
 

 
 
 

 

CITY COUNCIL 
AGENDA REPORT 

 

Subject: ENTERTAINMENT DEMAND ANALYSIS 
 
Recommendation(s) 
 
1. That the St. Albert Entertainment Demand Study report, Attachment 1 to the 

“Entertainment Demand Analysis” Agenda Report dated January 15, 2015 be 
received as information. 
 

2. That the Entertainment Demand Analysis Implementation Plan, Attachment 2 to 
the “Entertainment Demand Analysis” Agenda Report dated January 12, 2015 
be approved. 
 

Purpose of Report 
 
This report is being presented to provide Council and the public with the 
information that will help guide current and future business investment decisions in 
St. Albert.  The report examines the current state of the Entertainment Market in 
St. Albert and region as well as projects the future demands that the growing St. 
Albert and area residential sector will be able to support.   
 
Council Direction 
 
On October 15, 2012, Council passed the following motion:  
 
(C467-2012) 
That the plans to enact the Economic Development Plans outlined in the Economic 
Development Plans report dated October 15, 2012, be approved. 
 
Background and Discussion 
 
Economic Development is a high priority for the City of St. Albert and has received 
a heightened focus in recent years.  Over the course of 2012 to date, significant 
efforts have been made towards building economic toolsets directed at growing, 
expanding, and diversifying the economy of St. Albert.  On October 15, 2012, 
Economic Development presented a work plan to Council that specified strategies 
and projects to attract non-residential development in St. Albert; two of the relevant 
projects noted in the work plan were industry sector planning and investment 
attraction.  Building on the momentum created by previously undertaken studies 
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examining our industrial land supply, retail environment, and hotel feasibility, it was 
it was noted another large sector of non-residential development needed to be 
examined, (i.e. entertainment/leisure activities). 
 
In June 2014 a call for proposals to undertake the entertainment analysis went out 
and Urbanics Consultants Ltd. was chosen as the best evaluated proposal from 
the seven submitted.  Urbanics was selected based on their understanding of the 
project and relevant experience; all of the submissions were reviewed and graded 
internally by Economic Development staff and by the Economic Development 
Advisory Board.   
 
The Urbanics Entertainment Demand Report assessed the warranted market 
support for a variety of entertainment options in the City of St. Albert and received 
by Economic Development on November 28, 2014.  The report analysis centered 
on identifying the level of market support, absorption, and general content for 
entertainment type uses forecast over a study period extending to 2035.  Based on 
a detailed review of the; 1) local and regional market, 2) the existing and 
anticipated competitive influences, 3) the intrinsic qualities and area characteristics 
of St. Albert, 4) the market opportunity analysis, 5) public engagement findings, 
and 6) an understanding of entertainment industry trends, target market 
recommendations and locational considerations have been made. 
 
Several recommendations have been made in this report, specifically targeting at 
least two distinct areas to concentrate entertainment uses in the City of St. Albert.  
In each area, Urbanics recommended a clustering approach in order to maximize 
the collaborative economic benefit of grouping complementary facilities in an 
organized fashion to capitalize on people being drawn to any one of the 
entertainment venues in the area.  Moreover, it would allow for the creation of a 
concentration of people in one area and provides for more efficient land uses. 
 
The recommended areas for the clustering of entertainment options focused on the 
downtown core and the western/northern environs of the City.   
 
In the downtown core the recommendation focuses on attracting an anchor tenant 
such as a 7-9 screen cinema complex (supported by market demand) and support 
it with warranted expansion of complementary entertainment facilities, (comedy 
club, amphitheater, live music venue, art gallery),and commercial establishments 
(restaurants, drinking establishments, synergistic retail uses, boutique hotel).   
 
Urbanics devised a unique menu of entertainment establishments that are 
considered best suited to ‘outlying’ areas of the City.  The majority of the 
suggested uses fell into the amusement and recreation entertainment category, 
filling voids in the local and regional markets.  The recommendations made for this 
type of entertainment cluster or hub primarily appeal to families and children and 
are recommended for a more suburban setting due to being typically large land 
consumers.( i.e. Edutainment establishments, children’s museum, outdoor 
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amusement park, trampoline center, etc).  It was also noted by the consultant that 
focusing on the above mentioned large land consumers would provide St. Albert 
with a regional entertainment draw that would correct not only a noticeable market 
gap in St. Albert but in the greater Edmonton region as well.  
 
Lastly, it has been noted that St. Albert currently contains approximately 320,000 
square feet of entertainment facilities (excluding municipal recreation facilities).  
Based on the Base Population Growth Scenario (most likely), the analysis is 
projecting that there is a perceived demand for an additional 300,000 - 400,000 
square feet of entertainment land uses by 2035.  Some immediate and forecast 
demands includes; 7-9 screen movie theatre, performance and heritage 
establishments, amusement and recreation space, and drinking establishments.   
 
Next Steps – Implementation Plan 
Upon receipt of this report as information and council’s approval of the 
implementation plan, Economic Development is proposing to undertake the 
following actions: 

1. Issue a press release in February indicating the highlights of the analysis 
2. Provide copies of the report to all interested parties such as: 

a. Existing St. Albert land developers 
b. Future St. Albert land developers 
c. Targeted vendors 

i. Theatre Companies (Cineplex, Landmark, Empire, etc.) 
ii. Children’s entertainment  
iii. Amusement Vendors 
iv. Restaurant’s/Drinking establishments 

d. Commercial listing agents, retail marketers, retail brokers, leasing 
agents 

e. Property management groups holding property in St. Albert 
f. Potential investors that have a relationship with Economic 

Development 
3. Distribute to potential interested parties at trade shows such as  

a. International Council of Shopping Centre’s (Schedule one-on-one 
meetings to present)  

b. Real Estate Forums (Edmonton, Calgary, Vancouver, Toronto) 
4. Hold a redevelopment symposium for interested market sectors 
5. Presentation at Business Breakfast 
6. Presentation at Chamber of Commerce 
7. Featured on City and Economic development web pages 

 
Stakeholder Communications or Engagement 
 
A significant component of this analysis included a survey.  The public 
engagement piece of this study consisted of two components, a telephone survey 
conducted by Abingdon Research, a leading public opinion research firm, which 
captured responses from 364 St. Albert residents between October 7 – 17, 2014.  
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The second part was an online survey created by Urbanics Consultants Ltd. and 
was primarily promoted and implemented by Economic Development staff; 274 
responses were garnered between September 27 - October 18, 2014.  In total 
approximately 1% (638) of residents responded to the surveys collectively; the 
findings of the stakeholder engagement survey can be found in Appendix 3 of the 
attached report.  
 
A few of the most notable insights gathered from the public engagement are: 

• The younger demographic base (20-34) is the least satisfied with St. 
Albert’s current selection of entertainment uses and are more likely to 
frequent Edmonton.  It is notable that a high proportion of households in this 
demographic group are spending the most ($150 per month) of all 
demographic groups.  As such findings indicate a need for entertainment 
uses that appeal to this demographic. 

• Findings indicate that the older demographic (50-64) is more likely to stay in 
St. Albert for their entertainment needs versus venturing out but that 
household expenditure on entertainment is the lowest of targeted 
demographics ($105 per month). 

• Both surveys show that a greater proportion of residents overall 
entertainment activities take place outside of St. Albert, emphasizing the 
potential opportunities for entertainment development in St. Albert. 

• The overwhelming response from residents clearly indicates that a movie 
theatre is the most desired entertainment establishment for St. Albert. 

• Approx. 60% or respondents would like to see an entertainment district/hub.  
Views on this vary by age with the younger demographic voicing more 
support for this initiative. 

 
In addition the Entertainment Demand report was vetted through the Economic 
Development Advisory Board to gauge the validity of the observations and 
recommendation. 
 
Implications of Recommendation(s) 
 
Industry demand analysis such as this Entertainment Demand report is a highly 
sought after and practical tool used extensively in the industry.  Investors such as 
entertainment vendors, land assemblers, site selectors, brokers, entrepreneurs, 
and investment houses rely on these sources of information in determining where 
and when to make investment decisions.     
 
Administration has learned, through many dialogues with representatives from the 
full spectrum of the investment community in venues across Canada, that St. 
Albert has a high potential for investment.  Administration has also learned that 
information such as the Entertainment Demand Analysis is time sensitive and 
needs to get into as many investment decision makers hands as possible 
immediately after production. 
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This report will be made available to the industry immediately after Council accepts 
it as information. 
 
a) Financial: 

None at this time. 
 

b) Legal / Risk: 
None at this time. 
 

c) Program or Service:   
This report could spur significant investment interest and activity demands  
on Economic Development Staff as well as others in the corporation who 
provide information supporting investment decisions (Planning and 
Development, Engineering, Assessment, Finance, Legal). 
 

d) Organizational: 
None at this time. 

 
Alternatives and Implications Considered 
 
A reactionary approach to business attraction opportunities in St. Albert has not 
driven the degree of business investment into St. Albert that will serve to meet the 
goal of increased pace and volume of non-residential development.   
 
This tool is seen as being a proactive approach in working towards this goal.  This 
report is highly anticipated by both external and internal stakeholders and has 
already generated a significant amount of interest.  Several inquires have been 
received over the past month and meetings are currently being scheduled with 
land owners/developers who are looking for potential and feasible land uses for 
their developments. 
 
The Entertainment Demand Analysis will be a part of an already robust investment 
toolkit that Economic Development has created over the course of the last few 
years.  It will be marketed, packaged, and delivered with the Retail, Hotel, Labour 
Market, and Future Industrial Land Supply studies. 
 
Strategic Connections 
 
 Council’s Goals and Priorities  

• ECONOMIC DEVELOPMENT: Build and diversify St. Albert’s economy 
in partnership with the community and key stakeholders. 

 
 Council’s Strategic Outcomes and Priorities (See Policy C-CG-02) 

• CULTIVATE ECONOMIC PROSPERITY.  A diversified, robust and 
resilient economic foundation to support growth and community service 
delivery. 
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The Entertainment Demand Analysis was undertaken to examine the existing 
supply and perceived demand for entertainment related land uses for future non-
residential development. 

 
 Long Term Plans  

• Municipal Development Plan  
o 5.2- Commercial/Industrial Development Study 

 
This report examines the market demand for various types of commercial and 
entertainment uses that could be attracted to St. Albert. 
 

o 6.1- Downtown Area Redevelopment Plan 
 
This analysis supports downtown development as a specialized retail, service, 
residential and gathering place by way of recommending downtown as an 
entertainment district or hub. 
 

o 7.1- Location of Commercial Development 
 
This report supports a recommended cluster of commercial entertainment 
developments located in areas so designated. 
 

o 7.8- Revitalization of Older Commercial Centres 
 
Urbanics final report encourages the development of existing underutilized or 
vacant commercial lots within the City of St. Albert. 
 
 Corporate Objectives  

• Deliver programs and services that meet or exceed our standards; 
• Exercise strong fiscal management; 
• Ensure our customers are very satisfied. 

 
 Policies 

• N/A 
  

 Other Plans or Initiatives 
• N/A 

 
Attachment(s) 
 

1. St. Albert Entertainment Demand Study 
2. Entertainment Demand Analysis Implementation Plan 

 
Originating Department(s): Economic Development 
Author(s): 
General Manager Approval: 

Sean McRitchie, Manager, Business Attraction 
Guy Boston, Executive Director 

 
City Manager Signature:   

Date: 
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EXECUTIVE BRIEF 

The following report was conducted to assess the warranted market support for a variety of 

entertainment land uses in the City of St. Albert. The study's analyses centre on identifying the 

level of market support, absorption, and general content for entertainment type uses over the 

course of a study period extending to 2035. Based on a detailed review of the local and regional 

market, the existing and anticipated competitive influences, the intrinsic qualities and area 

characteristics of St. Albert, the market opportunity analysis, public engagement findings, and 

an understanding of entertainment industry trends, market recommendations and locational 

considerations have been made. 

It is important to note that the majority of the report was written prior to the recent drop in crude 

oil prices. Should any of the assumptions as noted in Section 1.0 be undermined by the course 

of future events, the consultant recommends that the study's findings be re-examined.  

The major findings and recommendations of the St. Albert Entertainment Demand Study are as 

follows: 

Contextual Overview: 

• While recent developments have seen crude oil prices drop around the world due to the 

response of fast rising production, Alberta's Finance Minster reports that Alberta remains 

on course to post a healthy surplus of nearly $1 billion this fiscal year, buoyed by rising 

revenues from income taxes. 

• Backed by the healthy economy of the Province of Alberta, the Edmonton Region is 

expected to experience solid growth over the next several years. Given St. Albert's 

positioning within the Capital Region, the City is posed to capitalize on the anticipated 

growth potential of the Region. 

• St. Albert has experienced relatively consistent growth over the last 20 years and is 

projected to experience healthy growth in the future. St. Albert is forecasted to expand its 

population base by 44%, reaching a population of 91,000 by 2035, corresponding to an 

average annual growth rate of 1.7%. 

• With this anticipated growth in population, lies opportunities for additional commercial 

facilities, including entertainment land uses. A key challenge - which is a challenge 

facing many traditional bedroom communities of major cities - is balancing residential 

growth with a more diversified economic sector to provide increased local employment 

as well as a more balanced municipal tax base. The City of St. Albert has been 

undertaking many economic development initiatives to target commercial and industrial 

growth and attract specific business sectors. 
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• St. Albert currently has some 1,056 ha (2,609 acres) of developable land which has 

been forecasted to accommodate a population approaching 30,000 over the next 25 

years. This includes 405 ha (1,001 acres) for commercial, industrial and mixed-use 

development.  

• The majority of future commercial development will occur on non-residential and/or 

mixed-use designated lands including: The 220 ha (554 acre) Employment Lands, the 47 

ha (116 acre) Downtown area, and the 43 ha (106 acre) Elysian Fields. 

• While very much family oriented (indeed, one-quarter of the population is under 20 years 

of age), the community is aging. The percentage of the population aged 50-64 has been 

trending higher (stabilizing at 22% of the total population in 2012), and the 65+ 

population has been trending higher, representing 15% of the total population in 2014 (In 

2008, the 65+ population represented 11% of the total population base). The newer 

neighourhoods of the City are attracting a generally younger population base, while 

some of the more mature neighbourhoods contain some of the higher average ages. 

This is important to recognize when planning for future services and amenities, including 

entertainment. 

• On average, and compared with the provincial figures, St. Albert households have higher 

incomes than their provincial counterparts. The level of educational attainment is also 

higher in St. Albert. That said, it is also worth noting that 19% of  St. Albert households 

have incomes under $50,000. 

Entertainment Industry Trends: 

• It is important to examine the latest trends and concepts in the entertainment industry. 

With the changing nature of consumer preferences, technological advances, and the 

increasing prevalence of home-based entertainment activities, it has forced some 

entertainment venues to adapt to the changing times. Many of the entertainment venues 

have upgraded their facilities - such as the major movie players who have upgraded their 

amenities and screening technologies.  

• Similarly, wth the emergence of e-retailing and changing consumer preferences, 

traditional shopping centres have been reinventing their approach, increasingly adopting 

a lifestyle and entertainment orientation in combination with retail components. 

Traditional shopping centres are being transformed into more of a social gathering place, 

with the retail and entertainment components working together to create a 

complementary and synergistic partnership to capture visitors and increase both dwell 

times and expenditures. 

• The notion of the Urban Entertainment Centre (UEC) is explored in Section 4.0, with 

discussions on their tendencies to exist in numerous permutations with varying sizes and 

mixes of entertainment, retail and dining facilities. Successful UEC's share a common 

element, which is that the project is a reflection of the community's unique character and 
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market orientation. Particular categories of the UEC have been explored, including the 

Entertainment Complex and the Entertainment District. 

Existing Supply: 

• St. Albert currently contains approximately 340,000 square feet of entertainment uses 

(excludes municipal recreation facilities). 

• Recreation facilities are the dominant form of existing entertainment land uses in St. 

Albert. While the City plays a major role in the delivery of recreation opportunities, there 

are many privately operated facilities - the majority being classified as fitness 

centres/clubs. There will be a continued demand for recreation facilities, particularly as 

the northern and western reaches of the City grow. Furthermore, there are several areas 

of this Amusement and Recreation entertainment category (particularly venues that 

could be classified as more "amusement" in nature), which are currently not represented 

in St. Albert, and some which are not adequately represented in the wider Region. 

• While there are noticeable market gaps in several entertainment categories in St. Albert, 

it is important to be mindful of the considerable amount of existing and upcoming 

entertainment supply in Edmonton, which is considered easily accessible for St. Albert 

residents due to the close proximity and strong roadway connections. 

• Indeed, Edmonton is home to the majority of what can be described as 'destination' 

entertainment venues, attracting patrons and visitors from a wide geographical area, 

including West Edmonton Mall, which is one of the greatest examples of an Urban 

Entertainment Centre in the world. 

Engagement Exercise Findings: 

• Amusement & recreation, drinking places, and spectator entertainment establishments 

are the most frequently used by respondents. Very few respondents use heritage and 

gambling establishments frequently, and a considerable number of respondents report to 

never use casinos/other gambling establishments. 

• The younger demographic base (predominately 20-34) is the least satisfied with St. 

Albert's current selection of entertainment uses and are more likely to frequent 

Edmonton's entertainment establishments. It is important to note that a high proportion 

of the households of this demographic group are spending more than $150 per month on 

entertainment (43% of households). As such, findings indicate that there is a need for 

entertainment uses that appeal to this demographic group. 

• It is important to be mindful of the aging population base. The findings indicate that older 

demographic groups are more likely to stay in St. Albert for their entertainment needs, 

versus venturing outside of the City. As such, it will be important to provide a variety of 

activities to appeal to this growing demographic. 
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• Online survey results show that for every entertainment category examined (with the 

exception of drinking place establishments), respondents are more likely to partake in 

entertainment activities outside of St. Albert. The telephone survey results found that 

respondents are more likely to visit drinking place establishments and amusement and 

recreation establishments in St. Albert. 

• Both surveys show that a greater proportion of respondents' overall entertainment 

activities take place in Edmonton and other locations - emphasizing the potential 

opportunities for additional entertainment venues in St. Albert. 

• Overall, respondents tend to go to Edmonton for larger events, such as sporting events, 

for a greater variety of establishments and for activities/venues that are not available in 

St. Albert. 

• The overwhelming response from the online and telephone surveys is that a movie 

theatre is the most desired establishment for St. Albert. Other common responses 

among the two surveys are cocktail lounge/wine bar/pubs, performance venue/live 

theatre/outdoor amphitheatre, more restaurants.  

• In each survey it was found that more than half of respondents would like to see an 

entertainment district/hub in St. Albert (64% of online survey respondents and 53% of 

telephone survey respondents). Views on this vary by age, with the younger 

demographic tending to voice more support for a district/hub. 

Findings: 

• Entertainment is a complex and multi-faceted type of land use. It encompasses a variety 

of different categories of entertainment land uses, as well as a broad range of building 

and/or land sizes, and varying forms ownership and management structures. 

• The consultant has used traditional analytic type analysis where applicable to formulate 

a basis for demand, however, entertainment land uses do not always lend themselves to 

that form of analysis, and correspondingly, other equally important factors have been 

examined as well. For instance, the demand forecasts have been reinforced based on a 

number of factors including the consultant's knowledge of the local and regional market, 

the existing and anticipated competitive influences, trade area forecasts (population, 

demographics, incomes), the intrinsic qualities and area characteristics of St. Albert, 

public engagement findings, best practices, development trends, consumer behavioural 

attitudes, new forms of entertainment, etc. 

• As per the Base Scenario analysis (the most likely scenario) it has been found that there 

is a perceived demand for an additional approximately 360,000 square feet of 

entertainment land uses by 2035, including:  
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o A 7-9 screen movie theatre of some 46,000 - 59,000 square feet is warranted in 

 the mid-term (8 screen movie theatre by 2019). 

o There is a perceived demand for an additional 56,000 square feet of 

 Performance Venue and Heritage Establishment space, 191,000 square feet of 

 Amusement and Recreation Establishment space, and 38,000 square feet of  

 Drinking Establishment space, by 2035. 

o The analyses indicate that the existing supply of casino and bingo 

 establishments are satisfying the majority of the demand for these 

 establishments. This is reinforced by the limited per capita expenditure base for 

 these facilities, and the public engagement survey findings. 

o Demand for spectator sports establishments are dependent on a wide range of 

 factors. Due to the extent of supply in neighbouring Edmonton (including the 

 under-construction Rogers Place Arena), in combination with a limited per capita 

 expenditure base, and results of the public engagement survey findings, the 

 consultant sees no substantial demand for spectator sports establishments in St. 

 Albert - unless there is a desire to relocate/expand particular facilities, in which 

 case St. Albert could be considered as a viable alternative. 

• The consultant notes that if a complementary range of unique and synergistic 

entertainment/commercial land uses can be targeted for St. Albert, including several 

'anchor' or 'destination' tenants, than indeed the market penetration may be expanded, 

capturing increased market shares and additional expenditures from the wider 

Edmonton market and surrounding areas.  

Recommendations: 

• The consultant recommends pursuing at least two distinct areas for which to concentrate 

entertainment uses in the City of St. Albert. 

• In each area, to the extent that is possible, the consultant recommends a clustering 

approach. A lot can be gained by concentrating complementary facilities in a careful and 

managed way. It creates a synergy and increased attraction, thereby not only having a 

greater chance of achieving an earlier stage of critical mass, but also achieving the 

desired market shares and inflow earlier than what might otherwise be expected. 

Furthermore, there are opportunities to use land more efficiently through integrating 

these uses collectively, and through the potential for shared facilities, such as parking. 

• It is recommended to first and foremost target entertainment uses for the downtown 

core. While the downtown is relatively small, with limited opportunities at present, there 

are clusters of under-utilized and vacant land in the core area. Potential development 

sites have been noted in Section 10. 
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• It would be of great benefit to reinforce St. Albert's downtown as the 'heart' of the City. 

Such uses must fit the unique character of the downtown, complement the existing uses, 

and reinforce St. Albert's brand as the Botanical Arts City. The downtown can greatly 

benefit from additional traffic generating anchors, including a movie theatre complex of 

some 7-9 screens (potentially with one or two screens devoted to a VIP orientation). A 

cinema complex is a strong anchor tenant as it appeals to a wide demographic, and can 

serve as a catalyst to spur interest in a variety of complementary facilities. 

• With further expansion of warranted complementary entertainment land uses (such as 

art gallery/studio space, additional spectator entertainment facilities including a comedy 

club, live music venue, outdoor amphitheatre/performance space, etc.) in combination 

with complementary commercial establishments (mainly restaurants, drinking 

establishments, synergistic retail uses, and boutique hotel), an arts and cultural district 

has a better chance of being formed (developed through the clustering approach). 

• The consultant has also devised a unique menu of entertainment establishments that 

have been considered as best conducive to a more 'outlying' area of the City. The 

majority of these land uses fall into the amusement and recreation entertainment 

category, filling voids in the local, and in many instances, regional market. The majority 

of these recommended establishments appeal to families with children.  

• To a great extent these uses are in part justified for a more suburban locale due to their 

being typically large land consumers. However, by implementing a clustering approach, 

there are opportunities to use land more efficiently through integrating these uses 

collectively, and through the potential for shared facilities, such as parking. In addition, 

the clustering of complementary facilities creates synergies, broadens the entertainment 

experience, and helps to generate a project's critical mass as early as possible. 

• A range of uses are envisioned for the western environs of the City. This is reinforced by 

the recent expansion of Ray Gibbon Drive and the future plans for this arterial roadway 

to be widened and further extended to connect with Highway 2 and Highway 37 to the 

north. The western environs are easily connected to the south (with proximity to the 

Anthony Henday), to the north via Ray Gibbon Drive, and to the east via McKenney 

Avenue, Giroux Road, and Villeneuve Road. 

• Through careful planning and successful implementation, the outlying entertainment 

district should result in many benefits including: 

o Increased employment opportunities 

o Opportunities for diversification and economic uplift 

o Aide in balancing the City's tax base 

o Satisfy local interests 

o Improve awareness levels of the City  
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1.0 INTRODUCTION 

Urbanics Consultants Ltd. has been retained by the City of St. Albert to undertake a study 

identifying the warranted market support for a variety of entertainment land uses in the City.  

Entertainment facilities are an important component of a successful and thriving community. 

They can add to a community's quality of life and contribute to local economic development. For 

purposes of this study, entertainment has been defined as: "Those activities that people engage 

in outside of the home in their leisure time". 

While entertainment can encompass a wide variety of activities, they have been narrowed down 

to six categories which will be explored throughout the report. These categories include: 

Spectator Entertainment Establishments - Establishments intended for live theatrical, 

musical or dance performances; or the showing of motion pictures. 

Heritage Establishments - Establishments primarily engaged in preserving and exhibiting 

objects and natural wonders of historical, cultural, scientific and educational value for public 

viewing. 

Amusement and Recreation Establishments - Establishments operated for the purpose of 

furnishing entertainment or recreation to the public,  and where patrons are active participants. 

Drinking Place Establishments - Establishments primarily engaged in preparing and serving 

alcoholic beverages for immediate consumption, which may also provide limited food services. 

Casinos & Other Gambling Establishments - Establishments for patrons to participate in 

gaming opportunities as the principal use. 

Spectator Sports Establishments - Establishments intended for sports and athletic events 

which are held primarily for public entertainment, where patrons attend on a recurring basis. 

 

The study's analyses centre on identifying the level of market support, absorption, and general 

content for entertainment type uses over the course of a study period extending to 2035. Based 

on a detailed review of the local and regional market, the existing and anticipated competitive 

influences, the intrinsic qualities and area characteristics of St. Albert, the market opportunity 

analysis, public engagement findings, and an understanding of entertainment industry trends, 

locational considerations and market recommendations have been made. 

 

The report is organized as follows: 

1.0  INTRODUCTION 
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2.0  ECONOMIC BASE REVIEW: An overview of the Provincial economy, followed by a 

 more in-depth discussion of the economies of the Edmonton Region and City of St. 

 Albert. 

3.0 AREA ASSESSMENT:  Evaluates key physical, locational and demographic 

 characteristics of the City of St. Albert.  It includes a review of urban development 

 patterns, including, where applicable: transportation/infrastructure improvements; 

 subdivision planning; residential and commercial growth patterns; etc. 

4.0 ENTERTAINMENT INDUSTRY OVERVIEW: An overview of the recent and anticipated 

 trends in the entertainment industry, with a focus on entertainment districts and 

 entertainment complexes. 

5.0 SUPPLY ANALYSIS: An inventory of existing and proposed entertainment 

 establishments in St. Albert and surrounding areas. The basis of the supply and 

 competition analysis is to derive a meaningful understanding of the extent of existing or 

 planned competitive influences as well as to identify gaps in entertainment land uses 

 that are currently going unmet within the wider study area. 

6.0  PUBLIC ENGAGEMENT: Provides a summary of the primary outputs as gathered from 

 the Entertainment Demand Telephone Survey, the Entertainment Demand Online 

 Survey, and the Cultural Master Plan public engagement exercises, which will be used 

 to further inform the demand for entertainment land uses in St. Albert. 

7.0  STRENGTHS & THREATS ANALYSIS: As gathered from the preceding analyses, this 

 is an account of the strengths/opportunities and challenges/threats of St. Albert in 

 relation to the retention and attraction of entertainment facilities in St. Albert.  

8.0 TRADE AREA ASSESSMENT: Delineates the respective trade area for St. Albert 

 entertainment land uses. In this section, a detailed examination of the population growth, 

 demographic characteristics, and per capita entertainment expenditures of trade area 

 residents is provided. 

9.0  DEMAND ANALYSIS: Analysis of the opportunity for different types of entertainment 

 in St. Albert, forecasted after considering population projections, potential  competition, 

 demographic characteristics, public engagement findings, intrinsic qualities and area 

 characteristics of St. Albert, best practices, consumer behavioural attitudes, and 

 entertainment industry trends. 
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10.0 LOCATION ANALYSIS & MARKET RECOMMENDATIONS: Outlines the consultant’s 

 primary findings and provides a preliminary list of development and land use 

 recommendations, including location considerations. 

Background data for this study was obtained from a variety of public (federal, provincial, 

regional, and municipal) and private sector sources, as well as from field work and surveys 

conducted by the consultant during Summer and Fall 2014. 

As with all market studies, a number of forecasts and assumptions regarding the state of the 

economy, the state of future competitive influences, and population projections have had to be 

made. These assumptions are made with great care and are based on the most recent and 

reliable information available.  In addition to the specific assumptions identified throughout the 

report, this study is based on the following general assumptions: 

� Real average annual GDP growth for the province of Alberta will average at least 1.5% 
over the course of the study period. 

� The price of oil does not fall below the three-year average - as of the date of this report - 
by more than 15% for any period of time greater than three months. 

� No unforeseen economic or political events will occur within the study period on a 
national, provincial, or local level, which would significantly alter the outcomes of the 
study’s analyses. Short-term fluctuations are likely to occur, but long-term gradual 
growth rates should prevail. 

� Actual population growth rates will occur consistent with those employed in this study. 

� The demand and market analyses are based on estimates, assumptions and other 
information developed from research of the market and knowledge of the industry. 

 
Should these or any of the other assumptions noted in this study, be undermined by the course 

of future events, the consultant recommends that the study’s findings be re-examined.  
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2.0 ECONOMIC BASE REVIEW 

The economic vitality of the provincial and local economies are an important consideration in 

forecasting market demand potential for individual land uses. Economic conditions bear strong 

correlation with potential purchasing power of relevant target markets, and the study of local 

economic conditions will provide insights on the health of the region in terms of market strength. 

This section provides a contextual review of the provincial, regional and local economies. 

2.1 PROVINCE OF ALBERTA1 

The economy of Alberta is expected to continue its expansion with an estimated 3.7% 

annualized increase in GDP in 2014. The economic growth can be largely attributed to the 

strong energy-related investment, particularly oil sands investment and rapidly rising crude oil 

production. RBC Economics expects Alberta to maintain its growth leadership in 2015 with real 

GDP advancing by a still-solid 3.5%. Alberta Treasury Board and Finance economic forecasts 

state that the southern Alberta floods are a key reason why economic growth for 2014 is now 

stronger than forecast at Budget 2013. The rebuilding of damaged property and capital is 

expected to bolster GDP and employment growth while also adding to inflation.  

 

Indeed, many other factions of the provincial economy have displayed healthy economic 

performances in the first few months of 2014. Merchandise exports were up 16.0% year over 

year in the first quarter of 2014, crude oil production increased approximately 8%, and housing 

starts stood 12.0% above year-ago levels in the first four months of 2014. Furthermore, non-

residential building construction increased 8.5% in the first quarter from the same period in 

2013, and total employment was boosted by 3.3% compared to a year ago.  

Alberta is expected to continue to attract workers from outside the province - from both other 

provinces and countries - and strong in-migration will remain a primary growth driver. Alberta's 

high incomes, low unemployment rate (4.6% in 2013) and strong population growth indicate a 

solid year for the consumer side of the province's economy. 

Recent rates of population growth (close to 3.5% - the fastest since 1982) is expected to slow 

gradually due to moderating net migration, lower fertility rates and population aging. The Alberta 

                                                        

1 RBC Economics, Provincial Outlook (June, 2014); Alberta Treasury Board and Finance, Economic Outlook 

2014-2017 (March, 2014); Edmonton Journal, Despite Slumping Oil Prices, Alberta Remains on Track for Hefty 

Surplus (November 26, 2014); The Globe and Mail, Alberta Shifts from Oil as Prices Plunge (November 26, 

2014) 
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Treasury Board and Finance forecasts that the Province's population will grow by almost 2.2 

million people, from just over 4.0 million in 2013 to over 6.2 million in 2041.  

While recent developments have seen crude prices drop around the world - due to the response 

of fast rising production - Alberta's Finance Minster reports that Alberta remains on course to 

post a healthy surplus of nearly $1 billion this fiscal year, buoyed by rising revenues from 

income taxes. Alberta's Premier has vowed to keep Alberta out of deficit and start shifting the 

province away from its long-held reliance on healthy oil prices in order to keep government 

revenue flowing. 

Please refer to Table 1 for an overview of Alberta economic indicators. 

TABLE 1 - Alberta Economic Indicators 

 

2.2 EDMONTON REGION2 

The City of St. Albert is located directly northwest of the City of Edmonton in Alberta’s Capital 

Region. St. Albert is bounded by the City of Edmonton on the south and east, and Sturgeon 

County on the north and west. The Alberta Capital Region is comprised of 24 member 

municipalities, covering 11,993 square kilometers. While only accounting for 1.9% of Alberta's 

land mass, it contains 31.8% of Alberta's population. According to the 2011 Federal Census, the 

Capital Region had a population of 1,159,869, corresponding to the sixth largest Census 

Metropolitan Area (CMA) in Canada by population. The City of Edmonton made up 70% of the 

CMA's total 2011 population, with 812,201 residents.  

                                                        

2 City of Edmonton, Long-Term Economic Outlook: 2014-2024 (Spring 2014); CMHC, Housing Market Outlook 

Edmonton CMA (Spring 2014) 

ALBERTA ECONOMIC INDICATORS
2007 2008 2009 2010 2011 2012 2013 F 2014 F 2015 F

Real GDP $2007 Millions 259,087 263,515 252,811 264,164 277,940 288,548 299,224 310,415 321,416

% Change 1.7 1.7 -4.1 4.5 5.2 3.8 3.7 3.7 3.5

Employment Thousands 1,991 2,054 2,025 2,017 2,094 2,150 2,211 2,275 2,325

% Change 3.9 3.1 -1.4 -0.4 3.8 2.6 2.9 2.9 2.2

Unemployment Rate % 3.5 3.6 6.6 6.5 5.5 4.6 4.6 4.4 3.9

Retail Sales $ Millions 61,490 61,620 56,489 59,849 63,945 68,408 73,109 78,821 82,807

% Change 9.9 0.2 -8.3 5.9 6.8 7.0 6.9 7.8 5.1

Housing Starts Units 48,336 29,164 20,298 27,088 25,704 33,396 36,011 38,200 34,800

% Change -1.3 -39.7 -30.4 33.5 -5.1 29.9 7.8 6.1 -8.9

Consumer Price Index 2002 = 100 117.9 121.6 121.5 122.7 125.7 127.1 128.9 132.0 134.4

% Change 4.9 3.2 -0.1 1.0 2.4 1.1 1.4 2.4 1.9

Source: RBC Economics, Provincial Outlook (June, 2014)

Note: Figures highlighted in grey are RBC Economics' estimates
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FIGURE 1 - Capital Region Context Map 

 

The Edmonton Region has seen a strong rebound from the global economic recession and 

continues to experience solid economic growth. The Edmonton region's economy is anticipated 

to continue to grow throughout 2014 and into 2015. The Capital Region serves as a major 

goods and services staging point for production within the Athabasca, Peace River and Cold 

Lake oil sands. Further, it has a strong economic base in refined petroleum products and 

petrochemical products, bitumen upgrading, and spinoff sectors such as metal fabrication, 

construction and business, and technical and financial services. With favourable commodity 

prices, the oil and gas industry is expected to perform well in 2014, acting as a driving force in 

the local economy.  

  

CAPITAL REGION CONTEXT MAP

Source: Capital Region Board
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Population Growth3 

Due to the strong provincial and local economy, the Edmonton Region has experienced strong 

population growth in recent years. According to Statistics Canada, the population base of 

Edmonton CMA increased by 12.1% between 2006 and 2011. This was greater than Alberta's 

population growth rate at 10.8% and far greater than the national rate at 5.9%.  

Employment prospects and rising earnings have attracted migrants from across Canada and 

around the world to the Edmonton region. In fact, migration has been elevated over the past two 

years. Between July 1, 2012 and June 30, 2013, a record high 38,511 migrants entered the 

region. It is interprovincial migration that has accounted for the largest increase in migration. 

While migration is expected to slow in 2014 and 2015, it is still expected to stay above historical 

averages.  

The Edmonton CMA is considered to have a younger population base when compared to 

Canada as a whole. In 2011, the percentage of the population aged 65 and over in Edmonton 

was 11.4%, compared with the national percentage of 14.8%. The percentage of the working 

age population (15 to 64) was 70.9% and the percentage of children aged 0 to 14 was 17.7%.  

In comparison, the national percentages were 68.5% for the population aged 15 to 64 and 

16.7% for the population aged 0 to 14. 

Population Projections:  

Table 2 displays population forecasts to the year 2041 for the City, Region and Province. The 

forecasts are an amalgamation of several forecasts sourced from the Alberta Treasury Board 

and Finance, the City of Edmonton and the Capital Region Board. 

Though the City and Region have aging populations, economic growth in the region is expected 

to continue to attract migrants, thus promoting stable population growth. The populations of the 

City and Region are expected to increase by an average annual rate of 1.6% over the timeframe 

shown, with higher increases in the short-term and lower increases in the long-term. According 

to the forecasts, the City of Edmonton will reach over 1.3 million inhabitants by the year 2040, 

while the Region surpasses 2 million residents.  

