provides a
mid to long-term decision making tool.
The second asset management-based goal is also aligned with this study. By identifying spatial constraints and
opportunities, Council and Administration can more effectively plan and time new facilities and/or
renovations/enhancements to existing facilities. Merging lifecycle maintenance-based projects with spatial
needs projects also optimizes resources.
ATTACHMENTS
1) Spatial Needs Study Executive Summary
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Executive Summary
Town of Canmore (Town) is observing and increased number and complexity of spatial constraints in Town
facilities. As such, Administration sought a mechanism effectively address these challenges and to financially plan
for them. Marshall Tittemore Architects (MTa) was retained by the Town to complete a spatial needs study for
Town facilities. This study addresses current and future space needs as it relates to Town departments and existing
User Group requirements. Spatial analysis focused on office space, heated and cold storage, service yard area,
parking and general space needs. This seminal study consolidates the Town's spatial constraints as well as
opportunities for the first time. With this information, Administration can use this document to plan spatial
needs throughout Town facilities in a holistic and structured way.
The results of this study are intended to be used for planning purposes. It will inform Town Council on the future
decisions required to address current and future spatial needs associated with programs, services and growth of
Administration and User Groups. It should be noted that future space needs identified in this study are based on
optimal programs and service levels that have not been approved by Town Council. Therefore, there is likely an
overstated level of need compared to what can or will be realized. Nonetheless, this study is intended to be used as
a foundation for guiding building expansion and renovation decisions for the next 10 years, and will assist in the
prioritization and financial planning of project implementation. As the Town implements major lifecycle
replacement projects, it is an ideal opportunity to also complete spatial needs upgrades.
The spatial constraints the Town is observing has occurred because the community is growing and has a wide
diversity of needs. As identified in the 2014 Municipal Census, the Town’s population has increased on average
2.6% per year since the year 2000. In response to this growth, the Town’s organization has also grown to
accommodate changing needs and increased service delivery. The Town employed 192.5 FTEs (Full Time
Equivalents) in 2016, which has increased approximately 7.1% per year since 2012. A significant portion of this
increase was due to the staffing Elevation Place, which opened in 2013. As such, it is reasonable to anticipate a
more stable annual staff increase of 2% to 3% per year, which is more aligned with municipal population growth
trends.
Town occupied facilities have a predicted shortfall of 58,847 ft2 of space over the next 10 years, with an estimated
cost of approximately $16.7 million to address the shortfall. In addition, User Groups that occupy space in town
owned facilities have also identified a predicted shortfall of 16,625ft2 of space over the next 10 years with an
estimated cost of over $8.5 million. Note that this study does not consider land purchases, which may be required
in some cases and comes with a significant additional cost. Fortunately, there is area for expansion within several
sites to address a number of large-scale spatial constraints, such as the Public Works, Elk Run Road Maintenance
Facility, and the New and Old Solid Waste Management Facilities. The Town Administration has identified it
does not have the funds or resources to address significant spatial constraints in the short-term. Fortunately,
several lower cost/operational solutions can be implemented for example:
1. Office Reconfiguration and Optimization
a. Reconfiguration of office spaces to more efficiently accommodate staff
b. Ensure benchmark standards for space allocations are being met
c. Convert individual open office arrangements to communal office arrangements
2. File Management
a. Town should expedite the digitizing of hard copy files to make space for additional offices and
alleviate the shortfall of file storage areas.
b. Where possible ,static shelving should be replaced with rolling file storage to optimize available
spaces.
3. Alternative Working Arrangements
a. Remote work arrangements with shared work stations.
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b. Alternative working hours.
4. Leased Spaces
a. Leasing spaces for offices, programs, services, equipment storage and files for both Administration
and User Groups.
5. Temporary Structures
a. More affordable out building to address internal and external spatial constraints.
b. Examples: portable washrooms, fabric structures, shipping containers and sheds.
These short-term options can alleviate some initial spatial constraints, but they are not viable long-term solutions.
Given the cost and complexity of long-term options, the Town needs to start planning in the short to mid-term, so
they can be implemented by year 10 or beyond. Long-term solutions include:
1. Interior Renovations
a. Infilling underutilized areas
b. Moving interior walls
c. Reducing circulation and common area spaces
2. Building Expansion
a. Upwards and outwards on existing lots
3. Land Purchase
4. New Building Construction
a. On existing Town building sites, vacant Town lands or on purchased land.
The primary buildings and facilities with the most significant spatial constraints include the Fire Hall, Civic
Centre, Canmore Recreation Centre Public Works Facility and Elevation Place as summarized below:
1. Fire Hall
a. Most acute spatial constraints of all Town buildings
b. At or beyond capacity for equipment, meeting space, parking, training and storage
c. A new larger building likely at another location is required within the next 5 to 10 years
d. Minimal opportunities to expand the building on site, or to infill within the building
e. Existing floor plan is intrinsically challenging to reconfigure and optimize
f. Traffic constraints negatively impact emergency response times
g. There may be a potential to add height to the building, but at a significant cost
h. The site is small so any building expansion exacerbates existing parking and circulation
constraints
i. Equipment is already being stored at several off-site locations, since it cannot be accommodated at
the existing location
2. Civic Centre
a. Complex and numerous spatial constraints
b. At or near capacity for offices and storage
c. Large diversity of departments with unique and common needs/constraints
d. Significant file storage requirements
e. Tenant space consumes significant portion of main floor
f. Few short-term and low cost solutions available to address spatial constraints
g. Potential for implementing alternative work arrangements
h. Some potential for building expansion on site, but at the expense of encroaching into the front
plaza area or into Friendship Park
3. Canmore Recreation Centre
a. Lacks sufficient number of change rooms to support mixed gender teams
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b. Refrigeration plant is undersized
c. Many operational maintenance spaces required to operate the facility are undersized or lacking
altogether
d. Serves as storage for many other facilities that lack storage on their sites
e. Sub optimal office configurations
f. Room for building expansion on site, but limited infill opportunities within the facility
4. Public Works Facility
a. Mixed use of Public Works and Bylaw services with unique spatial constraints
b. Insufficiently sized washrooms, maintenance bays, locker rooms, reception and kitchen areas
c. Insufficient area for heated, cold, and open material storage
d. Reconfiguration of office spaces required
e. Room for expansion on site or into other nearby sites, but limited infill opportunities within the
facility
5. Elevation Place
a. Public demand significantly higher than initially projected driving need for additional program
space and staff to support these programs
b. Limited storage built into the original design and no external storage
c. Parking constraints
d. Some potential for building expansion on site, but at the expense of encroaching into the front
plaza area
e. Limited infill opportunities within the building
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1

