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EXECUTIVE SUMMARY 

TOURISM DEVELOPMENT STRATEGY HIGHLIGHTS  

 

BACKGROUND 

Alberta Economic Development and Travel Alberta are collaborating with local municipalities 

throughout the Canadian Badlands to develop and market this region as a second tourism icon 

destination for Alberta in order to complement the role played by the Canadian Rockies in 

encouraging travel to and through the province.   

 

This Tourism Development Strategy was developed over the period January to March 2006 by a 

Working Group of tourism industry and municipal representatives from the SE Region.  The 

Strategy represents an initial step in identifying tourism development related actions that are 

needed to ensure that there are tourism products (attractions, facilities, services, events) in 

place in the SE Region that can be marketed as part of the Canadian Badlands initiative. 

Strategy Plus was contracted to facilitate the efforts of this Tourism Working Group. 

 

The SE Region includes: City of Medicine Hat, Counties of Cypress and Forty Mile and their 

constituent communities, Towns of Bow Island and Redcliff and Village of Foremost.  Cypress 

Hills Inter Provincial Park and the community of Elkwater are also in this region. 

 

The process to prepare the Tourism Development Strategy included: 

 

• Compilation and review of tourism statistics, tourism market and trend information as it 

relates to the SE Region, and information included in Community Tourism Action Plans 

(CTAPs) completed by each municipality in the region in the late 1980’s. 

 

• Four working sessions of the Tourism Committee were held (January 13, February 14, 

and March 9 and 23, 2006) to: 

o Identify assets and how these relate to the Canadian Badlands themes, 

o Compile assets into Opportunity Area groupings, 

o Conduct SWOT (Strengths, Weaknesses/Challenges, Opportunities and Threats) 

analyses for tourism in the region as a whole, as well as for the 6 identified 

Opportunity Area groupings, 
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o Identify a Vision for Tourism in the SE Region of the Canadian Badlands, 

o Assess the order of priority of the 6 identified Opportunity Areas in terms of their 

importance for tourism development in the short to medium term, 

o Identify possible actions, potential partners and broad time frames for 

implementation of components of each of the Opportunity Areas, and 

o Develop recommendations for consideration by municipal councils and the 

tourism industry in the SE Region. 

 

The Tourism Development Strategy Report provides a more in depth discussion of the process 

to prepare the strategy, as well as more detail regarding the issues and constraints, vision, 

opportunities, and suggested actions. 

 

The Appendices contain supporting elements of the Tourism Development Strategy, including: a 

listing of tourism assets in the SE Region, the SWOT Analysis tables, and a Tourism Trends / 

Product / Market matrix. 

 

A separate report, entitled “SE Region – Canadian Badlands Visitor Statistics and Information” 

includes various tables of tourism related statistics and market segment information. 

 

 

PRIORITY OPPORTUNITY AREAS 

Key opportunity groupings identified by the Tourism Working Group, listed in order of priority for 

further developing tourism in the SE Region in the short to medium term, include:   

 

1. Develop new tourism products in the region (e.g., attractions, facilities and activities) and 

enhance or expand existing tourism products through value added experiential 

components and packaging, to provide a broader range of tourism experiences in the 

Canadian Badlands.   

 

2. Packaging and Marketing and Extended hours of operation.  
 
 
3. Improve signage / promotion regarding directions and what is happening in the region 

(city, counties and communities).  



  March 30, 2006 
DRAFT SE Region Tourism Development Strategy 

____________________________________________________________________________ 

Strategy Plus and SE Region Tourism Working Group 
 

v 

 
4. Develop Ambassador type programs for Senior Officials, Hospitality and Customer 

Service Programs for Front Line Personnel, and Tourism Benefits Awareness Programs 

for Residents and Councils.  

 

5. Encourage maintenance of existing, and encourage development of additional, 

transportation related access and service. 

 

6. Encourage / Support Road and Highway improvements and use of alternative routes 

throughout the SE Region.  

 
  

RECOMMENDATIONS 

The following broad recommendations relative to initiatives that will support tourism 

development in the SE Region have been identified for consideration by the municipal councils 

and tourism industry in the region. 

 

These recommendations are not presented in any order of priority.  However, broad timeframes  

for implementation have been suggested for each recommendation: Short Term (1 to 2 years), 

Medium Term (3 to 5 years) and Ongoing.    

 

 Recommendations include: 

1. Each municipality should identify and promote business opportunities relative to the 

enhancement of existing, or development of new, tourism related attractions, 

businesses and operations, including: experiential and hands-on-learning types of 

activities; agri-tourism and nature based programs and experiences; alternative fixed 

roof accommodation (e.g., Bed and Breakfasts, serviced/RV campgrounds, guest 

houses); etc.  (Short to Medium and Ongoing) 

 

2. Municipalities should support, encourage and facilitate, as appropriate, proposals for 

the enhancement of existing, or development of new, tourism related attractions, 

businesses, and operations (e.g., through such means as zoning, permits, letters of 

support to financial institutions, etc.). (Short and Ongoing) 
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3. Identify one or more representatives of Council and the community / attractions / 

businesses to participate in a “SE Region Tourism Conference” to meet 2 to 3 times a 

year to review progress regarding development of elements of the Tourism Strategy 

and to discuss how best to move it forward.  Each participant would be expected to 

leave their affiliation hats at the door, and participate in a collaborative fashion to 

identify ways to implement aspects of the plan.  This “Conference” could include 

representatives of the current SE Region Tourism Development Strategy Working 

Group.  Alberta Economic Development (AED) would be officially requested to provide 

logistical support for this “Conference” to assist it in helping to move forward with 

implementation of aspects of this Tourism Development Strategy. (Short) 

 

4. In the short term, the proposed “SE Region Tourism Conference” should further assess 

and make recommendations regarding creation of a more formalized operational 

structure, possibly through the Economic Development Alliance of Southeast Alberta 

(EDA), to support and collaborate on tourism development in the Region, and to 

oversee development / implementation of specific elements of this Tourism 

Development Strategy.   (Short) 

 

Rather than create a new entity, the Working Group feels that this structure would most 

appropriately take the form of a tourism development sub-committee of an existing 

organization. However, at present, no agency or organization has identified 

responsibility for tourism development in the region. Tourism Medicine Hat plays 

primarily a marketing and promotional role for the City of Medicine Hat and area, but 

does not have a clear mandate for tourism development or for marketing on behalf of all 

municipalities and tourism operators in the SE Region. 

 

The EDA, funded by all municipalities in the SE Region, appears to be the only body at 

present that includes all of the municipalities specifically in the SE Region.  However, it 

must be recognized that tourism is not the mandate or priority of the EDA, other than in 

the context of investment attraction relative to large development projects (e.g., possibly 

fixed roof accommodation).  A decision by the EDA Board would be required to revise 

the mandate and priorities for the EDA, and/or to provide additional funding support for 

hiring of staff, to assist in coordinating all levels of tourism development.   
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If the EDA Board were to decide to expand its mandate to include overall tourism 

development, then other additional possible sources of resources (funding and 

otherwise) to support this function could be identified for consideration (e.g., through 

Alberta Economic Development, Western Diversification, etc.).  Proposals for possible 

funding and other resources would need to be developed and put forward as 

appropriate. 

 

5. Other roles for a “Tourism Development Committee” (or for the SE Region Tourism 

Conference in the short term), include:  

 

o Develop a Communications Plan for ongoing sharing of information with 

stakeholders, residents and community decision makers in the SE Region about 

the overall value and long term benefits of tourism in the region and its potential 

role in economic diversification (e.g., through articles in local papers, newsletter, 

website, other programs to spotlight tourism). (Short and Ongoing) 

 

o Take a lead role in coordinating and disseminating information to communities / 

stakeholders regarding issues related to tourism development.  (Short to Medium 

and Ongoing) 

 

o Participate in relevant industry functions, conferences and missions to encourage 

new tourism development and investment activity in the SE Region, and to 

facilitate access to capital for tourism development in the region by matching 

potential market opportunities to investors.    (Ongoing) 

 

o Contact other agencies relative to accessing their programs and services as a 

means of addressing tourism opportunities / needs in the SE Region (e.g., 

coordinating provision of customer service / hospitality training, packaging and 

cooperative marketing workshops and opportunities, etc.). (Short to Medium and 

Ongoing) 
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6. Encourage and support programs that address labour shortages and retention issues in 

the hospitality and service industry.  This could include such things as coordinating with 

other municipalities relative to housing and busing solutions, and assisting in an 

advocacy role relative to increased immigration as appropriate. (Short) 

 

7. Encourage and support development and provision of training to enhance customer 

service and hospitality, as well as local tourism product awareness, in tourism 

businesses and service providers in the SE Region. (Short and Ongoing) 

 

8. Encourage development of a coordinated tourism signage program that reflects the 

Canadian Badlands brand at community entrances, attractions, etc., throughout the SE 

Region. (Short to Medium) 

 

9. Assist in an advocacy role with provincial government departments and other 

stakeholders regarding enhanced funding for developing new, or improving existing, 

infrastructure, such as river and trail access points, highway improvements, signage, 

etc.  (Short to Medium and Ongoing) 

 

10. Share information, issues and recommendations identified as part of this Tourism 

Development Strategy with other City / Town / County / Government departments or 

sub-committees who are already addressing related issues or may be the appropriate 

lead party.  (Short) 
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SE REGION 

TOURISM DEVELOPMENT STRATEGY 
 

I. BACKGROUND  
 
The SE Region, encompassing the City of Medicine Hat, Counties of Cypress and Forty 

Mile, Towns of Bow Island and Redcliff, and Village of Foremost, is located within the 

Alberta South Tourism Destination Region (TDR) and in the Southern Canadian Badlands 

Region.    

 

The Canadian Badlands Region (Map 1) extends from Stettler in the north, east along 

Highway 12 to the Saskatchewan border, and south through Drumheller to the 

Alberta/Montana border, with the western boundary following a line east of Red 

Deer/Calgary/Lethbridge.   

 

Alberta Economic Development and Travel Alberta are collaborating with local municipalities 

throughout the Canadian Badlands to develop and market this region as a second tourism 

icon destination for Alberta in order to complement the role played by the Canadian Rockies 

in encouraging travel to and through the province.   

 

This Tourism Development Strategy was developed over the period January to March 2006 

by a Working Group of tourism industry and municipal representatives from the SE Region.  

The Strategy represents an initial step in identifying tourism development related actions 

that are needed to ensure that there are tourism products (attractions, facilities, services, 

events) in place in the SE Region that can be marketed as part of the Canadian Badlands 

initiative.  

 

Strategy Plus was contracted to facilitate the efforts of this Tourism Working Group. 

 

 

I.1. Canadian Badlands Brand, Vision and Themes 

The following brand, vision and themes have been developed by the Canadian Badlands 

Steering Committee as a result of focus group testing in target markets: 
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The Canadian Badlands Brand  

The Canadian Badlands … are for the curious.  It’s a destination that offers many 
sought after attributes: unforgettable landscapes, breathtaking vistas, cultural and 
historical attractions, and a belief that these treasures are for sharing, a desire to 
give every visitor a true sense of what it means to be in the Canadian Badlands. 

 
 
Canadian Badlands Vision 
 

A quality, year-round, branded, international, national, and local tourism destination 
for all ages. 

 
Canadian Badlands Themes 
 
1. Natural History (geological,  palaeontological, archaeological) 
2. Industrial / Historical (rail, mining, oil, clay) 
3. Western Lives (aboriginal influence, ranching / farming history) 
4. Arts, Culture, Recreation 

 

Map 1: Canadian Badlands Region  
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I.2. Tourism Development Strategy Process  

The process to prepare the Tourism Development Strategy included: 

• Compilation and review of tourism statistics, tourism market and trend information as 

it relates to the SE Region, as well as information included in Community Tourism 

Action Plans (CTAPs) prepared by each municipality in the region in the late 1980’s.   

 

• Four working sessions of the Tourism Committee were held (January 13, February 

14, and March 9 and 23, 2006) to: 

o Identify assets and how these relate to the Canadian Badlands themes, 

o Compile assets into Opportunity Area groupings, 

o Conduct SWOT (Strengths, Weaknesses/Challenges, Opportunities and 

Threats) analyses for tourism in the region as a whole, as well as for the 6 

identified Opportunity Area groupings, 

o Identify a Vision for Tourism in the SE Region, 

o Assess the order of priority of the 6 identified Opportunity Areas in terms of 

their importance for tourism development in the short to medium term, 

o Identify possible actions, potential partners and broad time frames for 

implementation of components of each of the Opportunity Areas, and 

o Develop recommendations for consideration by municipal councils and the 

tourism industry in the SE Region. 

 

More detail regarding each of these key steps is provided in the following sections. 

 

 

II. ENVIRONMENTAL SCAN / REVIEW OF TOURISM STATISTICS & INFORMATION  

 

Prior to the start up meeting of the Tourism Committee, the Strategy Plus team conducted 

an environmental scan and compiled tourism statistics for Alberta and the SE Region, 

information about tourism markets and trends of potential interest to the Canadian 

Badlands, and other relevant information for use in reviewing and assessing tourism 

opportunities in the region.  
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A copy of this information was shared with working group members at the start up meeting, 

and additional updated information was provided throughout the process.  This information 

is compiled in a separate Appendices document, entitled: “SE Region – Canadian Badlands 

Statistics and Information”. 

 

A Trends and Potential Tourism Product / Market Assessment table was also provided as 

part of this package of information.  A copy of this table is presented in Appendix C. 

 

Community Tourism Action Plans (CTAPs) that had been completed for each municipality in 

the SE Region in the mid to late 1980’s were also reviewed in relation to assets and 

constraints to tourism, tourism policies, and priority goals and objectives that had been 

identified at that time. 

 

II.1. Tourism Market and Statistics Highlights 

Alberta is divided into six Tourism Destination Regions (TDRs).  The SE Region is located in 

Alberta South TDR. 

  

Tourism statistics for Alberta are generally collected and compiled on a provincial or TDR 

basis which means it is difficult to provide a statistical profile for the SE Region itself.  While 

some statistics have been compiled on a Census Division basis, the sample sizes are 

generally small.  The SE Region corresponds to Census Division Number 1.   

 

Some tourism highlights relevant to the SE Region include: 

 

Statistics 

� Tourism visitation to Alberta peaked in 2001, with a total of 23.7 million person trips 

from all markets.  Following 9/11 and other incidents (SARS, Iraq War, etc), tourism 

visitation dropped annually until 2004, when it began to recover (total of 18.3 million 

person trips). 