                                                        

3 Statistics Canada, Census Metropolitan Area of Edmonton, Alberta (October 24, 2012); Statistics Canada, 

Canada's Population Estimates: Subprovincial Areas, July 1, 2013; City of Edmonton, Long-Term Economic 

Outlook 2014-2024 (Spring 2014); Alberta Treasury Board & Finance, Population Projection Alberta 2014-

2041 (July 2014); Capital Region Board, Capital Region Population and Employment Projection Report (2009); 

Stokes Economic Consulting, Capital Region Board Population & Employment Projections (September 2013) 
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TABLE 2 - Population Projections By Province, Region & City 

POPULATION PROJECTIONS BY PROVINCE, CMA, AND CITY

Year

City of 

Edmonton

Avg Annual 

Change

Edmonton CMA 

(Census Division 11)

Avg Annual 

Change Alberta

Avg Annual 

Change

2015 871,000               1,406,000 4,244,000

2016 890,000               2.2% 1,437,000 2.2% 4,335,000 2.1%

2017 908,000               2.0% 1,468,000 2.2% 4,424,000 2.1%

2018 926,000               2.0% 1,498,000 2.0% 4,509,000 1.9%

2019 944,000               1.9% 1,527,000 1.9% 4,590,000 1.8%

2020 963,000               2.0% 1,556,000 1.9% 4,669,000 1.7%

2021 981,000               1.9% 1,585,000 1.9% 4,747,000 1.7%

2022 1,000,000            1.9% 1,614,000 1.8% 4,824,000 1.6%

2023 1,018,000            1.8% 1,642,000 1.7% 4,901,000 1.6%

2024 1,037,000            1.9% 1,671,000 1.8% 4,977,000 1.6%

2025 1,055,000            1.7% 1,698,000 1.6% 5,053,000 1.5%

2026 1,073,000            1.7% 1,726,000 1.6% 5,128,000 1.5%

2027 1,091,000            1.7% 1,753,000 1.6% 5,203,000 1.5%

2028 1,109,000            1.6% 1,780,000 1.5% 5,277,000 1.4%

2029 1,128,000            1.7% 1,807,000 1.5% 5,351,000 1.4%

2030 1,144,000            1.4% 1,834,000 1.5% 5,425,000 1.4%

2031 1,160,000            1.4% 1,861,000 1.5% 5,497,000 1.3%

2032 1,176,000            1.4% 1,887,000 1.4% 5,570,000 1.3%

2033 1,192,000            1.4% 1,914,000 1.4% 5,642,000 1.3%

2034 1,209,000            1.4% 1,940,000 1.4% 5,714,000 1.3%

2035 1,226,000            1.4% 1,967,000 1.4% 5,786,000 1.3%

2036 1,243,000            1.4% 1,993,000 1.3% 5,858,000 1.2%

2037 1,260,000            1.4% 2,019,000 1.3% 5,930,000 1.2%

2038 1,278,000            1.4% 2,046,000 1.3% 6,001,000 1.2%

2039 1,296,000            1.4% 2,072,000 1.3% 6,072,000 1.2%

2040 1,314,000            1.4% 2,099,000 1.3% 6,144,000 1.2%

2041 1,332,000            1.4% 2,125,000 1.2% 6,215,000 1.2%

Note: Projections have been rounded to the nearest thousand.

Sources:

Alberta Treasury Board and Finance, Population Projection Alberta 2014 - 2041  (July 15, 2014)

City of Edmonton, Edmonton Economic Outlook 2014-2024 (Spring, 2014)

Capital Region Board, Capital Region Population & Employment Projections Report (March, 2009)

Stokes Economic Consulting, Capital Region Board Population and Employment Projections (Sept, 2013)

Urbanics Consultants Ltd.  

Labour Market4 

Employment growth in the Edmonton CMA remained strong in the second quarter of 2014. 

Employment increased by 4.5% over second quarter 2013.  However, it should be noted that 

the majority of jobs created during this period were part-time positions.  

According to the City of Edmonton's Chief Economist, approximately 40% - depending on what 

period of time you're looking at - of net new jobs in Canada last year were generated in the 

                                                        

4 City of Edmonton, Long-Term Economic Outlook: 2014-2024 (Spring 2014); Global News, 40% of all new jobs 

in Canada last year generated in Edmonton (September 11, 2014). 
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Edmonton Region. And looking at Alberta as a whole, 80% of new net jobs in Canada in the last 

year came from Alberta. 

The City's Long-Term Economic Outlook report published Spring 2014, outlines that the 

Edmonton CMA outperformed Alberta in growth of working-age population, labour force and 

employment as referenced between February 2013 and February 2014. In addition, both Alberta 

and the Edmonton CMA each greatly surpassed Canada as a whole in all these measures 

(please refer to Figure 2). 

FIGURE 2 - Annual Growth in Working Age Population, Labour Force & Employment 

 

Edmonton and the Region is expected to continue to experience solid growth over the next 

couple of years. According to the Spring 2014 Long-Term Economic Outlook, residential 

construction, retail sales, and personal services industries are anticipated to take a more 

prominent role in Edmonton's expansion over the next 12 to 24 months. In addition, it is 

expected that as energy production continues to expand in northern Alberta, the Capital 

Region's role as a servicing centre will continue to grow.  

 

ANNUAL GROWTH IN WORKING-AGE POPULATION, LABOUR FORCE & EMPLOYMENT
(FEB. 2013 - FEB. 2014)

Source: City of Edmonton, Long-Term Economic Outlook: 2012-2024  (Spring 2014)
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Development Activity5 

Local infrastructure projects will also contribute to economic expansion. Work has begun on the 

downtown arena project as well as on the construction of the new Royal Alberta Museum. Other 

notable projects include the NAIT's new Centre for Applied Technology, continued work on the 

Anthony Henday roadway, and transit improvements such as the Metro Line (North LRT to 

NAIT). 

Building Permit Values6 

The Edmonton Region's development activity, shown in Table 3, mirrors the strong local 

economy described above. In 2013, residential building permit values were at their highest level 

over the time period shown (2006 – 2013), with an approximate 13% year-over-year increase 

from 2012. Institutional and governmental permit values increased by more than 140% from 

2012 to 2013, also its highest level over the time period shown. Commercial permit values 

remained strong in 2013, with a slight 0.2% increase from 2012. The only category to see a 

decrease in permit values from 2012 to 2013 was the industrial sector, which decreased by just 

over 25%.  

In 2013, total building permit values increased by close to 15% from a year earlier, with all 

permit value categories, with the exception of industrial, exceeding eight year averages. 

Residential and institutional and governmental categories far exceeded their averages. 

According to year-to-date figures (January to July 2014), residential building permit values are 

on track to greatly exceed last year’s high. Industrial and commercial permit values are also on 

track to well-exceed 2013 levels as well as the period average. Institutional and governmental 

permits are expected to reach close to period average levels, coming down from the excessive 

levels seen in 2013 (likely a result of several large projects). 

 

                                                        

5 CMHC, Housing Market Outlook Edmonton CMA (Spring 2014) 
6 Statistics Canada, Table 026-0003 - Building permits, values by activity sector, monthly (dollars) (October, 

2014) 
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TABLE 3 - Edmonton CMA Historical Development Activity 

($ 000's) 2006 2007 2008 2009 2010 2011 2012 2013

Period 

Average

2014 YTD             

(Jan - July)

Residential 2,435,446 2,746,073 1,713,241 2,095,294 2,741,285 2,640,396 3,108,677 3,524,973 2,625,673 2,350,515

Industrial 171,507 190,220 312,368 402,768 182,348 149,079 298,411 223,206 241,238 186,117

Commercial 745,472 873,428 1,151,785 990,191 981,304 1,101,235 1,147,538 1,149,746 1,017,587 855,209

Institutional & Governmental 188,651 115,593 479,278 372,860 174,801 168,639 255,904 618,652 296,797 151,496

Total 3,541,076 3,925,314 3,656,672 3,861,113 4,079,738 4,059,349 4,810,530 5,516,577 4,181,296 3,543,337

Residential 69% 70% 47% 54% 67% 65% 65% 64% 63% 66%

Industrial 5% 5% 9% 10% 4% 4% 6% 4% 6% 5%

Commercial 21% 22% 31% 26% 24% 27% 24% 21% 24% 24%

Institutional & Governmental 5% 3% 13% 10% 4% 4% 5% 11% 7% 4%

Total 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%

Sources:

Statistics Canada, Table 026-0003 - Building permits, values by activity sector, monthly (dollars)  (October, 2014)

Urbanics Consultants Ltd.

EDMONTON CMA HISTORICAL DEVELOPMENT ACTIVITY (PERMIT VALUES) BY TYPE
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Housing Market7 

New Home Market: Strong employment growth, elevated migration, and the continued low 

mortgage rates helped strengthen the demand for new homes in the Edmonton CMA in 2013. In 

the multi-family segment, housing starts grew to 8,719 units - the highest level since 1978 and 

the second highest total on record. It was apartment starts that drove the increase in multi-

family construction in 2013. A low vacancy rate and elevated migration have spurred the 

demand for multi-family housing and rental housing in the Edmonton Region. Single-detached 

housing starts also saw solid growth, with a growth rate of almost 6%.  

While the demand for new homes will remain strong in 2014, Canada Mortgage and Housing 

Corporation (CMHC) anticipates that the pace of total housing starts will moderate, as a result of 

the multi-family segment, where builders will scale back production to ensure inventory levels 

remain manageable. In fact, as of March 2014, there was a recorded 9,310 multi-family units 

under construction in the Edmonton region, leading to anticipated higher inventory levels in 

2015. As the inventory levels trend higher, multi-family housing starts will moderate further in 

2015. Indeed, multi-family housing starts have already begun to trend lower, with starts down 

42% in the first quarter of 2014 versus first quarter 2013.  

However, the single-detached starts are expected to trend higher to 6,400 units in 2014, up from 

5,970 in 2013. It is predicted that single-detached housing starts will further increase in 2015, 

reaching 6,500 units. Single-detached home prices have also been trending higher. The 

average absorbed price for a new single-detached home in the first quarter of 2014 was 

$564,116, an 11% increase over the same quarter of 2013.  

Overall, total housing starts are forecast at 13,400 for 2014 and 12,900 for 2015. 

 

  

                                                        

7 CMHC, Housing Market Outlook Edmonton CMA (Spring 2014) 
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TABLE 4 - Single-Detached & Multi-Family Home Starts 

 

  

SINGLE-DETACHED & MULTI-FAMILY HOME STARTS

Source: CMHC, Housing Market Outlook Edmonton CMA  (Spring 2014).
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Resale Market: In terms of the resale home market, growing employment, rising wages, and low 

mortgage rates are expected to further bolster demand for resale homes in 2014 and 2015. 

Overall, sales are expected to increase 1.3% in 2014 and 1.5% in 2015. Prices in Edmonton's 

resale market have also trended higher. Strong demand, supported by employment gains, 

elevated migration, and a low rental vacancy rate, together with lower supply levels and shorter 

listings durations, have firmed up prices. In 2013, the average MLS price increased by 3.2% to 

$344,977. In the first quarter of 2014, the pace of growth has increased to 4.8% year-over-year, 

reaching an average of $354,332. It is anticipated that through 2014, price growth will continue, 

but as resale inventory rises, price pressures should ease up.  In 2015, demand and supply 

pressures are anticipated to be more balanced, resulting in an estimated price growth of 2.2%. 

Rental Market: The rental apartment vacancy rate in the Edmonton CMA tightened to 1.4% in 

October 2013, down from 1.7% in 2012. It is expected that the vacancy rate will increase slightly 

in 2014 (to 1.6%) and 2015 (to 1.7%) as migration comes down from its peak level and 

employment growth moderates.  

Mortgage Rate Outlook: Canadian economic forecasters, including CMHC, predicts interest 

rates to register gradual and modest increases by the latter part of 2015. This will result in 

increases in mortgage rates, however, it is expected that they will remain low and will continue 

to support housing market activity into the forecast horizon. 

Transportation Initiatives8 

One of the major ongoing projects is the high capacity ring road - Anthony Henday Drive -which 

forms a perimeter highway around the City of Edmonton. Currently, Alberta Transportation is 

building the northeast portion of the ring road. Construction of this portion began in the summer 

of 2012 and is expected to be completed by November 2016. The remainder of the ring road is 

complete and in operation.  

The northwest portion of the ring road abuts the City of St. Albert. It has helped to reduce 

congestion and facilitate the movement of increasing commuter traffic. The northwest portion is 

a 21 kilometre section of highway which opened on November 1, 2011. Since its opening, it has 

been stated to have dramatically improved traffic flow. 

  

                                                        

8 The City of Edmonton, Transportation Current Road Projects; Alberta Transportation, Northeast Anthony 

Henday Drive; The City of Edmonton, Metro Line (NAIT to North City Limits) 
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FIGURE 3 - Anthony Henday Drive  

 

In addition, the Metro Line (North LRT to NAIT) is slated to open in early 2015. This section of 

the Metro Line is a 3.3 km extension from Churchill LRT Station in downtown Edmonton 

northwest to NAIT. This is the first segment of a planned LRT expansion to Edmonton city limits 

near St. Albert and is a component of the Transportation Master Plan's vision to expand LRT 

service to all sectors of the City by 2040. This is expected to add 13,200 weekday riders to 

Edmonton's LRT network, and once the line extends to city limits and further into St. Albert, it is 

expected that weekday ridership will increase by 45,000. 

ANTHONY HENDAY DRIVE - EDMONTON RING ROAD

Alberta Trans porta tion, Northeast Anthony Henday Drive

St. Albert
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The expansion will travel from NAIT northwest to a future park and ride site planned at the 

northwest city limits. It will provide the opportunity for a future connection to the City of St. 

Albert. Currently, no budget has been allocated to take the Northwest LRT to the next stages of 

preliminary engineering, design and construction. 

Indeed, such infrastructure improvements including the Ring Road and Edmonton LRT 

expansion, positively affect surrounding real estate values. 

FIGURE 4 - Metro Line LRT 

 

  

METRO LINE (NAIT TO NORTH CITY LIMITS)

City of Edmonton, Metro Line (NAIT to North City Limits)
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2.3 CITY OF ST. ALBERT 

The City of St. Albert has a population of 63,255 residents, as of June 2014 (2014 Municipal 

Census), and is strategically situated just northwest of the City of Edmonton. The City has direct 

connections to major transportation networks and facilities, including convenient access to the 

international airport, rail connections, and major highway corridors, including the Anthony 

Henday ring road. As can be expected being adjacent to the larger agglomeration of the City of 

Edmonton, there are numerous linkages of an economic, transportation, social and culture 

nature between St. Albert and Edmonton. Given St. Albert's positioning within the Capital 

Region, it is posed to capitalize on the anticipated long-term growth potential of the Region.  

FIGURE 5 - Regional Context Map 
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Labour Market9 

According to Statistics Canada, the three largest employment industry groups in the St. Albert 

labour force are Other Services (which include public administration and professional, scientific, 

and technical), Trade (wholesale and retail), and Business Services. Many of these positions 

relate to the boom in the provincial resource sector that is being serviced from neighbouring 

Edmonton.  

Of the three largest groups, only the Other Services category increased between 2006 and 

2011, while the other two categories experienced a slight contraction in terms of overall number 

of people. However, the next four largest groups, Health Care & Social Assistance, 

Construction, Educational Services, and Finance, Insurance, Real Estate and Leasing, all 

experienced net growth between 2006 and 2011. This growth is likely in response to the 

growing regional population.  

  

                                                        

9 City of St. Albert Economic Development, Labour Force Analysis of Selected Neighbouring Communities 

(March 25, 2014); The City of St. Albert, Economic Development Master Plan (July 2004); Millier Dickinson 

Blais, Future Industrial Land Requirements Study City of St. Albert (May 31, 2011); City of St. Albert, 2014 St. 

Albert Census. 
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TABLE 5 - St. Albert Labour Force 

 

Trade, Health Care & Social Assistance, and Construction are key industries in Alberta, and in 

fact are prominent industries in each of Edmonton, St. Albert, and nearby Spruce Grove and 

Beaumont. These three industry categories are ranked within the top five largest employment 

sectors for each of these communities. 

St. Albert's economy is highly linked to Edmonton's. In fact, according to the 2014 St. Albert 

census, 64% of St. Albert's workforce work outside the City boundaries, the majority of which 

work in Edmonton (corresponding to 51% of the total St. Albert workforce). The census found 

ST. ALBERT LABOUR FORCE (2006-2011)

Source: City of St. Albert Economic Development, Labour Force Analysis of Selected Neighbouring Communities  (March 25, 2014)

Data from Statistics Canada 2006 Community Profiles and 2011 National Household Survey Profiles.
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that 36% of working St. Albert residents are employed in St. Albert, with 32% working outside 

the home, and 4% working from home. Please refer to Figure 6 below: 

FIGURE 6 - St. Albert Residents' Location of Work 

 

A key challenge - which is a challenge facing many traditional bedroom communities of major 

cities - is balancing residential growth with a more diversified economic sector to provide 

increased local employment as well as a more balanced municipal tax base. It is known that in 

2010 the assessment split was heavily weighted towards residential (89.3%), with the non-

residential tax base at 10.7%. The aim, as set forth in CityPlan 2007, is to achieve a 

commercial/industrial split of 80% residential assessment and 20% non-residential assessment 

in order to reduce residential tax burden and diversify the economy. 

To address this challenge, the City of St. Albert has been undertaking many economic 

development initiatives to target commercial and industrial growth and attract specific industry 

sectors. It is known that since 2001, the number of businesses operating in St. Albert has 

increased over 50%. Furthermore, approximately 700 acres of land have recently been 

designated for commercial and industrial uses. As outlined within the Business Attraction 

Strategy in 2009, targeted growth areas for St. Albert include: Transportation, distribution and 

logistics; Green 'niche' manufacturing and engineering; Commercial retail; Construction; and 

Institutional and education.  

One of the key goals, and as outlined in the Economic Development Master Plan, is to retain 

and nurture expansion of existing local businesses and new local business start-ups in all 

sectors, as a means of diversifying and strengthening St. Albert's economy.  

ST. ALBERT RESIDENTS' LOCATION OF WORK (2014)

Source: City of St. Albert, 2014 St. Albert Census
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Development Activity10 

Building permits can provide a general picture of the health of the local economy and provide a 

gauge for real estate supply levels.  

Table 6 displays St. Albert's building permit fees for commercial, industrial, institutional and 

residential alterations from 2003 to July 2014. Table 7 provides a visual depiction of St. Albert's 

residential building development activity from 2003 to July 2014, in terms of value of permits 

and number of units.  

As shown in Table 6, 2013 building permit fees for commercial, industrial, institutional and 

residential alterations saw considerable increases over previous years, surpassing $1 million 

(reaching $1.24 million), which hasn't occurred since 2005 ($1.02 million). 

Over the past several years, St. Albert has experienced consistent growth in light industrial and 

commercial development. Some examples of recent commercial development include Target, 

which opened in St. Albert Centre in 2013, and a 150,000 sq. ft. Costco opened in Fall of 2013 

in the developing north end of the City. Costco is the first phase of the Erin Ridge Power Centre 

project, which is anticipated to have approximately 500,000 sq. ft. of leasable area when fully 

constructed. 

TABLE 6 - Commercial, Industrial, Institutional & Residential Alterations Building Permit Fees 

 

 

                                                        

10 City of St. Albert, Building Permit Statistics 1999-2014 

ST. ALBERT - BUILDING PERMIT FEES

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013

2014 (Jan-

July end)

Average (2003-

2013)

Commercial, Industrial, Institutional & Residential Alterations $581,747 $603,877 $1,021,406 $863,984 $721,137 $631,104 $742,286 $526,621 $526,017 $704,173 $1,237,349 $823,198 741,791$       

Source: City of St. Albert, Building Permit Statistics 1999-2014

$0

$200,000

$400,000

$600,000

$800,000

$1,000,000

$1,200,000

$1,400,000

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013

Commercial, Industrial, Institutional & Residential Alterations Permit Fees

Commercial, Industrial, Institutional & Residential Alterations Permit Fees

Attachment 1



35 

As can be observed in Table 7, 2013 was an exceptional year in terms of residential permits (for 

both number of units and permit values), considerably outpacing previous years. In terms of 

number of units, a record 825 units were recorded in 2013, as compared to 2012's 316 units, 

2011's 314 units, and 2010's 208 units. The majority of 2013's building activity can be attributed 

to apartment units which increased nearly five fold to 507 units over 2012's 118.  In terms of 

residential permit values, 2013 total values show an impressive 66% increase over 2012 

figures. This largely mirrors what has been occurring in the CMA as a whole, where multi-family 

housing starts in 2013 were documented as the second highest level on record. 

2014 year-to-date figures (to the end of July) are looking quite positive with nearly $125 million 

accounted for in residential permit values, corresponding to 488 units - of which 62% are 

apartment units.  
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TABLE 7 - Residential Building Permit Values & Units 

 

 

  

ST. ALBERT - RESIDENTIAL  BUILDING PERMIT STATISTICS

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013

2014 (Jan to      

July end)

Period Average 

(2003-2013)

BUILDING PERMIT VALUES
Single Family $66,376,250 $77,622,604 $94,439,117 $99,474,900 $101,276,000 $23,119,891 $68,728,344 $75,893,900 $74,522,800 $80,855,250 $82,385,000 $51,052,750 76,790,369$     

Semi-Detached $4,705,000 $4,010,000 $6,003,630 $28,095,500 $16,789,000 $3,787,400 $1,130,000 $5,250,000 $12,570,000 $8,000,000 9,148,948$       

Condos $5,166,006 $5,500,000 $8,696,000 $2,463,000 $14,096,115 $9,945,000 7,184,224$       

Apartments $3,400,000 $7,350,750 $9,950,000 $9,200,000 $12,650,000 $10,000,000 $11,000,000 $43,673,000 $55,852,000 13,402,969$     

Total $79,647,256 $88,983,354 $110,392,747 $142,270,400 $118,065,000 $44,465,891 $74,978,744 $77,023,900 $89,772,800 $91,855,250 $152,724,115 $124,849,750 $106,526,509

NUMBER OF RESIDENTIAL UNITS
Single Family 311 335 388 315 260 60 189 204 188 198 180 117 239

Semi-Detached 34 40 58 118 59 20 4 30 46 32 45

Condos 40 60 73 24 92 37 58

Apartments 38 81 102 43 148 96 118 507 302 142

Total 423 456 548 536 319 281 233 208 314 316 825 488 484

Sources:

City of St. Albert, Building Permit Statistics 1999-2014
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Market Trends11 

Residential Market 

In the St. Albert market during the month of June, 2014, there were a total of 100 single-family 

home sales, with an average price of $483,472 and 41 condominium sales with an average 

price of $258,515. Table 8 below displays year-to-date (YTD) sales volumes and average dollar 

values.  

While Q2 2014 single-family home sales were down slightly, the average single-family home 

price was up by 6.1%. Condominium sales have risen nearly 5%, with average prices up slightly 

reaching $265,408. Overall, total sales in Q2 2014 reached 638 units, with a sales volume of 

over $282 million, corresponding to a 7.2% annual increase. 

TABLE 8 - Residential Sales Activity 

 

According to CMHC, there were a total of 141 housing starts in the month of August 2014, as 

compared to just 19 housing starts in August of 2013 in the City of St. Albert. 2014 year-to-date 

(YTD) total housing starts are recorded at 436, down from 2013 YTD statistics of 606 total 

housing starts. However, both housing completions and total absorptions (584 completions and 

163 total absorptions) are up in YTD 2014 over YTD 2013 (231 completions and 120 total 

absorptions). 

  

                                                        

11 CMHC, Housing Market Portal; Edmonton Real Estate Board; City of St. Albert, prepared by Colliers 

International Consulting, Retail Market Analysis (2013); City of St. Albert, prepared by HVS Consulting & 

valuation Services, Hotel Demand Study (2014); City of St. Albert, Major Event Economic Impact Report (July 

2014) 

Q2 YEAR-TO-DATE ST. ALBERT SALES ACTIVITY

Units Value Units Value Units Value

Single-Family Sales 487 $475,763 493 $448,249 464 $431,653

% Change -1.2% 6.1% 6.3% 3.8%

Condominium Sales 151 $265,408 144 $264,578 125 $257,279

% Change 4.9% 0.3% 15.2% 2.8%

Total Sales Volume 638 $282,371,258 637 $263,450,148 589 $238,734,479

% Change 0.2% 7.2% 8.1% 10.4%

Source: Edmonton Real Estate Board

2014 YTD 2013 YTD 2012 YTD
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Retail Market  

While Edmonton is known as the commercial centre for the entire Capital Region, St. Albert can 

be considered a sub-regional centre, attracting not only residents from St. Albert, but also 

residents from north and west of Edmonton to its retail facilities and services. 

The City of St. Albert has over 2.2 million square feet of retail supply (2013 figure and excluding 

services such as banks, medical offices, and other similar businesses). The largest single 

merchandising category is general merchandise stores, of which there is almost 760,000 square 

feet.  The majority of the retail (particularly large-format retail) is situated in a north-south 

alignment on St. Albert Trail and adjacent properties. There is a concentrated business density 

in the downtown district. Currently, there is no retail or service commercial businesses located 

on the Ray Gibbon Drive alignment, or on major arterial roads that connect to it. 

A retail market analysis conducted by Colliers International Consulting in November 2013, found 

that there is a substantial amount of retail sales dollar leakage, with 25% of all shopping trips by 

St. Albert residents made to destinations outside the community. In fact, 47% of residents make 

weekly shopping trips outside of St. Albert.  

A commercial gap analysis found that there is a significant amount of sales leakage in motor 

vehicles parts and sales, furniture and home furnishing stores, and clothing and clothing 

accessories stores. However, as more residents move to the community, the gap between 

shopping demands and available retailers is expected to grow. 

The Colliers analysis projects that when the growth areas in St. Albert reach full build-out, some 

4.9 million square feet of retail floor area potential will be supportable by expenditures from St. 

Albert residents and designated infill Trade Area residents.  

Hospitality/Tourist Market   

St. Albert currently has a total of 304 rooms in four motel and inn properties - Horizon Motel, 

Sleep Inn Motel, Best Western Plus Inn at St. Albert, and St. Albert Inn & Suites. The majority of 

St. Albert's accommodation stock is located in two competitive inns – Best Western Plus Inn at 

St. Albert and St. Albert Inn & Suites (combined 238 rooms). 2013 annual occupancy rates are 

estimated at 70% annual occupancy for Best Western Plus Inn, and 72% annual occupancy for 

St. Albert Inn & Suites.  

HVS Consulting and Valuation Services undertook a hotel demand study in March, 2014. 

Among the items examined in the study, include meeting and group demand and the tourism 

market in St. Albert. Meeting and group demand in the St. Albert market is primarily served by 

the Enjoy Centre – a locally owned and operated lifestyle centre and greenhouse located in the 
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south end of St. Albert off Ray Gibbon Drive and the Riel Business Park – and the City’s Servus 

Credit Union Place – a multi-use facility with over 320,000 sq. ft. of recreation space.  

Servus Credit Union Place hosts youth and amateur sports tournaments and major events 

throughout the year, and attracts approximately 75,000 people to these events annually. 

However, findings indicated in the July 2014 City of St. Albert Major Event Economic Impact 

Report detail that much of this created room night demand is lost to the hotels in West 

Edmonton. In fact, it was found that for large scale events that span multiple days, St. Albert is 

losing 58% of the total hotel room stays to Edmonton. This is likely due to the limited supply of 

quality rooms in the St. Albert market combined with the proximity to the West Edmonton 

market. 

The Hotel Study drew on the variety of tourist and leisure attractions in the area, such as the 

various festivals, including the International Children’s Festival that attracts approximately 

60,000 participants over the course of five days, and the various nature and arts/cultural 

activities in the community. Through the 6 sporting events and 4 community events surveyed 

over the course of 2013 as part of the Major Event Economic Impact Report, it was found that 

these events generated a net impact of $7,041,705 within the city as well as $5,751,272 

province wide. The average event generated approximately $1.3 million in economic activity, of 

which $700,000 took place in St. Albert. It is known that such events and festivals are the main 

generators of tourism dollars in St. Albert. As such, it is important to undertake measures in 

which to grow and foster these significant events and festivals. 

The overall findings indicate that a branded limited-service hotel of upscale quality with between 

100 and 125 guestrooms is appropriate for the St. Albert market. The Campbell Business Park 

has been considered the most desirable location for development at this time, due to its 

concentration of demand generators and proximity to the Anthony Henday Drive. However, with 

Riel in a growth stage and the current meeting and group demand at the Enjoy Centre, the 

south location also has benefits and will likely be a viable site in the future. This is further 

benefited by the northern extension of Ray Gibbon Drive. The Erin Ridge area in the north end 

of the City was thought to be slightly less favourable for development at this time, predominately 

due to the fact that it is a considerable distance away from Anthony Henday Drive. Lastly, HVS 

Consulting noted that the downtown city centre is of interest for a hotel in the long term due to 

the major revitalization and redevelopment plans for the area.  
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3.0 AREA ASSESSMENT 

The City of St. Albert is continuing to grow and establish itself as a vibrant City where people 

want to live, work, visit and play. In fact, St. Albert was ranked #1 Small City to Live in Canada, 

#3 Best Place to Raise Kids, and #2 Best City in Canada overall for 2013 according to 

MoneySense magazine. In addition, St. Albert was ranked #1 Healthiest Community for 2013 in 

Canada by Reader's Digest magazine. 

Residents are increasingly attracted to St. Albert because of the high quality of life, while also 

offering the convenience of being located adjacent to the City of Edmonton. It is clear that as the 

City of Edmonton has grown, the role of St. Albert has begun to evolve.  

St. Albert is known as the "Botanical Arts City"; the scenic Sturgeon River runs through the City, 

and St. Albert has over 85 kilometres of trails, a Botanic Park, and a community that treasures 

culture and the arts. Indeed, the "Botanical Arts City" brand message conveys that St. Albert is 

a community where people enjoy a lifestyle that focuses on the outdoors, re-growth, 

sustainability, creativity, health and well-being. 

3.1 DEMOGRAPHIC PROFILE12 

While additional demographic information from the 2011 federal census can be found in Section 

8.3 'Trade Area Demographics', the consultant has highlighted a selection of demographic 

characteristics as recorded in the latest St. Albert municipal census of 2014. 

Population 

As previously noted, the City of St. Albert has a 2014 recorded population of 63,255 (as of April 

7, 2014). The City experienced a 3.71% growth rate over the past two years, increasing from 

60,994 in 2012. The 2012 to 2014 population growth rate is recorded as the highest growth rate 

since the increase from the 2000 to 2003 census period. 

  

                                                        

12 City of St. Albert, 2014 St. Albert Census (2014) 
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Age Composition 

The most populous age category is 50-64 (mature adults) with 13,474 people, corresponding to 

22.44% of the population. The next most populous age group categories include 35-49 (adults) 

at 20.52% of the population, and 5-19 (school age) at 20.19%.  

St. Albert has seen an increase in the mature section (50+) of the population over the last 10 

years, which is important to recognize when planning for future services and amenities. While 

the relative number of adults (35-49) and school age (5-19) have declined over the past 10 

years, these age group categories still account for a combined 40.71% of the City's population. 

Please refer to Figure 7 below. 

FIGURE 7: Population Demographics 

 

The average age for the entire City is 39.6, with a median age of 41. 

Housing 

The majority of St. Albert's homes are single family, accounting for 73.3% of all residential 

types. However, multi-family home types are gaining increasing importance. Currently, 13.0% of 

ST. ALBERT POPULATION DEMOGRAPHICS

Source: City of St. Albert,  2014 St. Al bert Census  
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the housing stock is apartment units, with a further 9.5% being townhouse units. It is known that 

413 apartment-style units have been added since the 2012 census.  

The average household size in St. Albert is 2.70 across all household types - with single family 

homes having an average household size of 2.96 and apartments having an average household 

size of 1.77. 

The vast majority of St. Albert's residences are owned (81%), with 15% being rented. 

TABLE 9: Occupied Dwelling Units 

 

Neighbourhoods 

Those neighbourhoods that experienced the largest increase in population from 2012 to 2014 

were in the northern end of the City, with North Ridge adding 1,029 people, and Erin Ridge 

North adding 498 people. 

It is known that the newer neighbourhoods (North Ridge and Erin Ridge North) have a lower 

average age (30.2 and 29.0 respectively), while some of the more mature neighbourhoods 

contain some of the higher average ages, such as Downtown with an average age of 64.8 and 

Mission with an average age of 54.1.  

Student Population 

According to the 2014 Municipal Census there are a total of 10,164 students in kindergarten to 

grade 12 that study in St. Albert. In terms of post-secondary education, 68% of students who 

travel to Edmonton to study are enrolled in full-time post-secondary education. 

ST. ALBERT - OCCUPIED DWELLING UNITS (2014)

Dwelling Type Units Owned Units Rented Unknown
Total 

Housing
%

Average 

Household 

Size
Apartment 1,084 1,680 250 3,014 13.0 1.77

Duplex/Fourplex 693 215 52 960 4.1 2.30

Single Family 15,449 1,012 522 16,983 73.3 2.96

Townhouse 1,637 453 122 2,212 9.5 2.14

Total 18,863 3,360 946 23,169 100.0 2.70
*Table excludes basement suites, institutions, and mobile homes

Source: City of St. Albert, 2014 St. Albert Census (2014)
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3.2 DEVELOPMENT & GROWTH TRENDS13 

St. Albert has seen relatively consistent growth over the last 20 years and is expected to 

experience healthy growth in the future, with a forecasted average annual growth rate of 2.0% 

over the next 15 years. In response to a diminishing land and lot supply, approximately 3,300 

acres of land was annexed on its north and west side from Sturgeon County in 2007, which 

provides St. Albert with the additional lands required to accommodate both residential and non-

residential growth over an approximately 20 year forecast period. 

Of importance is that 249 ha (615 acres) of the annexed land has been designated as 

employment lands, of which the City currently owns 67 ha (166 acres) of these lands. On 

January 21, 2013, Council amended the Intermunicipal Development Plan (IDP) and Municipal 

Development Plan (MDP) to designate the former Future Study Area between Carrot Creek and 

Ray Gibbon Drive on the City's west side as employment lands. 

Figure 8 shows the neighbourhoods comprising the City of St. Albert. Those neighbourhoods 

expected to accommodate substantial growth include Ville Giroux, Riverside, Erin Ridge North 

2, Jensen Lakes, Downtown, and Riel-South. In addition, future growth areas include the 

currently under application Range Road 260 Area Structure Plan (including Avenir and Elysian 

Fields), and the designated Employment Lands on the west side of the City, adjacent to Ray 

Gibbon Drive.  

Future development in the west, southwest and downtown is contingent upon a new sanitary 

mainline to be installed from downtown to the lift station at the east end of the City. Engineers 

are currently looking at various options, including other temporary solutions. It is anticipated that 

at the very earliest, a solution may be in place by 2017. 

As a note, the 32 ha City owned land parcel, west of Jensen Lakes and the Strata parcel - 

referred to as the "Badger" lands - have no plans to date. Future uses will be limited as no direct 

access off of Villeneuve Road will be available. This parcel will be accessed through a collector 

road through residential lands.  

  

                                                        

13 City of St. Albert, Planning & Development; City of St. Albert, St. Albert Growth Projections (March 2014); 

City of St. Albert, St. Albert Downtown Redevelopment Plan (2010); City of St. Albert, Planning & Development 
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FIGURE 8: St. Albert Neighbourhoods 

 

  

ST. ALBERT NEIGHBOURHOODS

Source: City of St. Albert (June, 2014)
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Commercial land uses are largely concentrated along St. Albert Trail. The area fronting St. 

Albert Trail, north of Villeneuve Road consists of a growing linear zone of largely "power centre" 

type commercial uses - characterized by large stand-alone retail buildings and smaller 

commercial retail units. This includes the developing Erin Ridge Power Centre, and the complex 

on the west side of St. Albert Trail containing such large format retailers as Walmart, The Home 

Depot, Future Shop, and Save on Foods. Currently, there is a 6.76 ha (16.7 acre) site located 

on the west side of St. Albert Trail, north of the Walmart/Home Depot complex, but south of the 

intersection of Everitt Drive North, that is going through redistricting and subdivision, with plans 

for Commercial Corridor (CC) development. 

Current industrial land uses are predominately situated in the Campbell Industrial Park in the 

southeast corner of the City, as well as the Riel Business Park, which is bounded by the CN rail 

line, the Sturgeon River, Levasseur Road and Ray Gibbon Drive. 

St. Albert’s Municipal Development Plan outlines the goal to develop a controlled, managed 

growth strategy that meets future needs, is environmentally sound and preserves the unique 

character of St. Albert. Higher density and innovative approaches to neighbourhood 

development is encouraged. Land use policies outline that new development areas must have a 

minimum of 30 residential dwelling units per net residential hectare and a minimum of 30% 

medium and/or high density residential, the proportion of medium and high density to be 

determined at the Area Structure Plan stage. 

In terms of future growth activity, Table 10 shows the City of St. Albert's latest growth 

projections broken down by neighbourhood. The City has been working with developers on a 

number of Area Structure and Redevelopment Plans. The following figures are based on 

estimates from the proposed plans. 

As can be observed, there are approximately 1,056 ha (2,609 acres) of developable land in the 

City of St. Albert, which has been forecasted to accommodate a population approaching 30,000, 

and nearly 10,000 jobs.  This development activity is expected to take place over the next 5 to 

25 years. 

In terms of future commercial and industrial development, the majority of such development will 

occur on the non-residential and/or mixed use designated lands including: The 220 ha (554 

acre) Employment Lands, the 57 ha (141 acre) South Riel lands, the 47 ha (116 acre) 

Downtown area, and the 43 ha (106 acre) Elysian Fields.   

A significant amount of the residential growth is to be accommodated in medium/high density 

housing formats. In fact, approximately 63% of the forecasted residential units are marked for 

medium/high density housing formats. This supports the municipal goals as expressed in the 

MDP.  
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TABLE 10: Projected Growth 

 

Downtown Area Redevelopment Plan14 

As identified in Table 10,  the downtown area of some 47 ha  (116 acres) of developable area is 

estimated to add approximately 5,100 people, and 2,000 jobs over a 25 year period. 