Introduction

1.1 Background
Due to increased number and complexity of spatial constraints observed in Town facilities, Administration sought
a mechanism effectively address these challenges and to financially plan for them. This seminal study consolidates
the Town's spatial constraints as well as opportunities for the first time. With this information, Administration
can use this document to plan spatial needs throughout Town facilities in a holistic and structured way.
The results of this study will be used for planning purposes. It will inform Town Council on the future decisions
required to address current and future spatial needs associated with programs, services and growth of
Administration and User Groups. It should be noted that future space needs identified in this study were based
on optimal programs and service levels that had not been approved by Town Council. Therefore, there was likely
an overstated level of need compared to what can or will be realized. Nonetheless, this study will be used as a
foundation for guiding building expansion and renovation decisions for the next 10 years, and will assist in the
prioritization and financial planning of project implementation.
In 2016, the Town of Canmore (Town) Facilities Department oversaw 42 structures located on 20 sites, which had
a combined total area over 330,000 ft2. The replacement cost of these structures were valued at approximately
$160M, not including the land. These buildings ranged considerably in size and age from 320 ft2 (Downtown
Washroom) to 104,000 ft2 (Canmore Recreation Centre), with the oldest building being the NWMP Barracks
(1893) and the newest being the new Solid Waste Management Facility (2014). As such, the diversity, size and age
of these structures vary significantly.
The growth of the Canmore community has had a direct impact on the spatial constraints of the Town
organization. Based on the 2014 Municipal Census, Canmore had a total population of approximately 16,967.
Since 2000 when the total population was approximately 12,472, it increased an average of 2.57% per year. The
Town of Canmore organization has grown to meet this increase in population and service requirements. The
Town employed 192.5 FTEs (Full Time Equivalents) in 2016, which has increased approximately 7.1% per year
since 2012 (Table 1). A significant portion of this increase was due to staffing Elevation Place, which opened in
2013. As such, it is reasonable to anticipate a more stable annual increase of 2% to 3% per year to meet the needs
identified in this study and anticipated population growth. However, these growth trends has put a strain on
Town facilities as identified in this study.
Table 1: Town Staffing Trend (2012-2016)
FTEs
Total:
Increase:
Percent Increase:

2012
150.1
N/A
N/A
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2013
164.7
14.6
9.7%

2014
181.4
16.7
10.1%

YEAR
2015
189
7.6
4.2%

2016
192.5
3.5
1.9%

Four-YearTotal
N/A
42.4
28.2% (7.1%/yr)
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1.2 Scope of work
The Town retained Marshall Tittemore Architects (MTa) to complete a spatial needs study for Town facilities
overseen by the Facilities Department. The facilities reviewed included:
 Arts Place
 Canmore Recreation Centre
 Cemetery
 Centennial Park Washrooms
 Civic Centre
 Downtown Washroom
 Elevation Place
 Elk Run Maintenance Facility
 Elk Run Washroom
 Fire Hall
 Food Bank
 Lions Park Washroom
 Millennium Park Washroom
 NWMP Barracks
 Public Works
 Roundhouse
 Scout Hall
 Seniors Centre
 Solid Waste Facility (New)
 Solid Waste Facility (Old)
 Stan Rogers Stage
 Tourism Building
 Union Hall
Buildings excluded from the study included the RCMP, Water / Waste Water Treatment and Distribution
Facilities and Cadets Building.
The study scope of work included the following activities:
 Review and summarize Town supplied data on full time, part time and seasonal staff and building areas by
primary building or facility, department and user group.
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A review of the town’s existing inventory of buildings overseen by the Facilities Department that were
located within the Canmore municipal boundary.
Identify usable areas for office spaces, indoor and outdoor equipment and heated and cold storage for
occupants of each facility.
Complete user group surveys and interviews to confirm the current and future spatial needs for Town
departments and user groups.
Identify the current and 3, 5, 10 year space needs for each Town department and user group within each
primary building or facility, including: office spaces, indoor and outdoor equipment and heated and cold
storage.
Benchmark current space allocation against government and industry space standards to confirm if spaces
were oversized or undersized for their intended use.
Identify any projected space need shortfall for each primary building or facility.
Identify building expansion opportunities.
Identify opportunities and strategies to improve existing spaces and occupant efficiencies.
Identify a high level order of magnitude cost for space improvements, building expansion and renovation.

Spatial needs for user groups not currently occupying Town owned facilities are excluded from this study.
2
Report Methodology
The chapters of this study typically represent a primary building or facility. It should be noted that some sites have
several structures on the same lot. For the purposes of this report, the following definitions have been used:






Building:
o Any enclosed structure that is heated or non-heated
Primary Building:
o Main structure on site that must is heated and energized (A.K.A. Building)
Secondary Building:
o Ancillary structure that supports the Primary Structure - may or may not be heated and energized - typically
sheds and garages
Facility:
o Represent all structures on a site
Site:
o The land represented by the Legal Land Description