� Tourism revenues were also impacted, reduced by 20.3% in 2003 from a high in 

2002 of $5,447,000 to $4,334,000 in 2003 and then recovering by 14.4% in 2004 to 

$4,958,000.  Statistics from the 2005 International Travel Survey (ITS) and Canadian 

Travel Survey (CTS) are not yet available. 
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� Albertans are the largest market for Alberta, accounting for almost ¾ of all person 

trips in Alberta (13.3 million), and about 1/2 of all tourism receipts ($2,326,000). 

� Alberta’s other primary markets include: Canada (about 17%), United States (about 

5%), and Other International (United Kingdom, Germany, Japan) at about 4%. 

� The Canadian Rockies TDR receives the most visitors from all international markets, 

followed in 2004 by the Calgary TDR for visitors from the United Kingdom (56%), 

Germany (56%) and Japan (37%), and the Edmonton TDR for visitors from the 

United States (34%).  Alberta South ranks fourth in terms of visitors from the United 

States (around 25%), and fifth in terms of visitors from Europe and Japan. The 

location of the SE Region on the US border and along the Trans Canada Highway 

leading to Calgary and the Canadian Rockies means that it is well positioned to 

attract some of the visitors to those TDRs. 

� Top ranked activities participated in by visitors to Alberta of relevance in the SE 

Region include:  

o Visiting Friends and Relatives (VFR), 

o Shopping, 

o Sightseeing,  

o Visiting National or Provincial Parks 

o Visiting Historic Sites, 

o Walking and hiking, 

o Golfing, 

o Fishing, 

o Skiing, 

o Other sports/outdoor activities,  

o Cycling, and 

o Wildlife and Bird Watching. 

� Hotel occupancy rates across Alberta averaged 65.4% in 2004, with Alberta North 

having the highest rate at 72.3%.   Alberta South was slightly below the average at 

61.3%, at the same level as the Canadian Rockies.   

� The main source of hotel room demand for Alberta South in 2004 was industrial 

crews, with 51.7%, significantly higher than the provincial average of 34.2%.    

� Tourism accounts for an average of 26.7% of hotel room demand provincially, with 

69.6% in the Canadian Rockies, but only 24.5 % in Alberta South. 
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Market Segments 

� Alberta Economic Development and Travel Alberta have identified 4 market 

segments in Alberta, Saskatchewan and British Columbia, each representing 

approximately one quarter of the population, and of which 3 are potential markets of 

interest to the SE Region.    

� These segments include: Accomplishers (interested in seeing new places and 

doing new things); Comfort Seekers (interested in getting away from daily routine, 

having fun with family and friends and participating in outdoor recreation activities); 

and Real Relaxers (interested in relaxing, getting away from daily routine and peace 

and quiet). All 3 segments are interested in rural environments. 

 

Tourism Trends 

� More frequent get away trips of shorter duration (2 days) with opportunities for small 

luxury accommodation, spas, experiential activities. 

� Interest in spa vacations, with the highest increase by male markets, with 

opportunities for small luxury accommodation, fine dining, fitness activities, 

pampering. 

� Interest in golf vacations, with related small luxury accommodation, spas and dining. 

� Increasing use and ownership of RVs (the impact of higher fuel prices is yet to be 

determined), with opportunities for serviced campgrounds in scenic locations, 

activities and experiences. 

� Interest in reconnecting with family and roots (heritage and culture) and in getting 

back to nature, with opportunities for agricultural based experiences, geneology, and 

historic and cultural activities and site development. 

� Interest in Agricultural tourism of all kinds, with related opportunities for working/ 

guest ranches, country vacations, trail rides, behind the scenes activities, etc. 

� From escapism to enrichment, with an interest in having meaningful experiences, 

learning about cultures (e.g., First Nations, Métis) or new skills, and participating in 

hands on experiences. 

� Interest in adventure travel and extreme sports, with related opportunities for a range 

of support services, accommodation, equipment rentals/sales, lessons and guides. 
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III.   IDENTIFICATION AND ASSESSMENT OF TOURISM OPPORTUNITIES 
 

 
III.1. SE Region Review of Assets and Themes   

The Working Group identified assets within the SE Region and identified which of the 

themes identified for the Canadian Badlands applied to each asset. 

 

A complete listing of the assets and related themes is provided in Appendix A, Table A-1, of 

this Strategy. 

 

Key assets in the SE Region include: 

 Cypress Hills Inter Provincial Park and other Provincial Parks in adjacent areas. 

 Natural attractions and scenic landscapes throughout the region (e.g., prairie 

landscapes, Red Rock Coulee, South Saskatchewan River Valley, sand dunes). 

 Unique bird and wildlife viewing opportunities. 

 Museums and Historic Resources, including: 

� Medicine Hat Clay Industries National Historic District, including:  

1. Medalta 

2. Hycroft China 

3. Alberta Clay Products Kiln  

4. National Porcelain Co (McCord Brickyard) 

� Etzikom Windmill Museum and National Historic Site 

� Redcliff Museum 

� Prairie Memories Museum, Irvine 

� Medicine Hat Downtown Revitalization Area and natural gas development history 

� St. Patrick’s Cathedral in Medicine Hat  

� St. Margaret’s Church in Cypress Hills Provincial Park 

 Arts and Cultural Facilities, including 

� Medicine Hat Esplanade Arts and Heritage Centre 

� Medicine Hat Performing Arts Venues (Cultural Centre, Firehall Theatre, Gaslight 

Theatre, Medicine Hat College Theatre) 

� Bow Theatre 

� Murals on brick buildings throughout Medicine Hat 
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 Agricultural Industries (e.g., greenhouses, unique irrigation technology, grain 

elevators, agricultural products) 

 Clay industries and related products 

 Extensive range of recreation facilities, including golf courses, recreation centres, 

curling, ice arenas, ball parks, stock car racetrack, etc.  

 Major sports teams 

 Variety of events, including rodeos, cultural and recreation oriented events 

 Interesting place names, ghost towns, and interesting people in the region. 

 

 
III.2. General Tourism SWOT Analysis (Strengths, Weaknesses/Challenges, 

Opportunities, Threats) 
 
The Tourism Working Group completed a general SWOT Analysis for tourism in the SE 

Region as a whole (See Appendix B, Table B-1).   

 

 

III.3. General Strengths Regarding Tourism in the Region 

The following general strengths regarding tourism and tourism development were identified: 

 

o The weather is generally excellent (sunniest city, very long season), plus clean air. 

 

o There are great opportunities in the region for short day trips (e.g., Cypress Hills 

Provincial Park, Etzikom Museum, etc). 

 

o Medicine Hat is Rural/Urban (Rurban), an in between size community with a friendly 

attitude. 

 

o The region has a diverse and interesting history (e.g., Clay Industries, Western 

culture, natural history of coulees/prairies/Cypress Hills/river valleys). 

 

o The region is green & pristine (parks & maintenance in City of Medicine Hat, 

Communities in Bloom, Cypress Hills Provincial Park/Elkwater). 
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o The unique wildlife throughout the area (antelope, deer, elk, waterfowl, migratory 

birds) provides good opportunities for viewing, interpretation and hunting activities. 

 

o The Trans Canada Hwy 1, Crowsnest Hwy 3, and Buffalo Trail Hwy 41, provide easy 

access in all directions, including a US Border Crossing at Wild Horse. 

 

o The region is only a 2.5 hour drive from Calgary. 

 

o Medicine Hat is a regional service centre with a variety of services, accommodation 

and shopping opportunities with no provincial sales tax (e.g., most box stores, variety 

of unique boutiques/arts & craft shops representative of area, antique shops). 

 

o There is a wide variety of events, activities and things to do in the region. 

 

o Sun Awards provide recognition for the tourism industry in Medicine Hat. 

 

o There is a Calgary – Medicine Hat shuttle service ($40 one way). 
 
 

III.4. General Constraints to Tourism Development 

The following general constraints to tourism development were identified: 

 

o Medicine Hat and the SE Region are located along the 4 lane Trans Canada 

Highway about 2.5 hours drive from Calgary.  This makes it a good stopping point for 

travelers, but also is a challenge in terms of competing with Calgary and Banff and 

encouraging visitors to stay in the area for awhile. 

 

o The lack of signage and information at the South Entrance to the City of Medicine 

Hat and of a well signed scenic route through the City limit the number of travelers 

who come into the down town area. 

 

o While a new sign on Highway 1 identifies Cypress Hills Provincial Park, there is no 

signage in place that portrays the unique landscape of the park that would entice 

travelers to visit Elkwater and the park. 
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o There is limited public transportation to and throughout the region.  Public 

transportation to the region is limited to bus services and generally expensive and 

limited air service.   

 

o There is a perception that some residents in the region do not see the benefits of 

tourism and feel that increased tourism would negatively impact their lifestyle. 

 

o There is a perception that City of Medicine Hat politicians and administration do not 

understand downtown revitalization and give it adequate support.  In addition, it is felt 

that City bylaws don’t support / encourage alternative fixed roof accommodation or 

redevelopment / restoration of rundown buildings in the downtown area. 

 

o There is not an existing structure or mechanism in place to support a coordinated 

approach to tourism development in the SE Region.  Tourism Medicine Hat has a 

mandate for tourism marketing and promotion for the City of Medicine Hat and area.  

While a tourism development component could be added to their mandate and a 

committee formed to pursue tourism development related initiatives in the area, this 

does not ensure that it will be representative of the entire SE Region.  At this point in 

time, Tourism Medicine Hat does not represent all municipalities and tourism 

businesses in the SE Region. 

 

o A major challenge is the limited availability of human resources for the hospitality and 

service industry and volunteer burnout relative to events. 

 

o Limited hours of operation of businesses do not support the creation of packages 

and discourage visitors from coming to/staying in the area (e.g., evening and 

weekend hours for shops / restaurants in downtown Medicine Hat to support users of 

the Esplanade, smaller museums, Border Crossing).  

 

o There is limited development at potential sites of interest in the SE Region, as well 

as a lack of attractions on long stretches of roads linking to Calgary and Edmonton to 

make them more appealing to potential travelers.   
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o Some road and highway improvements are needed in the region (e.g., twinning of 

Highway 3 between Medicine Hat and Taber; widening shoulders and providing 

passing places on Hwy 41 to Elkwater, paving of a route between Cypress Hills and 

Writing on Stone Provincial Parks, upgrading of roads within Cypress Hills Inter 

Provincial Park that link to Fort Walsh and Saskatchewan). 

 

o The cost and availability liability insurance related to tourism adventure activities, 

events, rodeos, etc. is a concern. 

  

o The South Saskatchewan River a good resource, but problems with water levels, 

and limited access and canoe launch points are issues for future product 

development. 

 
 

III.5. Key Opportunities for Tourism Development 

The Tourism Committee reviewed the Weaknesses/Challenges and Opportunities from the 

SWOT Analysis, and identified potential areas of opportunity that could be considered to 

develop and/or improve tourism. 

 

The following 6 groups of opportunities were identified for further consideration:  
 
� Improve signage / promotion regarding directions and what is happening in the region 

(city, county and communities).   

This could include: 

o Community Billboards (events, etc).  

o Directional and way finding signs. 

o Designating and signing a “scenic” or “tourist” route through Medicine Hat. 

o Promotional signs. 

o Providing information on websites. 

 

� Develop new tourism products in the region (e.g., attractions, facilities and activities) and 

enhance or expand existing tourism products through value added experiential 

components and packaging, to provide a broader range of tourism experiences in the 

Canadian Badlands.    
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This could include:  

o The Medicine Hat Clay Industries National Historic District. 

o Historic Downtown Medicine Hat and the Esplanade. 

o A rail feature between Station and Historic District (already have rail cars). 

o The Saamis Tepee (landscaping, link to VIC, interpretive activities). 

o German POW camp and/or other historical themes, such as the NWMP role in 

opening up the area for settlement. 

o Waterslides and water parks. 

o Guided tours throughout region, possibly using a small van. 

o Develop river access points (landing spots, launch sites). 

o Develop attractions, activities and services along highway routes throughout the 

region (e.g., geo-caching sites that follow a theme throughout the region, agri-

tourism, working ranch, gardening/greenhouse tours, adventure type activities, board 

walks/birding access points). 

o Air based experiences & events (e.g., hot air ballooning, heli tours, gliding). 

o Further develop Medicine Hat as a regional service centre, with additional shopping 

opportunities in the region, including Box Stores, arts and crafts. 

o Encourage insurance companies to consider liability insurance at a reasonable cost. 

 

� Develop Ambassador type programs for Senior Officials, Hospitality and Customer 

Service Programs for Front Line Personnel, and Tourism Benefits Awareness Programs 

for Residents and Councils.   

This could include: 

o Encourage improved customer service from front line staff (e.g., service/hospitality 

training, attitude, product knowledge and awareness of what is in region). 

o Increase awareness of career opportunities in tourism. 

o Offer incentives to help tourism industry complete for staff. 

o Develop volunteer recognition programs and programs to encourage new volunteers. 

o Develop/implement awareness programs regarding economic and social benefits of 

tourism as a means of economic diversification for present and future generations.  

o Share success stories and opportunities to work together. 

o Encourage Councils and Administration to take a more proactive lead in helping to 

develop tourism in the region. 
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� Packaging and Marketing and Extended hours of operation.   

This could include: 

o Develop weekend / short stay getaway packages for Calgary/Edmonton markets. 

o Package day tours, events and attractions. 

o Encourage extended hours of operation at such places as downtown businesses in 

Medicine Hat (e.g., shops, restaurants) to encourage evening use in downtown area 

and development of packages for theatre goers, etc. 

o Encourage extended hours of operation at small museums/attractions in the region. 

o Advocate for extended hours of operation at the US Border Crossing. 

 

� Encourage / Support Road and Highway improvements and use of alternative routes 

throughout the region.   

This could include: 

o Support improved marking and directional signs on County and Secondary Roads. 

o Develop self-guided/guided tours/guidebooks/maps for travel throughout region. 

o Support improvements on Hwy 41 between Hwy 1 and Elkwater.  

o Support twinning of Hwy 3 between Medicine Hat and Taber. 

o Support development of a paved route between Writing on Stone and Cypress Hills 

Provincial Parks and improvement of roads in Cypress Hills Inter Provincial Park. 

o Sell detailed road maps showing gravel and secondary routes. 

o Maintain gravel roads to encourage travelers off the beaten track. 