Much of this growth has stemmed from recommendations put forth within the Downtown Area 

Redevelopment Plan (DARP), which was approved by Council on August 16, 2010. The DARP 

is a strategic planning document that sets the context and vision for future development and 

                                                        

14 City of St. Albert, St. Albert Downtown Redevelopment Plan (2010); City of St. Albert, Input Needed on 

Downtown Parking; City of St. Albert, Land Use Bylaw 9/2005 Part 11- Downtown District 

 

ST. ALBERT FUTURE DEVELOPMENT - PROJECTIONS

ASP
Developable Area 

(ha)
Population

Low Density 

Housing

Medium/High 

Density Housing

Non-Residential 

Land (ha)
Potential Jobs *

Time to full Dev't 

(years)
Approved ASP

Erin Ridge North 2 56 2,089 380 606 11 242 10

Jensen Lakes 151 5,070 1,241 878 11 242 15 �

North Ridge Phase 2 37 2,683 368 686 0 0 5

West ASP - Avenir 82 2,416 536 741 10 211 15

West ASP- Elysian Fields 99 1,602 285 438 43 946 20

Employment Lands 249 0 0 0 220 4,840 20

South Riel 91 1,367 0 720 57 1,254 10 �

Ville Giroux 30 1,409 85 661 5 110 10 �

Riverside 214 7,183 2,034 511 1 20 15 �

Downtown 47 5,100 0 3,100 47 2,000 25 �

Total: 1,056 28,919 4,929 8,341 405 9,865

Assumption: 22 jobs per gross ha of non-residential land (Future Industrial Land Requirements Study).

ST. ALBERT PROJECTED GROWTH - PEOPLE & HOMES

2018 2023 2028 2033 2018 2023 2028 2033

Erin Ridge North 2 1,045 1,045 493 493

Jensen Lakes 1,690 1,690 1,690 706 706 706

North Ridge Phase 2 2,683 1,054

West ASP - Avenir 805 805 805 426 426 426

West ASP- Elysian Fields 401 401 401 401 181 181 181 181

Employment Lands 0 0 0 0 0 0 0 0

South Riel 684 684 360 360

Ville Giroux 705 705 373 373

Riverside 2,394 2,394 2,394 848 848 848

Downtown 1,020 1,020 1,020 1,020 620 620 620 620

Total: 11,427 8,744 6,310 1,421 5,061 4,007 2,781 801

Note: Numbers may not always add up due to rounding and longer development timeframes for Downtown.

ST. ALBERT PROJECTED GROWTH - JOBS

2018 2023 2028 2033

Erin Ridge North 2 121 121

Jensen Lakes 81 81 81

North Ridge Phase 2 0

West ASP - Avenir 70 70 70

West ASP- Elysian Fields 237 237 237 237

Employment Lands 1,210 1,210 1,210 1,210

South Riel 627 627

Ville Giroux 55 55

Riverside 7 7 7

Downtown 400 400 400 400

Total: 2,808 2,808 2,005 1,847

Assumption: 22 jobs per gross ha of non-residential land (Future Industrial Land Requirements Study)

Note: Numbers may not always add up due to rounding and longer development timeframes for Downtown.

Source: City of St. Albert, St. Albert Growth Projections (March 2014)

ASP
Population Homes

ASP
Jobs

Attachment 1



47 

redevelopment in the downtown area over the next 25 years. The goal is for St. Albert's 

downtown to evolve as a complete community and play an increasingly important role as a civic, 

cultural and commercial hub. 

The St. Anne Street realignment is the first phase of implementation for the DARP. Also 

underway, and as part of the DARP, is a Downtown Parking Management Study that will inform 

the development of a Parking Strategy Work Program. These will ultimately be used to help 

develop appropriate downtown parking regulations, parking management strategies, and guide 

future parkade development. 

As identified in the St. Albert land use bylaw, "Part 11 - Downtown District", at this time the 

Downtown District encompasses the character areas of Perron Street and Gateway on the Trail 

(with the Riverfront and Millennium Heights character areas to be included at a later date). The 

Perron Street character area will provide the primary area for active street level commercial 

retail uses with moderately scaled buildings characterized by continuous storefront retail and 

pedestrian-oriented development. The Gateway area will provide for an area of active street 

level uses and a wide variety of uses including residential, office, commercial and retail uses 

that are of a scale and density appropriate to its location along or adjacent to St. Albert Trail - 

the gateway to downtown. The landmark site within the Gateway character area has been 

earmarked for 10 to 25 storeys, while the landmark site for the Perron Street character area has 

been earmarked for 5 to 12 storeys in the northern portion of the site. 

Please refer to Figure 9 for a conceptualization of the Downtown District as identified in the City 

of St. Albert Land Use Bylaw 9/2005. 
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FIGURE 9: Downtown District 

 

The Millenium Heights character area includes the Grandin Park Plaza redevelopment site. 

Amacon Developments is the owner of the Grandin Park property, with current plans to build an 

'urban village' of residential, retail and office over a 10-11 year timeframe. The redevelopment is 

anticipated to add 2,800-3,300 residents at full build-out, as well as 8,130 sq. m. of retail and 

6,800 sq. m. of office (which consists of the existing on-site office building which will be 

revitalized).  

 

Ci ty of St. Albert, Land Use Bylaw 9/2005, Part 11 - Downtown District
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3.3 TRANSPORTATION CONSIDERATIONS15 

As previously identified, the City of St. Albert has direct connections to major transportation 

networks and facilities, including convenient access to the international airport, rail connections, 

and major highway corridors, including the Anthony Henday ring road. The City has a well 

developed arterial roadway network; a beneficial component for commercial/entertainment 

facilities.  

Road Network 

In response to the anticipated population growth, it is known that the City's road network will 

need to be expanded in the future. One of the guiding principles in the City's 2009 

Transportation Master Plan (TMP) is to expand St. Albert's arterial roadway network in a 

strategic and measured way. This includes possible upgrades to the twinning of two-lane 

roadways, developing new arterial extensions in currently undeveloped areas and connecting its 

arterial grid to roadways overseen by other jurisdictions such as the provincial highway network, 

Edmonton's arterial network and Sturgeon County roadways. 

Prominent roadways in and around St. Albert include: 

Anthony Henday Drive (Alberta Provincial Highway No. 216): As previously noted, St. Albert is 

separated from Edmonton by Anthony Henday Drive, a major transportation and utility corridor. 

The northeast portion is currently under construction and is expected to be completed in 

November 2016, at which time the entire ring road will be complete. The northwest portion of 

the ring road, which opened in November 2011, abuts the City of St. Albert. The Anthony 

Henday is being built to reduce congestion and facilitate the movement of increasing commuter 

traffic in and around the City of Edmonton.  

St. Albert Trail: St. Albert Trail is the central corridor serving both residents and visitor travel 

needs to destinations within and beyond city borders. It is a continuous north-south arterial 

roadway that extends from the south city limit to the north city limit and continues north as 

Highway 2. At present, St. Albert Trail carries the majority of the truck and commuter traffic 

                                                        

15 City of St. Albert, UMA, AECOM, Transportation Master Plan 2008 (April, 2009); City of St. Albert, LRT 

Consultation Planning Study (2014); Metro, St. Albert Starts Discussions with Residents on Proposed LRT Route 

(June 18, 2014); City of St. Albert Transit, Transit Long Term Department Plan 2013-2027 (2013); City of St. 

Albert, What is a SMART City; City of St. Albert, Proposed Corporate Business Plan 2013-2015 (October 2012); 

City of St. Albert, Downtown Area Redevelopment Plan Bylaw 5/2010 (2010); City of St. Albert, St. Anne Street 

Realignment; City of St. Albert, Engineering Services; City of St. Albert Engineering Services,  2012 Arterial 

Roadway Average Daily Volume (January 2013) 
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through St. Albert. The City has been working on the longer term re-visioning of St. Albert Trail 

from a highway and thoroughfare to The Botanical Arts commercial lifeline of St. Albert, along 

with installing better way-finding and signage throughout the city. 

Ray Gibbon Drive: Ray Gibbon Drive has recently been extended north to Villeneuve Road from 

its previous terminus at Giroux Road. This is referred to as Ray Gibbon Stage 3, which opened 

to the public November 2013. Ray Gibbon Drive currently consists of single lanes from the 

south boundary to Villeneuve Road. Its completion is a significant enabler to open up the future 

development lands in the western environs of the City. 

Future plans are for Ray Gibbon Drive to be widened and further extended to connect with 

Highway 2 and Highway 37 to the north. This extension will act to divert much of the truck and 

commuter traffic that currently travels through the centre of the City on St. Albert Trail. This 

extension also has implications for future development in the City - especially development of a 

commercial nature. The future phases of this project are the responsibility of the Province, and 

at this time, the timing of the extension is not yet known. 

St. Anne Street:  One of the recommendations within the 2010 Downtown Area Redevelopment 

Plan (DARP) is to realign St. Anne Street within the downtown core to provide more mobility 

options for all modes of transportation (pedestrians, cyclists, transit and vehicles), connect 

multiple areas of downtown,  offer access to future development, redevelopment and riverfront 

development, and help transform the proposed Millenium Square and Lions Park spaces into 

focal landmarks for City festivals and events. This will be the first phase of implementation for 

the DARP. This initiative is designed to improve the downtown core which is the heart of the 

community and the civic, cultural and social hub of St. Albert.  

Stage 1 of the realignment will consist of St. Thomas Street to Taché Street (see Figure 10). 

The project is currently in the design stage, and construction is being planned in two phases, 

with an expected commencement date of May 2015 (May to October 2015 - New road and utility 

moves; May to October 2016 - Changes to existing St. Anne Street to tie in to new extension). 
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FIGURE 10: St. Anne Street Realignment 

 

Traffic Counts 

The City's most recent traffic counts of the major arterial routes are from 2012. The City is in the 

process of updating this data, which is expected to be available towards the end of the year. In 

addition, the City is currently updating its Transportation Master Plan (TMP). A draft TMP is 

expected to presented to Council in October 2015. Throughout 2015, the City will be gathering 

and reviewing traffic data, researching best practices and soliciting public input to inform the 

TMP update. 

As can be expected, St. Albert Trail experiences high average daily traffic volumes. In 2012, the 

greatest vehicle traffic area was on St. Albert Trail between St. Anne Street and St. Vital 

Avenue, where an average daily traffic volume of 56,704 was recorded (combined directional 

volumes). As can be anticipated, another very high traffic area is the very south end of St. Albert 

Trail due to the high levels of commuter traffic. 

 

  

Ci ty of St. Albert, St. Anne Street Realignment
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FIGURE 11: St. Albert Trail - Arterial Roadway Average Daily Volume 

 

While in 2012, Ray Gibbon Drive was experiencing an average daily traffic volume of 14,147 in 

the south end of the City (LeClair Way to the southern border of St. Albert), it will be interesting 

to compare the change in traffic volume now that Ray Gibbon Drive has been extended to 

Villeneuve Road. Indeed, with the future plans for Ray Gibbon Drive to be widened and further 

extended to connect with Highway 2 and Highway 37 in the north, the traffic patterns and 

volumes are expected to be significantly altered in the future once this project is complete, and 

with the expected development in the western environs of the City. 

  

ARTERIAL ROADWAY AVERAGE DAILY VOLUME (2012)

City of St. Albert Engineering Servi ces , 2012 Arterial Roadway Average Daily Volume  (Ja nuary 2013)
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FIGURE 12: Ray Gibbon Drive - Arterial Roadway Average Daily Volume

Transit 

Public transit is an important community service that plays a valued role in the daily lives of 

many residents and in the general health and vitality of the business community. 

Albert is still very much an automobile

shifting in and around the major centres of Alberta.

buyers are placing emphasis on and favouring proximity to transit when making locational 
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Arterial Roadway Average Daily Volume 

Public transit is an important community service that plays a valued role in the daily lives of 

neral health and vitality of the business community. 

bert is still very much an automobile dominated community, the transportation culture is slowly 

shifting in and around the major centres of Alberta. More and more businesses and home 

re placing emphasis on and favouring proximity to transit when making locational 

 

Public transit is an important community service that plays a valued role in the daily lives of 

neral health and vitality of the business community. While St. 

dominated community, the transportation culture is slowly 

More and more businesses and home 

re placing emphasis on and favouring proximity to transit when making locational 
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decisions. St. Albert recognizes that transit is a core component of the community that must be 

investigated and accommodated in future land use planning decisions.  

St. Albert's public transportation system is operated by St. Albert Transit (StAT), which currently 

has a fleet of 55 buses. In 2011, transit ridership was well over 1.2 million passengers. 

It is known that St. Albert's transit ridership growth has outpaced population growth in recent 

years.  As demonstrated in Table 11, transit ridership in St. Albert has grown an average of 

3.7% per year between 2002 and 2006, before declining to an average growth of 2.1% between 

2006 and 2011. This is compared to St. Albert's overall population growth, which grew at an 

average of 1.4% per year over the same period. This shows that a portion of new ridership is 

the result of "modal shift" - individuals who switch to transit from the automobile for some of their 

transportation needs.  

TABLE 11: Transit Ridership 

 

Based on results of the St. Albert Transit 2011 Customer Satisfaction and On-Board Ridership 

surveys, it was found that the vast majority of respondents (89%) identified themselves as 

frequent users of transit riding more than 3 days a week. The principle reasons for using transit 

is that it costs less than driving, it is more convenient than driving, or they feel it is more 

environmentally friendly alternative to driving. Furthermore, the majority of riders are using 

transit to commute to work (52%) or to attend a post secondary institution (43%).  

St. Albert is on the cutting edge and a known leader in implementing transit technology. This 

includes NextBus, which provides real time information that identifies the arrival time of any 

route to any bus stop location, and Google Trip Planning, which allows passengers to access 

origin-to-destination routing information online. Information is linked with Edmonton Transit and 

ST. ALBERT TRANSIT RIDERSHIP GROWTH (2002-2011)

Source: City of St. Albert Transit, Transit Long Term Department Plan 2013-2027  (2013).
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other regional partners to provide comprehensive point-to-point trip planning information for the 

entire region. St. Albert is embracing such SMART City initiatives, recognizing that the world is 

evolving towards a digital, connected society. Technology and advanced data analytics are 

used to achieve lifestyle benefits for residents, provide an array of economic opportunities, and 

provide a more efficient governance. 

A principle challenge facing St. Albert Transit is the growing operating expenses, which in 

recent years has outpaced the growth in ridership and the growth in overall population (please 

refer to Table 12). The consistent challenge is to meet the growing demands of ridership, while 

offering a competitive and viable alternative to the automobile. 

TABLE 12: Transit Percentage Increases Year to Year 

 

In recognition of the long term limitations of the arterial roadway network, in combination with 

the changing nature of travel, the TMP outlines several guiding principles to enhance St. 

Albert's transit choices. This includes: 

• Introducing transit priority measures along St. Albert Trail. 

• In the medium term, transforming St. Albert Trail into a transit corridor by introducing 

exclusive transit lanes.  

• In the longer term, and in cooperation with regional neighbours, efforts will be made to 

support the extension of Light Rail Transit (LRT) service along St. Albert Trail to the 

northern reaches of the City.  

ST. ALBERT TRANSIT PERCENTAGE INCREASES YEAR TO YEAR

(2002-2010)

Source: City of St. Albert Transit, Transit Long Term Department Plan 2013-2027  (2013).
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Currently, the City of St. Albert in partnership with AECOM, is undertaking an LRT 

Planning Study, and has hosted two Open Houses in June 2014 to discuss the long term 

strategic plans for the possibility of LRT in the City. The goal of these Open Houses was 

for AECOM to gather citizen feedback on the criteria for corridor selection and which 

locations should be reached by the LRT. To date, AECOM has identified some locations 

or touch points that are important, including:  

o Campbell Road Transit Centre and Park'n'Ride (the end point of the NW 
LRT from Edmonton at Campbell Road and 153 Avenue) 

o Downtown St. Albert 

o Big box shopping areas 

o The Employment Lands 

o Servus Place 

o The Sturgeon Community Hospital 

While very much in the early stages, the plan is to connect to Edmonton's LRT line 

sometime after 2029. The LRT Planning Study is anticipated to be completed by late 

2015. 

 

3.4 POPULATION GROWTH
16

 

Table 13 outlines historical (2003-2014) and projected (2015-2035) population growth figures for 

the City of St. Albert, Edmonton Census Division 11, and the Province.  

For the City of St. Albert's forecasted population estimates, the consultant has implemented the 

annual growth rates (Base Scenario) as recorded in the City's Growth Projections document 

dated March, 2014, and has projected population increases from the City's 2014 population 

estimate of 63,255 (as recorded in the 2014 Municipal Census).  

The Edmonton Census Division 11 (Region) and Provincial population growth figures have been 

sourced from Alberta Treasury Board and Finance, prepared by Economics, Demography and 

Public Finance in June 2014, and implements the medium growth scenario. 

                                                        

16 City of St. Albert, St. Albert Growth Projections (March, 2014); City of St. Albert, 2014 St. Albert Census 

(2014); Alberta Treasury Board & Finance (June 2014) 
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These population projections represent a plausible progression of the population, based on the 

current population base and assumptions regarding future demographic developments, such as 

birth rates, death rates, and migration trends. 

As can be observed, St. Albert's population has been growing at a slower rate as compared to 

both the Region and Province. Throughout the forecast period, the Region and Province show 

similar trends in growth rates, with the Region slightly edging out the Provincial growth rates.  

As recorded by the 2014 Municipal Census, St. Albert has reached a population of 63,255, a 

total growth rate of 3.7% between 2012 and 2014  (which is a higher growth rate than has been 

observed in recent years). In fact, the population growth rate for 2012 to 2014 is the highest 

growth rate since the increase from the 2000 to the 2003 census period.  

It has been projected that St. Albert will experience strong growth rates in the mid-term reaching 

a peak projected annual growth rate of 3.4% in 2017. This is in response to a robust regional 

economy and the extent of upcoming development projects within the City. As consistent with 

both the Region and Province, growth rates are expected to slow gradually in the mid to long-

term because of moderating net migration, lower fertility rates and population aging. 

Between 2014 and 2035, St. Albert is anticipated to expand its population base by 44%, 

reaching  a population of 91,000 in 2035. This corresponds to an average annual growth rate of 

1.7% between 2014 and 2035. 

With this anticipated growth in population, opportunities for further business development in 

commercial and industrial sectors will be made available. 
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TABLE 13 - Population Growth - Historical & Forecasted 

 

POPULATION GROWTH - HISTORICAL & FORECASTED
2003 2005 2008 2010 2012 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2030 2035

City of St. Albert 54,588 56,310 58,501 60,138 60,994 63,255 64,801 66,724 68,965 70,745 72,305 73,732 75,036 76,478 77,744 79,209 80,195 86,040 91,000

St. Albert Avg. Annual Growth Rate 1.6% 1.3% 1.4% 0.7% 1.8% 2.4% 3.0% 3.4% 2.6% 2.2% 2.0% 1.8% 1.9% 1.7% 1.9% 1.2% 1.4% 1.1%

Edmonton Census Division 11 1,041,586 1,083,442 1,175,560 1,227,761 1,285,083 1,370,750 1,406,040 1,436,765 1,468,095 1,498,260 1,527,130 1,556,045 1,584,970 1,613,680 1,642,140 1,670,595 1,698,290 1,834,115 1,966,725

Census Division 11 Avg. Annual Growth Rate 2.0% 2.8% 2.2% 2.3% 3.3% 2.6% 2.2% 2.2% 2.1% 1.9% 1.9% 1.9% 1.8% 1.8% 1.7% 1.7% 1.6% 1.4%

Alberta 3,182,852 3,321,638 3,595,755 3,732,573 3,888,739 4,140,155 4,244,235 4,335,140 4,423,815 4,508,870 4,589,640 4,669,135 4,747,015 4,824,230 4,900,625 4,977,275 5,053,015 5,424,530 5,786,060

Alberta Avg. Annual Growth Rate 2.2% 2.7% 1.9% 2.1% 3.2% 2.5% 2.1% 2.0% 1.9% 1.8% 1.7% 1.7% 1.6% 1.6% 1.6% 1.5% 1.4% 1.3%

Source: City of St. Albert, St. Albert Growth Projections  (March 2014); City of St. Albert, 2014 Census; Alberta Treasury Board & Finance (June 2014)
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4.0 ENTERTAINMENT INDUSTRY OVERVIEW 

For purposes of this study, entertainment has been defined as: "Those activities that people 

engage in outside of the home in their leisure time". 

While entertainment can encompass a wide variety of activities, they have been narrowed down 

to 6 categories, including: 

Spectator Entertainment Establishments - Establishments intended for live theatrical, 

musical or dance performances; or the showing of motion pictures. 

Heritage Establishments - Establishments primarily engaged in preserving and exhibiting 

objects and natural wonders of historical, cultural, scientific and educational value for public 

viewing. 

Amusement and Recreation Establishments - Establishments operated for the purpose of 

furnishing entertainment or recreation to the public,  and where patrons are active participants. 

Drinking Place Establishments - Establishments primarily engaged in preparing and serving 

alcoholic beverages for immediate consumption, which may also provide limited food services. 

Casinos & Other Gambling Establishments - Establishments for patrons to participate in 

gaming opportunities as the principal use. 

Spectator Sports Establishments - Establishments intended for sports and athletic events 

which are held primarily for public entertainment, where patrons attend on a recurring basis. 

 

While these establishments have been known to operate in isolation, increasingly, such uses 

can be found in mixed-use complexes or districts, including: 

4.1 URBAN ENTERTAINMENT CENTRE17 

An Urban Entertainment Centre (UEC) is defined by the Urban Land Institute as a new form of 

shopping centre that must contain three basic components: at least one pure entertainment 

attraction, usually a new generation cinema complex; theme restaurants; and entertainment-

                                                        

17 Urban Land Institue, Developing Urban Entertainment Centers; Forrec, Entertainment Centres The Value of 

Fun; White Hutchinson, Children's Edutainment Centers: Learning Through Play 
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oriented shops in a coordinated, intensely sociable environment that draws large and diverse 

audiences throughout the day to activate the space. 

UEC's exist in numerous permutations with varying sizes and mixes of retail, entertainment, and 

dining facilities. In each case, particularly the successful developments, the project is a 

reflection of the city’s character and the market’s orientation. In an increasingly competitive and 

complex retail environment, UEC’s go beyond the conventions of the traditional regional or even 

super-regional shopping mall in the attempt to create a “destination” oriented facility which 

draws people from an expanded market segment and aims to keep them involved at the facility 

for longer periods of time.  

Generally, a UEC combines three elements which include: entertainment - experiential 

consumption, dining – literal consumption, and retail – acquisition consumption, into one 

integrated complex. In UEC's, these elements are not only compatible, they are complementary. 

While retail and dining facilities may be fairly self explanatory, the entertainment category can 

be complex to define in the context of a UEC but can include: casinos, cinema complexes, 

dinner theatres, educational facilities (“edutainment”, such as museums and aquariums), family 

entertainment centres, high-tech gaming arcades, indoor theme parks, live performance 

theatres, nightclubs, specialty-format cinemas, and sports venues. This will be further explored 

below. 

In order to achieve “destination-ness” these developments must find some balance in the 

percentage of area that is allocated to each of these primary categories (retail, dining, and 

entertainment). Although what is perhaps more important to a UEC is the project’s location and 

how well tailored its unique theme and activities are to a given market. Projects such as 

Universal City Walk present a decidedly Hollywood movie themed facility, whereas Forum 

Shops at Caesars Place presents an Ancient Rome-themed streets and shopping areas. The 

individuality of these projects demonstrates why there is no cookie-cutter solution. This tends to 

create complications and difficulties in arriving at the right tenant mix and theme for such a 

project.  

Urban entertainment often requires some form of public/private partnership to be successful. 

These partnerships generally provide an efficient way to achieve both public and private goals. 

It is also known that UEC projects require higher visitation levels than traditional shopping 

centres as the construction and operating costs are typically higher and because customers 

spend less per capita for entertainment than they do for retail goods sold at traditional retailers. 

As such, there is a definite challenge to determine the locations, mix of activities, financing 

structures, and partnerships in UEC projects. 
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There are various types of entertainment that can be found in UEC's, including ambient 

entertainment, impulse entertainment, and destination entertainment: 

Ambient entertainment serves to set the mood, defining the UEC's role as a leisure destination, 

where visiting the centre in itself is enjoyable - even if one does not patronize any of the stores 

on-site. Ambient entertainment serves to extend the duration of visits and encourages patrons 

to linger and browse. Ambient entertainment can be in the form of festive architecture, free 

"street" performances, such as street musicians/actors/magicians/jugglers, arts and crafts 

festivals, traveling museum displays, etc. 

Impulse Entertainment provides visitors with opportunities for spontaneous experiences, and 

includes such attractions as carousels, rock-climbing walls, bungee-trampolines, etc. Other 

impulse entertainment attractions such as motion simulators and virtual realty and video games 

are generally operated as dedicated attractions or within entertainment venues like indoor 

theme parks, family entertainment centres, and high tech game centres. 

Destination Entertainment venues tend to draw the majority of traffic to a UEC and includes 

such uses as casinos, cinema complexes, dinner theatres, educational facilities 'edutainment', 

family entertainment centres, high-tech game centres, indoor theme parks, live performance 

theatres, nightclubs, and sports venues. Common elements of these venues are that they 

generally attract large crowds of people at the same time and tend to appeal to a broad 

demographic range.  

Destination entertainment venues in themselves are sometimes operated in isolation, or as 

components of an entertainment complex or district.  

The following defines a selection of these Destination Entertainment Venues: 
 

• Family Entertainment Centres (FECs) – These venues can range from 20,000 sq. ft. to 
100,000 sq. ft., and typically comprise a number of impulse entertainment attractions 
that can include video games, redemption games, virtual reality experiences, motion 
simulators, rock climbing walls, miniature golf, go karts, and batting cages, which when 
combined in combinations, create a destination entertainment venue. FECs have a 
traditional suburban stand-alone format. They can be indoor and/or outdoor facilities.  
 

• High-Tech Game Centres – Indoor facilities that contain interactive computer, simulation, 
and online games. They tend to range from 30,000 sq. ft. (such as Dave & Busters and 
Game Works), to 100,000 sq. ft. (such as DisneyQuest). Characteristics of these centres 
include providing cutting-edge games in combination with traditional games such as 
billiards and darts to appeal to a wide variety of interests. They have a greater adult and 
nighttime orientation as compared to FECs, and typically include sophisticated food and 
beverage options. In addition, they typically are developed as brand-name chains by 
well-funded entertainment companies, and they tend to be located within UEC 
complexes and districts. 

Attachment 1



62 

 
• Educational Facilities, or “Edutainment” – This has emerged as a unique category of 

destination entertainment. This can include traditional establishments such as marine, 
zoological and botanical parks, and science and children's museums, as well as the 
relatively new facilities including Lego Land Discovery Centre, and Kidzania (please 
refer to Appendix 1 for further descriptions). Today, facilities are being specifically 
designed for edutainment, providing ways for kids to learn and have fun at the same 
time.  

 
Urban Entertainment Centres generally fall into two broad categories: districts and complexes, 

the latter includes a variety of notable subtypes. What distinguish these categories are the 

processes and players responsible for their development as well as differences in form, 

operation, and location. These two categories will be explored further below. 

4.2 ARTS/CULTURAL/ENTERTAINMENT DISTRICT
18

 

Building upon the above, the consultant has more closely examined the Entertainment District, 

which often times incorporates arts and cultural type uses. 

These districts are generally located in urban areas (most notably within downtown centres) that 

have often been revitalized and/or repositioned as leisure destinations through the development 

and renovation of properties and public spaces and the attraction of desirable tenants. They are 

usually one block and lager, and the major players involved include various property owners; 

retail developers; entertainment, restaurant, and retail companies; municipalities and 

government agencies.   

In major metropolitan areas, the 'anchor' for such redevelopment may take the form of regional 

destinations like stadiums, arenas, and convention centres, many of which are entertainment 

oriented. In smaller communities, often times smaller-scale amenities, such as a cinema 

complex that draw from a smaller market area, are sufficient to spur rejuvenation. In addition, 

cultural facilities are increasingly being seen as anchors for downtown entertainment type 

districts. In smaller communities, it is often historic and cultural attractions in their downtowns 

that are leveraged.  

While these districts have been known to emerge organically through a 'snowball' effect (as 

businesses are drawn to one another through synergistic partnerships), in the majority of cases, 

these districts emerge through municipal efforts to revitalize downtown centres or other urban 

areas. 

                                                        

18 Urban Land Institute, Developing Urban Entertainment Centers; Americans for the Arts, Cultural Districts 
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Such districts share these core characteristics: 

• Are unique to the character, community, and resources available locally. 

• Have a considerable economic impact on cities - attracting businesses, tourists and local 

residents to a central part of the city. 

• Can aid in the revitalization of neighbourhoods and increase the quality of life for its 

residents. 

• Act as a vehicle to assist in the support and marketing of local nonprofit cultural 

organizations. 

• Serve as a focal point to brand a city's unique cultural identity. 

 

There are numerous arts/cultural/entertainment districts located throughout Canada.  As 

previously described, many of these are situated in downtown districts which were in need of 

revitalization.  

Indeed, St. Albert currently has several individual components of an arts and cultural district in 

its downtown core with the art gallery, Musée Heritage museum, Arden Theatre, and its 'art in 

public spaces' program.  

As another local example, the future Edmonton Arena District, in downtown Edmonton is 

envisioned to possess many qualities of an entertainment district. Once completed, it will consist 

of an 18,647 seat Rogers Place Arena, a community ice rink to hold 1,000 spectators, a public 

plaza, a variety of dining and retail establishments, a Delta Hotel, two office towers, and 

residences. As part of the conceptualization of the district, both a movie theatre complex and 

casino have also been envisioned. 
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 FIGURE 13: Edmonton Arena District 

 

Please refer to Appendix 1 for a case study of several successful examples of entertainment 

districts.  

  

Edmonton Arena District
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4.3 ENTERTAINMENT COMPLEX/HYBRID COMPLEX19 

Entertainment complexes differ from entertainment districts in several ways. Such complexes 

are cohesive, managed properties with tenants, not unlike a traditional retail centre, whereas 

entertainment districts typically encompass an area with numerous autonomous property 

owners and developers. In addition, complexes can be located outside urban areas - on "green 

field" sites in the suburbs or at resort locations - as well as in the city. Entertainment complexes 

can often be found as components of entertainment districts. 

Entertainment complexes differ from traditional retail centres in that they have a greater 

emphasis on entertainment, dining, and entertainment-oriented retail in terms of tenant mix. 

They also require a higher level of reinvestment and refreshment of amenities to maintain 

excitement over traditional shopping centres. 

These entertainment complexes are often referred to as 'hybrid complexes' of an entertainment-

retail orientation. Recreation type uses may also be incorporated into such complexes with the 

aim to capture people's attention and time. 

More recently, such hybrid complexes have been seen to encompass a clustering of 

entertainment-related facilities in combination with power centres and also lifestyle oriented 

shopping complexes.  

One of the greatest examples of a hybrid complex can be found right in Edmonton - the West 

Edmonton Mall (WEM) - approximately 17.3 kilometres south of downtown St. Albert. The WEM 

contains 5.3 million square feet of space with more than 800 stores and services, a wide variety 

of entertainment attractions, two hotels, and over 100 dining venues. It is the province's number 

one tourist attraction, with an average annual visitation of approximately 30.8 million. 

Entertainment uses include the world's largest indoor amusement park, a water park with the 

world's largest indoor wave pool, an aquarium, ice rink, 2 miniature golf courses, a 13 screen 

movie theatre, dinner theatre, bowling and billiards, casino, and a bingo hall. 

The WEM will be further explored in the supply analysis section of the report, and is also 

identified in Appendix 1 - which profiles several examples of successful entertainment 

complexes throughout the world. 

                                                        

19 Urban Land Institute, Developing Urban Entertainment Centres; Forrec, Entertainment Centres The Value of 

Fun; ICSC, Shopping Centre Classifications (2011) 
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4.4 GENERAL INDUSTRY TRENDS 

With the increasing prevalence of home-based entertainment activities (for example, Netflix, 

online video streaming, home theatre systems, 3D tv, video game consoles, etc.), it has forced 

some challenges on particular entertainment venues – including arcades, high tech gaming 

centres, and movie theatres. Some of these venues have responded by adapting to the 

changing times. For example, many of the major movie players have upgraded their amenities, 

including Cineplex's Ultra AVX (immersive sound, reserved seating in larger rocker seats), as 

well as VIP theatre experiences. Some of the amenities of the VIP experience include wide 

leather high-back chairs, in-seat food and drink service, and reserved seating. Typically, each 

seat has a table with armrests that can lift up. Servers take your food/drink orders at your seat. 

In addition to the regular movie theatre fare, VIP consumers can also order additional gourmet 

fare. As there are bars serving a variety of alcoholic beverages, there is a 19 year and over age 

restriction for the VIP experience. According to the director of communications for Cineplex, the 

VIP theatres are very popular, usually the first to sell out on opening nights. 

Similarly, with the emergence of e-retailing and changing consumer preferences, traditional 

shopping centres have been reinventing their approach, increasingly adopting a lifestyle and 

entertainment orientation in combination with retail components. Traditional shopping centres 

are being transformed into more of a social gathering place, with the retail and entertainment 

components working together to create a complementary and synergistic partnership to capture 

visitors and increase both dwell times and expenditures. As such, mixed-use complexes 

blending retail, cutting edge entertainment/recreation components, and in some cases 

hospitality components, have emerged.  

In summary, while the proliferation of online and home-based entertainment continues to 

expand, it is clear that many still enjoy the human contact and social-activity aspect that is found 

in bricks-and-mortar establishments.  

Indeed, entertainment facilities are an important component of a successful and thriving 

community. They can add to a community's quality of life and provide economic benefits to local 

businesses and the wider economy. A healthy arts/cultural/entertainment environment is also 

beneficial in attracting new businesses and residents, as well as visitors/tourists to a City. 
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5.0 SUPPLY ANALYSIS 

The basis of the supply and competition analysis is to derive a meaningful understanding of the 

extent of existing or planned competitive influences as well as to identify gaps in entertainment 

land uses that are currently going unmet within the wider study area. The resulting inventory 

analysis will assist the consultant in determining an appropriate trade area boundary and 

subsequent realistic market shares, while also suggesting possible tenant choices that would be 

optimal, considering the current supply of entertainment venues and facilities in the area.  

For purposes of this study, the consultant has provided an analysis of supply in St. Albert and 

the wider region for: 

• Spectator Entertainment Establishments– Uses include movie theatres, concert halls, 

auditoriums, performance venues, dinner theatres, and comedy club. 

• Heritage Establishments – Uses include various types of museums, art galleries (except 

retail), zoos, aquariums, and botanical gardens. 

• Recreation & Amusement - Uses include amusement parks/theme parks, indoor play 

areas, water parks, arcades, golf course, miniature golf, bowling centre, trampoline 

centre, paintball/air soft, laser tag, go kart track, rink (skating, curling, roller), indoor sake 

or bike park, ski facility, swimming pool, fitness/exercise centre, 

handball/racquetball/squash/tennis club, riding club (recreational), billiard/pool hall. 

• Drinking Place Establishments - Uses include bar/tavern/pubs, cocktail lounge/wine bar, 

nightclubs. 

• Spectator Sports Establishments - Uses include stadiums, arenas, animal racing tracks, 

vehicle racing tracks. 

• Casinos & Other Gambling Establishments - Uses include casinos, bingo halls, poker 

rooms. 
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5.1  SPECTATOR ENTERTAINMENT ESTABLISHMENTS20  

This entertainment category is defined as establishments intended for live theatrical, musical or 

dance performances; or the showing of motion pictures. Uses include cinemas/movie theatres, 

concert halls, auditoriums, performance venues, dinner theatres, and comedy club. 

The following examines the supply of such facilities in St. Albert, Edmonton and surrounding 

communities. 

Movie Theatre Complexes 

The consultant has examined the locations of movie theatre complexes within the City of 

Edmonton and surrounding communities. Ten existing complexes have been identified.  

Since the closing of the Grandin Theatre earlier in 2014, the closest theatre complex to St. 

Albert is now the 14 screen Cineplex Odeon North Edmonton. This complex is located 5.4 

kilometres from St. Albert, an approximately 8 minute drive – according to Google Maps 

(measured from the intersection of Perron Street and Sir Winston Churchill Avenue). 

It is noted that a 2012 concept plan for the proposed 'St. Albert Sports City' in northwest St. 

Albert, lists a movie theatre complex as one component of a mixed-use development, which is 

also envisioned to contain major sports facilities. An updated ASP for the Elysian Fields is 

expected to come before City council in the coming months. 

There is 1 VIP theatre complex in the Edmonton area – the Cineplex Odeon Windermere and 

VIP - located approximately 27 kilometres south of St. Albert. 

The 13-screen Scotiabank Theatre at West Edmonton Mall - situated 17.3 kilometres south of 

St. Albert -  captures expenditures at a regional level, due to the extent of entertainment, dining 

and shopping available on-site.  

As part of the Edmonton Arena District, there is a movie theatre complex conceptualized for this 

development, expected to be a major movie theatre chain. 

  

                                                        

20 City of St. Albert, Lord Cultural Resources, City of St. Albert Cultural Master Plan State of Culture Report 

(September, 2011) 
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TABLE 14: Cinema Establishments 

 

 

Performance Venues/Dinner Theatres/Comedy Clubs 

Table 15 displays spectator entertainment establishments (concert halls/performance 

venues/dinner theatres/comedy clubs) in St. Albert, Edmonton, and surrounding communities. 

Performance centres/concert hall venues are concentrated in downtown centres, with the 

majority found in downtown Edmonton and established areas of Edmonton. Many of these 

facilities are City owned, or are situated on University-owned lands.  

St. Albert has one performance centre - the Arden Theatre; an approximately 59,000 sq. ft., 509 

seat theatre which hosts more than 65,000 patrons at over 150 events annually including rentals 

(profit and non-profit), community groups and local schools. The Arden Theatre has been 

described as one of the most intimate, well-equipped theatres in the country and has been 

recognized twice nationally as "Presenter of the Year".  As a City owned facility, the Arden 

Theatre balances the opportunities for earned income with a public mission of providing space 

at a breakeven rate to community organizations. Use is subsidized for schools and community 

groups. 