The primary form of data collection was via the use of stakeholder survey questions. Surveys were sent to Town
Department and existing Tenant representatives of each primary building or facility (See Appendix A for blank
survey template and Appendix B for the detailed survey results). The surveys gathered information that outlined
the current use of space, in addition to 3, 5 and 10-year projections in the following categories:
1. Staffing levels
a. full time, part time and seasonal
2. Site requirements
a. vehicle and bicycle parking, yard/maintenance storage, and other storage needs.
Drawings with mark-ups were also included as part of survey submissions. Survey data was then cross-checked
using site visits and interviews with Town Department representatives.
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Survey data was translated onto site and floor plans for each primary building or facility, and then summarized
into a strategy matrix. Working closely with Stephen Hanus, Manager of Facilities for the Town, information and
strategies were further refined. MTa established a baseline area matrix for each Town department and/or User
Group occupant, which has been summarized in each primary building or facility report for quick reference.
As part of the analysis, MTa compared current space assignments and configurations for enclosed office, open
office and meeting room spaces in each building. This was done to determine how space allocations compare to
benchmark space standards, as identified in Section 3 below.
In determining an order of magnitude cost for each space requirement or improvement strategy, consideration
was given to the scope of work required and understanding of how the improvement strategy can be applied. In
general, these strategies included renovation or modification of existing spaces, building expansion and renovation
or new construction. General cost metrics were derived from RS Cost Means data and were applied as follows:
 Interior renovation not involving structure or building envelope
o $200/ft2 to $300/ft2
 Building expansion and renovation including building structure and envelope
o $350/ft2 to $500/ft2
 New construction for pre-engineered buildings for maintenance and storage
o $200/ft2 to $250/ft2 depending on size
 New construction for storage sheds/structures
o $150/ft2 - $200/ft2 depending on requirements
Several important assumptions were applied to the aggregate square foot cost estimates as noted below:






Costs presented above were an order of magnitude estimate to be used for basic planning purposes only.
Costs were in 2016 dollars;
They did not account for inflation;
They did not carry contingencies, permit fees, design fees, project management fees, hazardous material
abatement or other soft costs
Land costs were not considered in this study.

3
Benchmark Space Standards
For the purpose of this Study, benchmark space standards were based on a review and comparison of four source
documents as summarized in the Table 2 below.
B e nc hm2.
a rking
of O ffic e & Adm inistra
S pa c e and
S ta ndaAdministration
rds
Table
Benchmarking
oftion
Office
Space Standards
A lberta Infras truc ture S pac e
Type of S pac es
S tandards (2016)
O ffic e S pac es
F ield S taff (works tation)
2.5m²
R es ident S taff (works tation)
6.7m²
Manager/Direc tor (works tation)
10.0m²
S enior Manager/Direc tor (offic e)
14.2m²
W aiting/R ec eption A reas
2 people
2.5m²- 3.5m²
4 people
7.5m²
6 people
13.4m²
Q uiet R oom
~ 2 people
6.5m²
Meeting S pac es
6 people (S )
13.9m²
12 people (M)
29m²
20 people (L )
40m2
allow 1.5m2 per pers on over 20
I.T. / C ommunic ations C los et
2.5m2
I.T. / C ommunic ations S erver R oom (s mall)
10m2
S taff L unc h
1.2m² / 4 F TE 's
C us todial S pac es
2.5m² / ~ 50 F TE
R es ourc e R ooms
.28m2 / F TE
F ile s torage
1m2 / work s tation or offic e
O ffic e S torage
undefined

G overnment of C anada S pac e
S tandards (2009)

G overnment of NW T S pac e
S tandards (2003)

B C G overnment S pac e
S tandards (2001)

1.5m²
4.5m²
10m²
14.0m²

undefined
6.5m2
9.3m2
13.9m2

4.5m2
6.5m2
9.3m2
13.9m2

undefined
undefined
undefined

as deemed nec c es s ary
as deemed nec c es s ary
as deemed nec c es s ary

1.8m2
3.6m2
7.2m2

5.0m²

9.3m2

undefined

14m²
30m²
60m²

13.9m2
22m2
as deemed nec c es s ary

13.9m2
22m2
44m2

undefined
10m2
3.0m² / 4 F TE 's
A s deemed nec es s ary
.28m2 / F TE
.56m2 / F TE
.2m2 / F TE

as deemed nec c es s ary
as deemed nec c es s ary
1.16m2 c offe c ounter / 30 F TE
undefined
.17m2 .F TE
1m2 / work s tation or offic e
.17m2 / F TE

as deemed nec c es s ary
10m2
1.72m2 /4 F TE 's
as deemed nec c es s ary
.17m2 / F TE
1m2 / work s tation or offic e
.17m2 / F TE