 

� Encourage maintenance of existing, and encourage development of additional, 

transportation related access and service.  

This could include: 

o Support maintenance of airport hours of operation. 

o Support provision of additional air service at a reasonable cost. 

o Encourage re-instatement of Rail passenger service. 

o Encourage provision of improved public transit and shuttle services to attractions 

both in Medicine Hat and in the region. 
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III.6. SWOT Analysis of Key Opportunities 

A further analysis of Strengths, Weaknesses, Opportunities and Threats (SWOT) was 

carried out for each of the 6 key Opportunity Area groupings identified.   

 

The results of this analysis are presented in Tables B-2 to B-7 in Appendix B. 

 

 

IV. TOURISM STRATEGY 

IV.1. Vision for Tourism in SE Region 

The vision for the SE Region identified by the Working Group reflects the overall Canadian 

Badlands vision, with emphasis on the key themes in the region. 

 

The suggested vision for the SE Region, at least initially, is: 

 

A quality, year-round, branded, international, national, and local tourism destination 

for all ages, with emphasis on the following themes: 

� Natural History (geological, wildlife and archaeological) 

� Industrial / Historical (clay, rail, mining, oil) 

� Western Lives (aboriginal influence, ranching / farming history) 

� Recreation, Arts and Culture. 

 

The Canadian Badlands website should be organized by the theme areas with links 

provided to related sites. 

 

IV.2. Priority Opportunity Areas 

The Tourism Working Group identified the following order of priority for the Opportunity Area 

groupings for further developing tourism in the SE Region in the short to medium term.   

 

1. Develop new tourism products in the region (e.g., attractions, facilities and activities) 

and enhance or expand existing tourism products through value added experiential 

components and packaging, to provide a broader range of tourism experiences in the 

Canadian Badlands.  
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2. Packaging and Marketing and Extended hours of operation.  

 

3. Improve signage / promotion regarding directions and what is happening in the 

region (city, county and communities).  

 

4. Develop Ambassador type programs for Senior Officials, Hospitality and Customer 

Service Programs for Front Line Personnel and Tourism Benefits Awareness 

Programs for Residents and Councils.   

 

5. Encourage maintenance of existing, and encourage development of additional, 

transportation related access and service.  

 

6. Encourage / Support Road and Highway improvements and use of alternative routes 

throughout the region.   

 

 

IV.3. Action Plans 

The Working Group then identified possible action steps, along with potential partners and 

broad time frames for implementation for each of the opportunity areas. 

 

These action plans are presented below. 
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Opportunity Area: Develop new tourism products in the region (e.g., attractions, facilities and activities) and enhance or expand 
existing tourism products through value added experiential components and packaging, to provide a broader range of tourism 
experiences in the Canadian Badlands.  
 
Possible Actions: 

 
Actions/Requirements & Description 

 
Possible Partners 

When / Timeline 
S = 1-2 yrs, M = 3-5 yr, 

L = 5+ yrs 

Medicine Hat Clay Industries National Historic District  
� Implement Plan 
 
 

� Existing partners include: Board, City, federal 
government (Historic Site),  

� Other possible: Alberta Community 
Development (financial), tourism industry 

Already underway 
Short to Medium and 
Ongoing 

Commemoration of the clay, brick and coal industries in Redcliff through 
interpretive programs or signage (e.g., plaques or cairns). 
� Link interpretation to the Historic Clay Industries District programs 

� Town of Redcliff 
� Redcliff Museum 
� Historic Clay Industries District 

Short to Medium and 
Ongoing 

Historic Downtown Medicine Hat and the  Esplanade 
� Continue revitalization of downtown area  
� Define a theme for the area and develop guidelines regarding building 
design and construction 

� Encourage upgrading or renovating existing buildings, and development of 
new buildings that fit within the theme of the area 

� Re-instate Main Street Program 
� Encourage development of new shops/restaurants and extended hours of 
operation for local shops, restaurants to enhance the experience of theatre 
goers (e.g., evening shopping, pre/post concert/theatre dining/lounges) 

� Additional fixed roof accommodation in downtown area (e.g., could include 
a high quality hotel, as well as alternative accommodation, such as Bed 
and Breakfast operations, guest houses, etc.) 

� City of Medicine Hat, Chamber of Commerce, 
Downtown business operators 

� Historical Society? 
� Alberta Community Development 

Short to Medium and 
ongoing 

Develop a rail road theme feature linking the Railroad Station and the Historic 
Clay District 
� Develop a plan for capitalizing on the rail theme and making use of rail 
cars that already have 

� City, CPR, Historic Clay District, Chamber of 
Commerce, Alberta Community Development, 
CPR 

Medium to Long 

Saamis Tepee 
� Prepare a plan re: interpretive signs, programs regarding use of the site, 
possible interpretive centre, events 

� Consider landscaping, link to Visitor Information Centre, other Aboriginal 
interpretive activities 

� City, Tourism Medicine Hat 
� Saamis Tepee Association, Aboriginal 
communities in area 

� Historical Society 

Medium to Long  
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Opportunity Area: Develop new tourism products in the region (e.g., attractions, facilities and activities) and enhance or expand 
existing tourism products through value added experiential components and packaging, to provide a broader range of tourism 
experiences in the Canadian Badlands.   (Continued) 
 
Possible Actions: 

 
Actions/Requirements & Description 

 
Possible Partners 

When / Timeline 
S = 1-2 yrs, M = 3-5 yr, 

L = 5+ yrs 

German POW Camp or other Historical Themes (e.g., NWMP) 
� Assess opportunities regarding interpretation / commemoration of the 
POW Camp.  Is development of some sort of attraction an option? 

� Consider interpretative programs, signage, events to commemorate the 
role of the NWMP in settlement in the region 

� City, Communities 
� Historical Society, Archaeological Society 
� German community 
� Alberta Community Development 
� Red Coat Trail Association 

Medium to Long 

Waterslides and Water parks 
� Consider expansion / development of additional 

� Private entrepreneur Medium to Long 

Develop guided tours throughout the region, perhaps using a small van 
� Link to tour routes/guide books being developed for Canadian Badlands 
� Consider theme based guided tours (e.g., bird watching, wildlife viewing, 
bird banding, bird counts, viewing unique vegetation and landforms, 
agricultural tours, etc.) 

 

� Private entrepreneur, Chambers of 
Commerce, Alberta Economic Development 

Short to Medium   

Encourage identification / enhancement of areas for adventure and extreme 
type sports, activities and events (e.g., Cypress Hills mountain biking on ski 
hill, Polar Bear Dip, ice sailing, etc.) 
� Need to ensure that suggested activities are not destructive to the 
environment, and are encouraged in the context of an environmental ethic 

� Activities to be considered within the Provincial Park need to be compatible 
with Park Management plans and policies 

� SE Region could be developed as “Moab North”, providing opportunities 
for mountain biking and activities in a badlands environment 

� Consider guided recreational touring opportunities, including shuttle 
services, rentals, lessons 

 

� Private entrepreneur, recreational activity 
clubs, Provincial Parks 

Short to Medium and 
Ongoing 

Develop river access points (landing spots, launch sites) 
� Encourage related business opportunities, such as canoe and kayak 
rentals, guided canoe trips including shuttle back to starting point 

� City, Counties, Alberta Community 
Development, Alberta Environment, 
Recreation Clubs, Irrigation District 

Short to Medium and 
Ongoing 
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Opportunity Area: Develop new tourism products in the region (e.g., attractions, facilities and activities) and enhance or expand 
existing tourism products through value added experiential components and packaging, to provide a broader range of tourism 
experiences in the Canadian Badlands.   (Continued) 
 
Possible Actions: 

 
Actions/Requirements & Description 

 
Possible Partners 

When / Timeline 
S = 1-2 yrs, M = 3-5 yr, 

L = 5+ yrs 

Encourage development of attractions, activities and services along highway 
routes throughout the region  
� Develop geo-caching sites in area; could follow a theme throughout the 
region, linking to those developed in the Hanna area 

� Develop Agri-tourism related experiences (horse back riding, working ranch, 
ranch or farm vacation, bed and breakfast operations) 

� Develop board walks, access points, interpretive signage regarding bird and 
wildlife viewing opportunities; support guide book / tour route development 

 

� Counties, City, Provincial Parks 
� Link with Hanna Tourism Committee initiatives 
� Ducks Unlimited, SMRID, PFRA, Alberta 
Sustainable Resource Development, Alberta 
Environment 

� Ranchers or farmers interested in developing 
a new business stream for their operation  

Short to Medium and 
Ongoing 

Encourage development of air based experiences, such as hot air ballooning, 
heli tours, gliding (including providing opportunities to experience these, 
related events, etc.) 
� Support development of new experiences of interest to potential visitors, 
as well as residents 

 

� Private entrepreneur, recreational activity 
clubs 

Medium to Long 

Encourage development of Medicine Hat as a regional service centre, with 
additional shopping, including Box Stores, arts and crafts 
� Encourage additional unique shops for community products, arts and crafts, 
in communities throughout the SE Region 

� Chambers of Commerce Short to Medium and 
Ongoing 

Insurance For Guided Recreation, Adventure Activities 
� Encourage insurance companies to consider providing reasonable cost 
insurance for adventure tour company operators 

� Working associations in BC and elsewhere regarding developing 
workable solutions to rising insurance premiums that need to be passed 
on to the client 

� Alberta Economic Development, tourism 
operators and tourism associations, Travel 
Alberta, AUMA, TIAC, BC Tourism, insurance 
companies 

Short to Medium  
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Opportunity Areas: Packaging and Marketing and Extended Hours of Operation 
 
Possible Actions: 

 
Actions/Requirements & Description 

 
Possible Partners 

When / Timeline 
S = 1-2 yrs, M = 3-5 yr, 

L = 5+ yrs 

Develop weekend / short stay getaway packages for the Calgary and 
Edmonton markets 
� Packages should have an experiential component, including 
accommodation, attractions, events 

� Could include unique experiences (e.g., behind the scenes types of 
activities, cuisine, specialized event based, gardening tours) 

 

� Tourism Medicine Hat, Chambers of 
Commerce, individual businesses, hoteliers, 
Travel Alberta, Alberta South TDR, Alberta 
Economic Development, Provincial Parks 

 

Short to Medium  

Package day tours, events, attractions  
� Encourage venue operators to work together and support each other in 
packaging, promoting and cross-promoting tourism in the region   

 

� Tourism Medicine Hat, Chambers of 
Commerce, individual businesses, hoteliers, 
Travel Alberta, Alberta South TDR, Alberta 
Economic Development, Provincial Parks 

 

Short to Medium 

Encourage extended hours of operation at such places as downtown 
businesses in Medicine Hat (e.g., shops, restaurants) 
� Extended hours would encourage theatre goers and other users of the 
Esplanade to shop, have dinner (pre and post), visit lounges, etc in the 
downtown area 

� Provide opportunities for packaging of theatre/show experiences with 
dinner, accommodation, shuttle services, etc. 

 

� Tourism Medicine Hat, Chamber of 
Commerce, Hoteliers, Esplanade, downtown 
businesses, Travel Alberta 

Short to Medium 

Encourage extended hours of operation at small museums, attractions in the 
SE Region 
� Increase opportunities for inclusion in packaging of tours 
� Provide activities for visitors in evenings, encouraging them to stay in the 
area 

� Need to address funding concerns, volunteer burnout, staffing issues 
 

� Tourism Medicine Hat, Chambers of 
Commerce, Historical Societies/operators, 
Travel Alberta, tour operators 

Medium to Long 

Advocate for extended hours of operation at the US Border Crossing 
� Encourage more border crossing traffic to pass through the region 
�  

� Councils, Tourism Medicine Hat, Chambers of 
Commerce, EDA, tour companies, Canada 
Customs and Immigration, Alberta Economic 
Development 

 

Medium to Long 
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Opportunity Area:   Improve signage/promotion regarding directions and what is happening in region (city/counties/communities) 
 
Possible Actions: 

 
Actions/Requirements & Description 

 
Possible Partners 

When / Timeline 
S = 1-2 yrs, M = 3-5 yr, 

L = 5+ yrs 

Community Billboards – signs at entrance to communities to provide 
information/dates about events for local residents and potentially entice pass 
through travelers to stop,  as well as to provide information about upcoming / 
annual events to encourage visitors to come back 
� Could be electronic, high tech (e.g., LED, plasma), or basic signs on which 
information is changed manually 

� Support for information being provided through websites; majority of 
travelers plan trips in advance 

� Need to be professional presentation, well maintained 
� Should be consistent look across region &  throughout Canadian Badlands 
 

� Community Councils, Chambers of 
Commerce 

� Canadian Badlands Marketing Committee 
� Tourism Committees, Tourism Medicine Hat 
� AB Transportation 
 

Short to Medium  
(criteria re: design may 
take some time) 
 

Directional Signs – TODS and LOGOS type signs on Provincial Highways 
through AB Transportation Tourism Signage Program 

� AB Transportation, Councils 
� Individual attractions, businesses 
 

Short and Ongoing 
 

Designated Tourism Route through Medicine Hat; trail blazer signs, markers 
identifying attractions 
� Identify a tourist route through the city, along with a trail blazer logo, etc. 
� Alternative route to the Trans Canada Highway that encourages travelers to 
enter the city and explore it/stay awhile. 

 

� Medicine Hat Council, Tourism Medicine Hat 
and Chamber of Commerce, Attractions 

Medium 
 

Promotional signs, such as advance notice of attractions and hidden gems in 
the area vs way finding signs like the TODS signs; “Burma Shave” type of signs 
� Set standards  
� Example – Esplanade and Clay District currently cooperating on signs 
� Could include a Canadian Badlands logo or image that could vary by sub 
areas of Canadian BadlandWould provide images to lure visitors to hidden 
gems (e.g., Cypress Hills, river valleys, etc.) 

 

� Community councils, Chambers of 
Commerce, AB Economic Development 

� Canadian Badlands Marketing Committee 
� Tourism Committees, Tourism Medicine Hat, 
Travel Alberta 

� AB Transportation, Provincial Parks 
 

Short to Medium  
(criteria re: design may 
take some time) 
 

Provide information on websites for access via GPS 
� Future direction for use of GPS/satellite transmissions for directions, 
information about an area, etc. 