MOVIE THEATRE SUPPLY

# NAME ADDRESS # OF SCREENS Kilometres (1)
Approx. Drive 

Time (mins) (1)
DESCRIPTION

1 Cineplex Odeon North Edmonton 14231-137th Avenue, Edmonton 14 5.4 8
1 DBOX Screen; 7 Real D 3D Screens; 2 UltraAVX Screens; Party 

Rooms

2 Scotiabank Theatre Edmonton
3030, 8882-170 Street, 

Edmonton
13 16.7 15

Located in Phase 3 West Edmonton Mall; 1 IMAX screen, 6 

Real D 3D Screens, 2 UltraAVX Screens; party rooms

3
Cineplex Cinemas Manning Town 

Centre
15531 37 St. NW, Edmonton 10 19.4 15

6 Real D 3D Screens; 1 UltraAVX Screen; Interactive Games 

Room

4 Cinema City Movies 12 5074 130 Avenue, Edmonton 12 17.9 19 3 Real D 3D Screens; Party Rooms

5 Landmark Cinemas 10 - Clareview 4211 139th Avenue, Edmonton 10 23.2 19 Real D 3D; Birthday Parties

6 Landmark Cinemas 7 Spruce Grove
130 Century Crossing, Spruce 

Grove
7 26.2 19 Real D 3D; Birthday Parties

7
Cineplex Odeon Windermere and 

VIP

6151 Currents Drive NW, 

Edmonton
11 26.6 19

3 VIP Screens; 7 Real D 3D Screens; 1 UltraAVX Screen; Party 

Rooms

8 Landmark Cinemas 9 - City Centre 10200 102nd Avenue, Edmonton 9 14.3 20 Real D 3D; Birthday Parties; Zone Arcade

9
Magic Lantern Theatres - Princess 

Theatre

10337 Whyte Avenue, 

Edmonton
2 17.8 23

10 Cineplex Odeon South Edmonton 1525-99th Street NW, Edmonton
16

35.5 24
1 DBOX Screen; 7 Real D 3D Screens; 2 UltraAVX Screens; Party 

Rooms

11 Elysian Fields
Northwest St. Albert - Elysian 

Fields 
N/A N/A N/A

2012 concept envisions a movie theatre as one component of 

this 99 ha ASP area.  An updated Elysian Fields ASP is 

expected to come before Council in the coming months.

12 EAD Movie Theatre
104 Avenue & 103 Street, 

Edmonton
N/A 14 19

Concept vision includes a movie theatre in the Downtown 

Arena District; The developers expect annual visits to hit 

750,000

1) From intersection of Perron Street & Sir Winston Churchill Avenue

Conceptualized
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It is known that storage space is limited at the Arden Theatre. Due to Arden Theatre space 

limitations. The Children's Theatre sources off-site venues for rehearsals and costume, set, and 

prop storage. 

While primarily a recreation facility, Servus Credit Union Place has also been identified in this 

category. As noted in the City's Cultural Master Plan, one of the recommendations is to 

enhance the Servus Place performance arena for compatibility with cultural performance usage. 

It is likely that significant resources would be required to incorporate such programming 

effectively in this facility. 

In terms of the wider study area, it is important to highlight the over 700,000 square feet of 

proposed and under construction performing arts centre space, which will all be located within 

the core of the City of Edmonton. In addition, the 18,647 seat Rogers Place Arena will be host to 

many concerts/events once completed in fall 2016. 

Edmonton is home to two Dinner Theatre production companies - Jubilations Dinner Theatre 

and Mayfield Dinner Theatre. Both are located in west Edmonton, with Jubilations being a 

tenant of the West Edmonton Mall. Both of these theatres can be accessed within an 

approximately 15 minute drive from St. Albert - measured from the intersection of Perron Street 

and Sir Winston Churchill Avenue. 

In terms of comedy clubs, the consultant has listed three venues that market themselves as a 

comedy club, or hosting frequent comedy shows. Each are located within the City of Edmonton, 

and each of these facilities do not operate in isolation; rather they are part of a wider 

conglomeration of entertainment activities. For example, 'The Comic Strip' is located within 

West Edmonton Mall - a major shopping and entertainment destination; The 'Yuk Yuk's comedy 

show' is situated within Century Casino, a casino and hotel complex located in northeast 

Edmonton; and lastly 'The Comedy Factory' is situated within the Gateway Entertainment 

Centre in south central Edmonton, which is a complex with bowling, laser tag, billiards/darts, 

and an arcade. 
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TABLE 15: Spectator Entertainment Establishments 

 

SPECTATOR ENTERTAINMENT ESTABLISHMENTS (Excluding Movie Theatre/Cinema)

# NAME ADDRESS Type Kilometres (1)
Approx. Drive 

Time (mins) (1)
Notes

1 Arden Theatre 5 St. Anne Street, St. Albert Performing Arts Centre N/A N/A

59,203 sq. ft.; Located in St. Albert Place; Host to more than 65,000 

patrons to over 150 events annually; 509 seats plus 2 wheelchair; 

Offers a wide variety of music, theatre, and dance events

2 Servus Credit Union Place 400 Campbell Rd., St. Albert
Primarily recreation complex - 

Event space
N/A N/A

May be considered for further development of performances & 

other cultural programs. One of the recommendations of the 

Cultural Master Plan is to enhance the Servus Place performance 

arena for compatibility with cultural performance usage. It is likely 

that significant resources would be required to incorporate such 

programming effectively in the facility.

3 Citadel Theatre Complex 9828 101A Avenue, Edmonton Performing Arts Centre 14.9 21

Shocter Theatre 681 seating capacity; Zeidler Hall 215 seating 

capacity; The Club, a black box theatre with seating up to 160; 

Maclab Theatre 682 seating capacity; Rapid Fire Theatre (improvised 

comedy show) plays here

4 Winspear Centre
4 Sir Winston Churchill Square, 

Edmonton
Performing Arts Centre 14.4 20 Downtown Edmonton; see below for proposed expansion plans

5 Capitol Theatre 7000 143rd Street, Edmonton Performing Arts Centre 25.9 21

Within Fort Edmonton Park; completed in Summer 2011, re-creation 

of Edmonton's original Capitol Theatre circa 1929; 243 seats plus 4 

wheelchair; 

6
Northern Alberta Jubilee 

Auditorium
11455 87 Ave., Edmonton Performing Arts Centre 15.3 18

Completed an extensive renovation in 2005; accommodates 2,500 

people; Ballet, opera, musical & dramatic theatre productions; 

located next to University of Alberta

7 Timms Centre for the Arts

University of Alberta Campus - 

Northeast corner of 112 street 

and 87 Avenue, Edmonton

Performing Arts Centre 15.8 19

Located on the University of Alberta campus; host dance/music 

recitals, theatre productions; variety of other events; facility 

rentals; Main stage has fixed seating capacity of 289 seats and 4 

wheelchair positions; second space with seating capacity of 100-

125.

8 Jubilations Dinner Theatre
West Edmonton Mall - 2690, 

8882 170 Street, Edmonton
Dinner Theatre 17 15 Three act musical comedies with 4-course meals

9 Mayfield Dinner Theatre 15515 109 Ave NW, Edmonton Dinner Theatre 9.3 11 Five shows each season (musicals, comedies, dramas), Buffet

10 Heritage Amphitheatre 9330 Groat Road, Edmonton Amphitheatre 13.8 16

Western Canada's largest outdoor amphitheatre; Fixed seating for 

1,100; each year over 50,000 visitors attend 

festivals/concerts/theatre at the amphitheatre (Shakespeare 

festival, Labatt Blues festival, Symphony Under the Sky festival, 

Servus Heritage festival, etc.); City owned

11 Shell Theatre 8700 - 84 St., Fort Saskatchewan Performing Arts Centre 36.5 25 Opened September 2004; 538 seats; offers theatre, music, dance, 

and local performances; Located in the Sherritt Cultural Pavilion

12
River Cree Resort & Casino - The 

Venue

300 East Lapotac Boulevard, 

Enoch
Theatre (music/comedy) 17.8 15 Theatre within casino/resort/sports arena complex

13 Century Casino - Show Room 13103 Fort Road, Edmonton Theatre/ Comedy Club 16 18 Showroom within casino/hotel complex; Yuk Yuk's comedy show

14 Varscona Theatre 10329 83 Ave, Edmonton Performing Arts Centre 18 24
Seating capacity of 176 + 2 wheelchair; home to 4 professional 

resident companies and many independent professional theatres
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TABLE 15: Spectator Entertainment Establishments Cont'd 

 

 

SPECTATOR ENTERTAINMENT ESTABLISHMENTS (Excluding Movie Theatre/Cinema)

15 ATB Financial Arts Barns 10330 84 Ave, Edmonton Performing Arts Centre 17.8 24

Dynamic venue that can host a variety of events for up to 350 

people; Westbury Theatre is a multiform theatre; a variety of other 

theatre/studio spaces

16 The Comic Strip
West Edmonton Mall - 8882 170 

St, Edmonton
Comedy Club 17 15 Comedy shows; dinner; bar

17
Gateway Entertainment Centre - 

The Comedy Factory
3414 Gateway Blvd, Edmonton Comedy Club 32.1 25 Entertainment Complex with Comedy Shows

18 Horizon Stage
1001 Calahoo Road, Spruce 

Grove
Performing Arts Centre 27.1 21

Varied season of theatre, music, dance, family performances and 

theatre classes; Capacity of up to 318; Supported by 2 volunteer 

organizations; Operated by the City of Spruce Grove; supported by 

Parkland County

19 Roxy Theatre 10708 124th St, Edmonton Performing Arts Centre 11.8 15 Capacity of 198; Home to Theatre Network

20 Starlight Room 10030 102nd St, Edmonton Concert Hall 16.5 21 Capacity of approx. 500

21 Rexall Place (Northlands complex) 7424 118 Ave., Edmonton
Concert Hall (Primarily Sporting 

Arena)
15.3 16

Situated in Northlands complex; various sporting events (current 

home of the Oilers), but also used for concerts & various family 

shows/events; seating capacity of 13,000 for concerts

22
The Maclab Centre for the 

Performing Arts
4308-50 Street, Leduc Performing Arts Centre 54.6 36

460 seat theatre; variety of music, theatre, dance, and other events; 

This expanded facility opened in 2005;  

23 Festival Place
100 Festival Way, Sherwood 

Park
Performing Arts Centre 30.4 31 410 seat, multi-use centre

24 Rogers Place
104 Avenue & 103 Street, 

Edmonton

Concert Hall (Primarily Sporting 

Arena)
14 19

Under construction - approx. 820,000 sq. ft.; 18,647 seats with 

capacity for more than 20,000 for concerts and events; Construction 

began March, 2014, expected to be completed in fall 2016

25
MacEwan University Centre for Arts 

& Culture
Grant MacEwan University Performing Arts Centre 13.2 17

Construction to begin November, 2014. Anticipated completion fall 

2017; 424,100 sq. ft. ; performance & educational spaces; 

proscenium theatre, a recital hall, a black-box theatre, galleries, 

and a range of visual arts, digital & sound studios

26 Edmonton Galleria

North of 103A Ave, across from 

City Hall & adjacent to the new 

Royal Alberta Museum

Performing Arts Centre 14 19

Proposed: 300,000 sq. ft. of performing arts space; 4 performing arts 

theatres that are self-sustaining; 1,600 seat full proscenium theatre; 

650 seat procenium theatre/concert hall; 200 seat recital hall 

(largely used by the University of Alberta); 200 seat black box 

theatre; Also includes more than 600,000 sq. ft. of space for the 

University of Alberta; In the first 30 years it is estimated the project 

will contribute over $2.0 B in direct & indirect spending; not-for-

profit private, public partnership approach to build & operate 

facilities

27
Winspear Theatre - Proposed 

Expansion

97 Street between 102 Ave & 

102a Ave, Edmonton
Performing Arts Centre 14.5 20

Proposed expansion of 40,000 sq. ft. with a 500 seat multi-use 

acoustic hall, studio space, flexible education space and improved 

support space for the entire facility

1) From intersection of Perron Street & Sir Winston Churchill Avenue

Proposed/Under Construction
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5.2 HERITAGE ESTABLISHMENTS 

This entertainment category is defined as those establishments primarily engaged in preserving 

and exhibiting objects, and natural wonders of historical, cultural, scientific and educational 

value for public viewing. It includes various types of museums, art galleries (except retail), zoos, 

aquariums, and botanical gardens.  

Table 16 explores the supply of such uses in St. Albert, and Table 17 explores the uses in 

Edmonton and surrounding areas, within an approximately 1 hours drive from St. Albert. 

The City of St. Albert has one publicly funded art gallery - Art Gallery of St. Albert; several 

museums/heritage sites, including Musée Heritage Museum and Michif Cultural & Resource 

Institute; a botanic park - St. Albert Botanic Park; artist studio space - including 4 Cats Arts 

Studio, Color Me Mine St. Albert, and Visual Arts Studio Association of St. Albert. The 

consultant has also identified some of St. Albert's heritage sites, as can be observed in Table 

16.  

According to the September 2011 State of Culture Report, the Art Gallery of St. Albert exhibition 

attendance in 2009 totalled 7,869 visitors, which was a slight drop from 9,000 in 2008. The 

Musée Heritage Museum attendance was recorded at 4,500 in 2009, an increase from 4,100 in 

2008.  

As can be expected, the City of Edmonton is home to the majority of the larger heritage 

facilities, including the Art Gallery of Alberta (85,000 sq. ft.), the Royal Alberta Museum, of 

which a new and expanded museum is currently under construction (once completed will be 

82,000 sq. ft.), the Telus World of Science (619,259 annual attendance), the Edmonton Valley 

Zoo (home to over 350 animals), and Sea Life Caverns (the only aquarium in the study area).  

The majority of the identified heritage facilities are museums, with most classified as natural 

history museums.  
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TABLE 16: Heritage Establishments - St. Albert 

 

 

  

HERITAGE ESTABLISHMENTS - ST. ALBERT
# NAME ADDRESS Type Notes

1 Art Gallery of St. Albert
19 Perron Street, St. 

Albert
Art Gallery (publicly funded)

Located in the historic Banque d'Hochelaga building, featuring 

contemporary and community exhibitions, and host to public 

programs/events; Total general attendance was 8,412 in 2013; a 

drop from 10,968 in 2012; Managed by the Arts & Heritage 

Foundation, a non-profit society and registered charity.

2 Musée Heritage Museum
5 St. Anne Street, St. 

Albert

Museum (natural & human 

history)

Located in St. Albert Place; Explore the story of St. Albert through a 

variety of exhibits and programs; Holds approx. 9,287 artifcants & 

1,365 objects in its inventory; General attendance in 2013 totalled 

9,402, a slight increase from 9,363 in 2012; Managed by the Arts & 

Heritage Foundation; 9,000 sq. ft. of museum/pottery 

studio/classrooms in St. Albert Place

3
Michif Cultural & Resource 

Institute
9 Mission Ave., St. Albert Museum (Métis History)

Established in 1991 as a non-profit organization. Objective is to 

educate the history and contribution of the Métis, First Nations, and 

Inuit peoples of Canada.

4 Replica Train Station
4 Meadowview Dr., St. 

Albert
Museum 2,520 sq. ft.; within St. Albert Grain Elevator Park

5
Father Lacombe Chapel Museum 

Building
5 St. Vital Ave., St. Albert Museum 900 sq. ft.

6 St. Albert Botanic Park
265 Sturgeon Rd., St. 

Albert
Botanical Park

5 acre botanical garden; The Society of Friends of the St. Albert 

Public Gardens was incorporated in 1990 as a non-profit charitable 

organization; Park established in 1992 on property leased from the 

City; operated & maintained by volunteers and 2 summer 

employees; offers guided tours and rentals

7
Hidden Talent Fine Arts School & 

Gallery

107-25 Chisholm Ave., St. 

Albert
Art Gallery/Studio 1,943 sq. ft.

8 4 Cats Arts Studio
#103 - 23 Akins Dr., St. 

Albert
Art Studio Art studio - classes, workshops, events, parties & art supplies

9
VASA - Visual Arts Studio 

Association of St. Albert

25 Sir Winston Churchill 

Ave., St. Albert
Art Studio

Artist run centre with exhibition space, training facilities & 19 studio 

spaces. Open to the public 6 days/week.

10 Color Me Mine St. Albert
Unit 121, 15 Circle Dr., St. 

Albert
Art Studio Ceramic painting for all ages

11 Pygmalion Fine Art School
8645 McKenney Ave., St. 

Albert
Art Studio 1,353 sq. ft.; art classes, summer art camps

12 St. Albert Heritage Sites
Various locations, St. 

Albert
Heritage Sites

Includes Banque d'Hochelaga; Father Lacombe Chapel; Little White 

School; Grain Elevator Park; Juneau House & the Michif Cultural 

Resource Institute which showcases a collection of Metis specific 

items as well as a pictoral history; General attendance at heritage 

sites totalled 3,552 in 2013; down from 3,627 in 2012.
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TABLE 17 - Heritage Establishments - Excluding St. Albert 

 

HERITAGE ESTABLISHMENTS (EXCLUDING ST. ALBERT)

# NAME ADDRESS Type Kilometres (1)
Approx. Drive 

Time (mins) (1)
Notes

1 Art Gallery of Alberta
2 Sir Winston Churchill 

Square, Edmonton
Art Gallery - publicly funded 14.3 20

Founded in 1924; maintains a collection of 6,000 objects; Recently 

underwent a major re-building project; 85,000 sq. ft. new gallery 

opened to the public January 2010; Not for Profit organization

2 Edmonton Valley Zoo
13315 Buena Vista Road, 

Edmonton
Zoo 17.1 21

Home to over 350 animals, with a full range of species from 

different climates and habitats; Construction is underway to create 

a vibrant new zoo with improved habitats, & state-of-the-art 

research & education facilities; Valley Zoo Development Society is 

raising funds to complete the revitalization project

3 Sea Life Caverns West Edmonton Mall Aquarium 17.4 17
More than 100 species of fish,  sharks, reptiles, sea turtles, 

amphibians, penguins, etc. 

4 Royal Alberta Museum
12845 102 Avenue, 

Edmonton

Museum (Natural & human 

history)
12.5 18

Combined program contain over 10 million objects *see below for 

new construction details

5 Telus World of Science
11211 142 Street, 

Edmonton 
Museum (Science/Technology) 10.5 13

Operated by the Edmonton Space and Science Foundation; various 

exhibits; IMAX theatre; annual attendance of 619,259

6 Devonian Botanic Garden
Hwy 60, 5 km north of 

Devon
Botanical Park 31.7 23

240 acres; University of Alberta Faculty of Agricultural, Life & 

Environmental Sciences; Established in 1959; indoor show houses, 

extensive nature trail system; award-winning visitor attraction, 

research site, & home to year-round adult & children's education 

programming; facility rentals

7 Jurassic Forest
2-23210 Township Rd. 564, 

Gibbons
Museum/Nature Park 38.9 34

40 acre Forest & learning centre with over 50 life sized animatronic 

exhibits; diverse areay of wildlife; interpretive centre

8 Alberta Aviation Museum
11410 Kingsway Avenue, 

Edmonton
Museum (Aviation/Hisory) 11.0 14

Approx. 60,000 sq. ft.; Over 40 aircrafts; aircraft restoration area; 

multi-screen flight simulators; kids activities & birthday parties; 

guided tours; special events; facility rentals; As of November 30, 

2013 with the closing of the City Centre Airport, the museum is no 

longer able to fly aircraft in and out of the site; Some of the aircrafts 

will be moved to a new museum off-site

9 Alberta Railway Museum
24215 34 Street, 

Edmonton
Museum (History/Railway) 24.5 21

Operated by the Alberta Pioneer Railway Association (APRA), a non-

profit organization of volunteers; Welcomes visitors on summer 

weekends; opened in 1976

10 Canadian Tractor Museum 9704-96 Avenue, Westlock Museum (History/Tractor) 73.0 55

Museum dedicated to vintage tractors; 20,000 sq. ft. facility; opened 

in 2002; Westlock & District Tractor Museum Foundation formed in 

1999 - non-profit society; 100+ fully-restored antique tractors

11 Fort Edmonton Park
7000 143rd Street, 

Edmonton
Historic Park/Museum 25.9 21

158 acres; owned by the City of Edmonton & operated by the Fort 

Edmonton Management Company; costumed interpreters, steam 

train rides, midway with rides, games; Capitol Theatre

12 Ukranian Cultural Heritage Village
50 km east of Edmonton 

on Highway 16

Museum (Natural 

History/Cultural Heritage)
59.2 42 Open-air museum; more than 30 relocated & restored structures

13
Loyal Edmonton Regiment Military 

Museum
10440-108 Ave, Edmonton Museum (Military/History) 13.4 18

Operated by the Loyal Edmonton Regiment Museum Foundation, a 

non-profit foundation

14 Musee Morinville Museum 10010-101 St., Morinville
Museum (Natural 

History/Arts/Cultural Heritage)
21.2 19 Operated by the Morinville Historical & Cultural Society

15
Fort Saskatchewan Museum & 

Heritage Site

10006-100 Ave., Fort 

Saskatchewan

Museum (Natural 

History/Cultural Heritage)
35.8 26

16 Westlock Pioneer Museum 10216-100 St., Westlock Museum (History) 71.4 49

Thousands of objects from Westlock's and surrounding 

communities; Run by the Westlock and District Historical Society, 

created in 1962

17 Leduc #1 Energy Discovery Centre
50399 Hwy 60 - 2 km south 

of Devon
Museum (History) 31.7 23 Hands-on education; learning lab; education programs; tours

18 Horse Sense Training & Petting Zoo
Sturgeon County - Range 

Road 255
Zoo (Petting) 8.9 12

Petting zoo; group tours; birthday parties/group functions; riding 

facility

19 Muttart Conservatory 9626 96A St, Edmonton Conservatory 12.3 17

Variety of plants & flowers in arid, tropical & temperate 

environments; drop-in programs & tours; events; education 

programs; City of Edmonton owned

20 New Royal Alberta Museum
103A Ave & 99 St., 

Edmonton

Museum (Natural & human 

history)
14.1 19

Construction is underway, grand opening of the new museum 

expected in late 2017; 82,000 sq. ft. of public exhibition space - 

twice the area of the current museum; Will consist of 18 galleries, 

including an interactive children's pavilion, bug room, natural 

history exhibits; Expected to cost $340.5 million, which includes 

$122.5 million from the Federal Building Canada Fund

21 Alberta Flying Heritage Museum Villeneuve Airport Museum (Aviation/History) 20.4 21

A new aviation museum - separate from the Alberta Aviation 

Museum is proposed to be built at Villeneuve Airport; Alberta 

Aviation Museum working with Edmonton Airports has secured a 13 

acre site;  No timeline yet as to when it will be built, as funding is 

not yet in place; will focus on the broad history of Central and 

Northern Alberta & will be an active living musem with flying 

aircraft

Note: Artist studio spaces only identified for the City of St. Albert.

Proposed/Under Construction
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5.3 AMUSEMENT & RECREATION ESTABLISHMENTS 

This entertainment category is defined as those establishments operated for the purpose of 

furnishing entertainment or recreation to the public, and where patrons are active participants. 

Uses include amusement/theme parks, indoor play areas, water parks, arcades, golf course, 

miniature golf, bowling centre, trampoline centre, paintball/airsoft, laser tag, go kart track, rink 

(skating, curling, roller), indoor skate/bike park, ski facility, swimming pool, fitness clubs/centres, 

handball/racquetball/squash/tennis club, riding club (recreational), and billiard/pool hall.  

While municipal recreation facilities are not included as part of this study, it is important to note 

the characteristics of the major recreation facilities in the City of St. Albert, as well the locations 

of the various recreation facilities, arenas, rinks and sports fields. The major municipal 

recreation centre (Servus Credit Union Place) is noted in Table 18 , while the names and 

locations of additional recreation centres, arenas, rinks and sports fields can be found in 

Appendix 2. 

The majority of the amusement and recreation facilities that have been identified are for St. 

Albert, Edmonton and surrounding areas within an approximately one hour drive time from St. 

Albert. Those establishments that have been examined at a contracted study area due to the 

demand characteristics and/or the extent of supply include: 

• Fitness Clubs/Centres - examined for the City of St. Albert 

• Golf Courses - examined golf courses north of the Yellowhead Highway, within an 

approximately 20 minute drive time 

• Curling Clubs - examined within an approximately 20 minute drive time from St. Albert 

As can be observed in Table 18, recreation facilities are a dominant form of existing 

entertainment land uses in St. Albert. St. Albert boasts an array of recreation and sporting 

infrastructure. While the City plays a major role in the delivery of recreation opportunities, there 

are many privately operated facilities - the majority being classified as fitness centres/clubs. This 

includes general fitness as well as martial arts, kickboxing, gymnastics, dance, crossfit, etc. 

St. Albert has one entertainment complex - St. Albert Bowling Centre, which includes 24 bowling 

lanes (5 and 10 pin), an outdoor 18 hole mini-golf, as well as a small game centre. This complex 

is approximately 22,000 sq. ft. 

The 'St. Albert Sports City' is a concept that is envisioned as part of the Elysian Fields ASP in 

northwest St. Albert. The 2012 concept plan portrays some 30-35 acres of land that would be 

used to support various sports and academic facilities. It is envisioned to have an Athletes 

Performance Centre and a sports complex with training facilities for hockey and ringette, figure 
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skating, baseball/softball, football, rugby, soccer, tennis, and golf. An update to the Elysian 

Fields ASP is expected to come before Council in the coming months. 

St. Albert currently has just over 200,000 sq. ft. of space classified as amusement and 

recreation (excluding Servus Credit Union Place) and over 520,000 sq. ft. with this prominent 

municipal facility included. 

Please refer to Table 19 which displays those amusement and recreation establishments that 

can be found outside of St. Albert, within Edmonton and surrounding areas. 

While there are many traditional recreation-type facilities in St. Albert, the City is lacking in 

venues that could be classified as more "amusement" in nature.  

Some of the amusement and recreation establishments that are currently not represented in St. 

Albert, but can be found in the region includes: 

• Trampoline Centre - One existing trampoline centre in Edmonton, with a second centre 

advertised as opening soon in Edmonton. The existing centre (Launch Pad Trampoline 

Park) is approximately 30 minutes drive time from St. Albert and is approximately 24,000 

sq. ft. The Extreme Air Park (opening soon) is listed as 42,000 square feet, and is 

located 16.5 southeast of St. Albert (approximately 19 minutes drive time). 

• Laser Tag - Three laser tag facilities; all located in Edmonton. Closest facility is Laser 

Quest (8,500 sq. ft.),  located approximately 8.5 km's south of St. Albert (approximately 

11 minutes drive time)  

• Go Kart Track - Two kart racing centres; one located in Edmonton, one located in 

Warburg. Speeders Indoor Pro Karts in Edmonton is a 50,000 sq. ft. facility, located 

approximately 6.4 km's (7 minutes drive time) from St. Albert. 

• Paintball/Airsoft Centre - There are several paintball facilities in the region. The majority 

are situated more than 20 minutes drive time from St. Albert. The closest facility, 

Edmonton Paintball Centre contains 2 indoor playing fields, and is some 13.6 km's 

(approximately 18 minutes drive time) from St. Albert. 

• Golf Course - While St. Albert does not have a golf course within the confines of its 

boundaries (it does have a driving range), there are several golf courses which can be 

reached within 10-11 minutes drive, including Twin Willows Golf Club, Sturgeon Valley 

Golf & Country Club, Sandpiper Golf & Country Club, Hunters Green Golf Club, Dragon's 

Head, Glendale Golf & Country Club, and Terrae Pines Golf & Country Club. 

• Ski Facility - There are three ski hill facilities within a 25 minute drive time from St. 

Albert; each located in Edmonton. 
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• Riding Facility - There are quite a number of equestrian riding facilities in the region, the 

closest being approximately 12.3 km's (16 minutes drive time) northwest of St. Albert in 

Sturgeon County. The other riding facilities are dispersed throughout the region. 

• Amusement Park/Water Park - The region contains one amusement park and water 

park, both located in West Edmonton Mall (WEM). Galaxyland is the world's largest 

indoor amusement park at 400,000 square feet, and with more than 24 rides and play 

areas. Galaxyland works in synergy with a number of other entertainment components at 

West Edmonton Mall, including mini putt facilities, bowling centre, ice rink, arcade, 

aquarium, movie theatre, dinner theatre, casino, bingo hall and water park. The World 

Waterpark is 215,000 sq. ft. containing more than 17 unique waterslides and play 

features. It contains the world's largest indoor wave pool.  

The WEM entertainment complex (which is identified as the province's number one 

tourist attraction) is located approximately 17.3 kilometres south of downtown St. Albert. 
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TABLE 18: Amusement & Recreation Establishments - St. Albert 

 

AMUSEMENT & RECREATION ESTABLISHMENTS - ST. ALBERT
# NAME ADDRESS Type Notes

1 St. Albert Bowling Centre 14 Inglewood Dr., St. Albert
Entertainment Centre (Bowling, 

Mini-putt, Game centre)

21,980 sq. ft.; 24 bowling lanes (5 & 10 pin); 18 hole mini golf; 

Game centre

2
Goodlife Fitness - Inglewood 

Village Club
525 St. Albert Trail, St. Albert Fitness Club

24,410 sq. ft.; opened May 2014; Fitness classes, personal 

training, variety of amenities

3 Sturgeon Valley Athletic Club 204a Carnegie Dr., St. Albert Fitness Club
21,864 sq. ft. health club; 2,600 sq. ft. playcare for children; 

personal training, pilates & yoga, group exercise

4 Curves 31 Rowland Crescent, St. Albert Fitness Club 1,700 sq. ft.; For women; fitness, meal plans, coaching

5 Movimento Fitness Inc.
270, 16 Renault Crescent, St. 

Albert
Fitness Club 1,335 sq. ft.; Personal training studio

6 Crossfit Edmontom #50, 320 Circle Drive, St. Albert Fitness Club 4,240 sq. ft; Strength & conditioning

7 Lotus Soul Gym 10 8 Perron St., St. Albert Fitness Club 1,800 sq. ft.; yoga studio

8 Athletes Nation 107 125 Carleton Dr., St. Albert Fitness Club 16,280 sq. ft.; Athletic performance centre

9 Pro Hockey Training 105 125 Carleton Dr., St. Albert Fitness Club 6,880  sq. ft.

10 Bikram Yoga 127 15 Circle Dr., St. Albert Fitness Club 2,000 sq. ft.

11 Pro European Hockey School 70 17 Boudreau Rd., St. Albert Fitness Club 2,302 sq. ft.

12 St. Albert Yoga Centre
200 86 McKenney Ave., St. 

Albert
Fitness Club 2,344 sq. ft.

13 High NRG Ladies Fitness 8620 McKenney Ave., St. Albert Fitness Club 3,250 sq. ft.; full facility ladies gym & personal training studio

14 DanceCo 9030 McKenney Ave., St. Albert Fitness Club/Studio 8,000 sq. ft.; 5 studios with sprung floors 

15
St. Albert Ballet & Martial Arts 

Academy 
20 17 Boudreau Rd., St. Albert Fitness Club 1,502 sq. ft.

16 Gold in the Net 5 Carleton Dr., St. Albert Fitness Club
4,644 sq. ft.; Goal tender development programs/skills 

training

17
St. Albert Soccer Association 

Clubhouse
61 Riel Dr., St. Albert Fitness Club 2,816 sq. ft.

18 St. Albert Rugby Football Club 51 Riel Dr., St. Albert Fitness Club 8,596 sq. ft.

19 Red Willow Badminton Club 80 Boudreau Rd., St. Albert Fitness Club 9,260 sq. ft.

20 Sung Lee Taekwondo 11 Bellerose Dr., St. Albert Fitness Club 2,363 sq. ft.; variety of programs/classes for all age levels

21 Phoneix Taekwon-do 4 215 Carnegie Dr., St. Albert Fitness Club 3,978 sq. ft.; classes/training camps

22 St. Albert Judo Club 42C Riel Dr., St. Albert Fitness Club 2,400 sq. ft.; a non-profit volunteer organization

23 Hayabusa Training Centre #110, 145 Carleton Dr., St. Albert Fitness Club Martial arts classes; fitness classes; kids classes

24 Complete Fitness & Martial Arts
#60 - 40 Chisholm Ave., St. 

Albert
Fitness Club Full service fitness & martial arts facility; Classes; kids classes 

25
St. Albert Jiu-Jitsu Dojo/St. Albert 

Kickboxing Club

#220, 16 Renault Crescent, St. 

Albert
Fitness Club 2,670 sq. ftl; Jiu-jitsu; muay thai, kids classes

26 Desa School of Karate 3 Rowland Crescent, St. Albert Fitness Club 6,000 sq. ft.; classes; specialty programs; kids classes

27 St. Albert Gymnastics Club 2A Riel Dr., St. Albert Fitness Club
9, 563 sq. ft.; Not-for-Profit club; variety of programs; group 

events; camp

28 Dynamyx Gymnastics Club
Bay 104, 25 Chisholm Ave., St. 

Albert
Fitness Club

2,764 sq. ft.; variety of programs, group events, private 

lessons

29 Zero Gravity Dance Studio 23 Rayborn Cres. Fitness Club/Studio 2,730 sq. ft.

30 Java Mama #117, 15 Circle Drive, St. Albert Indoor Play Centre
2,816 sq. ft.; Designed for children under 6 years old; Party 

services; café; Discovery classes 

31 St. Albert Curling Club 3 Tache Street, St. Albert Arena - Curling

17,993 sq. ft.; 6 sheets of ice; Variety of leagues; bonspiels; 

events; lessons; 14,264 sq. ft. meeting area/banquet hall; 

facility rentals

32 Lone Spruce Driving Range 25522 Sec. Hwy 633, St. Albert Driving Range

33 St. Albert BMX 41 Riel Drive, St. Albert BMX Park
Bicycle motocross; volunteer non-profit organization; offers 

racing every Tuesday & Thursday nights April-Sept.

34 Servus Credit Union Place 400 Campbell Rd., St. Albert
Recreation/Fitness Complex - 

Municipal Facility

Over 320,000 sq. ft. of leisure & fitness space;  3 NHL sized 

arenas, 2 field houses, 3 gymnasium courts, Landrex Water 

Play Centre, 12,000 sq. ft. fitness & wellness centre, mind-

body studio, group exercise & spin studio, 4-lane 270 m. 

track, children's play zone; Note this is a municipal facility

35 St. Albert Sports City
Northwest St. Albert - Elysian 

Fields
Recreation/Sports Complex

43 ha of non-residential land; conceptual plan for sports & 

recreation facilities, in combination with retail, hotel, other 

commercial land uses. Envisioned to have an Athletes 

Performance Centre and a sports complex with training 

facilities for hockey and ringette, figure skating, 

baseball/softball, football, rugby, soccer, tennis, golf ; 30-35 

acres of land envisioned to support the various sports and 

academic facilities. An updated Elysian Fields ASP is expected 

to come before Council in the coming months.

Conceptualization
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TABLE 19: Amusement & Recreation Establishments - Excluding St. Albert 

 

AMUSEMENT & RECREATION ESTABLISHMENTS (EXCLUDING ST. ALBERT)

# NAME ADDRESS Type Kilometres (1)
Approx. Drive 

Time (mins) (1)
Notes

1 West Edmonton Mall 882 170 St. NW, Edmonton

Entertainment Centre (Including 

Amusement Park, Bowling, Mini-

putt, Game centre, Billiards, Ice 

rink, Water park/wave pool, 

bumper boats)

17.3 16

Galaxyland Amusement Park (400,000 sq. ft., 24 + rides & 

attractions); Ed's Rec Room Bowling (28 lanes);18 hole 

Professor Wem's Adventure Mini Golf; 18 hole Dragon's Tale 

blacklight mini golf;  215,000 sq. ft. World Water Park and 

world's largest indoor wavepool; Ice Palace; New Play 

(arcade)

2 Gateway Entertainment Centre 3414 Gateway Blvd, Edmonton

Entertainment Centre (Including 

Bowling, Laser tag; 

Billiards/Darts; Arcade)

32.1 25

Over 65,000 sq. ft.; 36 lanes of 10 pin bowling; 3,600 sq. ft. 

'Lazer Runner' arena; total of 13 standard & regulation size 

billiards tables; darts; arcade; Also includes The Comedy 

Factory (comedy club)

3 Edmonton Sports Dome 10104 - 32 Ave, Edmonton
Recreation/Entertainment 

Complex
32.8 26

60,000 sq. ft. suspended dome; 2 NHL sized hockey rinks; 

Roller derby; lacrosee; in-line hockey; ball hockey; 18 hole 

mini golf;  Fun Dome (inflatable slides; carnival games, 

bouncers); restaurant/lounge/sports bar

4 Fort Edmonton Park 7000 143rd Street, Edmonton
Recreation/Entertainment 

Complex
25.9 21

1920's midway, rides, mini-golf; owned by the City of 

Edmonton & operated by the Fort Edmonton Management 

Company

5 Schanks Sports Grill 9927 178 St. NW, Edmonton
Recreation/Entertainment 

Complex & Bar
15.2 13

Sports bar, offering mini golf, virtual golf, billiards, video 

games, NTN trivia, and off track betting

6 Chuck E. Cheese
14245 137th Ave. NW, 

Edmonton

Indoor Play/Entertainment 

Centre
5.3 7

Skill games & arcades; simulator rides; kiddie rides; prizes; 

live stage show; parties/group events

7 Chuck E. Cheese 9863 19th Ave. NW, Edmonton
Indoor Play/Entertainment 

Centre
35.3 23

Skill games & arcades; simulator rides; kiddie rides; prizes; 

live stage show; parties/group events

8 Jumpy Things - Jump Zone 13093 156 St., Edmonton Indoor Play Centre 5.6 7 Party services; capacity of 50 people

9 Treehouse Playground & Café 10181-34 Ave. NW, Edmonton Indoor Play Centre 32.1 25

12,000 sq. ft. indoor play area - includes play structures, 

games & prizes, air inflatable, rock climbing, game floor & 

private party rooms; café area

10 Café O' Play - Riverbend 5667 Riverbend Rd., Edmonton Indoor Play Centre 25.2 19
Just under 1,000 sq. ft. of play area; café area; Designed for 

children up to 6 years old; party services

11 The Toy Hutch
17213 & 17215 -107 Ave., 

Edmonton
Indoor Play Centre 9.4 11

2 climging structures, several large inflatables, 24 foot 

inflatable slide, monsters university castle, etc.; Café area;  

party services; suitable for children up to 10 years.