* NO TE S :
F TE = F ull Time E mployee
S ome data has been ex trapolated and repres ented in s tandardiz ed format for c omparis on.
A lberta Infras truc ture us able s pac e dens ity target for oc c upants is max imum 18m2 / oc c upant
January
24, 2017 Regular Business Meeting 5 p.m.
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Sources reviewed include:
 Alberta Infrastructure Space Standards – 2016
 Government of Canada Space Standards – 2009
 Government of NWT Space Standards – 2003
 Government of BC Space Standards – 2001
In General, the four space standard documents reviewed were in alignment with one another for open
workstations, enclosed offices, and meeting room space requirements. Storage space requirements varied slightly,
but were generally based on net area or number of FTEs per functional group.
For this Study, our team used Alberta Infrastructure Space Standards to benchmark office and meeting room
spaces. Our general findings were that the majority of Town spaces were within an acceptable range of the space
standards for offices, meeting rooms and open work areas. Variations in standards were noted. Generally areas
that were oversized were due to specific design layouts that allowed for future growth. Areas that were undersized
have been previously modified to accommodate growth and were now undersized in comparison to current
standards. In most facilities, survey respondents indicated an insufficient amount of storage space to meet current
needs.
4

Primary Building/Facility Reports Format and Information

The information in the individual Primary Building or Facility Reports uses the following format and sections:
1) Title Page Overview
This section provides the base information of the primary building or facility. This includes:
Civic Address, number of floors, Town and user group occupants, programs and services within the primary
building or facility, area (total and programmed area) and a site plan. Program areas differ from total building area
in that it does not include general circulation.
2) Summary
The summary section provides a high level overview of the each primary building or facility. Here, the major
spatial constraints and opportunities are identified. Where applicable, areas are compared to benchmark
standards.
3) Data Summary Tables
Tables of current and future spatial needs and financial impacts are presented in this section. Future data is
separated into 3yr, 5yr and 10yr planning horizons. Information in each table is also distinguished between the
Town and User Group(s) to distinguish between organizations. Tables include data on staffing levels, spatial
needs, vehicle & bicycle parking and cost estimates. Vehicle and bicycle parking count identifies stalls that are
within the site or immediately adjacent to the perimeter of the site (i.e. curb side parking). Adjacent parking lots
were not included, but mentioned where relevant.
All data summarized in this section was derived by survey submissions from Town Department representatives and
User Group Representatives. As discussed above, cost estimates were based on RS Means aggregate unit rate costs
in 2016 dollars, and did not include land or soft costs (e.g. design, permits, contingency and construction
management fees). In the summary table section, Town and User Group Costs were identified separately so each
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group initiate financial planning and coordination. It should not be expected that the Town will fund all the
spatial need requests identified in this study.
4) Strategy Matrix
The strategy matrix for each primary building or facility generally starts with a general overview, and then describes
the spatial needs in 3-year, 5-year and 10-year planning horizon. Costs of implementing the spatial requests was
also provided to assist with quantifying and prioritizing each request. The information in this section primarily
provides a written description of the data presented in the summary tables.
5) Site Plan
The site plans were based on 2013 orthophotos. They provide an overhead view of the site and structures
associated with each primary building or facility. Note that some changes may have occurred between the time the
orthophoto was taken and the publication of this study. These site plans were primarily used to visually represent
spatial constraints and opportunities at the site level. It also provided visual representation of secondary structures
(e.g. garages and sheds), parking and yard storage.
A variety of colour fill, border, letter, and number combinations were used to visually delineate between
discussion points presented in the summary tables strategy matrix.
Blue areas represent current functional program area (i.e. what their current use is). These areas typically did not
include public corridor space. As such, the total area of the building or structure was higher than total
programmed area. These spaces are coded with the letter ‘c’.
Orange areas represent parts of the building occupied by the Facilities Department. These were typically
mechanical rooms, janitor closets, and Facilities staff offices. These spaces are coded with the letter ‘f’.
Green areas represent potential expansion areas. These were most commonly observed in the site plan as opposed
to the floor plans, since building expansion was typically achieved by moving into the adjacent yard space. These
spaces are coded with the letter ‘e’.
Areas delineated by a red dashed perimeter show areas that can be transformed. These spaces are coded with the
letter ‘t’.
Areas delineated by an orange dashed perimeter show areas that could be relocated to another space with in the
building or to another site. These spaces are coded with the latter ‘r’.
Below is the legend of all the potential area types described in analysis diagrams:

Each discussion point identified in the site plan has a number identifier associated with it (e.g. 1e) that is
described in the legend of each site plan.
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6) Floor Plan
General plans of the primary buildings on each site are provided in this section. The same coding as outlined
above was used to delineate between discussion points presented in the summary tables and strategy matrix. The
primary purpose of reconfiguration diagrams used, as for example, in the Canmore Recreation Centre, Civic
Centre and Public Works, generally show how existing spaces could be reconfigured more efficiently to
accommodate more offices without building expansion. This strategy is more affordable and achievable in the
short term to address spatial constraints, while planning occurs to address longer-term and more costly options
(typically expansion).
In many cases, the floor plans have changed significantly since time of construction. As such, the floor plans
presented in this study may not fully reflect the actual floor plans of 2016 (e.g. Civic Centre, Public Works,
Tourism Building and Seniors Centre). Where possible, room names, interior walls and interior dimensions were
updated by Town staff to improve clarity of the information being presented in this study. Some buildings lacked
design drawings altogether (e.g. Scouts Hall, Former Waste Management Centre, Elk Run Road). In these cases,
field measurements were taken and to develop basic floor plans used in this study. It is recommended that floor
plans and as-builts be updated for each primary building or facility to aid in future spatial planning.
7) Photo Inventory
The intent of the photo inventory was to document the current configuration and character of each building, as
well as highlight general areas that need improvement or expansion.
4.

Spatial Needs Data Summary

The general trend confirmed by the study is that several buildings have diverse long term staffing, service programs
and storage space demands that cannot be met within the current building envelopes. Buildings with an identified
shortfall of space will require either, reconfiguration (interior renovations) and expansion of spaces or new
facilities will need to be constructed to meet projected staff growth, storage and service program needs.
Table 3 summarizes current space allocation and projected space need each primary building or facility for year 3,
5 and 10. Due to lack of capital funding and resources available, the majority of significant cost items identified in
this study have been deferred to year 10, and as such we only show the year 10 cost summary. The facilities with
the most significant spatial constraints include the Fire Hall, Civic Centre, Canmore Recreation Centre Public
Works Facility and Elevation Place. Refer to individual summary reports to see break down of both building and
site improvement costs for years 3, 5 and 10.
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Table 3: Primary Building/Facility Space Needs Summary
Current
Building
Building Asset

Projected Building Space Needs and Out Door Space Requirements

Area (ft2)
Yr 3

Yr 5

Area (ft2)

Area (ft2)

Town Departments
Total Projected
Yr 10
Cost Yr 10
Total Area Town Area User Group
(ft2)
Total (ft2) Total (ft2)
Area (ft2)

User Groups
Total Projected
Cost Yr 10

Arts Place *
Canmore Recreation Centre
Cemetery
Centennial Park Washroom *
Civic Centre
Downtown Washroom
Elevation Place
Elk Run Maintenance Facility *
Elk Run Washroom *
Fire Hall
Food Bank
Lions Park Washroom
Millennium Park Washroom
NWMP Barracks *
Public Works
Roundhouse
Scout Hall
Seniors Centre
Old Solid Waste Facility
New Solid Waste Facility
Stan Rogers Stage
Tourism Building
Union Hall *