 

� Communities, Tourism Medicine Hat, 
Provincial Parks, Travel Alberta 

Long 
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Opportunity Areas: Develop Ambassador type programs for Senior Officials, Hospitality and Customer Service Programs for Front 
Line Personnel and Tourism Benefits Awareness Programs for Residents and Councils.   
 
Possible Actions: 

 
Actions/Requirements & Description 

 
Possible Partners 

When / Timeline 
S = 1-2 yrs, M = 3-5 yr, 

L = 5+ yrs 

Encourage improved customer service by front line staff  
� Organize / support training for front line staff in all businesses in the region 
regarding such areas as hospitality / service, attitude, product knowledge 
and awareness of what there is to see and do 

� Consider delivery of Service Best or similar programs, now available 
through the AB Hotel and Lodging Association 

� Tourism Medicine Hat, Chambers of 
Commerce, individual businesses, Provincial 
Parks, AHLA 

Short to Medium and 
Ongoing 

Develop Ambassador program (perhaps reinstate Medicine Hat Ambassadors 
program that failed due to lack of a champion) geared to senior level officials / 
individuals to act as ambassadors for Medicine Hat outside the area. 

� Tourism Medicine Hat, Chambers of 
Commerce, individual businesses 

� City and County Councils 

Short to Medium and 
Ongoing 

Develop/expand service excellence recognition programs for staff & volunteers  
� Continue and possibly expand the SUN awards 
� Encourage new volunteers to replace those suffering from burn out 

� Tourism Medicine Hat, Chambers of 
Commerce, Communities, AB Community 
Development, Historical Societies 

Short to Medium and 
ongoing 

Increase awareness of career opportunities in tourism 
� Consider developing awareness program of benefits of a career in tourism 
� Career and Job Fairs in schools 

� School Boards, Medicine Hat College, 
individual businesses, Chambers of 
Commerce, Tourism Medicine Hat 

Short to Medium 

Consider incentives to help compete with other higher paid jobs in other 
resource industries to encourage careers in tourism and service industry 
� Offer training incentives or other benefits 
� Offer practicum type programs for students at Medicine Hat College 
� Recognition programs for staff in tourism industry 

� Chambers of Commerce, individual 
businesses, Medicine Hat College, Alberta 
Human Resources and Employment, Alberta 
Economic Development 

 

Short to Medium 

Develop / implement programs for media, politicians & residents to increase 
awareness & understanding of economic and social benefits of tourism as a 
means of economic diversification for present and future generations  

� Tourism Medicine Hat, Chambers of 
Commerce, Alberta Economic Development, 
Travel Alberta, Councils 

Short and Ongoing  

Success stories / opportunities to work together should be shared / highlighted 
� Provide stories, interviews to media to celebrate successes 
� Identify possible opportunities 

� Tourism Medicine Hat, Chambers of 
Commerce, individual businesses & 
associations,  

Short to Medium and 
Ongoing 

Encourage Councils and Administration to take a more proactive lead in 
helping to develop tourism in the region,  
� Encourage stronger recognition of value of tourism as an economic sector  
� Recognition of the importance of such initiatives as downtown revitalization 
and restoration of heritage buildings in developing tourism. 

� Councils, Chambers of Commerce, Tourism 
Medicine Hat, Travel Alberta, Canadian 
Badlands Steering Committee 

Short to Medium and 
Ongoing 
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 Opportunity Area: Encourage maintenance of existing, and encourage development of additional, transportation related access and 
services 
 
Possible Actions: 

 
Actions/Requirements & Description 

 
Possible Partners 

When / Timeline 
S = 1-2 yrs, M = 3-5 yr, 

L = 5+ yrs 

Support maintenance of airport hours of operation  
� Advocacy role with authorities regarding maintaining level of operation and 
service 

 

� Councils, Chambers of Commerce, Tourism 
Medicine Hat, EDA, Alberta Economic 
Development, individual businesses 

Short to Medium 

Support provision of additional air service to and from the region at a 
reasonable cost 
� Advocacy role with airlines regarding new and/or expanded service levels 
to and from Medicine Hat 

�  

� Councils, Chambers of Commerce, Tourism 
Medicine Hat, EDA, Alberta Economic 
Development, individual businesses 

Short to Medium 

Encourage re-instatement of Rail passenger service. 
� Advocacy role with VIA Rail regarding re-instatement of passenger rail 
service through Medicine Hat 

 

� Councils, Chambers of Commerce, Tourism 
Medicine Hat, EDA, Alberta Economic 
Development, individual businesses, CNR 

Medium to Long 

Encourage provision of improved public transit and shuttle services to 
attractions in Medicine Hat  
� Modify city bus routes so that city buses stop at attractions 
� Consider a special tourist bus route that incorporates stops at key 
attractions on a loop basis 

 

� City of Medicine Hat, Tourism Medicine Hat, 
Chamber of Commerce 

Medium to Long 

Encourage provision of shuttle bus services to and between attractions in the 
region 
� Support development of a shuttle bus service to and between attractions in 
the region 

� Could include a guided tour component using small vehicles and linked to 
tour routes developed in the region 

� Could also incorporate a shuttle service for recreational activities, 
particularly those that are longer distance and linear in nature (e.g., 
canoeing, hiking, bicycle touring) 

 

� Councils, Tourism Medicine Hat, Chambers of 
Commerce, individual entrepreneur, Provincial 
Parks 

Medium to Long 
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Opportunity Area: Encourage / Support Road and Highway Improvements and Use of Alternative Routes throughout the Region  
 

 
Actions/Requirements & Description 

 
Possible Partners 

When / Timeline 
S = 1-2 yrs, M = 3-5 yr, 

L = 5+ yrs 

Support improved marking and signs regarding directions on County and 
Secondary Roads 
 

�  Municipalities, Alberta Transportation, Alberta 
Economic Development 

Short to Medium 

Develop self-guided / guided tours, guidebooks, maps to encourage travel 
throughout region. 
� Several tour routes / guide books are being developed for areas in the 
Canadian Badlands with support of Alberta Economic Development  

� Encourage provision of directional and attraction way finding signing on 
area roads and highways to support guide books 

� Signs denoting special and scenic tours should be provided along 
designated routes or routes identified in guide books 

� Consider other unique routes (e.g., Evening Primrose Route) 
 

� Alberta Economic Development, Travel 
Alberta, Provincial Parks, Tourism Medicine 
Hat, Municipal Councils, individual operators 

� Alberta Transportation 
� Canadian Badlands Marketing Committee 

Short to Medium and 
Ongoing 

Support improvements on Hwy 41 between Hwy 1 and Elkwater/Cypress Hills 
Provincial Park (e.g., paving shoulders, providing passing lanes) 
� Important to improve safety 
� Provide opportunities for bicycle touring 
 

� Municipalities, Provincial Parks, Chambers of 
Commerce, Alberta Transportation 

Short to Medium 

Support twinning of Hwy 3 between Medicine Hat and Taber 
� Improve safety 
� Encourage circle touring opportunities for visitors 
 

� Municipalities, Chambers of Commerce, 
Alberta Transportation 

Medium to Long 

Support development of a paved route between Writing-on-Stone and Cypress 
Hills Provincial Parks 
� Circle tour potential linking these 2 parks with Dinosaur Provincial Park 
� Travelers in RVs are less likely to travel on gravel roads than on paved 
routes 

� Municipalities (both in SE Region and County 
of Warner and County of Newell), Chambers 
of Commerce, Alberta Transportation, 
Provincial Parks 

Medium to Long 

Sell detailed road maps showing gravel and secondary routes 
� Support visitors traveling around the region 

� Tourism Medicine Hat, Chambers of 
Commerce, VICs, individual businesses 

 

Short to Medium 

Maintain gravel roads to encourage travelers off the beaten track 
� Encourage visitors to travel around the region 

� Counties,  Short to Medium and 
Ongoing 
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V. RECOMMENDATIONS   
 
The following broad recommendations relative to initiatives that will support tourism 

development in the SE Region have been identified for consideration by the municipal 

councils and tourism industry in the region. 

 

These recommendations are not presented in any order of priority.  However, suggested 

timeframes have been suggested for each recommendation: Short Term (1 to 2 years), 

Medium Term (3 to 5 years) and Ongoing.    

 

Recommendations include: 

1. Each municipality should identify and promote business opportunities relative to the 

enhancement of existing, or development of new, tourism related attractions, 

businesses and operations, including: experiential and hands-on-learning types of 

activities; agri-tourism and nature based programs and experiences; alternative fixed 

roof accommodation (e.g., Bed and Breakfasts, serviced/RV campgrounds, guest 

houses); etc.  (Short to Medium and Ongoing) 

 

2. Municipalities should support, encourage and facilitate, as appropriate, proposals for 

the enhancement of existing, or development of new, tourism related attractions, 

businesses, and operations (e.g., through such means as zoning, permits, letters of 

support to financial institutions, etc.). (Short and Ongoing) 

 

3. Identify one or more representatives of Council and the community / attractions / 

businesses to participate in a “SE Region Tourism Conference” to meet 2 to 3 times 

a year to review progress regarding development of elements of the Tourism 

Strategy and to discuss how best to move it forward.  Each participant would be 

expected to leave their affiliation hats at the door, and participate in a collaborative 

fashion to identify ways to implement aspects of the plan.  This “Conference” could 

include representatives of the current SE Region Tourism Development Strategy 

Working Group.  Alberta Economic Development (AED) would be officially requested 

to provide logistical support for this “Conference” to assist it in helping to move 

forward with implementation of aspects of this Tourism Development Strategy. 

(Short) 
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4. In the short term, the proposed “SE Region Tourism Conference” should further 

assess and make recommendations regarding creation of a more formalized 

operational structure, possibly through the Economic Development Alliance of 

Southeast Alberta (EDA), to support and collaborate on tourism development in the 

Region, and to oversee development / implementation of specific elements of this 

Tourism Development Strategy.   (Short) 

 

Rather than create a new entity, the Working Group feels that this structure would 

most appropriately take the form of a tourism development sub-committee of an 

existing organization. However, at present, no agency or organization has identified 

responsibility for tourism development in the region. Tourism Medicine Hat plays 

primarily a marketing and promotional role for the City of Medicine Hat and area, but 

does not have a clear mandate for tourism development or for marketing on behalf of 

all municipalities and tourism operators in the SE Region. 

 

The EDA, funded by all municipalities in the SE Region, appears to be the only body 

at present that includes all of the municipalities specifically in the SE Region.  

However, it must be recognized that tourism is not the mandate or priority of the 

EDA, other than in the context of investment attraction relative to large development 

projects (e.g., possibly fixed roof accommodation).  A decision by the EDA Board 

would be required to revise the mandate and priorities for the EDA, and/or to provide 

additional funding support for hiring of staff, to assist in coordinating all levels of 

tourism development.   

 

If the EDA Board were to decide to expand its mandate to include overall tourism 

development, then other additional possible sources of resources (funding and 

otherwise) to support this function could be identified for consideration (e.g., through 

Alberta Economic Development, Western Diversification, etc.).  Proposals for 

possible funding and other resources would need to be developed and put forward 

as appropriate. 

 

5. Other roles for a “Tourism Development Committee” (or for the SE Region Tourism 

Conference in the short term), include:  
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o Develop a Communications Plan for ongoing sharing of information with 

stakeholders, residents and community decision makers in the SE Region 

about the overall value and long term benefits of tourism in the region and its 

potential role in economic diversification (e.g., through articles in local papers, 

newsletter, website, other programs to spotlight tourism). (Short and Ongoing) 

 

o Take a lead role in coordinating and disseminating information to communities / 

stakeholders regarding issues related to tourism development.  (Short to 

Medium and Ongoing) 

 

o Participate in relevant industry functions, conferences and missions to 

encourage new tourism development and investment activity in the SE Region, 

and to facilitate access to capital for tourism development in the region by 

matching potential market opportunities to investors.    (Ongoing) 

 

o Contact other agencies relative to accessing their programs and services as a 

means of addressing tourism opportunities / needs in the SE Region (e.g., 

coordinating provision of customer service / hospitality training, packaging and 

cooperative marketing workshops and opportunities, etc.). (Short to Medium 

and Ongoing) 

 

6. Encourage and support programs that address labour shortages and retention issues 

in the hospitality and service industry.  This could include such things as coordinating 

with other municipalities relative to housing and busing solutions, and assisting in an 

advocacy role relative to increased immigration as appropriate. (Short) 

 

7. Encourage and support development and provision of training to enhance customer 

service and hospitality, as well as local tourism product awareness, in tourism 

businesses and service providers in the SE Region. (Short and Ongoing) 

 

8. Encourage development of a coordinated tourism signage program that reflects the 

Canadian Badlands brand at community entrances, attractions, etc., throughout the 

SE Region. (Short to Medium) 
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9. Assist in an advocacy role with provincial government departments and other 

stakeholders regarding enhanced funding for developing new, or improving existing, 

infrastructure, such as river and trail access points, highway improvements, signage, 

etc.  (Short to Medium and Ongoing) 

 

10. Share information, issues and recommendations identified as part of this Tourism 

Development Strategy with other City / Town / County / Government departments or 

sub-committees who are already addressing related issues or may be the 

appropriate lead party.  (Short) 
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APPENDIX A - SE Region Assets and Themes 

Themes and the related abbreviations used in the review of assets, include: 

• Natural History (geological,  palaeontological, archaeological , wildlife - (NH – geol, 
paleo, arch, wildlife) 

• Industrial / Historical (rail, mining, oil, clay) – (Ind / Hist) 
• Western Lives (aboriginal influence, ranching / farming history) – (W. Lives – Ab, 
Ranch, Farm) 

• Arts, Culture, Recreation, Service  – (A&C, Rec, S) 
 
 

Table A-1: SE Region Assets and Themes 

Asset Themes  
Represented 

• Cypress Hills Inter-Provincial Park     
o approximately 500 camping sites in 10 campgrounds; 
o Elkwater Lodge & Conference Centre 
o church camps, day use, new interpretive centre in 2006, 50 km of multi-use 
trails, part of Trans Canada Trail, self guided and guided walks, fishing/fly 
fishing, mountain biking, hiking, water sports, water skiing, golf course, downhill 
ski area, cross country skiing, guided bus tours (24 seat bus) 

o evening amphitheatre programs, interpretive nodes, edutainment, special events 
(Canada Day, bird counts, History in the Hills in June), reunions 

o natural history, wildlife, rare plants, diversity of birds/bird watching (bird counts), 
link to Fort Walsh National Historic Site in Sask, historic sites in park, 
archaeological research,  

o staging area for visitors entering Alberta at Wildhorse “oasis in desert” 
o Dark Sky location to view night skies, August viewing of meteor shower 

NH (geol, arch), Rec, 
A&C, W. Lives (Ab, 
Ranch), Hist 
 

Other Provincial Parks adjacent to SE Region  
• Dinosaur Provincial Park and World Heritage Site  
o One of most extensive dinosaur finds in world, Royal Tyrrell Museum Field 
Station has expanded; expand season in 2006 to Apr - Oct & increase school 
and other since currently at capacity in peak season;  

o 126 camping stalls, group camping, concession, showers  
o bird & wildlife viewing; potential for packaging/marketing, front country hiking, 
interpretive programs, bus tours, guided hikes; potential to increase in shoulder  

o John Ware Cabin (hist); Duchess Highway 873 named John Ware Trail  
o Aboriginal history (stone effigy, tipi rings, vision quest sites, Dead Lodge 
Canyon); currently not emphasized except based on Aboriginal requests for 
spiritual purposes, not commercial. 