12 Inflatable Fun 3663- 99 St., Edmonton Indoor Play Centre 32 24 Inflatables, games area, playhouse, toys; Party services; café; 

13 Play'd-Out Indoor Playground 4728-50 Ave., Leduc Indoor Play Centre 54 35
Designed for children up to 6 years old; Party services; café 

area

14 Kidz Quarterz
#172 2693 Broadmoor Blvd., 

Sherwood Park
Indoor Play Centre 26.7 26 Party services; meal options

15 Kids Fort
#109, 8741 84 Street, Fort 

Saskatchewan
Indoor Play Centre 36.5 25 Over 1,000 sq. ft. for kids aged 0-6; café area; party services; 

16 Extreme Air Park 5405 129 Ave NW, Edmonton Trampoline Centre 16.5 19 Opening  soon; 42,000 sq. ft. of interconnected trampolines

17 Launch Pad Trampoline Park
6142 - 50th Street NW, 

Edmonton
Trampoline Centre 37.3 29

Over 24,000 sq. ft. of custom made trampolines; trampoline 

doge ball courts, foam pit area, basketball courts, launch 

pads, freestyle court; parties; work out classes; corporate 

events

18 Bronx Bowling 12940-127 Street, Edmonton Bowling Centre 8.3 11 24 lanes; 5 pin

19 Plaza Bowl 10418-118 Avenue, Edmonton Bowling Centre 12.1 14 16 lanes; 5 pin

20 Bonnie Doon Bowling Lanes 8330 82 Avenue, Edmonton Bowling Centre 20 24 48 lanes

21 K-J Bowl 12143-54 Street, Edmonton Bowling Centre 17.8 19 12 lanes; 5 pin

22 Sherwood Park Bowl
301-975 Fir Street, Sherwood 

Park
Bowling Centre 29.9 27 16 lanes; 5 pin; game area & pool tables

23 Laser Quest
11271 170th Street NW, 

Edmonton
Laser Tag 8.5 11 8,500 sq. ft. multi-level arena

24 Mission Edmonton Tactile Laser Tag 10505 107 Street, Edmonton Laser Tag 13.3 18 9,000 sq. ft. arena

25 Monster Mini Golf 3414 Gateway Blvd, Edmonton Mini Golf 37.3 25 Next to Gateway Entertainment Centre

26 Speeders Indoor Pro Karts 13145 149 Street, Edmonton Go Kart Track 6.4 7
50,000 sq. ft.; drop in, groups/private functions, team 

building, league racing, driving clinics;  minimum of 12 yrs old

27 EDKRA Kart Racing Track Warburg Go Kart Track 95.3 1 hr 2 mins
Race track opened in 2010; Non-profit club promoting safe 

and affordable racing for families near Edmonton

28 Edmonton Paintball Centre 10010 107a Ave NW, Edmonton Paintball Centre 13.6 18 2 indoor playing fields

29 Young Guns Paintball
On Range Rd 13, just south of 

Yellowhead (Stony Plain)
Paintball Centre 36.3 22 19 playing fields

30 Paintball Action Games - Leduc
23412 Township Rd. 492B, near 

Leduc
Paintball Centre 72.1 58 Outdoor field

1) From intersection of Perron Street & Sir Winston Churchill Avenue
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AMUSEMENT & RECREATION ESTABLISHMENTS (EXCLUDING ST. ALBERT)

31 Paintball Action Games - Edmonton 4804 90th Ave., Edmonton Paintball Centre 22.7 25 Indoor Field & Pro Shop

32 Grunts Paintball
1 mile north of Morinville, Twp 

Rd. 562
Paintball Centre 25.1 22 Airsoft players welcome

33 Delta Force Paintball
23066 Township Rd. 540, Fort 

Saskatchewan
Paintball Centre 36.8 30 Outdoor

34 Jazz Paintball
7044 Meridian Street, 

Edmonton
Paintball Centre 28.4 29

35 The Golf Den
14821 Yellowhead Trail NW, 

Edmonton
Golf Course (simulator) 8.4 10

Golf simulation & teaching facility; experience 50 of the 

world's top golf courses; 150 degree virtual golf experience

36 Evolution Golf
332 Saddleback Rd. NW, 

Edmonton
Golf Course (simulator) 30.6 24 Lounge; private simulator rooms

37 Tee Time Golf & Lounge 4138 101 St. Nw, Edmonton Golf Course (simulator) 31.3 24 Over 50 3D model golf courses; 10 private rooms; lounge

38 Golfzon 5431 Gateway Blvd., Edmonton Golf Course (simulator) 32 24 Over 160 courses worldwide; full beverage menu

39 Blair Oko Golf Academy 1979-111 St., Edmonton
Driving Range/Golf Course 

(simulator)
33.1 23

Over 60 championship courses; driving range; golf lessons; 

golf training; stationary skating lessons

40 Sandpiper Golf & Country Club
26029 Meadowview Dr., 

Sturgeon County
Golf Course 10 10

Situated along Sturgeon River; 18 holes; pro shop; 

membership

41 J.R. Golf Course
26329 Meadowview Dr., 

Sturgeon County
Golf Course 13.6 14 Friendly, value-based golf experience; public

42 Twin Willows Golf Club 14110-156 St., Edmonton Golf Course 4.2 5 18 holes; clubhouse; public

43
Sturgeon Valley Golf & Country 

Club
Sturgeon Rd., Sturgeon County Golf Course 6.2 7 18 holes; pro shop; clubhouse; members

44 Hunters Green Golf Club
24427 Twp Rd. 542, Sturgeon 

County
Golf Course 12 11

18 holes; 10,000 sq. ft. clubhouse; pro shop; driving range; 

membership

45
Edmonton Garrison Memorial Golf 

& Curling Centre
Range Road 244, Lancaster Park Golf Course/Curling Arena 14.9 14

Golf course; driving range; proshop; lounge; curling rink with 

6 sheets

46 Dragon's Head 12240-199 St., Edmonton Golf Course 9 11 Public 18 hole course for all skill levels; clubhouse

47 Glendale Golf & Country Club 12410-199 St., Edmonton Golf Course 8.2 10 Opened in 1961; clubhouse; membership; pool

48 Terrae Pines Golf & Country Club
Hwy 2, 4 mins. North of St. 

Albert
Golf Course 9.9 10 Course for all levels; Pro shop; food services; RV sites; 

49 Cardiff Golf & Country Club
55307 Range Road 251, 

Morinville
Golf Course 20.2 18 18 hole semi-private; driving range; proshop; restaurant/bar

50 The Derrick Golf & Winter Club 3500 119 St. NW, Edmonton Recreation Centre 28.8 21

Private multi-purpose club; 18-hole golf course; fitness 

centre, indoor aquatic centre, badminton courts, curling, 

tennis, spa, cross country skiing, skating; food & beverage 

outlets

51
SportsWorld Inline & Roller Skating 

Disco
12709-52 St., Edmonton Rink (Roller skate) 17.5 19 proshop; lessons; birthday parties; group functions

52 River Cree Resort & Casino (Sports)
300 East Lapotac Boulevard, 

Enoch
Arena - Ice Rink 17.8 15

Within River Cree Resort & Casino complex; 2 NHL size rinks; 

home of the Adult Safe Hockey League & practice facility of 

Edmonton Oilers

53 Jasper Place Curling Club 16521 107th Ave., Edmonton Arena - Curling 9.8 12

54 Avonair Curling Club
Princess Elizabeth Ave. NW, 

Edmonton
Arena - Curling 12 15

55 Crestwood Curling Club 14317 96 Ave., Edmonton Arena - Curling 13.9 17

6 sheets of ice; variety of leagues, lessons, underwent major 

renovation in 2004, which includes a large viewing area and 

bar

56 Morinville Curling Club 9908 104 St., Morinville Arena - Curling 20.3 17 leagues, bonspiels, rentals

57 Thistle Curling Club 6920 114 Ave., Edmonton Arena - Curling 16.7 19 8 sheets of ice, food services, lounge

58 Spruce Grove Curling Club 9 Agrena Rd., Spruce Grove Arena - Curling 28.8 21 leagues, bonspiels, rentals, lounge

59 Edmonton Ski Club 9613- 96 Ave., Edmonton Ski Facility 17.6 21 Closest ski hill to downtown; lessons, rentals

60 Snow Valley Edmonton
119 St. off Whitemud Fwy., 

Edmonton
Ski Facility 28.6 21

Not for profit organization; beginner & advanced terrain park; 

lessons; group funtions

61 Sunridge Ski Area 10980 17 Street , Edmonton Ski Facility 22.3 22 lessons; snow tubing; group functions

62 Rabbit Hill Snow Resort
D-25512 Township Rd. 510A, 

Leduc County
Ski Facility 40.3 33 lessons; group functions; clubs/teams

63
Tawatinaw Valley Alpine & Nordic 

Centre
10336-106 St., Westlock Ski Facility 85.7 1 hr 6 mins

140 acres; 24 groomed runs; over 20 km of cross-country ski 

trails

64 Windhaven Enterprises
54516 Rg. Rd. 262, Sturgeon 

County
Riding Facility 12.3 16

80 acres; training centre; heated barn & 20 stalls attached to 

heated indoor arena

65 Whitemud Equine Learning Centre 12504 Fox Drive, Edmonton Riding Facility 25.8 19

Provides programs to approx. 1,000 visitors each week; 

various horse riding programs & instruction; currently 

operating at full capacity; future plans include development 

of a world-class equine learning centre including 2 new 

arenas, new barns, classrooms, multi-use areas

66 Cadence Creek Equine Centre
52152 Range Rd. 224, Sherwood 

Park
Riding Facility 56.8 36

40 acres; horseback riding lessons, horse summer camps, 

horse boarding

67
Amberlea Meadows Equestrian 

Centre

51031-Range Rd. 252, Leduc 

County
Riding Facility 37.7 32

Multi-function equestrian centre; 88 stall heated boarding 

barn; 7 pastures, 23 individual pens; lessons; summer camps; 

boarding; horse shows

68 Maple Leaf Meadows 20821-9 Ave. SW, Edmonton Riding Facility 26.1 21 Lessons; riding camps; horse services

69 Liberty Equestrian
51080 Rg. Rd. 223, Sherwood 

Park
Riding Facility 60.4 39 20,580 sq. ft. facility; 40 acres; training & lessons

70 Legacy Ridge Equine Facility 52568 Rg. Rd. 210, Ardrossan Riding Facility 51.5 38 Training, coaching, boarding

71 Spoons Arabians Equestrian Centre
51440 Rg. Rd. 224, Sherwood 

Park
Riding Facility 53.7 33 Training, lessons

72 Blarney Stone Farms 51424C Hwy 60, Spruce Grove Riding Facility 31.7 23 Lessons, summer camp, programs, boarding

73 Metropolitan Billiards 10250-106th St., Edmonton Pool Hall/Billiards 13.8 19 15 championship Brunswuicks; food; bar

74 Finnagan's Bistro.Bar. Billiards 13560 - Fort Rd. , Edmonton Pool Hall/Billiards 22.2 18 12,000 sq. ft. entertainment area; tournaments; food; bar

75 McNally's High Run Sports Bar 4926 98 Ave. NW, Edmonton Pool Hall/Billiards 21.4 24
Seating for 225; 10 nine-foot 9-ball pool tables; 4 eight-foot 8-

ball tables & 2 snooker tables

1) From intersection of Perron Street & Sir Winston Churchill Avenue
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5.4 DRINKING PLACE ESTABLISHMENTS 

Drinking place establishments are those establishments primarily engaged in preparing and 

serving alcoholic beverages for immediate consumption, which may also provide limited food 

services. The consultant has identified those drinking place establishments found within the City 

of St. Albert (please refer to Table 20). It is important to clarify that this study did not examine 

restaurants, however, a variety of restaurants of various cuisines and price points (especially 

restaurants of a theme orientation) act as important synergistic partners to entertainment type 

uses.  

Thirteen drinking place establishments with a total floor area of over 41,000 sq. ft. has been 

identified. Two-thirds of the establishments are under 4,000 sq. ft., and the majority are 

classified as pubs. These establishments are primarily located along St. Albert Trail, clustered in 

proximity to the McKennay Ave/Bellerose Dr intersection, and the downtown core. 

TABLE 20: Drinking Place Establishments - St. Albert 

 

  

DRINKING PLACES - ST. ALBERT
# NAME ADDRESS Type Notes

1 O'Mailles Irish Pub 398 St. Albert Trail, St. Albert Bar/Pub 3,412 sq. ft.

2 LB's Pub 23 Akins Dr., St. Albert Bar/Pub 3,574 sq. ft.

3 Feast & Lounge #150, 15 Perron St., St. Albert Bar/Pub 1,720 sq. ft.

4 The Blind Pig Pub & Grill 32 St. Anne St., St. Albert Bar/Pub 1,600 sq. ft.

5 The Beer Hunter Pub & Grill 386 St. Albert Trail, St. Albert Bar/Pub 5,999 sq. ft.

6 The Celtic Knot 388 St. Albert Trail, St. Albert Bar/Pub 5,606 sq. ft.; Opened in 2012; 24 varities of beer on tap

7 Crown & Tower Pub  # 10 11 Bellerose Dr., St. Albert Bar/Pub 4,125 sq. ft.; Darts, VLTs, pool 

8 Original Joe's 520 5 Giroux Rd., St. Albert Bar/Pub 3,500 sq. ft. 

9 The Bourbon Room 112 205 Carnegie Dr., St. Albert Lounge
5,749 sq. ft.; Piano lounge; caters to 25+ crowd & live music 

fans

10 Privada Wine + Tapas 100-21 Perron St., St. Albert Wine Bar & Lounge 1,316 sq. ft.; wine + tapas 

11 Hotel Stand Up Bar 156 St. Albert Trail, St. Albert Bar/Pub
2,525 sq. ft.; within St. Albert Inn & Suites; pool tables, darts 

and Video Lottery

12 VEE Lounge 24 Boudreau Rd., St. Albert Lounge 1,849 sq. ft.; Within Apex Casino

13 Hog's Head Tap House & Grill 16 Rayborn Crescent, St. Albert Bar/Pub

Tap house and grill connected to Hog's Head Micro-brewery; 

all day breakfast, full lunch and dinner menu; big screen tv's; 

brewery tour & tastings available by appointment; seats 

approx. 40 people

Note: Drinking place establishments within St. Albert only
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5.5 CASINOS & OTHER GAMBLING ESTABLISHMENTS21 

This entertainment category encompasses casinos, poker rooms and bingo halls. Please refer 

to Table 21. 

St. Albert contains one casino, Apex Casino, which is approximately 17,700 sq. ft. and contains 

over 325 slot machines as well as a variety of table games, a poker room and lounge. St. Albert 

did contain a bingo hall, but was closed in April 2014 as a result of the Grandin Park Plaza 

redevelopment project. 

The closest bingo halls are now located in northwest Edmonton, approximately 8 km's from St. 

Albert. The next closest casino (besides the Apex Casino) is the Casino Yellowhead (one of the 

largest casinos in Western Canada with over 770 slot machines and a 12 table poker room), 

and is located approximately 7.7 km's south of St. Albert (10 minutes drive time). 

It is also important to note that as part of the future Edmonton Arena District in downtown 

Edmonton, a casino of some 60,000 square feet is conceptualized. Developers expect a casino 

at this location will generate 750,000 visits per year. 

In addition, the following provides a background summary of the provincial gaming industry, 

including supply and revenue data: 

The Alberta Gaming and Liquor Commission (AGLC) conducts and manages provincial lotteries 

including video lottery terminals (vlts), slot machines in casinos and Racing Entertainment 

Centres, ticket lotteries, and electronic bingo in licensed bingo facilities. These activities are 

provided by independent retailers, private operators, and bingo associations under retailer 

agreements with the AGLC. The AGLC supplies and maintains electronic gaming equipment, 

while the retailers and operators provide space, customer service and other amenities to 

consumers. 

According to the Alberta Gaming and Liquor Commission (AGLC), there were 13,360 slot 

machines located in casinos and Racing Entertainment Centres across Alberta on March 31, 

2013. Edmonton contains 34% (4,532) of the slot machines in the province, while Calgary 

contains 33% (4,387), other destinations contain 27% (3,606), with Racing Entertainment 

Centres containing 6% (835). 

                                                        

21 AGLC, Annual Report 2012-2013 
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There are 903 vlt locations (including Video Gaming Entertainment Rooms (VGERs) in Alberta. 

The number of vlts is capped at 6,000 units in the vlt network (bars, pubs, VGERs). There were 

5,976 vlts active and operating at 903 locations on March 31, 2013. The concentration of vlts in 

bars and pubs present additional competition for casino properties. 

In 2012-2013, net revenue from vlts, slot machines and electronic bingo was $1.83 billion. Of 

this amount, the AGLC paid $465.9 million in commissions to operators and charities and 

payments to the federal government. 

TABLE 21: Casinos & Other Gambling Establishments 

 

  

CASINOS & OTHER GAMBLING ESTABLISHMENTS

# NAME ADDRESS Type Kilometres (1)
Approx. Drive 

Time (mins) (1)
Notes

1 Apex Casino 24 Boudreau Road, St. Albert Casino/Poker Room N/A N/A

15,866 sq. ft. of casino gaming (17,715 sq. ft. with 

restaurant/lounge); Over 325 Las Vegas style slot machines, 

table games, poker room; VEE Lounge Entertainment

2 Northlands Park Racetrack & Casino
7410 Borden Park Road NW, 

Edmonton
Casino 17.1 19 600 + slot machines

3 Casino Edmonton 7055 Argyll Road, Edmonton Casino/Poker Room 23.3 25 60,000 sq. ft.; 850+ slot machines; 10 video lottery terminals; 

22 live action table games; Poker; 12-table poker room

4 River Cree Resort & Casino
300 East Lapotac Boulevard, 

Enoch
Casino/Poker 17.8 15

64,000 sq. ft.; 1,100 slot machines; 32 table games; poker pit; 

off track betting

5 Century Casino 13103 Fort Road, Edmonton Casino/Poker Room 16 18 750 slot machines; 34 table games; Poker room

6 Palace Casino West Edmonton Mall Casino/Poker Room 16.9 15 600 + slot machines; 20 table games; Poker room

7 Baccarat Casino 10128-104 Avenue, Edmonton Casino 13.9 19
Downtown; 300 + slot machines; 20 table games; 30,000 sq. ft. 

gaming space; next to the new Edmonton Arena project

8 Casino Yellowhead 12464 153 St. NW, Edmonton Casino 7.7 10

One of the largest casinos in Western Canada; 773+ slots; 12 

video lottery terminals; 27 live action table games; 12-table 

Poker room

9 Caesar's Bingo West Edmonton Mall Bingo Hall 17 15

10 Castledowns Bingo Hall 12222 - 137 Ave., Edmonton Bingo Hall 7.9 11

11 Kensington Bingo Centre 12538 - 132 Ave., Edmonton Bingo Hall 8.1 11 13,918 sq. ft.; seats up to 725 people

12 West End Bingo Centre 17304-105 Ave., Edmonton Bingo Hall 10 12

13 Fort Road Bingo Centre 13403 Fort Road, Edmonton Bingo Hall 16.7 18

14 Spruce Grove Bingo Centre
160 St. Matthew Ave., Spruce 

Grove
Bingo Hall 29.4 22

15 Parkway Bingo Centre 8775-51 Ave., Edmonton Bingo Hall 33.3 25

16 Rapid Bingo Hall 102, 59010 50 St., Leduc Bingo Hall 53.9 34

17 EAD Casino
104 Avenue & 103 Street, 

Edmonton
Casino 14 19

Proposed casino as party of Downtown Arena District; 60,000 

sq. ft.;  the brand of the casino have yet to be announced as 

of August 2014; developers expect casino will generate 

750,000 visits/year

1) From intersection of Perron Street & Sir Winston Churchill Avenue

Proposed/Under Construction
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5.6 SPECTATOR SPORTS ESTABLISHMENTS22 

This entertainment category is defined as those establishments intended for sports and athletic 

events which are held primarily for public entertainment, where patrons attend on a recurring 

basis. Uses include stadiums, arenas, animal racing tracks, and vehicle racing tracks. 

Table 22 explores the supply of such uses in St. Albert, Edmonton and surrounding areas within 

an approximately 1 hours drive from St. Albert. 

It is the City of Edmonton that is host to such sporting teams as the Edmonton Oilers, Edmonton 

Eskimos, FC Edmonton, Edmonton Oil Kings, Edmonton Prospects, etc. These stadiums and 

arenas are situated within central Edmonton, north of the North Saskatchewan River. Each of 

these sporting venues can be accessed within 20 minutes drive time from St. Albert - according 

to Google Maps as measured from the intersection of Perron Street and Sir Winston Churchill 

Avenue. 

A new arena - Rogers Place Arena with a seating capacity of approximately 18,600 for NHL 

hockey games is currently under construction with an anticipated completion date of fall 2016. 

Located in downtown Edmonton, this arena will be the focal component of a wider 'Edmonton 

Arena District' which is envisioned as a vibrant mixed-use urban destination. The Edmonton 

Arena District will be well served by public transportation and is situated approximately 14 

kilometres southeast of St. Albert. 

In response to the upcoming move of the Oilers to the new Rogers Place arena, an Arena 

Strategy Committee has been formed, where members have been tasked to deliver a 

recommendation regarding future facility and site use of Rexall Place by April 15, 2015. The 

recommended use for the site must further several interests including agriculture, arts, culture, 

education, commerce, athletics, entertainment and community enrichment. 

It is known that Telus Field is not being utilized to its potential. The Edmonton Prospects 

baseball team does utilize Telus Field, however, it has been documented that the owner of the 

now dormant Edmonton Capitals baseball team, has been seeking out options to return pro 

baseball to Edmonton and to Telus Field. 

In terms of race track facilities, the Northlands complex in Edmonton contains a horse racing 

track (this district also contains a casino and Rexall Place arena). Vehicle race tracks can be 

                                                        

22 Edmonton.ca, Edmonton Indy News Bulletin (September 2012) 
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found in Nisku and Wetaskiwin (an approximately 30 minute drive, and 1 hour drive from St. 

Albert, respectively).  

While Edmonton was host to an annual Indy Car race at the former City Centre Airport for 8 

years, it was cancelled after the 2012 race, due to the reported failure to make the event 

profitable.  

TABLE 22: Spectator Sports Establishments 

 

5.7 ST. ALBERT COMMUNITY FESTIVALS & EVENTS 

The consultant has also identified a selection of St. Albert's community festivals and events tor 

purposes of the entertainment supply analysis. 

St. Albert has a number of existing community festivals and events, further strengthening the 

City's vibrant arts and cultural scene, drawing not only St. Albert residents, but visitors and 

tourists as well. Such festivals and events create a sense of fun and vibrancy, while working to 

foster community connectivity, engagement and sense of place. Furthermore, many events also 

provide a boost to the local economy. While these events in themselves provide entertainment, 

there are opportunities to create synergistic partnerships between local entertainment facilities, 

as well as retailers, businesses, etc.  

SPECTATOR SPORTS ESTABLISHMENTS

# NAME ADDRESS Type Kilometres (1)
Approx. Drive 

Time (mins) (1)
Notes

1 Castrol Raceway
Highway 19 & Highway 2 Nisku 

Alberta
Vehicle Race Track 45.1 28

Offers: drag, oval and road course; motocross; monster jam; 

dirt track racing; jet car events; sprint car racing

2
Edmonton International Raceway 

in Wetaskiwin

Township Road 464 off Highway 

2
Vehicle Race Track 90.6 57

Offers: NASCAR stock car racing; NASCAR thunder cars; 

NASCAR modifieds; birthday parties; corporate team building 

events

3 Northlands Park Racetrack & Casino
7410 Borden Park Road NW, 

Edmonton
Animal Race Track 17.1 19 Canadian Derby; thoroughbred; harness

4 Rexall Place (Northlands complex) 7424 118 Ave., Edmonton Arena 15.3 16

Situated in Northlands complex; various sporting events 

(current home of the Oilers, Edmonton Oil Kings, and Rush 

Lacrosse team); 17,000 seating capacity for sporting events

5 Commonwealth Stadium 11000 Stadium Rd., Edmonton Stadium 14.5 20

Seats 60,000; Home of the Edmonton Eskimos; Hosts major 

sports events including World Masters Games, FIFA 19 

Women's World Championship, Commonwealth Games, etc.

6 Clarke Stadium 11000 Stadium Rd., Edmonton Stadium 14.3 19
Home to FC Edmonton; Edmonton Wildcats football; Seating 

capacity for 5,000 fans; adjacent to Commonwealth Stadium

7 Telus Field 10233 96 Ave NW, Edmonton Stadium 15.6 19

Opened in 1995; 9,200 seating capacity; Home to the 

Edmonton Prospects baseball of the Western Major Baseball 

League; It has previously been the home of the currently 

league-less Edmonton Capitals baseball team

8 Rogers Place
104 Avenue & 103 Street, 

Edmonton
Arena 14 19

Under Construction - Approx. 820,000 sq. ft.; Future home of 

Edmonton Oilers; 18,647 seat arena; $604 million project - a 

public-private partnership between Edmonton Oilers owner 

Daryl Katz and the City of Edmonton; Slated to be completed 

in fall 2016; Complex to include a variety of uses, including a 

community skating rink to hold 1,000 spectators

1) From intersection of Perron Street & Sir Winston Churchill Avenue

Proposed/Under Construction
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Some of St. Albert's existing festivals and events include: 

FIGURE 14: St. Albert Community Festivals & Events 

 

Farmers' Market

International Children's Festival

Amplify Youth Festival

Cultural Café

The largest outdoor farmers' market in 

western Canada, attracting crowds of 

15,000 to 20,000 each Saturday from June-

October. Items include homemade 

baking, arts & crafts, produce, meat, 

street performers, entertainers, etc. at 

over 250 vendors. 44% of visitors have 

been found to come from St. Albert, 

with the remainder originiating from 

outside of St. Albert.

An annual 5-day festival held in 

downtown St. Albert that builds bridges 

between art, culture and education. 

Artists, performers, hands-on activities, 

etc. A unique family experience that 

attracted some 53,000 people in 2014. 

Attracts participants from B.C. and 

Saskatchewan.

A new arts and cultural festival 

specifically for youth taking place 

October 17th and 18th, 2014. Amplify 

will bring together a combination of 

concerts and workshops, aimed for 

grade 7 to age 21.

Held quarterly. Provides a platform to 

profile artists, cultural groups, galleries, 

musicians, theatres and like minded 

cultural businesses. 
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Rock n' August

Dig In Horticulinary Festival

Art Walk

Kinsmen Rainmaker Rodeo

Annual festival with rodeo events, 

concerts, marketplace vendors, midway, 

petting zoo, family circus, and parade. 

The 49th annual Rainmaker Rodeo was 

held May 23rd to May 25th, 2014.

Takes place the first Thursday of every 

month. Discover St. Albert as an art 

destination, a place to enjoy, view and 

buy art to suit all tastes & budgets.

First annual festival held Oct. 10 & 11th, 

2014. Consists of a series of 

demonstrations and hands-on 

workshops, bringing together 

horticulture & culinary into a celebration 

of eating, growing & staying local.

Annual Classic Car Festival event, taking 

place in various locations across St. 

Albert over the course of 5 days. It is 

estimated that the total attendance 

reached 40,000 (2013), with total 

economic activity of over $2.2 million.
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5.8 SUPPLY MARKET GAPS 

While St. Albert contains noticeable market gaps in several entertainment categories, it is 

important to be mindful of the extent of supply that can be found just outside of its borders in 

Edmonton. As can be expected, Edmonton is currently home to the majority of what can be 

described as the 'destination' or 'anchor' entertainment venues. After examining the existing and 

upcoming/proposed supply in Edmonton and surrounding areas, the following has been 

identified: 

In the local area, noticeable gaps in the entertainment market include:  

• Movie theatre  

• Cocktail lounge/wine bar/pubs  

• Restaurants/drinking places combined with entertainment  (comedy club, billiards) 

• Indoor play area - Indoor soft-play playground; in combination with such potential 

amusement/recreational activities as a trampoline centre, laser tag, miniature golf, 

paintball, climbing wall  

• Tennis/Squash/Other Racquet Sports - Indoor Academy type facility 

Noticeable entertainment industry market gaps in not only St. Albert, but the wider Edmonton 

market include:  

• 'Edutainment' establishments - successful and expanding examples include Kidzania, 

and Legoland 

• Children's Museum - Unique exhibits/attractions, expanding what can be found at Telus 

World of Science and other museums in the region.  

• Outdoor amusement park 

 

Those concepts deemed to be warranted for St. Albert will be further explored in subsequent 

sections of the study. 

The next section explores the outcomes of the Entertainment Demand public engagement 

surveys and the Cultural Master Plan engagement exercises, which will be used to further 

inform the demand for entertainment land uses in St. Albert.  
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6.0  PUBLIC ENGAGEMENT23 

An important aspect is gathering the perception and preferences of the target market segment 

through primary research. Residents have been surveyed to gather feedback on residents' 

entertainment preferences and desires for entertainment establishments within St. Albert. Both 

an online survey as well as a telephone survey have been undertaken. 

Online Survey 

Urbanics Consultants, on behalf of the City of St. Albert, created an 18 question survey. The 

information gathered has been used to help inform the entertainment study through gauging 

resident opinions/entertainment preferences and through analyzing particular demographic 

data. 

The online survey was advertised to the public via the City of St. Albert website as well as on 

the City's social media feeds. The survey was available to the public between September 27th 

and October 18th, 2014, and was re-launched on October 22nd in efforts to gather an even 

greater response rating. The online survey officially closed the morning of October 29th. 

The survey received a total of 274 responses. The survey results can be observed in Appendix 

3, with a summary provided below. 

Telephone Survey 

Abingdon Research, a leading public opinion research firm, was commissioned to conduct a 

telephone survey. In order to ensure a strong response rating, questions were limited to 13 

questions, and were condensed into a format that is best conducive for telephone delivery.  

A total of 364 residents of St. Albert were surveyed by live telephone call between October 7th 

and October 17th, 2014. Results have been weighted by age and gender using the latest 

census data from Statistics Canada.  

The telephone survey results can be found in Appendix 3, with a summary provided below. 

 

                                                        

23 City of St. Albert, Cultural Master Plan (January, 2012) 
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Online & Telephone Survey Summary 

The following provides a summary of both the online and telephone surveys. It is important to 

note that these surveys cannot be fully compared due to the variations in question formats as 

well as variations in sample respondents. Combined, a total of 638 respondents completed 

surveys. 

Some of the common findings include: 

• Amusement & recreation, drinking places, and spectator entertainment establishments 

are the most frequently used by respondents. 

• Very few respondents use heritage and gambling establishments frequently. 

• A considerable number of respondents report to never use casinos/other gambling 

establishments (50% in the online survey and 71% in the telephone survey). 

• Spectator sports establishments are less popular among the older age demographic. 

• The older age demographics are more likely to spend more time in St. Albert, with the 

younger demographics utilizing Edmonton's entertainment establishments more 

frequently. 

• Overall, a greater proportion of respondents' entertainment activities take place in 

Edmonton/other locations versus St. Albert. 

• Most respondents report to go outside of St. Albert for entertainment activities that they 

cannot find in St. Albert or for greater variety and selection. 

• Some of the common additional reasons why respondents utilize entertainment 

establishments outside of St. Albert include:  

o To see family/friends (closer to where friends/family are) 

o Quality of entertainment 

o To go to a specific establishment/festival/function 

o There is no movie theatre in St. Albert 

• Overall, respondents tend to go to Edmonton for larger events, such as sporting events, 

for a greater variety of establishments and for activities/venues that are not available in 

St. Albert. 

• The older age demographic appears to be the most satisfied with St. Albert's current 

selection of entertainment.  
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• The overwhelming response from both surveys is that a movie theatre is the most 

desired establishment for St. Albert. Other common responses among the two surveys 

are cocktail lounge/wine bar/pubs, performance venue/live theatre/outdoor amphitheatre, 

more restaurants.  

• In each survey it was found that more than half of respondents would like to see an 

entertainment district/hub in St. Albert (64% of online survey respondents and 53% of 

telephone survey respondents). Views on this vary by age, with the younger 

demographic tending to voice more support for a district/hub. 

• Some regular comments/concerns and suggestions include: 

o Would like to see a movie theatre in combination with a selection of restaurants, 

 with lounge/wine bar/pubs, comedy club 

o Any district/hub should be small scale; Build things in the scale of the town 

o Keep it family friendly 

o More cultural and entertainment activities in the downtown core 

o Doubts that St. Albert can sustain a district 

o Not necessary for St. Albert to have a district - Edmonton's entertainment is 

 easily accessible 

o Live music venues/live entertainment 

o A few cited taxes as a concern - Municipal taxes are too high; Do not use tax 

 payer money to build entertainment hub; More businesses needed to help

 alleviate the burden of taxes on residents  

o Do not want a cluster of drinking establishments/nightclubs 

o Outdoor theatre venue 

o Street vendors/performances 

o VIP movie theatre 

o Focus on local and niche delivery of entertainment 

 

Some of the noted differences between the two surveys include: 

• The online survey found that casinos/gambling establishments are frequented more by 

the younger age demographic, versus the telephone survey that found that these 

establishments are most popular with the 65+ group. However, in both surveys it was 

found that a large proportion of respondents do not visit these establishments (50% in 

the online survey and 71% in the telephone survey). 
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• The telephone survey results found that St. Albert is the most frequented destination for 

amusement & recreation and drinking places, whereas the online survey found that 

drinking places was the only entertainment category where respondents are more likely 

to stay in St. Albert. 

Please refer to Appendix 3 for the findings of the online survey and telephone survey. 

Cultural Master Plan - Public Engagement Exercises24 

To build upon the above entertainment surveys, the consultant has examined the outputs of the 

public consultation exercises that were used to inform the recommendations of the January 

2012 Cultural Master Plan. While it is true that entertainment facilities encompass much more 

than arts/cultural facilities, it is important to examine notable outputs of the Cultural Master Plan, 

as there is considerable overlap, including such facilities as performance centres/concert halls, 

museums, and art galleries. 

It should be noted that the City of St. Albert Cultural Services department is currently 

undertaking a 'Cultural Facilities Plan', which will further examine and identify the specific needs 

and timing for cultural facilities in St. Albert. However, as this is not yet completed, the 

consultant has focused on the outputs of the Cultural Master Plan engagement methods to help 

inform the entertainment demand study. 

Formulation of the 2012 Cultural Master Plan involved a ten-month process that engaged a 

broad constituency of community members, stakeholders, and cultural sector participants 

throughout the city to understand needs, opportunities, and potential initiatives. This included a 

community-wide telephone survey, a cultural sector survey, focus groups and interview 

sessions.  

The survey found that almost one half of residents surveyed attend a cultural event 2-5 times a 

year. However, interviews revealed that there was a lack of awareness about cultural events in 

St. Albert, unlike recreation. The top three cultural sites visited by St. Albert residents in the 

previous year, in order of popularity were: St. Albert Public Library, Arden Theatre, 

Murals/Public Art.  

                                                        

24 City of St. Albert Cultural Services, City of St. Albert Cultural Master Plan: Cultivating Community (January 

2012); Lord Cultural Resources, City of St. Albert Cultural Master Plan State of Culture Report (September 

2011); RC Strategies, Lord Cultural Resources, ATB Architecture, Technical Appendix (January 2011); City of 

St. Albert Cultural Services department 
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The majority of residents surveyed do not believe there is a need for new or upgraded 

recreation and cultural facilities in St. Albert, with the exception of the Library. 

Cultural groups expressed dissatisfaction with present facilities, their capacity to support new 

groups, earned income opportunities, use, and operations. 

One of the main Priority's that was uncovered in the analysis is to "Ensure Infrastructural 

Strength". The premise being to plan for demographic growth, increased and changing cultural 

participation, and sustained maintenance needs of aging facilities. From this, recommendations 

include "Build on Existing Assets' Strengths - Use capital improvements to enable existing 

organizations to adequately fulfill their missions and provide cultural services more effectively", 

and "Plan for Future Needs - meet the needs of St. Albert's future residents through facilities 

that respond to cultural participation trends, population growth, and sustained importance of 

culture in the city." 

Some of the particular strategies that were identified include: 

• Undertake a cultural capital facilities assessment including maintenance, renovation, 
and/or expansion of existing facilities and the feasibility of new facilities 

• Emerging and Professional work/live spaces to sustain arts/cultural pursuits 

• Multipurpose performance venue to accommodate rehearsals and smaller performances 

• Expanded Musée Heritage Museum 

• Expanded and barrier-free art gallery 

• Communal storage facility to meet the needs of present cultural institutions 

• Communal preparation for framing, conservation, costume preparation, set design, and 
archives 

• Enhancement of Servus Place performance arena for compatibility with cultural 
performance usage 
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7.0 STRENGTHS & THREATS ANALYSIS 

Based on the information and data collected, the following provides an account of the 

strengths/opportunities and challenges/threats of St. Albert in relation to the retention and 

attraction of entertainment facilities in St. Albert.  

Strengths/Opportunities 

• Located in one of the fastest growing regions in Canada. 

• A growing City with a large proportion of families and high incomes. 

• A progressive community with the municipal government supporting several economic 

development initiatives and marketing programs designed to bring business to the City. 