7,760
105,162
2,746
547
27,500
319
59,335
32,391
509
13,325
1,842
606
1,098
1,113
11,869
8,823
2,744
15,404
10,266
41,399
1,493
2,700
4,123

0
3,781
3,560
0
10,799
0
4,116
0
0
4,950
0
750
1,200
0
6,308
0
30
1,230
344
744
450
350
0

0
50
0
0
815
355
2,816
0
0
1,454
0
0
0
0
8,483
0
0
420
0
7,600
0
80
0

0
300
0
0
280
0
50
0
0
620
0
950
600
0
4,637
676
1,064
2,170
0
3,440
0
0
0

0
4,131
3,560
0
11,894
355
6,982
0
0
7,024
0
1,700
1,800
0
19,428
676
1,094
3,820
344
11,784
450
430
0

0
1,365
3,560
0
2,079
355
5,162
0
0
7,024
0
1,700
1,800
0
19,428
0
470
3,420
0
11,784
450
250
0

0
2,766
0
0
9,815
0
1,820
0
0
0
0
0
0
0
0
676
624
400
344
0
0
180
0

$0
$335,000
$196,000
$30,000
$1,778,000
$880,000
$1,766,500
$500
$4,200
$6,550,200
$0
$193,000
$243,000
$0
$2,699,600
$0
$85,000
$1,006,600
$290,000
$160,000
$156,000
$300,000
$0

$51,000
$820,000
$0
$0
$6,800,000
$0
$45,500
$0
$0
$0
$5,600
$0
$0
$600
$0
$400,000
$85,000
$170,000
$8,000
$0
$0
$100,000
$1,000

Sub-Total

353,074

38,612

22,073

14,787

75,472

58,847

16,625

$16,673,600

$8,486,700

$25,160,300

Note:
 Some space requirements are for general storage that can be provided in shipping containers on or offsite
and this is generally reflective of large area requirements with lower cost.
 Buildings with an * do not have an increase in square footage, but do require either additional bicycle
parking or vehicle parking.
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Overview of General Space Needs & Photo Inventory
a. Arts Place
b. Canmore Recreation Centre
c. Cemetery
d. Centennial Park Washrooms
e. Civic Centre
f.

Downtown Washroom

g. Elevation Place
h. Elk Run Maintenance Facility
i.

Elk Run Washroom

j.

Fire Hall

k. Food Bank
l.

Lions Park Washroom

m. Millennium Park Washroom
n.

NWMP Barracks

o. Public Works
p. Roundhouse
q. Scout Hall
r. Seniors Centre
s. Solid Waste Facility (New)
t.

Solid Waste Facility (Old)

u. Stan Rogers Stage
v. Tourism Building
w. Union Hall
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Appendix
A. Survey Template
B. Detailed Needs Assessment Surveys
C. Interview Notes
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Request for Decision
DATE OF MEETING:

January 24, 2017

Agenda #: G-1

TO:

Council

SUBJECT:

RCMP Radio Funding

SUBMITTED BY:

Greg Burt, Manager of Protective Services

RECOMMENDATION:

That Council approve funding of $70,000 in 2017, from the photo radar
reserve, for the RCMP Alberta First Responder Radio Communication
System radio costs for 2017.
That Council approve funding of $50,000 in 2018, from the photo radar
reserve, for the RCMP Alberta First Responder Radio Communication
System radio costs for 2018.