NH (geol, paleo, arch, 
wildlife), W. Lives (Ab, 
Ranch, Farm), A&C, 
Rec 
 

• Kinbrook Island Provincial Park on Lake Newell   
o Boat launch, power boating, sailing club (rentals), potential equipment rentals, 
treed campground, group camping, concession, interpretive trail (Ducks 
Unlimited, EID, Parks have plans to upgrade) 

o bird watching (potential to increase), fishing 
o best beach in Southern Alberta, swimming 

W. Lives (Ranch, 
Farm), Ind, Rec 
 

• Tillebrook Provincial Park      
o Camping, Manicured lawns & irrigated trees, on Trans Canada Highway 
o Wildlife viewing, bird watching opportunities, Self guided trail, platforms 
Opportunity for interpretive centre development; potential for shuttle / tours to 
Dinosaur Provincial Park, Brooks, etc.  

NH, Ind, Rec 
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Table A-1: SE Region Assets and Themes (Continued) 

• Writing on Stone Provincial Park     
o Native pictographs & petroglyphs, badlands   
o Camping, day use, Milk River, canoeing, high use when water high 
o Wildlife viewing, annual bird count (past 3 yrs), birding hikes (120 species) 
o Guided and self guided tours, step on guides for tours, Evening programs 
o Potential to increase shoulder season (longer summer) for camping & guided 
operations; Includes Police Outpost 

NH (geol, arch), W.  
Lives (Ab, ranch),  
A & C, Rec 
 

Natural Attractions 

• Red Rock Coulee (picnic tables, day use, needs protection)   
 
• South Saskatchewan River and Valley Trails – 90 km in Medicine Hat & expanding 
 
• Sand Dunes: Burstal, Suffield (no access), North end of Pakowki Lake  
    
• Milk River Natural Area (no access)  
    
• Kennedy Coulee Ecological Reserve (no access)  
  
• Pakowki Lake Bird Sanctuary (no access)  
     
• Wide open space (prairies, coulees); Views of Bear Paw Mountains and Sweet 
Grass Hills in Montana 
 
• Archaeological and geological sites  
o fossil beds 
o buffalo jumps 
o teepee rings (everywhere, protection concerns), medicine wheels 
o Saamis Archaeological site 

All NH (geol) 
 
 
Also NH (arch), Rec, 
Ind / Hist 
 
 
 
 
 
 
Also NH (wildlife) 
  
 
 
 
Also (arch), W. Lives 

Wildlife  

• Unique animal viewing (e.g., rattlesnakes, raccoon, antelope, horned toads, sage 
grouse, scorpions, mule and whitetail deer, elk, wild turkeys, cougar, no bears) 

• Migratory waterfowl, upland game birds - staging areas    
o Pakowki Lake 
o Crow Indian Lake  
o Yellow Lake near Grassy Lake 
o Forty Mile Reservoir  
o Reesor Reservoir 

• Hunting; Hunting guide services, Burdett 
• Fishing           
o S. Saskatchewan River  
o Murray Lake (Seven Persons) 
o Cavan Lake 
o Rattlesnake Reservoir 
o Elkwater Lake 
o Spruce Coulee Reservoir 
o Reesor Lake 
o Bullshead Reservoir 
o Michelle Reservoir  
o Cypress Hills fly fishing on a private lake 
o Forty Mile Reservoir 
o Battle Creek (catch and release) 

All - Natural History – 
(wildlife) 
 
 
 
 
 
 
 
 
Also  Rec 
 
Also Rec, NH (geol) 
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Table A-1: SE Region Assets and Themes (Continued) 

Parks/Campgrounds 

• 40 Mile Park and Reservoir (water reservoir, camping, water front leases, 
subdivision development, has expanded facilities)  
 
• Golden Sheaf Park (water based recreation, camping, Rattlesnake Dam) 
 
• Echo Dale Regional Park (man-made swimming lake, canoe, paddle boats, 
private Echo Dale Farm adjacent)       
 
• Police Point Park, Medicine Hat (natural woodland park, interpretive centre, day 
use, 28 km of trails, events, historic tours) 
 
• Medicine Hat (3 private campgrounds and 1 municipal campground) 
 
• Redcliff Lions Park (historic water tower, playground, water park, day use) 
 
• Redcliff Campground (30 sites) 
 
• Foremost Reservoir Campground/ Foremost Wayside Campsite 
 
• Bow Island Centennial Park (group camp, individual camping, power hookups) 
 
• Sandy Point Park on S. Saskatchewan (camping, day use)  
 

• Cavan Lake Campground 

All Rec 
Also Ind/Hist, W.Lives 
(Farm) 
 
Also Ind/Hist, irrig 
 
Also W. Lives (farm) 
 
 
Also W. Lives (Ab, 
farm), NH (geol) 
 
 
 
 
 
 
 
 
Also Ind/Hist (irrig) 
 
 
 
 
Also NH (geol) 

Community Day Use Parks (support function, not attraction)   

• Burdett Community Park 
 
• Strathcona Island Park, Medicine Hat (family activities)  
 
• Kin Coulee Park, Medicine Hat (family activities, day use)  
 
 
• Redcliff River Valley Park (day use) 
 
• Jubilee Park and Funshine Park in Bow Island (playground, senior friendly park) 
 
• Medicine Hat (numerous community parks) 
o Riverside Park (historic flood wall, bandshell) 
 
 
o Rotary Park 
 
o BATUS Park  

All Rec 
 
 
NH (geol) 
 
W. Lives (Ab, Saamis), 
Ind/Hist (greenhouses), 
A&C (bandshell) 
 
 
 
 
 
W. Lives (Ab, ranch), 
Ind/Hist (RR), A&C 
(bandshell) 
 
A&C (bandshell) 
 
A&C (speakers corner) 
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Table A-1: SE Region Assets and Themes (Continued) 

Medicine Hat Clay Industries National Historic District, including: 
1. Medalta        
2. Hycroft China 
3. Alberta Clay Products Kiln  
4. National Porcelain Co (McCord Brickyard) 
o Target becoming: world class museum and historic site for tourism; education 
centre providing basic and advanced educational programs; location for artisans 
for production and presentation; first Alberta Econo Museum (factory site, actual 
production); special events (can hold 3,000 people in courtyard); site for 
fireworks; first finished industrial site in Alberta; area once had 64 industries, 
some active for 120 years (I-XL Industries Brick and Tile is only  brick plant in 
historic district still in operation); Area covers 150 acres, including the National 
Historic Site 

Ind/Hist, W. Lives, NH 
(geol), A&C 
 

Medicine Hat Downtown revitalization (gas lights, Historical buildings, Downtown 
historic walking tour, Antique shops (N. Railroad Exchange  

Ind/Hist, W. Lives, A&C 
 

Medicine Hat Natural Gas development history, “All Hell for a Basement”  Ind/Hist, W. Lives 
Alderson Gas Field, first in Alberta (potential interpretation)   Ind/Hist, 
Woolfrey House in Echo Dale Park (dairy farm)    W. Lives (farm, settler) 
Ajax Coal Mine in Echo Dale Park      Ind/Hist, W. Lives 
Police Point Park, Medicine Hat (interpretive centre, NWMP)   W. Lives, NH 
Medicine Hat Esplanade Arts and Heritage Centre (museum, archives, art gallery, 
performing arts centre, discovery centre)     

A&C, W.Lives, Ind/Hist 

Medicine Hat Performing Arts Venues (Cultural Centre, Firehall Theatre, Gas light 
Theatre, MH College Theatre)     

A&C 

Bow Theatre, Bow Island      A&C 
Murals on brick buildings throughout Medicine Hat James Marshall (20 murals)  A&C. W.Lives, Ind 
Medicine Hat City Hall  A&C (architectural) 
Medicine Hat CPR Railroad Station Historic Resource  Ind/Hist, W. Lives, A&C 
St. Patrick’s Cathedral Historic Resource, Medicine Hat  A&C 
Pioneer Village at Stampede Park  W. Lives 
Etzikom Windmill Museum and National Historic Site  Ind/Hist, W.Lives, A&C 
St. Margaret’s Church, Cypress Hills Provincial Park  A&C 
Redcliff Museum       W. Lives, Ind/Hist 
Irvine Prairie Memories Museum W. Lives, Ind/Hist 
Saamis Archaeological Site and Tepee, Medicine Hat  W. Lives (Ab), A&C 
Manyberries (streets named after plants and berries, gas field)  W. Lives, Ind/Hist 
Sunridge Observatory  Ind 
Saskatchewan attractions close by (Fort Walsh National Historic Site, East End T-
Rex Discovery Centre, Maple Creek museums) 

 

Agriculture  

• Unique irrigation technology (SMRID)   
• Grain elevators  
• Hutterite Colonies      
• You Pick farms, berries     
• 40 Mile Pumping Station (largest in Canada)   
• Agricultural products (Spritz Sunflower, Essential Oil Products; tours on request)  
• Equestrian Academy      
• Exotic animal farms (llamas, buffalo ranches)  
• Certified organic beef producer adjacent to Cypress Hills Provincial Park  

All W. Lives, Ind/Hist 
 
 
Also A&C 
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Table A-1: SE Region Assets and Themes (Continued) 

• Greenhouses       
o Redcliff Greenhouses – Capital of   (green and red peppers, English cucumbers) 
o Medicine Hat 
o Bow Island 
o Several in Cypress County 

W. Lives, Ind/Hist 
 

• Farmers Markets include craft sales/fairs   
o Bow Island – Fridays 
o Medicine Hat - Saturdays 

W. Lives, Ind/Hist 
 

Communities in Bloom Communities   

• Medicine Hat 
• Bow Island 

All W. Lives (agr, 
community) 

Recreation Facilities  

• Ball diamond complex - MH, BI, Burdett, Redcliff, Foremost 
• Soccer Fields – MH, BI,Redcliff, 1 indoor in Medicine Hat  
• Curling rinks - MH, BI, Redcliff, Foremost, Irvine, Schuler 
• Swimming pool, wading  - MH - 3 in/4 out, BI, Redcliff, Foremost 
• Aquatic Centre – Redcliff 
• South Ridge Recreation/Wellness Centre (mulit-purpose room, weight room, track, 
cardio workout room, field house gymnasium), MH 

• Medicine Hat Family Leisure Centre (50 m pool, wave pool, swirl pool, children's 
pool, steam room, "Rip-n-Rattler" water slide, 100' x 200' ice surface, meeting & 
entertainment rooms, food concession, 3 soccer pitches, sports field, 4 ball 
diamonds), MH 

• Ice arenas - MH (6), BI, Redcliff, Foremost, Irvine, Schuler 
• Medicine Hat Arena (Tigers) 
• Recreation Centre,-  MH 
• Bowling alley - BI, MH 
• Horseshoe pits - Burdett 
• Tennis Courts – MH, Burdett, Foremost, BI, Redcliff 
• Downhill Ski Area - Cypress Hill PP 
• Water slides – MH (indoor and outdoor), Riverside Water Slide 
• Shooting ranges (trap, gun) - MH, Foremost, BI 
• Moto cross track - MH 
• Stock car track -MH 
• Cultural centre - MH 
• Lawn bowling - MH 
• BMX track – MH, Redcliff 
• Skateboard Park –MH 
• Paintball 
• Tractor pull track, Foremost 
• YMCA 
• Bow Island Seniors Centre  (shuffleboard, floor curling) 
• Medicine Hat Exhibition and Stampede (rodeos, tractor pulls, races, field house)  
• Rodeo and equestrian grounds - BI, Foremost, MH, Irvine, Elkwater   
• Community halls (Foremost, Burdett, Manyberries, Orion, Hoping, Etzikom, Skiff, 
Jensen, Conquerville, Comrey, Elkwater, Irvine, Suffield, Walsh, Lonfellow, Hilda, 
Schuler, Seven Persons, Clearwater, Wisdom)  
 

All Rec, S 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Also W. Lives, A&C 
Also W. Lives, A&C 
Also W. Lives, A&C 
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Table A-1: SE Region Assets and Themes (Continued) 

Golf   

• Bow Island (9, grass greens, club house) 
• Foremost (9) 
• Redcliff Riverview Country Club (18) 
• Suffield (sand greens) 
• Elkwater Golf Course (9 holes) 
• Medicine Hat – 6 courses 
o Connaught Golf Club 
o Medicine Hat Golf and Country Club 
o Cottonwood Coulee Golf Course  
o Roso Creek (Par 3) 
o Paradise Valley (Par 3) 
o Desert Bloom (County) 
o Target Greens Driving Range 

All Rec 

Recreation Activities  

• Cross country skiing, snowshoeing 
• Downhill Skiing (Cypress Hills) 
• Snowmobiling 
• Skating 
• Water skiing 
• Canoeing 
• Wind surfing on reservoirs 
• Cycling and mountain biking 
• Hiking 
• Golfing 
• Horse back riding    

All Rec 
 
 
 
 
 
 
 
 
 
 
 
Also W. Lives 

Infrastructure 

• Visitor Information Centres (VICs) - Med Hat, Bow Is, Foremost, Walsh, Elkwater 
• Sewage Dump Stations in MH, BI, Foremost, Elkwater, Walsh 
• Highway Routes 
o TransCanada Highway 1 
o Crowsnest Highway 3 
o Buffalo Trail, Highway 41 
o Red Coat Trail, Highway 61 