• Embracing SMART City initiatives and is a leader in implementing latest technology and 

advanced data analytics. 

• Strong roadway connections - There is easy access to the Anthony Henday, creating 

strong linkages. This will be further reinforced with the completion of Ray Gibbon Drive 

when it will be further extended and widened. 

• The extent of land availability - The annexation of land in 2007 in the north and west and 

the employment lands designation creates future opportunity for development of 

commercial land uses.  

• While there is currently limited opportunities in the downtown core, there are clusters of 

under-utilized and vacant land in the core area. The St. Anne Street realignment will 

provide opportunities for further development, of which the City owns a considerable 

portion of land within this redevelopment area. 

• A small but healthy arts and culture scene currently exists in St. Albert (predominately 

concentrated in the downtown area). 

• Several prominent events and festivals already exist in St. Albert - and an estimated 

70,000 visitors come to St. Albert annually. 

• St. Albert has a number of endearing qualities, centred on its history, character, sense of 

place, and its brand as the Botanical Arts City, that could be leveraged to promote St. 

Albert as a destination. 
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Challenges/Threats 

• St. Albert faces significant competition from Edmonton and other surrounding 

municipalities to attract entertainment land uses. It will be a noted challenge to gather 

the sufficient critical mass to support particular entertainment land uses in St. Albert. 

• There is a considerable amount of existing and upcoming entertainment supply in 

Edmonton, which is considered to be easily accessible for St. Albert residents due to the 

close proximity and strong roadway connections. 

• The downtown core (the civic, cultural and social hub of the City) is relatively small and 

the location and management of parking are known issues. 

• LRT is not expected to be expanded to St. Albert for quite some time. 

• St. Albert is known for its 'small town' community feel. It is important to be sensitive to 

this. Some may feel threatened by growth of commercial land uses in the City. 

 

8.0 TRADE AREA ASSESSMENT 

This section of the report outlines the delineation of St. Albert's entertainment trading area, 

which is then followed by an examination of population growth and other demographic 

characteristics, such as age, income, and household characteristics. An overview of the local 

and regional demographic context is of great importance in terms of forecasting the warranted 

space for entertainment components, as the population characteristics and growth of the study 

area will have a direct bearing on the future demand for new supply of entertainment land uses. 

8.1 TRADE AREA DELINEATION 

The trade area of commercial development is the geographical region from which the potential 

tenants can expect to generate the majority (traditionally 85% to 95%) of their total sales 

volume. The determination of a trade area boundary depends on a number of factors including 

the local and regional road network, natural and man-made transportation or psychological 

barriers, driving times, the local and regional competitive environment, including future supply 

under proposal or development, and smaller trade area zones, which might reflect different 

demographic profiles, or differences in expected market penetration.  
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In this particular instance, there are a number of factors which combine to rationalize St. Albert’s 

entertainment trade area. These factors include:  

• The competitive traffic-drawing effects of Edmonton – particularly West Edmonton 

Mall and downtown Edmonton. 

• The physical (and psychological) barrier of the Anthony Henday Drive. 

• The population centres and highway routes/patterns north of the City 

In order to provide a more refined analysis, the consultant has delineated both primary and 

secondary zones, as follows and can be viewed in Figure 15:  

• Primary Trade Zone (PTZ): Encompasses the City of St. Albert - the core market for 

entertainment uses. 

• Secondary Trade Zone (STZ): The STZ is the balance of the trade area outside the 

PTZ, and encompasses the area north of St. Albert, including the smaller communities of 

Morinville, Westlock, and Athabasca, in proximity to Highway 2. This represents an 

approximately 1.5 hour drive time north of St. Albert.  The STZ also incorporates a 

portion of northwest Edmonton, in areas with proximity to Highway 2 and the Anthony 

Henday, and north of the Yellowhead Highway. The overall STZ is a significant, yet 

reduced market penetration due to distance. 

• Inflow Sales Estimation: Entertainment land uses in St. Albert can also expect to 

receive patronage from those that live outside of the trade area boundaries, particularly if 

a range of complementary entertainment/commercial land uses are introduced. This is 

categorized as "inflow" spending. The inflow factor represents sales by any or all of the 

following potential market components: 

• Sales by residents living outside the trade area that might also wish to patronize 

entertainment establishments offered in St. Albert - much of this inflow would likely 

be from residents living in Edmonton (outside of the southern STZ boundary), as well 

as the City of Spruce Grove. 

• Employees working in St. Albert but who reside outside the trade area.  

• Visitors to the community (for example, visiting friends and family, tourists). 

Due to the typically greater level of attraction of entertainment land uses, versus more 

local oriented convenience shopping needs, a 15% inflow factor has been applied to 

each entertainment category being examined. 
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FIGURE 15: Trade Area Map 

 

TRADE AREA MAP - PRIMARY & SECONDARY ZONE DISAGGREGATION

Primary Zone

Secondary Zone
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8.2 TRADE AREA POPULATION 

According to census data the Trade Area had a population of 134,941 in 2011. This is 

compared to 121,160 in 2006, corresponding to a growth rate of 11% between 2006 and 2011. 

The PTZ (City of St. Albert), comprised approximately 46% of the total Trade Area population in 

2011. 

The consultant has defined a study period extending to 2035. Population forecasts for the PTZ 

and STZ, as well as the total Trade Area, are shown in Table 23. The consultant has forecasted 

that the total trade area population will reach approximately 188,000 by 2035 - an increase of 

39.5% and an average annual increase of 1.4% between 2011 and 2035. 

Table 23 - Trade Area Population Forecast 

 

TRADE AREA POPULATION FORECAST
2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2030 2035

Primary Trade Zone - City of St. Albert (1) 64,801 66,724 68,965 70,745 72,305 73,732 75,036 76,478 77,744 79,209 80,195 86,040 91,000

Average Annual Growth Rate 2.4% 3.0% 3.4% 2.6% 2.2% 2.0% 1.8% 1.9% 1.7% 1.9% 1.2% 1.4% 1.1%

Secondary Trade Zone (2) 77,876 78,911 79,953 80,967 81,916 82,889 83,826 84,789 85,763 86,763 87,721 92,295 97,228

Average Annual Growth Rate 1.5% 1.3% 1.3% 1.3% 1.2% 1.2% 1.1% 1.1% 1.1% 1.2% 1.1% 1.0% 1.0%

Total Trade Area 142,676 145,635 148,918 151,712 154,221 156,622 158,863 161,266 163,507 165,972 167,915 178,335 188,229

Average Annual Growth Rate 2.1% 2.3% 1.9% 1.7% 1.6% 1.4% 1.5% 1.4% 1.5% 1.2% 1.2% 1.1%

Notes:

1) As  from Ta ble 13

2) Growth ra tes  a dapted from 2011 cens us  and population projections  for s econda ry trade zone locations

Sources: City of St. Albert, St. Albert Growth Projections  (March 2014); Ci ty of St. Albert, 2014 Census ;Stati s ti cs  Canada  2011 Cens us; Alberta Treas ury Board & Finance (June 2014); Capi ta l  Region Population & 

Employment Projections  (September 2013); Town of Atha bas ca Municipa l Development Plan (October 2010)
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8.3 TRADE AREA DEMOGRAPHICS25 

A review of the demographics within each Trade Zone provides a meaningful assessment of the 

existing and emerging resident characteristics in the Trade Area. These residents  will have a 

major impact on the type and quantity of entertainment expenditures in St. Albert. Table 24 and 

Table 25 provide a summary of the trade area demographics.  

Key demographics were compared between the PTZ, STZ, Edmonton CMA and Province of 

Alberta. The consultant compared statistics for population, age, household characteristics, and 

income. The results are summarized in the tables that follow.   

Age Structure 

According to the 2011 census, the Trade Area contains a slightly more youthful population as 

compared to the Edmonton CMA, and contains a slightly lower proportion of working age 

population (aged 15 to 64) as compared to the CMA and Province.  

The proportion of population under the age of 14 is highest within the STZ at 20.7% (compared 

to 18.3% in the City of St. Albert, 17.7% in Edmonton CMA, and 18.8% in the Province). Both 

the PTZ and STZ contain a lower proportion of the population aged 25 to 44 years of age, 

however, a higher proportion of the population aged 45 to 64 years of age, as compared to the 

CMA and Province. 

Household Size/Composition 

Both the PTZ and STZ contain larger average household sizes (2.7 and 2.8 persons per 

household), as compared to the Province and CMA (2.6 and 2.5 persons per household). This 

slightly higher household size is translated within household composition characteristics. For 

example, both the CMA and Province contain a significantly higher proportion of single person 

households as compared to the PTZ and STZ. In addition, 20% of the PTZ’s households are 

housed in 4 person households, as compared to 15% of the CMA and Province, and 18% of the 

STZ. The STZ has a greater proportion of large household sizes, with 12% of the STZ’s 

households being comprised of 5 or more persons, as compared to 9% of each of the PTZ, 

CMA and Province. 

                                                        

25 Statistics Canada, 2011 Census (2011); Statistics Canada, National Household Survey (2011); Statistics 

Canada, 2006 Census (2006) 
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Household Type & Tenure 

As recorded in the 2011 federal census, the Trade Area (both Primary and Secondary Zones) 

contain a substantially greater share of single detached homes as compared to both the CMA 

and Province. The STZ has the least variation in home types with 76% of homes being single 

detached, while 74% St. Albert's housing stock were classified as single detached in the 2011 

census. As compared to the Province, St. Albert also has a greater proportion of semi-detached 

and row homes. As per the 2011 census, apartment buildings under 5 storeys comprised 10% 

of St. Albert's housing stock, while comprising just 6% of the STZ's housing stock. This is 

compared to the CMA and Province where apartment buildings under 5 storeys comprised 19% 

and 14% of the housing stock. 

Commensurate with a greater proportion of families and single detached housing, a high 

proportion of the dwellings in the Trade Area are owned versus rented. Approximately 86% of 

the dwellings are owned in the City of St. Albert, with the STZ not far behind with 84.6%. This is 

compared to the Edmonton CMA where 71% of dwellings are owned with 29% of dwellings 

being rented (as recorded in the 2011 federal census). 
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Table 24 - Trade Area Population, Age & Household Composition Profile 

 

  

TRADE AREA POPULATION, AGE & HOUSEHOLD STRUCTURE PROFILE
Primary Zone (City of 

St. Albert)
Secondary Zone Edmonton CMA Alberta

Population in 2006 57,764 63,396 1,034,945 3,290,350

 % Change ('06-'11) 6.4% 15.9% 12.1% 10.8%

Population in 2011 61,466 73,475 1,159,869 3,645,257

Total private dwellings (2011) 22,990 27,727 482,249 1,505,007

Age Characteristics, by age group

0 to 14 years 18.3% 20.7% 17.7% 18.8%

15 to 24 years 14.1% 12.9% 14.2% 13.6%

25 to 44 years 24.6% 28.5% 30.0% 29.7%

45 to 64 years 30.5% 27.0% 26.8% 26.8%

65 to 84 years 11.0% 9.7% 9.9% 9.7%

85 + years 1.6% 1.2% 1.5% 1.4%

Household Size/Composition

1 person 18% 19% 26% 25%

2 persons 36% 34% 34% 34%

3 persons 17% 17% 16% 16%

4 persons 20% 18% 15% 15%

5 persons 7% 8% 6% 6%

6 or more persons 2% 4% 3% 3%

Average Number of Persons in Private Households 2.7 2.8 2.5 2.6

Total Number of Occupied Private Dwellings

Single-detached house 74% 76% 59% 64%

Apartment, building that has five or more storeys 0% 0% 6% 4%

Movable Dwelling 0% 9% 2% 3%

Semi-detached house 7% 3% 5% 5%

Row house 8% 5% 8% 7%

Apartment, duplex 1% 1% 2% 2%

Apartment, building that has fewer than five 

storeys
10% 6% 19% 14%

Other single-attached house 0% 0% 0% 0%

Housing Tenure (1)

Percent owned dwellings 86.3% 84.6% 70.6% 73.6%

Percent rented dwellings 13.7% 14.6% 29.3% 25.7%

Band housing 0.0% 0.7% 0.1% 0.7%

Sources:

Statis ti cs  Canada 2011 Census ; Stati stics  Canada, Na tional  Household Survey (2011)

(1) As  Hous ing Tenure characteri s tics  are  not reported a t the Di ssemination Area level , a  portion of the STZ data  uti l i zed Census  Tract level  data  for hous i ng 

tenures .
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Household Income 

Table 25 depicts household total incomes of private households (2010 figures as identified in 

the National Household Survey). As can be observed, the average household total income of 

the PTZ ($121,499) is substantially higher than the CMA ($97,454) and Province ($100,819). 

The STZ average household total income ($94,965) is 6% below the Provincial average and 

28% below the PTZ (St. Albert) average household incomes.  

 

27.5% of St. Albert's households contained incomes in excess of $150,000, versus 15.4% in the 

STZ, 17.1% in the CMA, and 17.7% in the Province. 

That said, it is also worth noting that 19% of St. Albert households have incomes under 

$50,000. 

Table 25 - Trade Area Household Income Profile 

 
  

TRADE AREA HOUSEHOLD INCOME PROFILE
Primary Zone (City of 

St. Albert)
Secondary Zone 

(3) Edmonton CMA Alberta

Household Total Income of Private Households (2010) 
(1)

Under $49,999 19.3% 26.2% 30.2% 30.3%

$50,000 to $79,999 17.6% 20.4% 20.4% 20.5%

$80,000 to $124,999 24.8% 28.4% 23.8% 23.4%

$125,000 to $149,999 10.8% 9.4% 8.5% 8.1%

$150,000 and over 27.5% 15.4% 17.1% 17.7%

Average Household Total Income 
(2)

$121,499 $94,965 $97,454 $100,819

Notes:

(3) As  the National  Household Survey does not report incomes  at the Dis seminati on Area Level , a  portion of the STZ income data  was  exa mined at the Cens us  Tract l evel .

Source: Statis ti cs  Canada, Nationa l  Hous ehold Survey (2011)

(1) Household, private - refers to a person or a group of persons (other than foreign residents) who occupy the same private dwelling and do not have a usual place of 

residence elesewhere in Canada; Household total income - The sum of the total incomes of all  members of that household.

(2) Average income of households - the weighted mean total income of households in 2010.
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8.4 PER CAPITA EXPENDITURES26 

Table 26 serves to depict average per capita expenditure estimates for the trade area residents 

for various entertainment categories. These figures have been adjusted relative to the provincial 

per capita figures in order to account for demographic differences, in particular the age 

structure, average household size, and most importantly, average per capita incomes.  

The range of entertainment categories to be examined includes: 

• Cinemas (movie theatre) 

• Performing Arts and Heritage Establishments: 

o Performing arts centres/auditoriums/concert halls 
o Museums 
o Art galleries 
o Zoos 
o Aquariums 
o Botanical gardens 

 
 

• Amusement & Recreation Establishments: 

o Fitness centres/athletic clubs 
o Handball, racquetball, squash, tennis clubs 
o Skating rinks (ice or roller) 
o Swimming/wave pools 
o Amusement parks and arcades 
o Golf course and country clubs 
o Skiing facilities 
o Bowling centres 
o Billiard/pool hall 
o Miniature golf 
o Riding clubs 
o Marinas 
o Water slides 
 

 

                                                        

26 Statistics Canada, Survey of Household Spending; Statistics Canada, Monthly Survey of Food Services and 

Drinking Places by NAICS, Statistics Canada, Amusement and Recreation Summary Statistics by NAICS; 

Statistics Canada, Retail Sales by NAICS and by Region; Statistics Canada, 2011 Census; Alberta Municipal 

Affairs, Population History 1960-2013; Hill Strategies Research Inc., Statistical Insights on the Arts Vol. 9 No. 

1, Consumer Spending on Culture in Canada, the Provinces and 12 Metropolitan Areas in 2008 (November 

2010) 
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• Drinking Place Establishments: 

o Bar/tavern pubs 
o Cocktail lounge/wine bar 
o Nightclubs 
 

• Casinos & Other Gambling Establishments: 

o Casino 
o Bingo hall 
o Poker room 
 

• Spectator Sports Establishments 

o Stadiums 
o Arenas 
o Racing tracks 

 

The 2013 provincial average annual per capita expenditure on all entertainment categories is 

estimated to be $913 - as compiled from a variety of Statistics Canada publications, including 

the Survey of Household Spending, Monthly Survey of Food Services and Drinking Places, and 

Amusement & Recreation Summary Statistics, adjusted for the year 2013.  

In order to adjust the expenditure level to more closely reflect that of the Trade Area, average 

income figures for these areas have been utilised. Using this income information a Provincial 

Index is derived, with the province representing an index of 100, the Primary Zone then 

representing 116, and the Secondary Zone representing 89. While the Primary Zone exceeds 

the Provincial Index by 16% with the Secondary Zone 11% below the Provincial Index, the 

consultant has considered other demographic and expenditure characteristics (such as 

household size and age), to derive the final Trade Area Expenditure Adjustment of +12% for the 

Primary Trading Zone, -8% for the Secondary Trade Zone over the provincial figures. 

The result of these adjustments indicates that the per capita annual expenditure for the Trade 

Area is expected to be $1,022 for the Primary Zone, and $840 for the Secondary Zone. 
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Table 26 - Trade Area Per Capita Expenditures 

 

As previously identified, expenditure figures have been gathered from a number of industry 

sources including Statistics Canada's Survey of Household Spending, Monthly Survey of Food 

Services and Drinking Places, and  Amusement and Recreation Summary Statistics by NAICS.  

The relevant data categories have been reinforced and compared to a 2008 study funded by 

Canada Council for the Arts, Ontario Arts Council and Canadian Heritage, titled "Consumer 

Spending on Culture in Canada, the Provinces and 12 Metropolitan Areas in 2008". This study, 

Alberta Population (2013) 4,025,074       

Per Capita (1)

Share of Total 

Per Capita

Cinemas (2) $54 6%

Performing Arts & Heritage Establishments (3) $100 11%

Amusement & Recreation Establishments (4) $402 44%

Drinking Place Establishments (5) $305 33%

Casinos & Other Gambling Establishments (6) $21 2%

Spectator Sports Establishments (live sporting events) (7) $29 3%

Total $913

Per Capita Expenditure Derivation - Adjusted

Alberta

Household Income $100,819

Average Household Size 2.6

Per Capita Income $38,777

Provincial Index 100.0

"Trade Area Expenditure Adjustment"

Estimated 2013 Annual Per Capita Expenditure Alberta

Exp. 

Adjustment 

Index:

Adjusted 

Exp.

Exp. 

Adjustment 

Index:

Adjusted 

Exp.

14

Cinemas (2) $54 112 $61 92 $50

Performing Arts & Heritage Establishments (3) $100 112 $112 92 $92

Amusement & Recreation Establishments (4) $402 112 $450 92 $370

Drinking Place Establishments (5) $305 112 $342 92 $281

Casinos & Other Gambling Establishments (6) $21 112 $24 92 $20

Spectator Sports Establishments (live sporting events) (7) $29 112 $33 92 $27

Total  $913 $1,022 $840

(1) To determine per capita expenditures, the Statistics Canada average per household expenditures for the Province of Alberta are divided by 2.6 persons by household.

Sources:

Alberta Municipal Affairs , Population History 1960-2013

Statistics Canada, Table 203-0021 - Survey of household spending (SHS), Canada, regions and provinces, annual

Statistics Canada. Table 203-0010 - Survey of household spending (SHS),  by province and territory, annual

Statistics Canada. Table 355-0006 - Monthly survey of food services and drinking places by NAICS, monthly

Statistics Canada Table 361-0015 - Amusement and Recreation Summary Statistics by NAICS, annual

Statistics Canada 2011 Census.

Urbanics Consultants Ltd.

PER CAPITA EXPENDITURE DERIVATION

Alberta Expenditures (2013)

Primary Secondary

$121,499 $94,965

(5) Drinking place expenditures 2013 data compiled from the Statistics Canada Monthly Survey of Food Services & Drinking Places . Includes expenditures for alcoholic beverages from 

bars/pubs/nightclubs, etc. Also assumed to represent 1/4 of expenditures for the full-service restaurant category, which includes drinking places that primarily serve food.

2.7 2.8

$45,000 $34,518

116 89

112 92

Primary Zone Secondary Zone

(2)  Cinema (movie theatre) data from 2009 has been adjusted for inflation by 2.5% per annum to 2013. 

(3)  Performing arts spending has been separated from live sports event spending  based on historical shares. Performing arts data provided for 2011, and heritage establishments 

(admissions  to museums, zoos and other heritage establishments) data provided for 2012, have been adjusted for inflation by 2.5% per annum to 2013.

(7) Extracted Spectator Sports (live sport event) data for 2011 has been adjusted for inflation by 2.5% per annum to 2013.

(4) Recreation expenditures compiled from several Statistics Canada sources - Fees for sports & recreation facilities data for 2012 has been adjusted for inflation by 2.5% per annum to 

2013; Canada wide 2012 operating revenue for golf courses, skiing facilities, bowling centres, billiard/pool hall, marina, miniature golf, riding clubs, water slides, yacht/sailing clubs, and 

amusement parks and arcades has been calculated on a per capita expenditure basis, and further adjusted for per capita estimates for the Province of Alberta and adjusted for inflation by 

2.5% per annum to 2013.

(6) Casino & Bingo expenditures data from 2011 has been adjusted for inflation by 2.5% per annum to 2013.
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undertaken by Hill Strategies Research, found that Albertan's are the country's biggest 

spenders on cultural goods, services and activities. Research shows that in 2008, Albertans' per 

capita cultural spending was $963 - 15% higher than the 2008 National per capita average of 

$841. Edmonton CMA's 2008 per capita spending was shown to be slightly less than Alberta as 

a whole at $933, while Calgary CMA's per capita spending was slightly higher at $1,020. 

It should be noted that this study incorporated a wide spectrum of cultural spending, including 

home entertainment, reading material, photographic equipment and services, art supplies and 

musical instruments, art works and events, and movie theatres. 

Some relevant and key findings from this study include: 

• Consumer spending on culture in Canada ($27.4 billion) is three times larger than 

consumer spending on hotels, motels and other travel accommodations ($9.2 billion). 

• Among the Provinces, Alberta had the highest growth in consumer spending between 

1997 and 2008, both on cultural goods and services (40%) and on all goods and 

services (69%), after adjusting for inflation. 

• Alberta residents spent 65% more on live performing arts than on live sports events in 

2008. 

• Home-based entertainment dominates cultural spending. Over one-half of Albertans' 

cultural spending is on home entertainment equipment and services. Reading material is 

the second-largest spending category.  

• In Edmonton, per capita spending on culture was $933 in 2008, fifth among the 12 

metropolitan areas examined. 

The per capita expenditure figures and the previously defined population growth figures allow 

the consultant to forecast total trade area expenditures over the defined study period for a range 

of entertainment categories. The market opportunities for these categories can now be 

examined, taking into account existing and planned competitive influences. 
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9.0 DEMAND ANALYSIS 

Entertainment is a complex and multi-faceted type of land use. It encompasses a variety of 

different categories of entertainment land uses, as well as a broad range of building and/or land 

sizes, and varying forms ownership and management structures. 

The consultant has used traditional analytic type analysis where applicable to formulate a basis 

for demand, however, entertainment land uses do not always lend themselves to that form of 

analysis, and correspondingly, other equally important factors have been examined as well. For 

instance, the demand forecasts have been reinforced based on a number of factors including 

the consultant's knowledge of the local and regional market, the existing and anticipated 

competitive influences, trade area forecasts (population, demographics, incomes), the intrinsic 

qualities and area characteristics of St. Albert, public engagement findings, best practices, 

development trends, consumer behavioural attitudes, new forms of entertainment, etc. 

Indeed, there are many factors at play with entertainment uses such as:  

• There is a broad range of building and/or land sizes within each entertainment category. 

For example, the Amusement & Recreation category includes a diverse range of uses 

from small fitness facilities to bowling centres, zoos, and amusement parks. As such, 

estimating the sales dollars per square foot productivity proves challenging (which is 

used as one method of analyzing demand).  

• Some entertainment facilities (examples being museums, performance venues, art 

galleries) often receive subsidies, grants, donations, and Government funding to stay 

operational. That is, they cannot always rely on consumer expenditures to stay afloat. 

The sales dollars per square foot productivity, and corresponding warranted market 

demand, is therefore difficult to examine. 

• Related to the above, is the fact that many entertainment facilities are controlled by non-

profit organizations or are operated by government agencies, further complicating the 

market demand analysis. 

As such, the findings and recommendations for many of these entertainment categories cannot 

be based solely on traditional analytic type analyses, and have been reinforced by a menu of 

additional considerations.  

It should be noted that in many cases, the determination of attracting a particular entertainment 

use, may require a specialized study beyond the scope of this assignment. 
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The following sections provide a forecast of the expenditure potential, projected sales volume, 

and the total floor space for particular entertainment categories.  It employs previously 

discussed trade area population forecasts as well as average per capita expenditures to derive 

the total expenditure potential. The per capita expenditure figures have been increased at a real 

rate of 1.0% per annum in order to account for anticipated growth in commercial expenditures.  

Additionally, in view of the complexities of the market, a variety of scenarios are employed in 

order to account for a range of likely market shares that  St. Albert might be able to capture – 

not necessarily as a means of pinpointing the exact amount of warranted entertainment square 

footage over the course of the study period, but rather to illustrate the order of magnitude and 

the potential variation according to different scenarios of performance. The market shares 

proposed by the consultant take into account existing and planned competition, as well as 

demographic, economic and population growth factors. 

Based on various assumed market shares for these principal categories, a determination of 

forecasted sales and the warranted square footage for additional entertainment facilities will be 

estimated. Category specific sales per square foot  productivity levels are used in the industry to 

evaluate sales performance and development opportunity. These productivity levels have been 

guided by industry benchmarks. 

It must be noted that certain assumptions regarding the future demand and supply conditions 

have been made by the consultant in order to determine the appropriate trade area market 

shares for each entertainment category. The market shares proposed for each category assume 

trade area demand is strongly influenced by the assumed presence or lack thereof of a 

complementary range of entertainment and commercial uses, in recognition that many of these 

land use types require a sufficient critical mass to consistently attract trade area residents and 

inflow patrons. 
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9.1 CINEMA COMPLEX MARKET OPPORTUNITY 

Employing previously discussed trade area zone population forecasts as well as average per 

capita expenditures for each of the PTZ and STZ, Table 27 provides a meaningful forecast of 

movie theatre expenditures for each of the trade zones for the duration of the study period. Note 

that per capita expenditures have been adjusted upward by a factor of 1% per annum to 

account for real increases in average per capita spending levels commensurate with presumed 

increases in average per capita incomes. 

In addition, this table provides a review of the consultant’s estimates of market shares as they 

apply, on an annual basis, for the PTZ and STZ. These market shares take into consideration 

the existing supply in the wider marketplace. 

It is important to note that there is a lack of supply of movie theatre complexes within the 

primary trade zone, and only one theatre complex located within the southern boundary of the 

secondary trade zone. With the recent closing of the Grandin Theatres, the closest theatre is 

now the 14-screen Cineplex Odeon North Edmonton, located on 137th Avenue, approximately 

5.4 kilometres from St. Albert, as measured from the intersection of Perron Street and Sir 

Winston Churchill Avenue. 

There is presently only 1 theatre complex of a VIP orientation in the wider Edmonton area, 

situated in southwest Edmonton. These theatre types are gaining increasing popularity, and the 

consultant believes that another facility in the Edmonton area is warranted. 

Indeed, results from the public engagement surveys show that there is an overwhelming 

response in support of a movie complex in St. Albert. As an example, 60% of the online survey 

respondents selected a movie theatre as their first choice for a desired entertainment 

establishment in St. Albert. 

It is also worth noting that the large agglomeration of West Edmonton Mall is acting as a super-

regional traffic generator - attracting movie theatre expenditures as well as a variety of 

entertainment expenditures from a much wider geographical area than just the local surrounding 

population base.  

Considering the above, the consultant has implemented market shares of 60% in the PTZ and 

40% in the STZ (as per the Base Scenario), along with an 'inflow' sales level of 15% to account 

for spending of those from outside the trading area. These market shares assume that a 

substantial population base from both the PTZ and STZ would be attracted to a movie theatre 

within St. Albert, however, also takes into consideration that expenditures may be lost to other 

theatres in the wider area - including north Edmonton (the Cineplex Odeon North Edmonton is 
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located within the southern boundary of the STZ), West Edmonton Mall, and the 

existing/proposed supply in downtown Edmonton). 

As such, total projected sales volumes will grow from approximately $4.8 million in 2016, 

growing to $7.5 million by the end of the study period in 2035. Assuming an industry-productivity 

planning ratio of $100 per square foot, a 7-9 screen movie theatre complex is warranted in St. 

Albert in the mid-term. 

It is important to note, that if a range of complementary and synergistic entertainment 

components are introduced in combination with a state-of-the-art movie theatre, than indeed  

the market penetration for such an establishment may be expanded, capturing increased market 

shares, as well as additional expenditures from the Edmonton and surrounding markets. 
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TABLE 27: Cinema Opportunity Analysis 

( 2013 $ values) 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2030 2035

Primary Trade Zone  (City of St. Albert)

   Population (1) 64,801        66,724        68,965        70,745        72,305        73,732         75,036         76,478         77,744         79,209         80,195         86,040        91,000        

   Per Capita Expenditures (2) $62 $63 $63 $64 $65 $65 $66 $67 $67 $68 $69 $72 $76

   Expenditure Potential ( '000's) $4,023 $4,184 $4,368 $4,525 $4,671 $4,811 $4,945 $5,091 $5,227 $5,378 $5,500 $6,202 $6,894

   Projected Market Share

Low 45% 45% 45% 45% 45% 45% 45% 45% 45% 45% 45% 45% 45%

Base 60% 60% 60% 60% 60% 60% 60% 60% 60% 60% 60% 60% 60%

High 75% 75% 75% 75% 75% 75% 75% 75% 75% 75% 75% 75% 75%

   Projected Sales Volume ('000's) 

Low $1,810 $1,883 $1,966 $2,036 $2,102 $2,165 $2,225 $2,291 $2,352 $2,420 $2,475 $2,791 $3,102

Base $2,414 $2,510 $2,621 $2,715 $2,803 $2,887 $2,967 $3,054 $3,136 $3,227 $3,300 $3,721 $4,136

High $3,017 $3,138 $3,276 $3,394 $3,504 $3,608 $3,709 $3,818 $3,920 $4,034 $4,125 $4,651 $5,170

Secondary Trade Zone 

   Population (1) 77,876        78,911        79,953        80,967        81,916        82,889         83,826         84,789         85,763         86,763         87,721         92,295        97,228        

   Per Capita Expenditures (2) $51 $52 $52 $53 $53 $54 $54 $55 $55 $56 $56 $59 $62

   Expenditure Potential ( '000's) $3,972 $4,065 $4,159 $4,254 $4,347 $4,443 $4,538 $4,636 $4,736 $4,839 $4,942 $5,465 $6,050

   Projected Market Capture Rate

Low 25% 25% 25% 25% 25% 25% 25% 25% 25% 25% 25% 25% 25%

Base 40% 40% 40% 40% 40% 40% 40% 40% 40% 40% 40% 40% 40%

High 55% 55% 55% 55% 55% 55% 55% 55% 55% 55% 55% 55% 55%

   Projected Sales Volume ('000's) 

Low $993 $1,016 $1,040 $1,064 $1,087 $1,111 $1,135 $1,159 $1,184 $1,210 $1,235 $1,366 $1,513

Base $1,589 $1,626 $1,664 $1,702 $1,739 $1,777 $1,815 $1,854 $1,894 $1,936 $1,977 $2,186 $2,420

High $2,184 $2,236 $2,288 $2,340 $2,391 $2,444 $2,496 $2,550 $2,605 $2,662 $2,718 $3,006 $3,328

TOTAL PROJECTED RESIDENT-RELATED SALES VOLUME: ('000's)

Low $2,803 $2,899 $3,005 $3,100 $3,189 $3,276 $3,360 $3,450 $3,536 $3,630 $3,710 $4,157 $4,615

Base $4,003 $4,136 $4,284 $4,417 $4,542 $4,664 $4,782 $4,909 $5,031 $5,163 $5,277 $5,907 $6,556

High $5,202 $5,374 $5,564 $5,734 $5,895 $6,052 $6,205 $6,368 $6,525 $6,696 $6,843 $7,657 $8,498

INFLOW AS % OF TOTAL SALES VOLUME: ('000's) 15%

Low $421 $435 $451 $465 $478 $491 $504 $517 $530 $545 $557 $624 $692

Base $600 $620 $643 $663 $681 $700 $717 $736 $755 $774 $791 $886 $983

High $780 $806 $835 $860 $884 $908 $931 $955 $979 $1,004 $1,026 $1,149 $1,275

TOTAL PROJECTED SALES VOLUME ('000's) - With Inflow

Low $3,220 $3,330 $3,460 $3,560 $3,670 $3,770 $3,860 $3,970 $4,070 $4,170 $4,270 $4,780 $5,310

Base $4,600 $4,760 $4,930 $5,080 $5,220 $5,360 $5,500 $5,650 $5,790 $5,940 $6,070 $6,790 $7,540

High $5,980 $6,180 $6,400 $6,590 $6,780 $6,960 $7,140 $7,320 $7,500 $7,700 $7,870 $8,810 $9,770

CINEMA: TOTAL WARRANTED FLOOR SPACE (sq.ft.)

Low 32,200        33,300        34,600        35,600        36,700        37,700         38,600         39,700         40,700         41,700         42,700         47,800        53,100        

Base 46,000        47,600        49,300        50,800        52,200        53,600         55,000         56,500         57,900         59,400         60,700         67,900        75,400        

High 59,800        61,800        64,000        65,900        67,800        69,600         71,400         73,200         75,000         77,000         78,700         88,100        97,700        

TOTAL WARRANTED NUMBER OF SCREENS - Base Scenario (3) 7                7                7                7                8                8                 8                 8                 8                 9                 9                 10              11              

Notes:

(1) Derived from Table 13

(2) Derived from Table 26. Assumed real per capita expenditure increase of 1% per annum.

(3) Number of screens at an average theatre assumed at 6,500 sq. ft. per screen.

CINEMA OPPORTUNITY ANALYSIS
Projected

Sources:

ICSC Research, 2013

Urbanics Consultants Ltd.
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9.2 PERFORMANCE VENUES & HERITAGE ESTABLISHMENTS MARKET 

OPPORTUNITY 

For purposes of this analysis, performance venues/theatres (including dinner theatres and 

comedy clubs) as well as heritage establishments (museums, art galleries, zoos, botanical 

gardens) have been merged into one market opportunity analysis.  

The consultant has taken into consideration the noted supply/competition in section 5.1 and 5.2. 

It is important to note the upcoming/proposed extent of supply of performing arts space and 

museums in Edmonton. Combined, there is over 850,000 square feet of performance venues 

and museums that will be entering the Edmonton market in the near future. This excludes the 

820,000 square foot Rogers Place arena, that by fall of 2016 will be operational for not only 

sporting events, but concerts/other performances and events. 

As per the Base Scenario, a 35% market share for the PTZ, and a 25% market share for the 

STZ have been implemented with a 15% inflow factor. With these market shares, the total 

projected sales volume translated to  $5.3 million in 2016,  increasing over the study period to 

$8.3 million in 2035.  

At an assumed productivity level of $150 in sales per square foot a year, the medium scenario 

indicates demand for 35,000 square feet in 2016, rising to 56,000 square feet by 2035. 

It must be noted that because there is such a diverse variety of uses included in this category, 

the warranted area calculation should not be considered an extremely precise estimation, but 

rather a prediction based on averages.  It is expected that future development will include some 

uses that require rather large spaces and therefore exhibit a much lower productivity level.  

This, in turn, could lead to market support with much larger areas of entertainment-related 

space, which will be discussed in greater detail in the following sections. 

It is noted that if anchor tenant(s) and a complementary range of unique 

entertainment/recreation/commercial land uses can be targeted for St. Albert, than indeed the 

market penetration may be expanded, capturing increased market shares and additional 

expenditures from the Edmonton market and surrounding areas. For example, if a 5% market 

share can be captured from the remaining Edmonton market, an additional 47,000 square feet 

of performance venue and heritage establishment space will be warranted by 2035 in St. Albert. 

This increases to an additional 95,000 square feet by 2035 if a 10% market share can be 

achieved. To warrant an expanded market penetration, an exciting and unique entertainment 

program must be realized. This will be further discussed in Section 10. 

Attachment 1



114 

In general, the performance venues and heritage establishments that the consultant foresees 

demand for are described below. This takes into consideration the results of the analyses 

conducted up to this point, including the findings of the supply analysis, as well as the public 

engagement exercises. 

• Expanded art gallery and additional arts/cultural space 

• Comedy club / space for live performances 

• Outdoor amphitheatre/performance venue 

• Museum - potentially a children's museum, unique to Alberta. The aim would be to focus 

on exhibitions/learning activities that are an expansion of, and a different theme/form 

than what can be found at Telus World of Science and other museums in the Region, 

including the Royal Alberta Museum. The entire museum would be targeted to children 

of various ages. This would create opportunities to form partnerships with the 

International Children's Festival, and the St. Albert Children's Theatre - Please refer to 

Appendix 1 for case study examples. 