EXECUTIVE SUMMARY
RCMP across Alberta will be joining the Alberta First Responders Radio Communication System (AFRRCS)
this year. The costs for the radios to join AFRRCS are the responsibility of the municipality. Administration
was provided with cost estimates for the radio implementation after the 2017 and 2018 budget discussions,
therefore it is coming back to Council for approval of budget amendments.
RELEVANT COUNCIL DIRECTION, POLICY, OR BYLAWS
 2014 Capital Budget project number 1401
 2017 Capital Budget project number 1710
 Reserves Policy 223-2016
DISCUSSION
The Alberta First Responders Radio Communication System (AFRRCS) is a province wide communication
system that allows participating first responders to communicate with each other on joint responses to
emergency scenes. The project began in 2008 and was launched in 2016. The Alberta government funded the
networks construction and funds the operation and maintenance of the system. The costs for the radios, to
work on the system are the responsibility of each respective municipality.
As part of the 2014 capital budget, Council approved $360,650 for a radio communication assessment,
analysis and system purchase to provide replacement to the existing wireless two way radio system currently
in use by town departments. In addition to upgrading the towns radio network the project also outfitted FireRescue, Public Works and Bylaw Services staff with AFRRCS radios. Because the RCMP were not on the
AFRRCS system, fire staff were issued multi-band radios, allowing them to communicate with the RCMP and
with other emergency personnel not on AFRRCS (back country rescue, etc). All other Town staff, including
Bylaw, were issued single band radios.
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Bylaw was not included in the ordering of the multi-band radios (these allow users to talk on the AFRRCS
radio network and also the older radio network) but felt they should have been due to officer safety. As part
of the 2017 capital budget, Council approved a project for $28,000 to purchase four additional multi-band
radios so that Bylaw could communicate with RCMP if needed. Because we do not know when the RCMP’s
new radios will arrive, Administration would like to go ahead with the purchase of multi-band radios for
Bylaw. When the RCMP switch to AFRRCS, the Bylaw multi-band radios will no longer be required. They
will be put into the inventory at the Fire hall to be used for calls outside of the AFRRCS area (such as in the
Spray Valley).
Administration was made aware in August of this year that the costs for the RCMP AFRRCS radio
implementation would be coming forward, however the actual costs estimates were not finalized until after
the budget document was prepared for Council. Therefore these were not included in the 2017 and 2018
budget discussions.
The cost for the radio implementation is spread out over four years. For the 2019-2020 budgets, the cost will
be included as part of the contracted services budget line.
The RCMP anticipates replacing the radios every eight years. The replacement costs will be part of the
contracted service budget.
ANALYSIS OF ALTERNATIVES
As the RCMP AFRRCS radios are being deployed across the Province, it is not an option to not approve this
project, however funding sources could be altered or other projects adjusted to accommodate this change.
Council could decide to cancel capital project 1710 (Bylaw Services radios) and utilize the $28,000 budget
from this project to help fund the RCMP radios. Administration does not recommend this alternative for the
following reasons:
1. Our Community Peace Officers currently cannot communicate with the RCMP via radio, which is
important during officer safety situations. While these situations are not common, it does pose a
safety risk to our staff that is important to mitigate.
2. The RCMP has not confirmed when the AFRRCS radios will be operational in Canmore.
3. These radios will be an asset for the Protective Services division even after the RCMP are on
AFRRCS.
FINANCIAL IMPACTS
The forecasted costs for 2017 and 2018 are $70,000 and $50,000 respectively. These are forecasted costs only
so the numbers are subject to slight changes and will be updated as the project moves forward.
Administration recommends funding these costs from the photo radar reserve, such that there is no tax
impact to this budget amendment request. The purpose of the reserve is to fund expenses related to policing
or traffic safety initiatives and community safety initiatives and programs. The photo radar reserve balance is
projected to be $134,804 at the end of 2018.
STAKEHOLDER ENGAGEMENT

N/A
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STRATEGIC ALIGNMENT
The RCMP contributes to Canmore’s strategic goal of being a safe community. With the RCMP coming on
board with AFRRCS this fill further improve communications and interoperability between agencies.
ATTACHMENTS

None

AUTHORIZATION
Submitted by:

Greg Burt
Manager of Protective Services

Date:

January 9, 2017

Approved by:

Katherine Van Keimpema, CPA,
CGA, BABA
Manager of Financial Services

Date

January 10, 2017

Approved by:

Sally Caudill, Ph.D.
GM of Municipal Services

Date:

January 10, 2017

Approved by:

Lisa de Soto, P. Eng
Chief Administrative Officer

Date:

January 19, 2017
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