• Convention Centres 
o Medicine Hat Lodge (ballrooms and large conventions) 
o Several hotels 
o Medicine Hat Stampede Grounds  
o Potentially Esplanade in Medicine Hat 
o Elkwater Lodge (up to 100) 

• Medicine Hat College (arts, tourism) 
• Airports  
o Medicine Hat Airport 
o Paved and lighted landing strips (Foremost, Bow Island); Numerous grass and 
private landing strips 

o CFB Suffield 
• Canada/USA Border Crossing at Wildhorse (not 24 hour) 
• Canadian Forces Base Suffield   
o Pre-arranged tours available. Large VFR market 
o Single largest economic driver in region ($60M) 
o 1,000 sq mi, largest British base for training 

 
S 
S 
S, W. Lives, Hist/Ind 
 
 
 
 
S 
 
 
W. Lives, A&C, S, Rec 
 
 
 
 
S, W. Lives 
 
 
S 
 
S, W.Lives 
Ind/Hist 
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Table A-1: SE Region Assets and Themes (Continued) 

Sporting Events   

• tournaments - slowpitch, curling, archery, golfing, hockey (Bow Island, Burdett 
• Major sports teams - Medicine Hat Tigers (Western Hockey League), Mavericks 
baseball 

All W. Lives, Rec 

Rodeos   

• Rodeo / tractor pull, Foremost  
• Medicine Hat Indoor Pro Rodeo 
• Medicine Hat Outdoor Pro Rodeo 
• Medicine Hat Senior Pro Rodeo (fall) 
• National High School Rodeo  
• Elkwater Rodeo (July) 
• Irvine Rodeo 
• Ralston Rodeo 
• Box Springs Senior Pro Rodeo 

All W. Lives, Rec, A&C, 
Hist/ind 
 

Events  
 

• Cypress Hills Winter Bird Count (Jan)  
• Bean Pot Festival, Bow Island 
• Bow Island Children’s Festival 
• Bow Island C of C Annual Trade Fair 
• Bow Island Pivot Country Annual Fair 
• Foremost Theatrical Soc - Fall Dinner Theatre & Spring Production 
• Bow Island Figure Skating Carnival  
• Harvest Festival, BI 
• Annual “Burdett Days” Sports days  
• Medicine Hat Sunshine Home Expo Home & Garden Tradeshow (March) 
• Medicine Hat Film Festival (Mar) 
• Medicine Hat Rotary Music Festival (Mar) 
• Medicine Hat One Act Play Festival (Spring) 
• Easter Egg Hunt (Apr) 
• Symphonia Society Concerto Evening (Apr) 
• Cypress Hill Spring Bird Count (May) - NH 

• Medicine Hat Show and Shine (June) 
• History in the Hills, Cypress Hill Prov Pk (June) 
• Redcliff Days (June) 
• MH Spectrum Festival (June) 
• Medicine Hat Exhibition & Stampede and Professional Chuckwagon Races (June) 
• Canada Day Celebration – MH, Redcliff, Elkwater, Forty Mile Reservoir (July) 
• Parks Day, Cypress Hills Prov Pk (July)  
• Medicine Hat Horse Show (July) 
• Medicine Hat Artisans Fair (July 
• Bow Island Annual Garden Tour (summer) 
• Medicine Hat Annual Horticultural Society Garden Tour (summer) 
• Medicine Hat College Rattler Run    
• Medicine Hat YMCA Fun Run  
• Medicine Hat Christmas Craft Tradeshow 
• Medicine Hat Jazz Festival (July) 
• Cypress Hills Summer Fun Festival (Aug long weekend, community BBQ, Fun 
Run, Sand Sculpture Contest)     

• Great West Home Expo (Oct) 

All W. Lives, A&C, Rec 
 
Also NH (wildlife) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Also NH (wildlife) 
 
 
 
 
 
 
Also NH, Cultural 
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Table A-1: SE Region Assets and Themes (Continued) 

• Polka Fest (Oct) 
• Medicine Hat Blues on the Bow 
• Medicine Hat Folk Music Series (year round) 
• Medicine Hat Firehall Theatre series (year round) 
• Medicine Hat Gaslight Theatre series (year round) 
• Fut in the Hat theatre (year round) 
• Medicine Hat Junior Strings Camp 
• Medicine Hat Musical Theatre (Nov) 
• Medicine Hat Craft Co-Mingle (Nov) 
• Midnight Madness (Nov) 
• Petroleum Show (May) 
• Reunions (Cty 40 Mi) 
• Fishing derbys (Cty 40 Mi) 

 

Adventure Operators 

• Historic Reesor Ranch (B & B, working ranch)  
• River Bend Adventures (100 yr old log house that rent out, jet boat tours S.Sask & 
Red Deer Rivers)  

• Cypress Guide and Tackle (fishing)  
• River Hills Lodge, Empress (corporate retreats, outfitters)  
• Bed and Breakfast (3 or 4 in and around Medicine Hat) 
• Eagles Nest Ranch (organized summer camp, 2-3,000 kids, private)  
• Other Group/Sports Camps  
o Blistering Pines 
o Girl Guides 
o Boy Scouts 
o United Church 
o Lutheran Church 
o Mountain Bike 
o Hockey Schools 
o YMCA 
o Medicine Hat College Camps 

All W. Lives, Rec 

Famous / Interesting People 

• Home of Championship boxer (?) 
• Home of Alberta Senator and former Lieutenant Governor, Bud Olsen 
• Lanny McDonald 
• Ronnie Burkett 
• Kalan Porter 
• Terri Clarke 
• Trevor Linden 
• Murray Craven 
• Bob Townsend (First Park Interpreter)  
• Unique place names in area (Skiff, Bow Island, Foremost, Manyberries, Etzikom, 
Nemiscam, Jensen, Wild Horse, Aden, Hoping, Masinasin, Grassy Lake, Seven 
Persons, One Four, Saamis, Medicine Hat) 

• Cypress Hills, variously called Dividing Hills, Thunder Breeding Hills 

W. Lives, A&C 

Ghost towns (Pakowki, Winnifred, Nemiscam, Skiff, Legend, Bowell, Hilda)   W. Lives 
Industrial 

• Goodyear (distribution centre, does not offer tours) 
• Greenhouses 

Ind/Hist 
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APPENDIX B: Table B-1: SE Region – General Tourism SWOT 

STRENGTHS WEAKNESSES 

o Weather (excellent, sunniest city, very long season, Chinooks different 
than in Calgary since less smog; historically known as Weather Factory 
for E. USA) 

o Great opportunities for short day trips (Cypress Hills, etc) 
o Rural/Urban (Rurban), in between size community 
o Friendly attitude 
o History (e.g., Clay Industries, Western culture, natural history of 
coulees/prairies/Cypress Hills/river valleys) 

o Clean air 
o Green & pristine (parks & maintenance in City of Med Hat, Communities 
in Bloom, Cypress Hills/Elkwater) 

o Wildlife (antelope, deer, elk, waterfowl, migratory birds; also find deer 
within city) 

o Trans Canada Hwy 1, Crowsnest Hwy 3, Buffalo Trail Hwy 41); provide 
easy access in all directions 

o Distance from Calgary (2.5 hour drive) 
o US Border Crossing  
o No Provincial Sales Tax 
o Shopping – most box stores, variety of unique boutiques, antique shops, 
arts and crafts shops representative of area 

o Lots of events/activities and things to do  
o Sun Awards – recognition for tourism industry in Med Hat 
o Calgary – Medicine Hat shuttle service ($40 one way) 
 
 

o 2.5 hours from Calgary; Med Hat seen as a “pit stop”/pass through spot only 
o Lack of signage and information at South Entrance; doesn’t help to bring 
people into downtown Med Hat 

o Signage is generally poor throughout region (re: directions, to attractions 
such as Dinosaur PP and Cypress Hills PP) 

o Limited and expensive air service 
o Bus service is available but varied; Rail service is not available 
o Rural residents don’t support additional traffic that comes with tourism 
o Attitude among some that increased tourism would negatively impact on 
their current lifestyle; don’t see benefits of tourism 

o Others have sense of defeat that can’t compete with Calgary and Banff, so 
why waste time trying to develop tourism 

o Hours of operation of businesses (e.g., evening and weekend hours for 
shops / restaurants in downtown Med Hat to support users of Esplanade, 
smaller museums to support packaging, Border Crossing)  

o Lack development at potential sites of interest (e.g., German POW camp) 
o Medicine Hat VIC is adequate size for tourism counseling, but limited it the 
centre is to also support business and other community support needs 

o Poor public transit in city & to outlying areas, attractions (Cypress Hills) 
o Gravel roads limit access for tourists, especially when not well maintained 
o Highway 3 is only 2 lanes to Taber; Hwy 41 to Elkwater has narrow 
shoulders, limited passing (dangerous for bicyclers, motor homes, etc) 

o Shortage of staff for hospitality service industry; competition with resource 
industries that pay higher wages 

o Generally customer service is good; needs some work and ongoing 
maintenance; limited competition in Med Hat 

o Lack of attractions on long stretches of roads linking to Calgary & Edmonton; 
fear of the unknown by tourists to try alternative, long routes  

o Front line staff tend to not be aware of what is available along routes 
o Volunteer burnout (link to lack of staff, aging Boomers, need new volunteers) 
o River levels are low in summer; lack landing and launch sites 
o Reservoir levels fluctuate and are often low 
o City bylaws don’t support/encourage alternative fixed roof accommodation or 
redevelopment/restoration of rundown buildings in downtown 

o Perception that City (politicians & administration) don’t understand 
downtown revitalization and give it adequate support 



  March 30, 2006 
FINAL DRAFT SE Region Tourism Development Strategy 

_________________________________________________________________________ 

Strategy Plus and SE Region Tourism Working Group 38 

APPENDIX B: Table B-1: SE Region – General Tourism SWOT (Continued) 
OPPORTUNITIES THREATS 

o More box stores to compete with Lethbridge as a regional service centre 
o Increase awareness by residents and visitors of wide range of events, 
activities and things to do 

o Development of tourist attractions related to such things as: German 
POW camp, Aboriginal/Métis, NWMP 

o Shuttle service in Med Hat, and to regional sites; Package day trips, tours 
o Develop Circle Tour linking Cypress Hills, Dinosaur, Writing on Stone PPs 
o Develop attractions / facilities / services along long distance routes (e.g., 
Hwy 41, 36, etc toward Edmonton) 

o Guided tours /guide books for routes 
o Signage / information / promotion for travelers entering Medicine Hat from 
the SE entrance; let them know there is more than the mall 

o Use of skies (e.g., encourage hot air ballooning, gliding, heli tours) 
o Adventure sports (unique – ice sailing on skate with a sail, mtn biking) 
o Cypress Hills Ski Area (summer use potential - mountain biking, events) 
o Dragon boats, canoes, jet skis (rentals, activities, events) 
o Develop river access, launching, landing spots for canoeing 
o Redevelop Hwy 41 to Elkwater with shoulders, passing lanes/places 
o Increase rail and air access 
o Continue implementation of development of Clay District 
o Downtown revitalization in Medicine Hat (upgrade or renovate vacant 
buildings, encourage development of shops, restaurants, in downtown) 

o Reinstate Mainstreet Program 
o Host more events in Cypress Hill Prov Pk through partnerships in slower 
times of year (e.g., triathlon) 

o Equipment rentals in Cypress Hills (bikes, canoes, boats) 
o Interest by some stakeholders to work together (e.g., Med Hat Lodge, 
Casino, Downtown, Historic Clay District); share positive results, supports 
opportunities for others to work together 

o Certification programs (Service Best type programs for front line staff) 
o Package experiential, adventure, historic/cultural components, with an 
event, to attract weekend/short stay market from Calgary & Edmonton 

o Package accommodation, shows, dinner, shuttle in Med Hat 
o Additional alternative accommodation throughout city & region; should be 
a good hotel downtown; may need to revise bylaws re: B & B’s, enforcing 
absentee landlords to fix up buildings, etc 

o Development of additional Box Stores may take away the quaint element of 
shopping in Medicine Hat 

o Growth in urban areas without adequate planning 
o Fear of travel due to uncontrollable factors (SARS, terrorism, war) 
o Cost of travel (increases due to gas, fluctuating US dollar) 
o Airport hours of operation reduced from 24 to 15/day 
o Travel by Albertans and other domestic markets outside of Canada 
o Mismanage development (e.g., destruction of heritage buildings, sites; 
impact on viewscapes of such developments as wind farms, new buildings in 
historic downtown that don’t fit in; owners letting buildings  run down without 
any policies to protect buildings and enforce their restoration) 

o Increasing cost of insurance 
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APPENDIX B: Table B-2: SE Region – Develop New/Enhance Existing (Value Added) Attractions & Activities in Region 
SWOT 

 
STRENGTHS WEAKNESSES 

o Weather (excellent, sunniest city, very long season, Chinooks different 
than in Calgary since less smog; historically known as Weather Factory 
for E. USA) 

o Great opportunities for short day trips (Cypress Hills, etc) 
o Rural/Urban (Rurban), in between size community 
o Friendly attitude 
o History (e.g., Clay Industries, Western culture, natural history of 
coulees/prairies/Cypress Hills/river valleys) 

o Clean air 
o Green & pristine (parks & maintenance in City of Med Hat, Communities 
in Bloom, Cypress Hills/Elkwater) 

o Wildlife (antelope, deer, elk, waterfowl, migratory birds; also find deer 
within city) 

o Trans Canada Hwy 1, Crowsnest Hwy 3, Buffalo Trail Hwy 41); provide 
easy access in all directions 

o Distance from Calgary (2.5 hour drive) 
o US Border Crossing  
o No Provincial Sales Tax 
o Shopping – most box stores, variety of unique boutiques, antique shops, 
arts and crafts shops representative of area 

o Lots of events/activities and things to do  
o Sun Awards – recognition for tourism industry in Med Hat 
o Calgary – Medicine Hat shuttle service ($40 one way) 
 