The particular location and market recommendations can be found in Section 10.
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TABLE 28: Performance Venues & Heritage Establishments Opportunity Analysis 

 

( 2013 $ values) 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2030 2035

Primary Trade Zone  (City of St. Albert)

   Population (1) 64,801        66,724        68,965        70,745        72,305        73,732         75,036         76,478         77,744         79,209         80,195         86,040        91,000        

   Per Capita Expenditures (2) $115 $116 $117 $118 $119 $121 $122 $123 $124 $125 $127 $133 $140

   Expenditure Potential ( '000's) $7,435 $7,732 $8,072 $8,363 $8,633 $8,892 $9,139 $9,408 $9,659 $9,940 $10,164 $11,461 $12,740

   Projected Market Share

Low 20% 20% 20% 20% 20% 20% 20% 20% 20% 20% 20% 20% 20%

Base 35% 35% 35% 35% 35% 35% 35% 35% 35% 35% 35% 35% 35%

High 45% 45% 45% 45% 45% 45% 45% 45% 45% 45% 45% 45% 45%

   Projected Sales Volume ('000's) 

Low $1,487 $1,546 $1,614 $1,673 $1,727 $1,778 $1,828 $1,882 $1,932 $1,988 $2,033 $2,292 $2,548

Base $2,602 $2,706 $2,825 $2,927 $3,022 $3,112 $3,199 $3,293 $3,381 $3,479 $3,557 $4,011 $4,459

High $3,346 $3,480 $3,632 $3,763 $3,885 $4,001 $4,113 $4,234 $4,347 $4,473 $4,574 $5,158 $5,733

Secondary Trade Zone 

   Population (1) 77,876        78,911        79,953        80,967        81,916        82,889         83,826         84,789         85,763         86,763         87,721         92,295        97,228        

   Per Capita Expenditures (2) $94 $95 $96 $97 $98 $99 $100 $101 $102 $103 $104 $109 $115

   Expenditure Potential ( '000's) $7,340 $7,512 $7,687 $7,862 $8,034 $8,211 $8,387 $8,568 $8,753 $8,944 $9,133 $10,099 $11,182

   Projected Market Capture Rate

Low 10% 10% 10% 10% 10% 10% 10% 10% 10% 10% 10% 10% 10%

Base 25% 25% 25% 25% 25% 25% 25% 25% 25% 25% 25% 25% 25%

High 35% 35% 35% 35% 35% 35% 35% 35% 35% 35% 35% 35% 35%

   Projected Sales Volume ('000's) 

Low $734 $751 $769 $786 $803 $821 $839 $857 $875 $894 $913 $1,010 $1,118

Base $1,835 $1,878 $1,922 $1,966 $2,009 $2,053 $2,097 $2,142 $2,188 $2,236 $2,283 $2,525 $2,795

High $2,569 $2,629 $2,690 $2,752 $2,812 $2,874 $2,935 $2,999 $3,064 $3,130 $3,196 $3,535 $3,914

TOTAL PROJECTED RESIDENT-RELATED SALES VOLUME: ('000's)

Low $2,221 $2,298 $2,383 $2,459 $2,530 $2,599 $2,667 $2,738 $2,807 $2,882 $2,946 $3,302 $3,666

Base $4,437 $4,584 $4,747 $4,893 $5,030 $5,165 $5,295 $5,435 $5,569 $5,715 $5,841 $6,536 $7,255

High $5,915 $6,109 $6,323 $6,515 $6,697 $6,875 $7,048 $7,232 $7,410 $7,603 $7,770 $8,692 $9,647

INFLOW AS % OF TOTAL SALES VOLUME: ('000's) 15%

Low $333 $345 $357 $369 $380 $390 $400 $411 $421 $432 $442 $495 $550

Base $666 $688 $712 $734 $755 $775 $794 $815 $835 $857 $876 $980 $1,088

High $887 $916 $948 $977 $1,005 $1,031 $1,057 $1,085 $1,112 $1,140 $1,166 $1,304 $1,447

TOTAL PROJECTED SALES VOLUME ('000's) - With Inflow

Low $2,550 $2,640 $2,740 $2,830 $2,910 $2,990 $3,070 $3,150 $3,230 $3,310 $3,390 $3,800 $4,220

Base $5,100 $5,270 $5,460 $5,630 $5,780 $5,940 $6,090 $6,250 $6,400 $6,570 $6,720 $7,520 $8,340

High $6,800 $7,030 $7,270 $7,490 $7,700 $7,910 $8,110 $8,320 $8,520 $8,740 $8,940 $10,000 $11,090

TOTAL WARRANTED FLOOR SPACE (sq.ft.)

Low 17,000        17,600        18,300        18,900        19,400        19,900         20,500         21,000         21,500         22,100         22,600         25,300        28,100        

Base 34,000        35,100        36,400        37,500        38,500        39,600         40,600         41,700         42,700         43,800         44,800         50,100        55,600        

High 45,300        46,900        48,500        49,900        51,300        52,700         54,100         55,500         56,800         58,300         59,600         66,700        73,900        

Notes:

(1) Derived from Table 13

(2) Derived from Table 26. Assumed real per capita expenditure increase of 1% per annum.

PERFORMANCE VENUES & HERITAGE ESTABLISHMENTS OPPORTUNITY ANALYSIS
Projected

Sources:

ICSC Research, 2013

Urbanics Consultants Ltd.
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9.3 AMUSEMENT & RECREATION ESTABLISHMENTS MARKET 

OPPORTUNITY 

This analysis encompasses fees for sports/recreation facilities, golf courses, skiing facilities, 

billiards/pool hall, miniature golf, riding clubs, water slides, and amusement parks and arcades. 

As noted in Section 5.3, recreation facilities are the dominant form of existing entertainment land 

uses in St. Albert. While the City plays a major role in the delivery of recreation opportunities, 

there are many privately operated facilities - the majority being classified as fitness 

centres/clubs.  

However, with the growing population, there will be a continued demand for recreation facilities, 

particulary in the expanding northern reaches of the City, and in the future developments within 

the western environs of the City. Furthermore, there are several areas of this Amusement and 

Recreation entertainment category (particularly venues that could be classified as more 

"amusement" in nature), which are currently not represented in St. Albert, and some which are 

not adequately represented within the wider Region. There remains opportunities to attract 

expenditures that would otherwise be spent in the neigbouring Edmonton - particularly for 

activities classified as more "amusement" in nature. 

As per the Base Scenario, a 35% market share for the PTZ, and a 25% market share for the 

STZ have been implemented with a 15% inflow factor. With these market shares, the total 

projected sales volume translates to approximately $21 million in 2016,  increasing over the 

study period to $33 million in 2035.  

At an assumed productivity level of $175 in sales per square foot a year, the medium scenario 

indicates demand for approximately 120,000 square feet in 2016, rising to approximately 

190,000 square feet by 2035. 

It must be noted that because there is such a diverse variety of amusement and recreation 

establishments, the warranted area calculation should not be considered an extremely precise 

estimation, but rather a prediction based on averages.  It is expected that future development 

will include some uses that require rather large spaces and therefore exhibit a much lower 

productivity level.   

As noted in the preceding analysis, if anchor tenant(s) and a complementary range of unique 

entertainment/recreation/commercial land uses can be targeted for St. Albert, than indeed the 

market penetration may be expanded, capturing additional expenditures from the Edmonton 

market and surrounding areas. For example, if a 5% market share can be captured from the 

remaining Edmonton market, an additional approximately 160,000 square feet of amusement 

and recreation space will be warranted by 2035 in St. Albert. This increases to an additional 
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approximately 325,000 square feet by 2035 if a 10% market share can be achieved. To warrant 

an expanded market penetration, an exciting and unique entertainment program must be 

realized. This will be further discussed in Section 10. 

Those amusement and recreation establishments considered for St. Albert, as well as location 

and market recommendations can be found in Section 10. 
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TABLE 29: Amusement & Recreation Opportunity Analysis 

 

( 2013 $ values) 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2030 2035

Primary Trade Zone  (City of St. Albert)

   Population (1) 64,801        66,724        68,965        70,745        72,305        73,732         75,036         76,478         77,744         79,209         80,195         86,040        91,000        

   Per Capita Expenditures (2) $459 $464 $469 $473 $478 $483 $488 $493 $497 $502 $507 $533 $561

   Expenditure Potential ( '000's) $29,767 $30,957 $32,317 $33,482 $34,563 $35,598 $36,589 $37,665 $38,672 $39,795 $40,693 $45,886 $51,007

   Projected Market Share

Low 25% 25% 25% 25% 25% 25% 25% 25% 25% 25% 25% 25% 25%

Base 35% 35% 35% 35% 35% 35% 35% 35% 35% 35% 35% 35% 35%

High 45% 45% 45% 45% 45% 45% 45% 45% 45% 45% 45% 45% 45%

   Projected Sales Volume ('000's) 

Low $7,442 $7,739 $8,079 $8,371 $8,641 $8,899 $9,147 $9,416 $9,668 $9,949 $10,173 $11,471 $12,752

Base $10,419 $10,835 $11,311 $11,719 $12,097 $12,459 $12,806 $13,183 $13,535 $13,928 $14,242 $16,060 $17,852

High $13,395 $13,931 $14,543 $15,067 $15,553 $16,019 $16,465 $16,949 $17,402 $17,908 $18,312 $20,649 $22,953

Secondary Trade Zone 

   Population (1) 77,876        78,911        79,953        80,967        81,916        82,889         83,826         84,789         85,763         86,763         87,721         92,295        97,228        

   Per Capita Expenditures (2) $377 $381 $385 $389 $393 $397 $401 $405 $409 $413 $417 $438 $460

   Expenditure Potential ( '000's) $29,385 $30,074 $30,775 $31,478 $32,165 $32,873 $33,577 $34,302 $35,043 $35,806 $36,563 $40,432 $44,766

   Projected Market Capture Rate

Low 15% 15% 15% 15% 15% 15% 15% 15% 15% 15% 15% 15% 15%

Base 25% 25% 25% 25% 25% 25% 25% 25% 25% 25% 25% 25% 25%

High 35% 35% 35% 35% 35% 35% 35% 35% 35% 35% 35% 35% 35%

   Projected Sales Volume ('000's) 

Low $4,408 $4,511 $4,616 $4,722 $4,825 $4,931 $5,036 $5,145 $5,256 $5,371 $5,484 $6,065 $6,715

Base $7,346 $7,518 $7,694 $7,869 $8,041 $8,218 $8,394 $8,575 $8,761 $8,951 $9,141 $10,108 $11,191

High $10,285 $10,526 $10,771 $11,017 $11,258 $11,505 $11,752 $12,006 $12,265 $12,532 $12,797 $14,151 $15,668

TOTAL PROJECTED RESIDENT-RELATED SALES VOLUME: ('000's)

Low $11,850 $12,250 $12,696 $13,092 $13,465 $13,830 $14,184 $14,562 $14,924 $15,320 $15,658 $17,536 $19,467

Base $17,765 $18,353 $19,005 $19,588 $20,138 $20,677 $21,200 $21,758 $22,296 $22,880 $23,383 $26,168 $29,044

High $23,680 $24,456 $25,314 $26,084 $26,811 $27,524 $28,217 $28,955 $29,667 $30,440 $31,109 $34,800 $38,621

INFLOW AS % OF TOTAL SALES VOLUME: ('000's) 15%

Low $1,777 $1,838 $1,904 $1,964 $2,020 $2,075 $2,128 $2,184 $2,239 $2,298 $2,349 $2,630 $2,920

Base $2,665 $2,753 $2,851 $2,938 $3,021 $3,102 $3,180 $3,264 $3,344 $3,432 $3,507 $3,925 $4,357

High $3,552 $3,668 $3,797 $3,913 $4,022 $4,129 $4,233 $4,343 $4,450 $4,566 $4,666 $5,220 $5,793

TOTAL PROJECTED SALES VOLUME ('000's) - With Inflow

Low $13,630 $14,090 $14,600 $15,060 $15,490 $15,900 $16,310 $16,750 $17,160 $17,620 $18,010 $20,170 $22,390

Base $20,430 $21,110 $21,860 $22,530 $23,160 $23,780 $24,380 $25,020 $25,640 $26,310 $26,890 $30,090 $33,400

High $27,230 $28,120 $29,110 $30,000 $30,830 $31,650 $32,450 $33,300 $34,120 $35,010 $35,780 $40,020 $44,410

TOTAL WARRANTED FLOOR SPACE (sq.ft.)

Low 77,900        80,500        83,400        86,100        88,500        90,900         93,200         95,700         98,100         100,700        102,900       115,300      127,900      

Base 116,700      120,600      124,900      128,700      132,300      135,900        139,300        143,000        146,500        150,300        153,700       171,900      190,900      

High 155,600      160,700      166,300      171,400      176,200      180,900        185,400        190,300        195,000        200,100        204,500       228,700      253,800      

Notes:

(1) Derived from Table 13

(2) Derived from Table 26. Assumed real per capita expenditure increase of 1% per annum.

AMUSEMENT & RECREATION OPPORTUNITY ANALYSIS
Projected

Sources:

ICSC Research, 2013

Urbanics Consultants Ltd.
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9.4 DRINKING PLACE ESTABLISHMENTS MARKET OPPORTUNITY 

An integral part of an exciting and successful downtown centre, as well as an entertainment 

district/complex, includes a selection of eating and drinking establishments. They provide a 

place to mingle, socialize, experience and discover. While for purposes of this study only 

drinking place establishments are examined, an array of eating and related operations are 

integral components to an entertainment destination.  

Drinking places refer to such establishments as bars, pubs, cocktail lounges, nightclubs, etc.  It 

is important to note that Statistics Canada provides total expenditures for alcoholic beverage 

sales alone, excluding expenditures for food items. As most of these establishments sell not 

only a variety of alcoholic beverages, but also meals, the expenditure potential/sales volume is 

noted as being less for this category than what the reality is. As such, the consultant has 

included a portion of the expenditures for the full-service restaurant category. While this 

category encompasses expenditures at a variety of sit-down restaurant types, it also includes 

expenditures at drinking places that primarily serve food. The consultant has assumed that 1/4 

of total expenditures made at full-service restaurants would fit into the drinking place 

establishment category, resulting in 2013 per capita expenditures of $342 in the PTZ and $281 

in the STZ. 

Taking into consideration the range of existing supply/competition, the consultant has 

implemented market shares of 30% in the PTZ, and a more modest share of the STZ 

expenditures at 15% (as per the Base Scenario). 

In addition to trade area sales, the consultant has allowed for a 15% inflow factor. Together, this 

amounts to approximately $12 million in sales potential in 2016, climbing to $19 million by 2035. 

At these levels of sales, approximately 24,000 square feet would be warranted in 2016, and 

approximately 38,000 square feet by 2035 (as per the medium scenario). Please refer to Table 

30  for more detail on these figures.  

It is important to note, that if a variety of entertainment uses are introduced (especially of a 

destination and regional orientation), than indeed the market penetration for drinking 

establishments can be expected to be expanded, capturing increased market shares and 

additional expenditures from the Edmonton and surrounding markets. For example, a movie 

theatre and additional arts/cultural venues would warrant additional complementary 

establishments, such as food and drink venues. 
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TABLE 30: Drinking Place Establishments Opportunity Analysis 

 

( 2013 $ values) 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2030 2035

Primary Trade Zone  (City of St. Albert)

   Population (1) 64,801        66,724        68,965        70,745        72,305        73,732         75,036         76,478         77,744         79,209         80,195         86,040        91,000        

   Per Capita Expenditures (2) $348 $352 $355 $359 $363 $366 $370 $374 $377 $381 $385 $404 $425

   Expenditure Potential ( '000's) $22,576 $23,479 $24,510 $25,394 $26,214 $26,998 $27,751 $28,567 $29,330 $30,182 $30,863 $34,801 $38,685

   Projected Market Share

Low 20% 20% 20% 20% 20% 20% 20% 20% 20% 20% 20% 20% 20%

Base 30% 30% 30% 30% 30% 30% 30% 30% 30% 30% 30% 30% 30%

High 40% 40% 40% 40% 40% 40% 40% 40% 40% 40% 40% 40% 40%

   Projected Sales Volume ('000's) 

Low $4,515 $4,696 $4,902 $5,079 $5,243 $5,400 $5,550 $5,713 $5,866 $6,036 $6,173 $6,960 $7,737

Base $6,773 $7,044 $7,353 $7,618 $7,864 $8,100 $8,325 $8,570 $8,799 $9,054 $9,259 $10,440 $11,606

High $9,031 $9,392 $9,804 $10,158 $10,485 $10,799 $11,100 $11,427 $11,732 $12,073 $12,345 $13,921 $15,474

Secondary Trade Zone 

   Population (1) 77,876        78,911        79,953        80,967        81,916        82,889         83,826         84,789         85,763         86,763         87,721         92,295        97,228        

   Per Capita Expenditures (2) $286 $289 $292 $295 $298 $301 $304 $307 $310 $313 $316 $332 $349

   Expenditure Potential ( '000's) $22,287 $22,809 $23,341 $23,874 $24,395 $24,932 $25,466 $26,016 $26,578 $27,156 $27,731 $30,665 $33,952

   Projected Market Capture Rate

Low 5% 5% 5% 5% 5% 5% 5% 5% 5% 5% 5% 5% 5%

Base 15% 15% 15% 15% 15% 15% 15% 15% 15% 15% 15% 15% 15%

High 25% 25% 25% 25% 25% 25% 25% 25% 25% 25% 25% 25% 25%

   Projected Sales Volume ('000's) 

Low $1,114 $1,140 $1,167 $1,194 $1,220 $1,247 $1,273 $1,301 $1,329 $1,358 $1,387 $1,533 $1,698

Base $3,343 $3,421 $3,501 $3,581 $3,659 $3,740 $3,820 $3,902 $3,987 $4,073 $4,160 $4,600 $5,093

High $5,572 $5,702 $5,835 $5,968 $6,099 $6,233 $6,366 $6,504 $6,644 $6,789 $6,933 $7,666 $8,488

TOTAL PROJECTED RESIDENT-RELATED SALES VOLUME: ('000's)

Low $5,630 $5,836 $6,069 $6,273 $6,462 $6,646 $6,823 $7,014 $7,195 $7,394 $7,559 $8,494 $9,435

Base $10,116 $10,465 $10,854 $11,199 $11,523 $11,839 $12,145 $12,472 $12,786 $13,128 $13,418 $15,040 $16,698

High $14,602 $15,094 $15,639 $16,126 $16,584 $17,032 $17,467 $17,931 $18,376 $18,862 $19,278 $21,587 $23,962

INFLOW AS % OF TOTAL SALES VOLUME: ('000's) 15%

Low $844 $875 $910 $941 $969 $997 $1,024 $1,052 $1,079 $1,109 $1,134 $1,274 $1,415

Base $1,517 $1,570 $1,628 $1,680 $1,728 $1,776 $1,822 $1,871 $1,918 $1,969 $2,013 $2,256 $2,505

High $2,190 $2,264 $2,346 $2,419 $2,488 $2,555 $2,620 $2,690 $2,756 $2,829 $2,892 $3,238 $3,594

TOTAL PROJECTED SALES VOLUME ('000's) - With Inflow

Low $6,470 $6,710 $6,980 $7,210 $7,430 $7,640 $7,850 $8,070 $8,270 $8,500 $8,690 $9,770 $10,850

Base $11,630 $12,030 $12,480 $12,880 $13,250 $13,620 $13,970 $14,340 $14,700 $15,100 $15,430 $17,300 $19,200

High $16,790 $17,360 $17,990 $18,540 $19,070 $19,590 $20,090 $20,620 $21,130 $21,690 $22,170 $24,820 $27,560

TOTAL WARRANTED FLOOR SPACE (sq.ft.)

Low 12,900        13,400        14,000        14,400        14,900        15,300         15,700         16,100         16,500         17,000         17,400         19,500        21,700        

Base 23,300        24,100        25,000        25,800        26,500        27,200         27,900         28,700         29,400         30,200         30,900         34,600        38,400        

High 33,600        34,700        36,000        37,100        38,100        39,200         40,200         41,200         42,300         43,400         44,300         49,600        55,100        

Notes:

(1) Derived from Table 13

(2) Derived from Table 26. Assumed real per capita expenditure increase of 1% per annum.

DRINKING PLACE ESTABLISHMENTS OPPORTUNITY ANALYSIS
Projected

Sources:

ICSC Research, 2013

Urbanics Consultants Ltd.
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9.5 CASINOS & OTHER GAMBLING ESTABLISHMENTS MARKET 

OPPORTUNITY 

As demonstrated in the the per capita expenditure analysis (Section 8.4), it has been calculated 

that Alberta residents spend approximately $21 per capita (2013 figures) on casinos and other 

gambling establishments. With adjustments made based on each of the trade area zones' 

income and demographic characteristics, it has been estimated that per capita spending on 

casinos and other gambling establishments in the PTZ is $24, and $20 in the STZ (2013 

figures). It should be noted that this entertainment category experiences the lowest per capita 

spending out of any of the entertainment categories examined. 

Taking a variety of factors into account, including the existing supply in St. Albert and 

surrounding areas, the expenditure characteristics, and the results of the public engagement 

surveys, the consultant foresees no additional demand for a casino property in St. Albert over 

the study period. 

Indeed, the survey results indicate that very few of the respondents use gambling 

establishments frequently, and 71% of the telephone survey respondents and 50% of the online 

survey respondents, report to never visit casinos/other gambling establishments.  

Of the total 364 telephone survey respondents, no one indicated that a casino is needed in St. 

Albert, and of the 274 online survey respondents, only one respondent indicated that a casino is 

needed (marked as their third choice for an entertainment establishment). 

This aides in the rationalization that the existing supply of casino establishments (most notably 

Apex Casino, the nearby Yellowhead Casino, and other destination casinos such as 

Northlands), satisfy the majority of the demand for casino and poker establishments in the trade 

area. 

In terms of a bingo facility, it is known that St. Albert has recently lost its one facility due to the 

redevelopment of the Grandin Park Mall redevelopment. The closest bingo halls (now 

Castledowns Bingo and Kensington Bingo) are each located approximately 8.0 kilometres 

southeast from St. Albert - as measured from the intersection of Perron Street and Sir Winston 

Churchill Avenue. These facilities can be reached within an approximately 11 minute drive time 

from St. Albert. In fact, there are five bingo facilities located within a 20 minute drive time from 

St. Albert. 

In total there are currently 8 bingo association facilities in Edmonton and surrounding areas. 

This is compared to just 4 bingo association facilities in Calgary. In fact, the Edmonton area 

commands 38% of all of the bingo facilities in the Province.  
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The results of the surveys can also be used as an instrument to reflect the level of support for a 

bingo hall. Out of the total 364 telephone survey respondents, no one indicated that a bingo 

facility is needed in St. Albert. The online survey results show that the desire for a bingo facility 

captured 1.2% of total (first through fifth choice) responses.  

Considering the above, while there is some support for a bingo facility in St. Albert (particularly 

due to the recent closure of Grandin Mall bingo facility), the consultant notes that the demand 

could likely be absorbed by the bingo facilities found in Edmonton (particularly in northwest 

Edmonton).  
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9.6 SPECTATOR SPORTS ESTABLISHMENTS MARKET OPPORTUNITY 

This entertainment category focuses on venues for sports and athletic events, which are held 

primarily for public entertainment, and where patrons attend on a recurring basis. Venues 

include stadiums, arenas, and racing tracks (vehicle and animal). They predominately include 

venues for professional sports teams. 

It was calculated, based on Statistics Canada expenditure data, that the 2013 per capita 

expenditure on live sporting events in Alberta was $29, corresponding to an estimated per 

capita expenditure derivation of $33 in the PTZ and $27 in the STZ. Only the Casinos and Other 

Gambling establishments category experiences lower per capita spending. 

Demand for such sporting venue facilities are dependent on a wide range of factors, including: 

• There must be a sports team/organization seeking a new start-up/venue. 

• Funding Agreements - More and more of such facilities are built between public-private 

partnership arrangements and as such, funding agreements form a large part in where a 

facility is built.  

• Public support - The critical mass of supporting such a facility is essential. There has to 

be a large population base in proximity and the demand/support for the sporting 

team/organization must be favourable. 

As previously discussed, Edmonton is home to several sports teams including the Edmonton 

Oilers, Edmonton Eskimos, FC Edmonton, Edmonton Oil Kings, and Edmonton Prospects. Each 

of these teams are based in Edmonton at such sporting venues as Rexall Place, 

Commonwealth Stadium, Clarke Stadium, and Telus Field. Of importance, is the $480 million 

Rogers Place arena which is currently under construction and is scheduled for completion in fall 

2016. This approximately 820,000 sq. ft. arena with 18,647 seats will be the future home of the 

Edmonton Oilers, and is located in downtown Edmonton. 

In response to the upcoming move of the Oilers to the new Rogers Place arena, an Arena 

Strategy Committee has been formed, where members have been tasked to deliver a 

recommendation regarding future facility and site use of Rexall Place by April 15, 2015. The 

recommended use for the site must further several interests including agriculture, arts, culture, 

education, commerce, athletics, entertainment and community enrichment. 

It is known that Telus Field is not being utilized to its potential. The Edmonton Prospects 

baseball team does utilize Telus Field, however, it has been documented that the owner of the 

now dormant Edmonton Capitals baseball team, has been seeking out options to return pro 

baseball to Edmonton/Telus Field. 
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In terms of racing tracks - the Northlands Park Racetrack and Casino in Edmonton is believed to 

be satisfying this demand for the region. This complex is approximately 17 kilometres from St. 

Albert - as measured from the intersection of Perron Street and Sir Winston Churchill Avenue. 

However, it is noted that this facility, which takes up an expansive footprint, is situated in an 

area of the City of Edmonton where it may begin to make economical sense to relocate this 

facility in order to redevelop the lands with a more intensive mix of uses. 

There are two vehicle racing tracks within a one hour drive from St. Albert. The closest to St. 

Albert is Castrol Raceway,  which is approximately 45 kilometres south of St. Albert and can be 

reached in approximately 28 minutes drive time as measured from the intersection of Perron 

Street and Sir Winston Churchill Avenue. These venues cater to different areas of vehicle 

racing. The Castrol Raceway focuses on motocross, monster jam, dirt track racing, jet car 

events and sprint car racing, while the Edmonton International Raceway in Wetaskiwin, focuses 

on NASCAR racing (stock car, thunder cars, and modifieds). 

While Edmonton was host to an annual Indy Car race at the former City Centre Airport for 8 

years, it was cancelled after the 2012 race, due to the reported failure to make the event 

profitable.  

The findings of the public engagement surveys indicate: 

• 25% of telephone survey respondents and 16% of online survey respondents indicate 

they never visit/partake in activities at spectator sports establishments. 

• When asked what additional establishments respondents believe are needed in St. 

Albert, the spectator sports establishments saw little support: 

o In the online survey, a total of 1.4% of responses (first through fifth choice) 

indicated that a stadium/arena is needed in St. Albert, with 0.5% indicating an 

animal racing track, and 1.1% indicating that a vehicle racing track is needed in 

St. Albert. 

o 2% of respondents to the telephone survey indicated that a professional sports 

team/hockey is needed in St. Albert.  

Considering the above, the consultant sees no substantial demand for spectator sports 

establishments in St. Albert - unless there is a desire to relocate/expand particular facilities, 

including for example, the horse race track or potentially a vehicle race track, in which case, St. 

Albert could be considered as a viable alternative). A vehicle racetrack could potentially focus 

on areas not available in the Edmonton Region/Alberta, such as Formula E racing, attracting 

patrons well beyond the borders of the Edmonton Region.  
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9.7 MARKET OPPORTUNITY SUMMARY 

A summary of the findings from the opportunity analyses are shown in Table 31.  

It is important to note that these projected absorption rates by product type do not necessarily 

represent the exact amount of space that will necessarily be accommodated. Rather, these 

analyses and projections provide an approximate indication as to the warranted demand for 

each entertainment category type over the longer course of the study period.  

As such, these findings do not represent the exact level of development possible, nor the 

development program being recommended, but show the estimated level of possible warranted 

demand for these entertainment categories given the Base Scenario (the most-likely scenario 

conditions).  

TABLE 31: Summary of Market Opportunities 

 

The consultant notes that if a complementary range of unique and synergistic 

entertainment/commercial land uses can be targeted for St. Albert, including several 'anchor' or 

'destination' tenants, then indeed the market penetration may be expanded, capturing increased 

market shares and additional expenditures from the wider Edmonton market and surrounding 

areas.  

For example, it could be probable that a 5% market share of per capita entertainment 

expenditures for the remaining City of Edmonton market could be captured. Considering this, 

total warranted demand of the above noted entertainment categories, would increase from the 

SUMMARY OF MARKET OPPORTUNITIES (BASE SCENARIO)
2016 2020 2025 2030 2035

CINEMA/MOVIE THEATRE

Projected Expenditure Volume $4,760,000 $5,360,000 $6,070,000 $6,790,000 $7,540,000

Warranted Floor Area ( sq. ft.) 47,600 53,600 60,700 67,900 75,400

PERFORMANCE VENUES & HERITAGE 

Projected Expenditure Volume $5,270,000 $5,940,000 $6,720,000 $7,520,000 $8,340,000

Warranted Floor Area ( sq. ft.) 35,100 39,600 44,800 50,100 55,600

AMUSEMENT & RECREATION

Projected Expenditure Volume $21,110,000 $23,780,000 $26,890,000 $30,090,000 $33,400,000

Warranted Floor Area ( sq. ft.) 120,600 135,900 153,700 171,900 190,900

DRINKING PLACES

Projected Expenditure Volume $12,030,000 $13,620,000 $15,430,000 $17,300,000 $19,200,000

Warranted Floor Area ( sq. ft.) 24,100 27,200 30,900 34,600 38,400

TOTAL PROJECTED EXPENDITURES $43,170,000 $48,700,000 $55,110,000 $61,700,000 $68,480,000

TOTAL WARRANTED FLOOR AREA (sq. ft.) 227,400 256,300 290,100 324,500 360,300
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projected approximately 360,000 square feet to approximately 650,000 square feet, with total 

sales volumes of approximately $129 million by 2035. 

Due to the numerous factors at play with entertainment land uses, it is difficult to measure 

expenditure dollars which are lost to neighbouring municipalities (most notably to  Edmonton). 

The public engagement survey results show that overall, a greater proportion of respondents' 

entertainment activities take place in Edmonton and other locations versus St. Albert. The online 

survey results depict that on average, respondents report that 62% of their overall entertainment 

activities take place outside of St. Albert (54% in Edmonton and 8% in other locations), with 

38% in St. Albert. The telephone survey results depict that on average respondents report that 

55% of their overall entertainment activities take place outside of St. Albert (47% in Edmonton 

and 8% in other locations), with 45% in St. Albert.  

Indeed, the City of St. Albert resident expenditure potential for movie theatres in 2014 is 

approximately $3.89 million. The entirety of this expenditure potential is lost to neighbouring 

municipalities (predominantly Edmonton). 

While it is a challenge for St. Albert to compete with Edmonton, there are noted opportunities for 

St. Albert to expand its entertainment base, and capture expenditures that would otherwise be 

lost to neighbouring municipalities. Such market and locational recommendations are discussed 

in the subsequent section. 
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10.0 LOCATION ANALYSIS & MARKET 

RECOMMENDATIONS 

The following findings and recommendations are based on the consultant’s review of the local 

and regional market, the existing and anticipated competitive influences, the intrinsic qualities 

and area characteristics of St. Albert, the market opportunity analysis, public engagement 

findings, and an understanding of the regional and national trends in the entertainment industry.  

The following is a set of criteria used to identify those entertainment facilities which offer the 

greatest potential for St. Albert: 

• Gap in the marketplace/Lack of competition 

• Fits well with the character of the neighbourhood/City and complements existing uses 

• Fulfills a destination and social place making objective 

• Perceived to be marketable 

• Good correlation with local demographics 

In terms of locational considerations, the consultant recommends pursuing at least two distinct 

areas for entertainment uses in the City of St. Albert.  These areas are discussed in the 

following sub-sections. 

In each area, to the extent that is possible, the consultant recommends a clustering approach. A 

lot can be gained by concentrating complementary facilities in a careful and managed way. The 

aim is to create synergies and an increased attraction, thereby not only having a greater chance 

of achieving an earlier stage of critical mass, but also achieving the desired market shares and 

inflow earlier than what might otherwise be expected. Furthermore, there are opportunities to 

use land more efficiently through integrating these uses collectively, and through the potential 

for shared facilities, such as parking. 
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10.1 DOWNTOWN ST. ALBERT 

Downtown`s are the `heart of a community', and are traditionally viewed as the civic, cultural 

and social hub. As referenced in the St. Albert Downtown Redevelopment Plan, the downtown 

presents one of the best and most important opportunities to intensify land uses, enhance 

economic vitality and improve the quality of life in St. Albert.  

The consultant recommends first and foremost targeting entertainment uses for the downtown 

core of St. Albert. Such uses must fit the unique character of the downtown, complement the 

existing uses, and reinforce St. Albert's brand as the Botanical Arts City. St. Albert has several 

existing arts and cultural uses, which are concentrated in the core area, including the Art Gallery 

of St. Albert, the Arden Theatre, and Musée Heritage Museum. With further expansion of 

complementary entertainment land uses, in combination with complementary commercial 

establishments (mainly restaurants, drinking establishments, synergistic retail uses, and 

boutique hotel), an arts and cultural district has a better chance of being formed  (developed 

through the clustering approach). Indeed, as envisioned within the Downtown Area Plan, the 

core area of St. Albert will also contain additional residential, office and civic components, 

adding to the population and employment base, with the overall intent of creating an exciting, 

vibrant and sustainable downtown area. 

While it has been noted that the downtown core area is relatively small, with limited 

opportunities at present, there are clusters of under-utilized and vacant land in the core area. 

The Downtown Area Redevelopment Plan addresses notable opportunities within each of the 

Character Areas that comprise the downtown area. As well, the realignment of St. Anne Street 

will provide opportunities for further development, of which the City owns a considerable portion 

of land within this redevelopment area. Notable sites within the Downtown area include: 

1. The approximately 3 acre site, currently utilized as a surface parking lot, located east of 

St. Anne Street/St. Albert Place 

2. The land area that will open up as a result of the St. Anne Street realignment (namely 

the southern edge of Millenium Park). Conceptual plans visualize 

civic/cultural/institutional/retail uses for this area, in combination with a public square 

(Millenium Square). 

3. The approximately 12 acre site of the former Grandin Park Mall owned by Amacon 

Developments. While slightly removed from the 'heart' of the downtown, this represents 

a large land area that could potentially accommodate entertainment uses, in combination 

with complementary retail, as well as office and residential land uses. 

4. Various other infill sites, including just south of the Courthouse. 
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FIGURE 16: Downtown St. Albert Potential Development Sites 

 
 
  

DOWNTOWN ST. ALBERT POTENTIAL DEVELOPMENT SITES
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Those entertainment land uses that the consultant views as being conducive to the downtown 
core area include: 

• Expanded art gallery/Additional artist studio and rehearsal spaces 

• Cinema complex of some 7-9 screens (potentially one or two theatres devoted to a VIP 

orientation) 

The downtown would greatly benefit from a strong anchor tenant such as a state-of-the-

art cinema complex. This will help support existing commercial or retail establishments, 

as well as aid and abet the attraction of a range of complementary establishments, most 

notably restaurants, and bars/lounges/pubs, etc. The cinema complex is envisioned to 

be situated in a central location - such as on the approximately 3 acre site that is 

currently occupied by surface parking, just east of St. Anne Street/St. Albert Place. 

There may be opportunities to utilize this complex for not only the showing of movies, 

but one or more theatres could be used on certain occasions for meetings (potentially 

public hearings/council meetings) or other meetings/performances.  A cinema complex, 

being some 45,000 - 59,000 square feet, may be best situated on the second/third 

storey of a development, freeing the ground floor for more fine-grained retail/commercial 

uses. 

• Lounges/Pubs  

• Restaurants/Eateries - A mix of independent and chain, a variety of cuisines and price-

points 

• Billiards/Pool (within a lounge/pub/restaurant) 

• Comedy Club (potentially within a multi-purpose venue - lounge/pub/live music venue, 

etc.) 

• Live music venue/ Night club 

• Outdoor amphitheatre/performance space - could be utilized for a variety of events, 

festivals, community gatherings, etc. 

• Children's Museum  - potentially focusing on children, unique to the wider Edmonton 

area. The aim would be to focus on exhibitions/learning activities that are an expansion 

of, and a different theme/form than what can be found at Telus World of Science and 

other museums in the Region, including the Royal Alberta Museum. The entire museum 

would be targeted to children of various ages. This would create opportunities to form 

partnerships with the International Children's Festival, and the St. Albert Children's 

Theatre - Please refer to Appendix 1 for case study examples. 

• A variety of festivals and events  - Create synergies and build on existing festivals and 

events, with opportunities for additional gatherings and events in the Downtown core 
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Careful attention to detail will be required in all aspects of the planning and implementation 

including land use planning/rezoning, design, transportation, parking, wayfinding, 

timing/phasing, etc. In addition, careful attention should be placed on using land in a more 

efficient way. Indeed, there are many successful entertainment land uses that are commonly 

found on second and third levels, utilizing the cubic area more effectively. 

 
The following provides a list of overall objectives for Downtown St. Albert: 

 

• Establish downtown as a destination where patrons come to enjoy themselves, be 

entertained, to shop and browse, and mingle with other people. 

• To create a synergistic mix of entertainment, retail and restaurant that, in and of 

themselves, generate an atmosphere of activity, animation, as well as a sense of 

discovery. In other words, highlight the genuine theatre of retailing. A well planned blend 

and positioning of retail/entertainment uses, plus appropriate attention to urban design 

factors should contribute to substantial synergy and natural cross flows between uses. 

• To establish a year-round unique special events, entertainment promotional program 

and celebrate the history and culture of St. Albert. 

10.2 SUBURBAN ORIENTED USES 

The downtown area is recommended for a particular targeted base of land uses, due to the 

unique nature and character of the downtown, but also because of its restrictive land base for 

further development.  There is a selection of additional entertainment land uses that are not 

particularly conducive to a downtown setting and as such are recommended for a more 

suburban oriented location. To a great extent these uses are in part justified for a more 

suburban locale due to their being typically large land consumers. However, by implementing a 

clustering approach, there are opportunities to use land more efficiently through integrating 

these uses collectively, and through the potential for shared facilities, such as parking. In 

addition, the clustering of complementary facilities creates synergies, broadens the 

entertainment experience, and helps to generate a project's critical mass as early as possible. 