 

o Distance from Calgary (2.5 hours); Med Hat seen as a “pit stop”/pass 
through spot only 

o Limited and expensive air service 
o Bus service is available but varied 
o Rail service is not available 
o Rural residents don’t support additional traffic that comes with tourism 
o Attitude among some that increased tourism would negatively impact on 
their current lifestyle; don’t see benefits of tourism 

o Others have sense of defeat that can’t compete with Calgary and Banff, so 
why waste time trying to develop tourism 

o Hours of operation of businesses (e.g., evening and weekend hours for 
shops / restaurants in downtown Med Hat to support users of Esplanade, 
smaller museums to support packaging, Border Crossing)  

o Lack development at potential sites of interest (e.g., German POW camp) 
o Shortage of staff for hospitality service industry; competition with resource 
industries that pay higher wages 

o Lack of attractions on long stretches of roads linking to Calgary & 
Edmonton; fear of the unknown by tourists to try alternative, long routes  

o Front line staff tend to not be aware of what is available along routes 
o River levels are low in summer; lack landing and launch sites 
o Reservoir levels fluctuate and are often low 
o City bylaws don’t support/encourage alternative fixed roof accommodation 
or redevelopment/restoration of rundown buildings in downtown 

o Perception that City (politicians & administration) don’t understand 
downtown revitalization and give it adequate support 
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APPENDIX B: Table B-2: SE Region – Develop New/Enhance Existing (Value Added) Attractions/Activities in Region SWOT 
 (Continued) 

 
OPPORTUNITIES THREATS 

o Development of new tourist attractions related to such things as: 
German POW camp, Aboriginal/Métis 

o Continue implementation of development of Clay District & Downtown 
revitalization in Medicine Hat (upgrade or renovate vacant buildings, 
encourage development of shops, restaurants, in downtown) 

o Reinstate Mainstreet Program 
o Cypress Hills Ski Area (potential for summer use activities, develop 
activities such as mountain biking and host related events) 

o Develop river access, launching, landing spots for canoeing, rentals 
o Equipment rentals in Med Hat & Cypress Hills (bikes, canoes, boats) 
o Develop and package guided tours /guide books for routes, in region 
through Can Badlands 

o Develop Provincial Parks Circle Tour with signs, guides 
o Shuttle service in Medicine Hat, and to regional sites 
o Develop attractions / facilities / services along long distance routes (e.g., 
Hwy 41, 36, etc toward Edmonton) 

o Use of skies (e.g., encourage hot air ballooning, gliding, heli tours) 
o Adventure sports (ice sailing on skate with a sail, mountain biking) 
o Interest by some stakeholders in working together is a good start; if have 
positive results, supports opportunities for others to work together 

o Package experiential, adventure, historic/cultural components, with an 
event, to attract weekend/short stay market from Calgary & Edmonton 

o Package accommodation, shows, dinner, shuttle in Med Hat. 
o Additional alternative accommodation throughout city & region; should 
be a good hotel downtown; may need to revise bylaws re: B & B’s, 
enforcing absentee landlords to fix up buildings, etc 

o Development of additional Box Stores may take away the quaint element of 
shopping in Medicine Hat 

o Growth in urban areas without adequate planning 
o Fear of travel due to uncontrollable factors (SARS, terrorism, war) 
o Cost of travel (increases due to gas, fluctuating US dollar) 
o Travel by Albertans and other domestic markets outside of Canada 
o Mismanage development (e.g., destruction of heritage buildings, sites; 
impact on viewscapes of such developments as wind farms, new buildings in 
historic downtown that don’t fit in; owners letting buildings  run down without 
any policies to protect buildings and enforce their restoration) 

o Increasing cost of insurance 
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APPENDIX B: TABLE B-3: SE Region – Packaging and Marketing / Extended Hours SWOT 
 

STRENGTHS WEAKNESSES 

o Weather (excellent, sunniest city, very long season, Chinooks different 
than in Calgary since less smog; historically known as Weather Factory 
for E. USA) 

o Great opportunities for short day trips (Cypress Hills, etc) 
o Rural/Urban (Rurban), in between size community 
o History (e.g., Clay Industries, Western culture, natural history of 
coulees/prairies/Cypress Hills/river valleys) 

o Green & pristine (parks & maintenance in City of Med Hat, Communities 
in Bloom, Cypress Hills/Elkwater) 

o Wildlife (antelope, deer, elk, waterfowl, migratory birds; also find deer 
within city) 

o Trans Canada Hwy 1, Crowsnest Hwy 3, Buffalo Trail Hwy 41); provide 
easy access in all directions 

o Distance from Calgary (2.5 hour drive); good for short getaway 
experiences 

o US Border Crossing  
o Lots of events/activities and things to do  
o Calgary – Medicine Hat shuttle service ($40 one way) 
 
 

o Few packages have been developed (e.g., theatre/accommodation/tour, 
stay and play golf, accommodation and activity based packages, etc) 

o Getting to Medicine Hat by public transportation expensive or difficult (Air 
service is limited and expensive, Bus service is available but varied, Rail 
service is not available) 

o Medicine Hat is viewed as a “pit stop”/pass through spot only 
o Lack of signage and information at South Entrance; doesn’t help to bring 
people into downtown Med Hat 

o Rural residents don’t support additional traffic that comes with tourism 
o Attitude among some that increased tourism would negatively impact on 
their current lifestyle; don’t see benefits of tourism 

o Others have sense of defeat that can’t compete with Calgary and Banff, so 
why waste time trying to develop tourism 

o Hours of operation of businesses (e.g., evening and weekend hours for 
shops / restaurants in downtown Med Hat to support users of Esplanade, 
smaller museums to support packaging, Border Crossing)  

o Lack development at potential sites of interest (e.g., German POW camp) 
to include in packages 

o Highway 3 is only 2 lanes to Taber; Hwy 41 to Elkwater has narrow 
shoulders, limited passing (dangerous for bicyclers, motor homes, etc) 

o Shortage of staff for hospitality service industry; competition with resource 
industries that pay higher wages 

o Lack of attractions on long stretches of roads linking to Calgary & 
Edmonton; fear of the unknown by tourists to try alternative, long routes  

o Front line staff tend to not be aware of what is available along routes 
o Volunteer burnout (link to lack of staff, aging population and need to 
encourage younger population to volunteer) 

o River levels are low in summer; lack landing and launch sites 
o Reservoir levels fluctuate and are often low 
o City bylaws don’t support/encourage alternative fixed roof accommodation 
or redevelopment/restoration of rundown buildings in downtown 

o Perception that City (politicians & administration) don’t understand 
downtown revitalization and give it adequate support 
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APPENDIX B: TABLE B-3: SE Region – Packaging and Marketing / Extended Hours SWOT (Continued) 
 

OPPORTUNITIES THREATS 

o Increase awareness by residents and visitors of wide range of events, 
activities and things to do 

o Package and promote experiential, adventure, historic/cultural 
components, with an event, to attract weekend/short stay market from 
Calgary & Edmonton 

o Develop packages and promote visiting the region to participate in 
events and activities, including potential new events in Cypress Hills, 
stay and shop packages, stay and play golf packages, theatre packages 
in Medicine with accommodation/show/dinner/shuttle, etc. 

o Develop, package and promote shuttle service/tours in Medicine Hat and 
to regional sites (e.g., day trips and tours) 

o Develop and promote Circle Tour linking Cypress Hills with Dinosaur 
and Writing on Stone Provincial Parks 

o Develop guided tour packages / guide books for routes, that include 
identification of attractions / facilities / services along long distance 
routes toward Edmonton (e.g., Hwy 41, 36) 

o Signage / information / promotion for travelers entering Medicine Hat 
from the SE entrance; let them know there is more than the mall 

o Develop packages and promote existing attractions in the region (e.g., 
Clay District, Downtown revitalization in Medicine Hat (develop 
additional and encourage extended hours for shops and restaurants, 
reinstate Mainstreet Program. 

o Interest by some stakeholders in working together is a good start (e.g., 
Med Hat Lodge, Casino, Downtown, Historic Clay District); if have 
positive results, supports opportunities for others to work together 

o More box stores to compete with Lethbridge as a regional service 
centre, combined with unique gift shops, etc, all with extended hours; 
can be packaged with accommodation and events as shopping breaks  

o Additional alternative accommodation throughout city & region; should 
be a good hotel downtown; range of accommodation can be included in  
packages and marketing. 

o Development of additional Box Stores may take away the quaint element of 
shopping in Medicine Hat 

o Fear of travel due to uncontrollable factors (SARS, terrorism, war) 
o Cost of travel (increases due to gas, fluctuating US dollar) 
o Airport hours of operation reduced from 24 to 15/day 
o Travel by Albertans and other domestic markets outside of Canada and less 
in Alberta 

o Increased security at border crossings may reduce travel by US residents 
o Mismanage development (e.g., destruction of heritage buildings, sites; 
impact on viewscapes of such developments as wind farms, new buildings in 
historic downtown that don’t fit in; owners letting buildings  run down without 
any policies to protect buildings and enforce their restoration) 

o Increasing cost of insurance 
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APPENDIX B: TABLE B-4: SE Region - Signage (Community, Directional, Events) SWOT 
 

STRENGTHS WEAKNESSES 

o Trans Canada Hwy 1, Crowsnest Hwy 3, Buffalo Trail Hwy 41); provide 
easy access in all directions and opportunities to encourage visitors to 
stop 

o Great opportunities for short day trips in the region (Cypress Hills, etc) 
o Distance from Calgary (2.5 hour drive) is good placement for a break if 
travelers aware of opportunities 

o Lots of events/activities and things to do that can be promoted 
o Green & pristine (parks & maintenance in City of Med Hat, Communities 
in Bloom, Cypress Hills/Elkwater) provide good places to stop 

o History (e.g., Clay Industries, Western culture, natural history of 
coulees/prairies/Cypress Hills/river valleys) can be an incentive to stop 

o Wildlife (antelope, deer, elk, waterfowl, migratory birds; also find deer 
within city) can be an incentive to stop 

o Shopping – most box stores, variety of unique boutiques, antique shops, 
arts and crafts shops representative of area can be an incentive to stop 

 

o Lack of signage and information at South Entrance; doesn’t help to bring 
people into downtown Med Hat 

o Signage is generally poor throughout region (re: directions to attractions); 
Improvements have recently been made regarding signage for Provincial 
Parks. 

o Lack of a scenic, designated tourist route through Medicine Hat, with 
promotional and directional signs leading travelers to it. 

o Med Hat seen as a “pit stop”/pass through spot only 
o Limited community billboard type signage regarding events and attractions 
throughout the region 

 

OPPORTUNITIES THREATS 

o Increase awareness by residents and visitors of wide range of events, 
activities and things to do through better signage, such as community 
billboards at community entrances, attractions signs on highways (TODS 
& LOGOS) and in advance of highway junctions. 

o Signage / information / promotion for travelers entering Medicine Hat 
from the SE entrance; let them know there is more than the mall 

o Interest by some stakeholders in working together is a good start (e.g., 
Med Hat Lodge, Casino, Downtown, Historic Clay District); if have 
positive results, supports opportunities for others to work together; need 
to consider improved signage at entrances to Medicine Hat and 
directional signs through the City 

o Develop and sign Circle Tour linking Cypress Hills with Dinosaur and 
Writing on Stone Provincial Parks 

o New technology (e.g., GPS) allows destinations to provide information to 
travelers on websites prior to travel, as well as when they are at the 
destination; it is important to control the type of information that is 
provided to visitors 

 

o Development of additional Box Stores may take away the quaint element of 
shopping in Medicine Hat 

o Growth in urban areas without adequate planning 
o Mismanage development (e.g., destruction of heritage buildings, sites; 
impact on viewscapes of such developments as wind farms, new buildings in 
historic downtown that don’t fit in; owners letting buildings run down without 
any policies to protect buildings and enforce their restoration) 
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APPENDIX B: TABLE B-5: SE Region – Ambassador / Awareness / Roles and Responsibilities SWOT 
STRENGTHS WEAKNESSES 

o Weather (excellent, sunniest city, very long season, Chinooks different 
than Calgary, less smog; was known as Weather Factory for E. USA) 

o Great opportunities for short day trips (Cypress Hills, etc) 
o Rural/Urban (Rurban), in between size community 
o Friendly attitude 
o History (e.g., Clay Industries, Western culture, natural history of 
coulees/prairies/Cypress Hills/river valleys) 

o Green & pristine (parks & maintenance in City of Med Hat, Communities 
in Bloom, Cypress Hills/Elkwater) 

o Wildlife (antelope, deer, elk, waterfowl, migratory birds; also find deer 
within city) 

o Trans Canada Hwy 1, Crowsnest Hwy 3, Buffalo Trail Hwy 41); provide 
easy access in all directions 

o Shopping – most box stores, variety of unique boutiques, antique shops, 
arts and crafts shops representative of area 

o Lots of events/activities and things to do  
o Sun Awards – recognition for tourism industry in Med Hat 

o Rural residents don’t support additional traffic that comes with tourism 
o Attitude among some that increased tourism would negatively impact on their 
current lifestyle; don’t see benefits of tourism 

o Others have sense can’t compete with Calgary and Banff, so why waste time  
o Hours of operation of businesses (e.g., evening and weekend hours for shops / 
restaurants in downtown Med Hat to support users of Esplanade, smaller 
museums to support packaging, Border Crossing)  

o Shortage of staff for hospitality service industry; competition with resource 
industries that pay higher wages 

o Generally customer service is good; needs some work/ongoing maintenance; 
limited competition in Med Hat 

o Front line staff tend to not be aware of what is available along routes 
o Volunteer burnout  
o City bylaws don’t support/encourage alternative fixed roof accommodation or 
redevelopment/restoration of rundown buildings in downtown 

o Perception that City (politicians & administration) don’t understand downtown 
revitalization and give it adequate support 

OPPORTUNITIES THREATS 

o Awareness programs re: social and economic benefits of tourism and of 
what is available in the region 

o Awareness programs re: career opportunities in tourism 
o Certification programs (Service Best type programs for front line staff) 
o Develop recognition programs for volunteers, service industry personnel. 
o Interest by some stakeholders in working together is a good start; if have 
positive results, supports opportunities for others to work together 

o Continue implementation of development of Clay District and downtown 
revitalization in Medicine Hat; Reinstate Mainstreet Program 

o Encourage operators to work together to package experiential, adventure, 
historic/cultural components, with an event, to attract weekend/short stay 
market from Calgary & Edmonton 

o Additional alternative accommodation throughout city & region; should be 
a good hotel downtown; Council may need to revise bylaws re: B & B’s, 
enforcing absentee landlords to fix up buildings, etc 

o Councils in region can support tourism development ideas identified in 
this strategy; support advocacy efforts re: highways, airports, improved air 
and public transportation/access 

o Mismanage development (e.g., destruction of heritage buildings, sites; impact 
on view scapes of such developments as wind farms, new buildings in historic 
downtown that don’t fit in; owners letting buildings  run down without any 
policies to protect buildings and enforce their restoration) 

o Lack of staff for service industry results in reduced service levels, business 
failures, reduced quality experiences for visitors  

o Development of additional Box Stores may take away the quaint element of 
shopping in Medicine Hat 

o Growth in urban areas without adequate planning 
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APPENDIX B: TABLE B-6: SE Region – Transportation Access and Services SWOT 
 

STRENGTHS WEAKNESSES 

o Trans Canada Hwy 1, Crowsnest Hwy 3, Buffalo Trail Hwy 41); provide 
easy access in all directions 

o Distance from Calgary (2.5 hour drive) 
o US Border Crossing  
o Calgary – Medicine Hat shuttle service ($40 one way) 
o Weather (excellent, sunniest city, very long season, Chinooks different 
than in Calgary since less smog; historically known as Weather Factory 
for E. USA) 

o Great opportunities for short day trips (Cypress Hills, etc) 
o History (e.g., Clay Industries, Western culture, natural history of 
coulees/prairies/Cypress Hills/river valleys) 

o Green & pristine (parks & maintenance in City of Med Hat, Communities 
in Bloom, Cypress Hills/Elkwater) 

o Wildlife (antelope, deer, elk, waterfowl, migratory birds; also find deer 
within city) 

o Lots of events/activities and things to do  
 
 

o Distance from Calgary (2.5 hours) 
o Limited and expensive air service 
o Bus service is available but varied 
o Rail service is not available 
o Poor public transit in city & to outlying areas, attractions (Cypress Hills) 
 

OPPORTUNITIES THREATS 

o Encourage additional air access to Medicine Hat 
o Encourage improved bus and shuttle services throughout region and 
linking to Calgary, Edmonton and Regina. 

o Shuttle service in Medicine Hat, and to regional sites 
o Encourage re-instatement of rail service 
o Package day trips, tours, providing transportation to and from region 
from other centres (e.g., Calgary, Edmonton) 

 

o Airport hours of operation reduced from 24 to 15/day 
o Fear of travel due to uncontrollable factors (SARS, terrorism, war) 
o Cost of travel (increases due to gas, fluctuating US dollar) 
o Travel by Albertans and other domestic markets outside of Canada and not 
in Alberta 
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APPENDIX B: TABLE B-7: SE Region – Highways and Roads SWOT 
 

STRENGTHS WEAKNESSES 

o Trans Canada Hwy 1, Crowsnest Hwy 3, Buffalo Trail Hwy 41); provide 
easy access in all directions 

o Great opportunities for short day trips (Cypress Hills, etc) 
o History (e.g., Clay Industries, Western culture, natural history of 
coulees/prairies/Cypress Hills/river valleys) 

o Green & pristine (parks & maintenance in City of Med Hat, Communities 
in Bloom, Cypress Hills/Elkwater) 

o Wildlife (antelope, deer, elk, waterfowl, migratory birds; also find deer 
within city) 

o Distance from Calgary (2.5 hour drive) 
o US Border Crossing  
o Lots of events/activities and things to do  
  
 

o Distance from Calgary (2.5 hours) 
o Signage is generally poor throughout region (re: directions, to attractions 
such as Dinosaur PP and Cypress Hills PP) 

o Rural residents don’t support additional traffic that comes with tourism 
o Gravel roads limit access for tourists, especially when not well maintained; 
difficult to develop and promote circle tour routes 

o Highway 3 is only 2 lanes to Taber; Hwy 41 to Elkwater has narrow 
shoulders, limited passing (dangerous for bicyclers, motor homes, etc) 

o Lack of attractions on long stretches of roads linking to Calgary & 
Edmonton; fear of the unknown by tourists to try alternative, long routes  

o Front line staff tend to not be aware of what is available along routes 
 

OPPORTUNITIES THREATS 

o Redevelop Hwy 41 to Elkwater with shoulders, passing lanes/places 
o Twin Hwy 3 between Medicine Hat and Taber 
o Develop Circle Tour linking Cypress Hills with Dinosaur and Writing on 
Stone Provincial Parks, including directional signing, upgrading roads  

o Develop attractions / facilities / services along long distance routes (e.g., 
Hwy 41, 36, etc. toward Edmonton) 

o Develop guided tours /guide books for routes 
o Signage / information / promotion for travelers entering Medicine Hat 
from the SE entrance; let them know there is more than the mall 

 

o Fear of travel due to uncontrollable factors (SARS, terrorism, war) 
o Cost of travel (increases due to gas, fluctuating US dollar) 
o Travel by Albertans and other domestic markets outside of Canada instead 
of in Alberta 

o Mismanage development (e.g., destruction of heritage buildings, sites; 
impact on viewscapes of such developments as wind farms, new buildings in 
historic downtown that don’t fit in; owners letting buildings  run down without 
any policies to protect buildings and enforce their restoration) 
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APPENDIX C: TABLE C-1: TRENDS AND POTENTIAL PRODUCT/MARKET ASSESSMENT 
  

Canadian Badlands Trends and Potential Products/Market Assessment  
 

Trend Associated Activities Associated Facilities Potential Market(s) 
Potential Tourism 

Opportunities 

Shorter trips, but greater 
frequency of travel (greater 
fragmentation of holidays)  
 
Travel closer to home & less 
by air 

Themed programs 
 
Special Events 
 
Spa type getaways 
 
Experiential activities 
 
Auto touring & sightseeing, 
Circle Tours, Guide books/ 
CDs for theme tours 

Accommodation and food 
and beverage facilities  
 
Spa facilities 
 
Attractions, museums, 
historic sites 
 
Interpretive signage re 
themed routes, pull outs, 
view points 

Alberta: all segments 
(Accomplishers, Comfort 
Seekers, Real Relaxers) 
 
Western Canada 
 
Pacific Northwest and 
Western USA 

Small luxury resorts, inns, 
guest ranches, B & B, fixed 
roof accommodation 
 
Spa facilities, services 
Related experiential services 
(golf, guided biking/ hiking) 
 
Circle tours / themed tours 
with pull off, viewpoints, CD 
guides, services 

Interest in spa vacations 
- interest for all groups, 
highest increase by males   
 

Spas, hot pool experience & 
treatments 
 
Fitness Program 
 
Recreational activities, such 
as golf, biking, skiing 
 

Spas, hot pools  
 
Fixed roof accommodation 
 
Food and beverage service 

Canada & USA; Affluent 
mature singles and couples 
 
Alberta: Young Urban 
Outdoor; Indoor Leisure; Fair 
Weather Friends; Older Cost 
Conscious 
SK, Man, BC 

Luxury resorts and small-
scale high end lodges with 
spa facilities 
 
Golf facilities 
 
High quality, unique dining 
experiences; ethnic 

Increasing ownership and 
use of RVs 

Camping 
 
Themed routes 
Experiential activities 

Serviced Campgrounds in 
scenic locations  

US & Can, 35-54 yrs, 
married with children 
Europe (Germany) 
AB: (all segments) 

Serviced campgrounds in 
scenic locations, near 
services, near or part of 
themed circle routes 

Increasing interest in golf 
vacations 

Golfing, Outdoor activities 
 
Pampering, spas   
 
Shopping 
 
Fine dining,  
Nightlife (clubs) 

Golf courses, club houses 
 
Food services, fine dining 
Fixed roof /luxury 
accommodation 
 
Spas, other amenities 
 

AB: Older Travelers; Young 
Urban Outdoor; Children 
First; Fair Weather Friends; 
also Accomplisher, Comfort 
Seekers 
W. Canada/Canada 
US Affluent travelers 
Corporate/Business   

Golf Courses, perhaps with 
luxury resorts, or other 
accommodation 
 
Day trip range from Calgary 
 
Package golf, other activities 
& accommodation 
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APPENDIX C: TABLE C-1: TRENDS AND POTENTIAL PRODUCT/MARKET ASSESSMENT (Continued) 
 Trend Associated Activities Associated Facilities Potential Market(s) Potential Tourism 

Opportunities 

Interest in reconnecting with 
family and roots (heritage, 
culture) and in getting back 
to nature, natural 
environment 

Increased popularity of rural 
and back-to-basics travel 
 
(see also Agri-tourism) 

General touring, sightseeing 
 
Visiting historic sites, 
national & provincial parks, 
natural areas 
 
 

Roads and signage 
Staging areas for water 
based activities 
 
Additional development of 
historic sites  
 
Country vacation, B & B 
accommodation,   

Alberta families, urban 
residents (Accomplishers, 
Comfort Seekers, Real 
Relaxers) 
Affluent Canadian families, 
mature/ senior couples 
 
U.S. affluent mature/ senior 
couples, families 

Ranch/farm vacations Guest 
Ranches 
 
Historic site and resource 
development & upgrading; 
guided tours 
New development & 
refurbishing of Provincial 
Park facilities & services 

From escapism to 
enrichment – meaningful 
experience with focus on 
rejuvenation (authentic, 
interactive experiences) 
 
 
Learn new skills (Hands on 
Learning, Experiential) 
 
 
 
Learn about another culture  
 
 
 
 
Appreciate the environment 
 
Experiences are part of a trip 
which may include VFR, 
resort vacations, touring 
 
 

Experiential / learning 
Adventure tourism; range of 
experiences from soft to 
extreme (fishing, hiking, 
biking), guided tours & 
lessons for families & adults, 
linked to inns, B & Bs with 
hot tub, dining 
 
Visit local heritage/ cultural 
museums, interactive 
experiences, events, guided 
tours, arts & entertainment 
 
Traditional ethnic meals & 
entertainment 
 
Outdoor activities, hiking, 
back packing, biking, bird 
watching, butterfly watching, 
camping 
 
Tour activities re: agriculture, 
wildlife – behind the scenes 
& unique experiences 
 

Hotels/ fixed roof 
accommodation with 
spas/hot tubs, etc 
 
Campgrounds, RV parks 
 
Farm/ranch vacations 
 
Equipment rentals, lessons 
 
Museums, cultural facilities, 
interpretive facilities with 
interactive, hands on 
experiences 
 
Ethnic food & beverage 
 
Multi-use trails, staging 
areas, equipment rentals, 
servicing 
 
 

Alberta: (Accomplishers, 
Comfort Seekers, Real 
Relaxers &  
Young Urban Outdoor; 
Children First Market;   
Fair Weather Friends 
Market; Older Cost-
Conscious Traveler 
 
 
Canada:  young singles, 
mainstream 
 
U.S.: young mainstream, 
mature families 
 
Europe 

Small scale fixed roof 
accommodation & serviced 
camping near parks, activity 
areas 
Experiential activities, e.g., 
lessons, guided tours for 
wildlife viewing, recreation, 
fishing, hunting, ATV, agri-
tours 
Equipment rental/service 
 
Upgrade highways/themed 
routes with pullouts, services 
 
Heritage based tours, 
events, activity; parks, 
museums & heritage site 
development & upgrading; 
extended hours, hands on 
activity programming, 
events, guided tours, 
activities 
Shuttle/bag transport service 
for hikers, bicyclers for multi-
day/ long distance trail/river  
use (e.g., S. Sask R) 
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APPENDIX C: TABLE C-1: TRENDS AND POTENTIAL PRODUCT/MARKET ASSESSMENT (Continued) 
Trend Associated Activities Associated Facilities Potential Market(s) Potential Tourism 

Opportunities 

Agricultural Tourism 
(providing unique 
experiences for the regional 
market) 

Agri-tourism, including 
events, festivals, farm & 
ranch vacations, visit 
farmers markets, participate 
in harvest 
 
Behind the scenes type 
experiences 

Country vacation 
accommodation, such as 
farm/ranch vacations, 
B & Bs 
 
Markets, fair grounds 

Alberta:  Accomplishers, 
Comfort Seekers & Young 
Urban Outdoor; Children 
First; Fair Weather Friends; 
Older Cost Conscious; 
Indoor Leisure 
 
Pacific Northwest, Other 
Canada 

Ranch/farm vacations, 
Guest Ranches, trail rides, 
working vacations 
 
Hutterite Colony Tours, 
Farmers Markets, Rodeos, 
Fall fairs, Cattle Auction 
Marts, Horticultural/ garden 
tours 

Increasing interest in 
Aboriginal tourism 

Experiential activities that 
have an authentic cultural 
experience, hands on 
learning 
 
Purchase/learn how to make 
arts and crafts 

Museums and cultural 
facilities 
 
Craft facilities 
 
Accommodation on 
Reserves in traditional 
setting 

USA & Canada; Mature/ 
Senior, well educated 
 
Europe (Germany, United 
Kingdom 

Interpretive/cultural facilities 
 
Tourism services 
 
Guided programs, events 

Support for Ecotourism, 
Sustainable Tourism, 
Responsible Tourism 
 

Emphasize environment, 
conservation, sustainability 
 
Involve/contribute back to 
community 

Green buildings, facilities 
 

United States 
Europe, Australia 
Alberta: Young Urban 
Outdoor; Older Cost 
Conscious 

Guided walking tours in 
protected areas; support 
facilities elsewhere 
Range of “green” services/ 
accommodation 

Interest in Summer/Shoulder 
Non-Motorized Recreation  
(walking, hiking, cycling, trail 
riding, equestrian) 

Guided/individual hiking & 
backpacking or day hikes in 
natural environment 
Short loop trails, in 
communities or parks 
 
Bicycle touring 

Trails, staging areas & signs 
for hiking & walking / 
equestrian / bicycling   
 
Rental and repair services 
and facilities; equestrian 
facilities  

Alberta: (all segments) 
 
British Columbia, 
Saskatchewan, Ontario 
 
United States 

Rentals, lessons, guided 
experiences 
 
Accommodation (fixed roof, 
campgrounds) 
Trails link communities 
Guide books 

Interest in Adventure Travel, 
Extreme Sports  
 
 

Races: running (cross-
country, marathons), Cycling 
 
Water based: Fishing/fly 
fishing, canoeing, sailing 

Trails & Staging areas 
Equipment rental, guides 
Accommodation &  food 
services 
Marinas, boat launches 

Alberta: Young Urban 
Outdoor; Children First & 
Accomplishers 
Can & USA; young, single, 
employed; BC, SK, ON 

Range of services  (food, 
beverage, equipment rental, 
lessons, guides, rescue) & 
accommodation 
 

 