Through an examination and review of the urban development patterns, growth strategies, and 

Area Structure Plan Bylaws, specific locations to target additional entertainment establishments 

are recommended. These locations include: 

• The 249 ha (615 acres) of developable area within the recently designated Employment 

Lands in the western environs of the City as bounded by Old McKenney Avenue on the 

north, Ray Gibbon Drive on the east, Big Lake and the Sturgeon River on the south, and 

Carrot Creek on the west. 
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• The 43 ha (106 acres) of non-residential land as profiled in the 2012 concept plan for 

Elysian Fields in northwest St. Albert (directly north of the Employment Lands). It is 

noted that an updated Elysian Fields ASP is expected to go before Council in the coming 

months.  

• Potentially in the northern environs of the City fronting St. Albert Trail - however there is 

limited opportunities for clustered entertainment uses.  

As noted, the approximately 21.7 ha (54 acre) commercial parcels within Erin Ridge 

North (Erin Ridge Power Centre), is for the most part accounted for. This complex 

includes the recent addition of Costco as well as the 500,000 square feet of additional 

commercial uses, which although not yet constructed, has been largely accounted for.  

Potential opportunities lie within the 6.76 ha (16.7 acre) site located on the west side of 

St. Albert Trail, north of the Walmart/Home Depot complex, but south of the intersection 

of Everitt Drive North. This site is currently undergoing redistricting and subdivision, with 

plans for Commercial Corridor (CC) development.  

The consultant has devised a unique menu of entertainment/recreation establishments that 

have been considered as best conducive to a more 'outlying' area of the City. These include: 

• Amusement/'Edutainment' Complex - Examples include: 

� Kidzania (Building area of 70,000 - 150,000 square feet) 

� Legoland Discovery Centre (Building area of 30,000 - 35,000 square feet) 

� Please refer to Appendix 1 for descriptions 

• Waterpark (Resort/Hotel Complex) 

� Great Wolf Lodge - Potentially a resort/hotel complex with a large indoor 

 waterpark such as Great Wolf Lodge (40,000 + square feet of waterpark), plus 

 additional amenities such as arcade/games rooms, fitness rooms, themed 

 restaurants, spas, children's activities (Building area for these additional 

 amenities estimated to be some 25,000 to 40,000 square feet).  

� Canad Inns - Described as "destination centres" that feature the finest in 

 accommodations, food and beverage, entertainment (water parks and boutique 

 casinos), and banquet and conference facilities. Water parks are approximately 

 40,000 square feet. 

� Please refer to Appendix 1 for  descriptions 

• Indoor Soft-Play Centre 

� A children's indoor playground with a variety of learning activities and play 

 structures. These entertainment centres can vary in size, but is anticipated that a 
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 complex of some 12,000 to 25,000 square feet is warranted. Recommended 

 facility examples include: 

� Billy Beez -  Please refer to Appendix 1 for a description 

� Treehouse Indoor Playground & Cafe (currently 1 location in Calgary and 1 

 location in south-central Edmonton) 

� Go Bananas Indoor Playcenter (currently 5 locations in B.C.) 

� Amazing Adventures Indoor Playland & Parties (currently 3 locations in 

 Ontario - Burlington, Mississauga, and Hamilton) 

• Trampoline Centre  

� Building area of 20,000 to 40,000 square feet - Examples include: 

� Sky Zone Indoor Trampoline Park (In Canada, currently 4 locations in Ontario 

 and 1 location in Winnipeg; 82 locations in the U.S. with a further 39 locations 

 coming soon; 7 locations in Australia; 2 locations in Mexico) 

� Extreme Air Park (Currently 2 locations in B.C.; 1 location in east Edmonton 

 opening soon; 1 location in Calgary opening soon; 2 locations in Quebec opening 

 soon) 

� Launch Pad Trampoline Park (Currently 1 location in southeast Edmonton; 

 possible for potential expansion) 

� Cosmic Jump Trampoline Center (Currently 10 locations throughout the U.S.) 

• Laser Tag 

� Floor area of 5,000 - 10,000 square feet - Can operate as a stand alone facility 

 (such as Laser Quest or Planet Lazer), or often seen as one component of an 

 entertainment complex  

• Miniature Golf 

� Can operate as a stand alone facility or often seen as one component of an 

 entertainment complex  

• Paintball/Airsoft  

� Can operate as a stand alone facility or often seen as one component of an 

 entertainment complex  

• Rock Climbing Wall  

� Can operate as a stand alone facility or often seen as one component of a fitness 

 or  entertainment complex  

• Batting Cages 

� Often seen as components of a recreation/entertainment complex  

• Tennis/Squash/Additional Racquet Sports 
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� Often seen as components of a fitness or recreation complex  

• Driving Range; Putting Green; Golf Simulator 

� Can operate as stand alone facilities or often seen as one component of a 

 recreation/entertainment complex 

� Stand alone golf simulator operations include: 

� Golfzon (8 locations in Canada, including 1 in south Edmonton; 1 location in 

 the U.S.; 1 location in Australia; 5 other international locations).  

� Freshgolfia (Locations throughout Canada and the U.S.; Includes 1 existing 

 location in southwest Edmonton - "Evolution Golf", and 2 locations in Sherwood 

 Park) 

• Fitness Facilities (additional demand as the northern and western reaches of the City 

grow) 

• Several Restaurants of various cuisines and price points 

• Bars/Pubs 

� Potentially an Entertainment Complex such as Dave & Buster's (Building area of 

 40,000 - 70,000 square feet) 

� Please refer to Appendix 1 for a description 

• Horse Race Track (if there is potential for relocation or expansion) - Potentially 

showcasing a multiplicity of different forms of horse racing  

• Vehicle Race Track (if there is potential for relocation or expansion) - A vehicle 

racetrack may focus on a multiplicity of different forms of racing, including areas not 

available in the Edmonton Region/Alberta, such as Formula E racing.  

 

Some of these facilities could be situated under one roof in an Entertainment Centre Complex, 

or could operate individually. 

Examples of Entertainment Centres that combine two or more of the above noted 

entertainment/recreation uses, include: 

� Chelsea Piers (golf and driving range, sports centre, indoor rock climbing, restaurants, 

etc.) 

� Indoor Extreme Sports (paintball, laser tag, archery tag) 

� Urban Jungle Fun Park (trampoline court, rock climbing wall, play structures, etc.) 

� EnergyPlex (laser tag, bungee trampolines, rock climbing wall, play structures, etc.) 
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� Please refer to Appendix 1 for descriptions of these facilities. 

A range of uses are envisioned for the western environs of the City. This is reinforced by the 

recent expansion of Ray Gibbon Drive and the future plans for this arterial roadway to be 

widened and further extended to connect with Highway 2 and Highway 37 to the north. The 

western environs are easily connected to the south (with proximity to the Anthony Henday), to 

the north via Ray Gibbon Drive, and to the east via McKenney Avenue, Giroux Road, and 

Villeneuve Road. 

There are opportunities to create a regional destination within the 249 ha (615 acre) designated 

Employment Lands. In addition, if the 'St. Albert Sports City' concept is pursued, several of the 

recreation type uses - such as racquet sports; driving range; putting green; golf simulator; rock 

climbing wall; batting cages - may be located within the Elysian Fields lands (directly north of 

the Employment Lands), creating synergies with the additional sports/recreation uses 

envisioned as part of the 'Sports City'.  

Through careful planning and successful implementation, the outlying entertainment district 

should result in many benefits including: 

o Increased employment opportunities 

o Opportunities for diversification and economic uplift 

o Aide in balancing the City's tax base 

o Satisfy local interests 

o Improve awareness levels of the City 
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APPENDIX 1 - CASE STUDIES 
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ENTERTAINMENT COMPLEX CASE STUDIES 

West Edmonton Mall - Edmonton, Alberta 

West Edmonton Mall (WEM) is one of the greatest examples of an Urban Entertainment Centre 

in the world. WEM contains 5.3 million square feet of space with more than 800 stores and 

services, a wide variety of entertainment attractions, two hotels, and over 100 dining venues. It 

is the province's number one tourist attraction, with an average annual visitation of 

approximately 30.8 million.  

Entertainment uses include: 

• GalaxyLand - The world's largest indoor amusement park, encompassing 400,000 sq. ft. 

with more than 24 rides and play areas; 

• World Waterpark -  215,000 sq. ft. water park with the world's largest indoor wave pool; 

• Sea Life Caverns - Aquarium with more than 100 species of fish, sharks, sea turtles, 

penguins, reptiles, amphibians, invertebrates, and four sea lions that perform daily; 

• Ice Palace - National Hockey league-sized ice rink; 

• Miniature golf - Two 18-hole courses; 

• Scotiabank Movie Theatre - 13 screen movie theatre; 

• Ed's Rec Room - Bowling and billiards; 

• Palace Casino - Over 20 gaming tables, more than 600 slot machines, a poker room; 

• Caesar's Bingo; 

• Jubilations Dinner Theatre; 

• The Comic Strip - Comedy club; and 

• A variety of dining establishments, bars, lounges, and nightclubs. 
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Mall of America - Bloomington, Minnesota 

The Mall of America has a total gross area of more than 4.2 million sq. ft. with 2.5 million sq. ft. 

of leasable space. Within the mall is a large entertainment centre which is currently branded as 

a Nickelodeon Universe and accounts for 313,000 sq. ft. of space, representing 7% of all the 

total gross building area. The mall is considered a tourist destination; people travel from across 

the country to visit the mall for several days.  

There are a number of attractions in addition to the amusement park, including an aquarium, 

comedy club, a 14-screen movie theatre, a Star Trek exhibition, a CSI crime scene exhibit, and 

themed restaurants. The variety and number of the stores in the mall keeps patrons in the mall 

for much longer periods of time than typical malls.  
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Universal CityWalk - Hollywood 

Universal CityWalk is the name given to the entertainment complex located adjacent to the 

theme parks of Universal Parks & Resorts. The complex provides a GLA of 540,000 sq. ft. and 

is a mix of entertainment, restaurants, and shopping. Being located next to the Universal Theme 

Park the entertainment at the CityWalk complex is generally focused around cinema, theatres, 

live shows, and limited amusement rides.   The development originated as an expansion of 

Universal's first park, Universal Studios Hollywood. CityWalk serves as an entrance plaza from 

the parking lots to the theme parks. CityWalk can also be found at the Universal Orlando Resort 

and Universal Studios Japan in Osaka, Japan.  

 

  

Attachment 1



141 

Dubai Mall - Dubai, United Arab Emirates 

The Dubai Mall has 10–15 distinct 'malls-within-a-mall', totalling 9 million sq. ft. (84 ha) of 

shopping and entertainment space (comprising a total of 1200 stores, when fully operational). 

Entertainment attractions include the region's first SEGA indoor theme park, SEGA Republic 

covering 76,000 sq. ft.; KidZania, an 80,000 sq. ft. children's 'edu-tainment' centre; a 22-screen 

Cineplex, the largest in Dubai; an ice skating rink; and The Grove, an indoor-outdoor 

streetscape with fully a retractable roof. It also features over 160 food and beverage options.  
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Chelsea Piers - New York, New York 

The adaptive reuse of New York’s Chelsea Piers has provided the City with a 28 acre sports, 

recreation, and television production complex. The project was developed as a partnership 

between the State, by way of the Hudson River Park Conservancy, which owned the land and 

private developers who financed the development and construction of the project. The $120 

million project opened in 1995, transforming four historic, but neglected piers into a major centre 

for public recreation and waterfront access. The facility now accommodates a wide range of 

entertainment and recreation uses such as golf and driving range, sports centre, two ice rinks, 

event and conference centre, indoor rock climbing, restaurants, marina, 40-lane bowling centre, 

soccer fields, Silver Screen Studios, as well as offices and some limited retailing facilities. 

Overall the project is primarily focused on recreation uses with very little in the way of retail 

space.  
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ENTERTAINMENT DISTRICT CASE STUDIES 

Arts & Entertainment District - City of Cumberland, MD 

• Located in the mountains of Allegany County, MD (population of 21,000). Established in 

2002, this District is managed by the Allegany Council of the Arts and was designated as 

one of Maryland's Arts and Entertainment Districts. 

• This small town has managed to created a successful District by utilizing a combination 

of creative marketing strategies, property tax incentives, tax credits and community 

grants attracting artists and small businesses to downtown Cumberland. 
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Bricktown - Oklahoma City 

• Located just east of downtown Oklahoma City, Bricktown was a former warehouse 

district that has been revitalized into an entertainment district.  

• The major attractions of the district include the AT&T Bricktown Ballpark, 16-screen 

movie theatre, Red Pin Bowling Alley, Banjo Museum, Bass Pro Shops, Bricktown Water 

Taxi, a number of restaurants, bars and nightclubs, and a selection of hotels. 
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Third Street Promenade - Santa Monica 

• An approximately 6 block section of Santa Monica with positive effects on adjacent 

streets.  

• There are several art galleries, performance theatres, and movie theatres, coupled with 

a variety of restaurants, and retail establishments. Street performers and entertainers 

are frequently on-site.  

• The area, which was an under-performing pedestrian promenade, was revitalized in 

three distinct phases; several cinema complexes moved in and spurred restaurant 

business, which in turn fuelled retail business. 
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LA Live - Los Angeles, California27 

• Developed by Anschutz Entertainment Group (AEG), Wachovia Corp, and Azteca Corp., 

LA Live is an entertainment district in downtown Los Angeles. 

• The project includes over 5.6 million sq. ft. of floor space of bars, concert theatres, 

restaurants, movie theatres, a museum, and hotels. 

• The District includes: Club Nokia, a 59,000 sq. ft. venue for emerging music acts and 

cultural shows accommodating over 2,300 guests; The Conga Room; a 28,000 sq. ft. 

Grammy Museum; a 14-screen, 90,000 sq. ft. theatre multiplex with 3,700 seats; the 

235,000 sq. ft., 7,100 seat Nokia Theatre for live performances and events; a 40,000 sq. 

ft. open-air Nokia Plaza, which hosts special events, community gatherings, cultural 

festivals and live performances; the 20,000 seat STAPLES Center arena - the world's 

most successful arena, home to four professional sports teams; and a numerous variety 

of eateries and drinking places. 

• There are a number of accommodation properties, including a Ritz-Carlton 

hotel/residences, JW Marriott, a Courtyard and Residence Inn. 

• The clustering of these core entertainment uses along with the complementary facilities 

such as hotels and restaurants, which enable and support the on-site activity, all 

combine to create a critical mass of entertainment attractions. This critical mass is what 

enables a project of this size to be successful. By combining these uses the project can 

generate far more traffic (i.e. regional influence, “draw”) than any one of these 

components could in isolation. The Nokia Plaza is a perfect example of this effect. 

Although this plaza is made up of only the interstitial space between the main buildings it 

creates activity and an attraction which wouldn’t otherwise be possible. This space 

attracts people to the area who come to enjoy an event or watch a broadcasted game on 

the plazas screens, but they will also dine at the local restaurants and visit some of the 

project's other retail and entertainment attractions.  

 

                                                        

27http://ourla.org/index.php?option=com_content&task=view&id=907 

http://www.nokiatheatrelalive.com/content.php?section=news&page=101707 

http://www.nokiatheatrelalive.com/content.php?section=about&page=lalive 
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DESTINATION ENTERTAINMENT VENUE CASE STUDIES 

KidZania - "Edutainment" /Children's Entertainment Complex 

• Advertised as the world's fastest growing family entertainment brand. 

• KidZania is themed as a child-sized replica of a real working city, including buildings, 

shops and theatres, as well as vehicles. It allows children (geared for ages 4-12 years 

old) to role-play by mimicking traditionally adult activities. For example, the children are 

tasked with jobs such as a fireman, doctor, police officer, pilot, shopkeeper, etc., and are 

paid for their work in 'KidZos' currency, KidZania's own currency. Kids can then pay for 

goods, services and entertainment. Many of the establishments are recognizable 

destinations, sponsored and branded by leading multi-national and local brands. 

• There are nearly 100 role-playing activities in more than 60 establishments with a range 

of difficulty to meet the abilities and interests of every child. The KidZania city is 

replicated as a complete city with a hospital, fire station, beauty salon, bank, radio 

station, supermarket, pizzeria, theatre, driving centre, etc. 

• The notion of KidZania is that through each job and activity, children learn about how 

society functions, financial literacy, team work, independence, self-esteem, and real-life 

skills. Activities are hands-on to provide an engaging learning experience. Adult 

supervisors are on hand to introduce and provide support for each activity. 

• Kidzania is a privately held company and was started by a Mexican entrepreneur; the 

first location opened in September 1999 in Santa Fe, Mexico. While the Mexico locations 

are wholly owned and privately held, the company has extended into global franchising, 

fuelling extensive international growth. 

• Currently 16 locations worldwide (no current locations within Canada or the U.S.) with 7 

locations listed as upcoming (Jeddah, Sao Paulo, Singapore, Moscow, Manila, London 

and Doha). Numerous locations are anticipated to be forthcoming in the United States. 

• Locations are some 70,000 - 150,000 sq. ft. 

• Over 25 million people have utilized KidZania since its opening. 
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Lego Land Discovery Centres- "Edutainment"  

• An indoor edutainment chain that bring together 4D cinema shows, rides, local 

landmarks built with Lego bricks, gift shop, birthday party rooms, and a restaurant. 

Visitors learn how Lego bricks are manufactured and participate in building classes.  

• Discovery Centres typically range from 30,000 to 35,000 sq. ft. - smaller versions than 

their Legoland Theme Parks. 

• The typical centre attracts families with children 3-12 years of age.  

• A single centre can have some 400,000-600,000 visitors per year. 

• There are currently 11 locations in operation worldwide - including 1 location in Canada 

(Toronto), 6 locations in the U.S., 2 locations in Germany, 1 location in the UK, and 1 

location in Japan. 

• The Toronto location opened in 2013 

• Expansion is ongoing of the Legoland Discovery Centres and the Legoland Theme 

Parks. 
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Children's Museum  - Heritage Establishments/"Edutainment" 

 

  

Madison Children's Museum

Madison Wisconsin

Environmental awareness is the primary focus of this 'green' museum. It is located in an 

environmentally friendly building, and contains a rooftop garden where kids can plant,

collect chicken eggs, and learn about gardening and a variety of other activities. Designed

for children ages six months to 6 years. (56,290 sq. ft. with 26,000 used for public space and

13,775 reserved for future expansion)

Children's Museum of Indianapolis

Indianapolis, Indiana

One wing of the museum has been transformed into an Egyptian village, where children

can try on Egyptian clothing, learn about local money, and shop for local foods. This is one

of 13 exhibits. Additional activities include a planetarium and a  virtual train ride. Designed

for children ages six months to 10 years. (472,900 sq. ft. on 29 acres)

National Museum of Play

Rochester, NY

A variety of activities are available - includes an aquarium, butterfly garden, Sesame

Street exhibit, National Toy Hall of Fame. Older children can even star in a cooking show at

the play TV studios. Designed for children ages 2 to 8. (282,000 sq. ft.)

Please Touch Children's Museum

Philadelphia, Pennsylvania

A variety of activities - caters to ages six months to 6 years. There is a Wonderland exhibit

where children can pick out giant flowers in the Fairytale Garden, have a pretend tea

party with Alice at a giant table. Older children can try out musical instruments from around

the world while the younger ones crawl on lily pads that make nature sounds. Includes an

antique carousel and live theatre show.  (156,000 sq. ft.)
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Great Wolf Lodge - Water Park (Resort/Hotel Complex) 28 

In the United States, hotels with indoor waterparks have outgrown the general hotel industry 

every year for over a decade, reaching peak growth of 34% in 2006 and slowing to 10.2% in 

2011 and 7.2% in 2012 – compared to the overall hotel industry supply growth of 2% to the 

current growth of 0.7%. 

• Great Wolf Lodge is North America’s largest family of indoor waterpark resorts. 

• The resorts are branded as family-oriented destination facilities that generally contain 

300-600 rooms and a large indoor entertainment area measuring 40,000 – 100,000 

square feet. 

• In addition to waterparks, the properties offer such amenities as arcade/games rooms, 

fitness rooms, themed restaurants, spas, children’s activities. 

• There are currently 12 locations across the United States and 1 location in Canada. 

• The Canadian location in Niagara Falls, Ontario contains a 100,000 square foot 

waterpark. Other entertainment activities include an arcade, mini golf, children's activity 

centre, kid spa. A variety of restaurant/eatery options are also provided. 

• Great Wolf Lodge continued to grow as an industry leader in 2013. In Canada, it has 

been awarded the national award for “Best Traveller Experience” amongst all hotels, 

resorts, and attractions in Canada by the Tourism Industry Association of Canada. It has 

also been recognized by Trip Advisor as one of the Top 3 “Best for Families” resorts and 

hotels in Canada. 

                                                        

28 The International Society of Hospitality Consultants 2012 Construction Report North 

America, 21 Hotel Waterpark Resorts Opened in 2012 in USA (2012). 
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Canad Inns - Water Park (Resort/Hotel Complex)  

• Described as "destination centres" that feature the finest in accommodations, food and 

beverage, entertainment and banquet and conference facilities.  

• The inns contain fully enclosed water parks, featuring water slides, pools, hot tubs and 

kiddie pools - Approximately 40,000 square feet of water park 

• Select inns offer entertainment for the adults in the form of a "boutique casino" with 

VLT's.   

• Inns offer a variety of guest room types, including Kids Theme Rooms 

• Canad Inns is Manitoba owned and operated. 

• Currently eight locations in Winnipeg, one in Portage la Prairie, one in Brandon, and one 

in Grand Forks, North Dakota.  
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Dave & Buster's/Schank's Athletic Club 

Dave & Buster's 

• A leading operator of adult-oriented complexes that combine restaurants and bars with 

dinner theatre and games ranging from pocket billiards and shuffleboard to high-tech 

arcade games to simulated golf and virtual reality space combat. The midway offers over 

200 games to play. 

• 40,000 – 70,000 square feet 

• 70 locations in 27 US states and 1 location in Canada 

• Dave & Buster’s attracts a super-regional draw – the market requires a daytime 

population of 700,000 to 1,000,000 (within 10 miles) 

• The average guest travels 22 minutes to visit Dave & Buster stores 

• Publicly traded as of October 10, 2014 

 

Schanks Athletic Club 

• Locations in South Calgary (MacLeod Trail), North Calgary (Crowfoot Centre), and 

Edmonton (178th Street). 

• A restaurant, also offering a wide variety of activities, including mini golf, virtual golf, 

billiards, video games, NTN trivia, and off track betting. Facilities also include board 

rooms, ideal for company meetings. 
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Billy Beez - Indoor Soft-Play Entertainment Centre 

• Billy Beez is an indoor, soft-play entertainment centre designed for children aged 2 to 17 

• It is themed around a family of honey bees that live in the rainforest, the leader of whom 

is Billy Beez. Each adventure land is filled with colorful murals, three dimensional 

thematic elements and giant play structures built around a maze of dizzyingly high and 

wildly twisting slides. There are dozens of activities inside the center that encourage 

physical, mental and social development through play. Kids climb, jump, crawl and play 

sports with the companionship of other kids. Along the way they learn how to play fairly, 

share and make new friends—all the while challenging themselves physically and 

getting the exercise they need to be healthy. 

• Each location offers a variety of programs and classes, centering on educational sports, 

music and arts & crafts. 

• The first Billy Beez soft-play adventure park opened October 2011 at Haifa Mall in 

Jeddah, Kingdom of Saudi Arabia. As a result of its success Billy Beez has been 

expanding internationally.  

• There are now 6 locations in Saudi Arabia, 1 location in Cairo, Egypt, and 2 locations in 

the United States (both in New York state). 

• These facilities range from 16,000 to 26,000 square feet. 
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Indoor Extreme Sports - Indoor Entertainment Centre 

• A 38,000 square foot entertainment centre in New York City.  
• Contains: 

o Three unique laser tag options 
o Archery tag on a 5,000 sq. ft. field. Archery tag is described as the game of  

  dodgeball, played with archery equipment (arrows are made of foam tips) 
o Paintball /ReBall field - Two 5,000 sq. ft. fields, which can be combined for  

  a 10,000 sq. ft. field. 
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Urban Jungle Fun Park - Indoor Entertainment Centre 

• An indoor facility, which combines activities of an amusement park and a playground 

• Caters to kids of all ages - toddlers, teens, young adults and parents as well 

• Contains: 2000 sq. ft. trampoline court built for open jump and dodge ball; 50' long 

inflatable obstacle course; 4 lane rock wall; play structures; life-sized video games on a 

10' wide screen 

• Multiple parent lounges with free wi-fi and mobile charging stations; watch sports on one 

of the multiple HD Tv's 

• Food and drink available on-site 

• Various programs for a variety of age groups; parties; group funtions 

• Located just outside of San Diego, California 
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The EnergyPlex - Indoor Entertainment Centre 

• Gymnastics area, 30 foot high rock wall, laser tag, bungee trampolines, play structures, 

craft room, cafe  

• 22,000 square foot facility 

• Birthday parties, day camps, group bookings, annual passes 

• Located in Kelowna, B.C. 
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Indoor Snow Centres 

• Ski Dubai located within the Mall of Emirates 

o 242,190 sq. ft. facility; constructed with an indoor mountain that is 85 metres 

 high 

o 5 ski runs, tube slides, slopes and jumps  

o 32,000 sq. ft. interactive Snow Park and Zip Wire - This snow-covered space has 

bobsled runs, tobogganing hills and snow cavern full of snow-based games. 

Performance shows that include penguins. 

o Ski school, cafes, restaurants, pro shop 

• Snow Village to be constructed within the Mall of Arabia in Jeddah, Saudi Arabia 

o Categorized as a winter themed indoor real snow and ice amusement park 

o To contain some 15 snow and ice fun rides and attractions including 

 mountain slides, a snowball arena, a snowball throwing challenge, an 

 explorer snow circuit with snowmobiles, a snow carousel, bumper cars,  curling, 

 ice-carving igloo, glacier ice climbing, an expedition high ropes  course with 

 thrill jump, a reindeer rodeo simulator, snowman wrestling, and  an Arctic 

 theatre showing Arctic related films from National Geographic and  the like. 
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APPENDIX 2 - MUNICIPAL RECREATION FACILITIES 

 

CITY OF ST. ALBERT ARENAS & RINKS

Source: City of St. Al bert
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CITY OF ST. ALBERT SPORTS FIELDS

Source: City of St. Albert
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APPENDIX 3 - STAKEHOLDER ENGAGEMENT SURVEY 

RESULTS 
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Urbanics Consultants, on behalf of the City of St. Albert, created an 18 question survey designed to gather 

feedback on residents' entertainment preferences and desires for entertainment establishments within St. 

Albert. The information gathered has been used to help inform the entertainment study through gauging 

resident opinions/entertainment preferences and through analyzing particular demographic data. 

The online survey was advertised to the public via the City of St. Albert website as well as on the City's 

social media feeds. The survey was available to the public between September 27th and October 18th, 2014, 

and was re-launched on October 22nd in efforts to gather an even greater response rating. The online 

survey officially closed the morning of October 29th.  

There was a total of 274 survey responses.  

Some of the key findings include: 
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Frequency of Use by Entertainment Category 
 
• Amusement/recreation, drinking place, and spectator entertainment establishments are the most frequently 

used by respondents. 35% of respondents report using amusement and recreation establishments more than 

once a month. This is compared to 31% visiting drinking place establishments and 23% visiting spectator 

entertainment establishments more than once per month. 

• Very few people use gambling establishments and heritage establishments frequently. While 50% of 

respondents report that they never visit gambling establishments, this is not the case for heritage 

establishments where only 10% of respondents report that they never visit heritage establishments. 30% of 

respondents report that they visit heritage establishments every 1 to 6 months. 

• Those under 34 years of age are more likely to frequent spectator entertainment establishments at least once 

every 2 months (62%) versus 50% of the 35 to 49, and 55% of 50 and above age group categories. 

• Those over 50 years of age are more likely to frequent heritage establishments at least once every 2 months 

(22%) versus 13% of the 35-49, and 19% of the 0-34 age group categories. 

• Spectator sports establishments are less popular among females as well as those 50 years and above. 27% of 

male respondents frequent spectator sports establishments more than once per month, as compared to 12% of 

female respondents. 22% of those aged 50 and above report to never visit these establishments. 

• Casinos and other gambling establishments are rarely visited by most groups but have been found to be most 

popular among the younger age cohort (34 years of age and under). 61% of respondents over the age of 50 

report to never utilize gambling establishments. This is compared to 50% of the 35-49 and 32% of the under 

age 34 categories. 

• Amusement and recreation establishments are utilized fairly evenly among all groups. Those under 34 years of 

age are more likely to visit such establishments at least once every 2 months. 

• The proportion of respondents who visit drinking places frequently are more likely to be male and younger, but 

even 46% of people aged 50 and above visit these establishments at least once every 2 months.  
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Q1. How often do you visit/partake in activities that take place in the following entertainment categories? - Spectator 

Entertainment Establishments; Heritage Establishments; Spectator Sports Establishments; Amusement & Recreation Establishments; 

Casinos & Other Gambling Establishments; Drinking Place Establishments  
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Q1. How often do you visit/partake in activities that take place in the following entertainment categories? - Spectator 

Entertainment Establishments 
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Q1. How often do you visit/partake in activities that take place in the following entertainment categories? - Heritage 

Establishments 
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Q1. How often do you visit/partake in activities that take place in the following entertainment categories? - Spectator Sports 

Establishments  
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Q1. How often do you visit/partake in activities that take place in the following entertainment categories? - Amusement & 

Recreation Establishments 
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Q1. How often do you visit/partake in activities that take place in the following entertainment categories? - Casinos & Other 

Gambling Establishments 
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Q1. How often do you visit/partake in activities that take place in the following entertainment categories? - Drinking Place 

Establishments  
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Location Where Respondents Most Commonly Partake in 
Entertainment Activities 
 

• For every entertainment category examined (with the exception of drinking place establishments), 

respondents are more likely to partake in entertainment activities within Edmonton versus St. Albert. 

• Those entertainment categories with the greatest divide are spectator entertainment and spectator 

sports establishments. 80% of respondents report visiting spectator entertainment and 72% of 

respondents report visiting spectator sports establishments more frequently in Edmonton. This is 

compared to those who selected St. Albert –16% for spectator entertainment and 12% of respondents 

for spectator sports. 

• Those entertainment categories with less of a divide include: Heritage establishments (46% selecting 

Edmonton and 31% selecting St. Albert); Amusement and recreation establishments (53% selecting 

Edmonton and 37% selecting St. Albert); Casinos & other gambling establishments (24% selecting 

Edmonton and 19% selecting St. Albert).  

• The only entertainment category where respondents indicate that they are more likely to partake in 

entertainment activities in St. Albert is drinking place establishments (56% of respondents selecting 

St. Albert versus 28% of respondents selecting Edmonton). 

• The category with the greatest ‘Other location’ response was heritage establishments with 13% of 

respondents indicating this. 
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Q2. Please identify the geographical location where you most commonly partake in entertainment activities (outside of the 

home) - St. Albert; Edmonton; Other; I do not visit these establishments 
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Proportion of Entertainment Activities by Location 
 

• On average, respondents report that 54% of their overall entertainment activities take 

place in Edmonton, versus 38% in St. Albert, and 8% other locations. 

• The greatest divide is found with the under 34 age category. On average, those under 34 

years of age report that 61% of their overall entertainment activities take place in 

Edmonton versus 31% in St. Albert and 8% in other locations.  
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Q3. What percentage of your overall entertainment activities (outside of the home) take place in - St. Albert; Edmonton; Other 

 

  

38%
31%

40% 41%

54%
61%

53% 51%

8% 8% 7% 8%
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Proportion of Entertainment Activities By Location
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Reasons Why Respondents Use Entertainment Establishments 
Outside of St. Albert 
 

• Most respondents go outside of St. Albert for entertainment activities that they cannot find 

in St. Albert or for greater variety and selection. 

• The age group category with the highest percentage indicating that St. Albert does not 

have what they are looking for is 35-49. 

• The age group category with the highest percentage indicating that they utilize 

entertainment establishments outside of St. Albert due to a greater variety/selection is the 

34 and under cohort. 

• 14% of responses of the 34 and under cohort selected convenience as a reason for using 

entertainment establishments outside of St. Albert. 

• Some of the common ‘Other’ responses include: 

o No movie theatre in St. Albert 

o Closer to where friends/family are 

o Quality of entertainment 

o Festivals/functions that take place in Edmonton  
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Q4. If you utilize entertainment establishments outside of St. Albert, please identify your primary reasons why - Greater 

variety/selection; St. Albert does not have what I am looking for; Convenience (ex. Close to my place of employment; school; etc.); Other 

(Select all that apply) 

 

 

70%
58% 64% 64%

70%
80%

57%
69%

14%
10%

8%

11%

18%
15%

21%

18%

0 to 34 35 to 49 50 + Total Responses

Reasons Why Respondents Use Entertainment Establishments 

Outside of St. Albert

Greater variety/selection St. Albert does not have what I am looking for

Convenience (ex. Close to my place of employment; school; etc.) Other
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Q4. If you utilize entertainment establishments outside of St. Albert, please identify your primary reasons why – ‘Other’ 
responses: 

   

Other' Responses:
That is where the specific concert, sporting event or whathaveyou is located.

Meeting others

We no longer have movie theatres in St. Albert, nor have we had quality movie theatres

Quality of entertainment

I like variety, I go where that is. Often it's St. Albert.

not available in St. Albert at the time 

Type of entertainment is broader

Many of the functions (mostly fundraising functions) are in Edmonton at the big hotels or at places like the Italian Cultural centre - the function dictates where.  I'd like to be staying in St. Albert 

Grandin Theatre closed

I live in Edmonton, but work in St. Albert

family in other areas around Edmonton/St. Albert

No Movie Theatre in St Albert

There is way more selection in Edmonton!!!! 

way better stuff, better malls, big sports, venues, clubs, meets, etc

More options

need more to do thar appeals to the younger generation

No Movie Theatre now in our city

cheaper and better than what st albert has to offer

Sometimes food is better in Edmonton 

St. Albert doesn't have the facilities/infrastructure to support the arts events I attend in Edmonton

To meet friends that live in Edmonton

Bike Skills Park

Edmonton Art Gallery; North Cineplex; Michael's and other shops on 137 Ave.

I don't like the stuffy nuance of St. Albert and prefer to socialize with a more down to Earth  type of people

Greater variety

Pro sports are in Edmonton, golf course is in Cardiff

I live in Edmonton and there is more variety in Edmonton

Destination/Signature Events we travel for (i.e. Calgary Stampede)

A class that I'm taking requires me to be in Edmonton and/or a friend has invited me to join him/her at an establishment/event in Edmonton.

poor parking in st albert

work related as a rule or chosen by another party

Other family lives there

Friends in other cities

It's where my friends are

Friends from other areas pick place

On vacation 

pro sports

Closer to meet up with friends in other locations

Venues are not in St. Albert, although we patronize St. Albert when available

Offering "other" entertainment ie. Folk Fest or Fringe Festival

I go to a lot of Festivals like the Fringe or shows at the Citadel. It's just hard for a City the size of St. Albert to compete. But the events we do put on are great too! 

Son's hockey practices/games are in various locations, Cineplex Theatre in Edm

Movie Theatre which St. Albert does NOT have

Easier to meet friends in Edmonton as that is where they live

friends that live in Edmonton

St. Albert is stuffy, boring

Higher quality, more popular, better crowds.

Sometimes the quality offered is better outside of St. Albert
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Monthly Household Spend on Entertainment 
 

• Of total respondents, 36% indicate that their household spends $150 + per month on 

entertainment. 

• Spending is higher among the 34 and under cohort, with 43% indicating that their 

household spends $150 + per month on entertainment. 

• 40% of the 50 and over age cohort spend under $100 per month on entertainment, as 

compared to 25% of the 35-49 and 33% of the 0-34 cohorts.  
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Q5. On average, approximately how much does your household spend per month on entertainment (outside of the home) - $0-

$50; $50-$100; $100-$150; $150 +; Don't know 
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Satisfaction with St. Albert’s Current Entertainment Selection 
 

• The majority of respondents indicate they are slightly satisfied (31%) and moderately 

satisfied (34%) with the current selection of entertainment establishments. 

• 18% of all respondents indicate that they are not at all satisfied with the current selection 

of entertainment uses, while only 2% indicate that they are extremely satisfied. 

• The age cohort that is least satisfied with the current selection of entertainment is the 34 

and under cohort. 29% of these respondents indicate that they are not at all satisfied, 

and none indicate that they are extremely satisfied. 

• The 50 + age group appear to be the most satisfied with the current entertainment 

selection. 26% of the 50 + respondents indicate that they are quite or extremely satisfied. 

• ¼ of the male respondents indicate that they are not at all satisfied, versus 16% of the 

female respondents.  
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Q6. How satisfied are you with St. Albert's current selection of entertainment establishments? - Extremely satisfied; Quite 

satisfied; Moderately satisfied; Not at all satisfied 
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12%

25%

16%

31%

32%

33%

26%

25%

33%

34%

32%

34%

37%

32% 34%

15%

8%
14%

23%

15% 15%

2% 1% 3% 3% 2%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Total 0 - 34 35 - 49 50 + Male Female

Satisfaction With St. Albert's Current Selection of Entertainment Establishments
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Additional Establishments Needed in St. Albert 
 

• Of all 274 respondents, a cinema/movie theatre is selected as being the most desired for St. 

Albert. 

• Other frequent responses include a theatre/concert hall/performance venue, and a comedy 

club. An amusement/theme park, museum, cocktail lounge/wine bar, and indoor play area also 

saw some support. 

• Responses are quite divided among other entertainment uses. 

• A poker room, casino, curling rink, bowling centre, skating rink, roller rink, riding club, and 

animal racing track had the least number of selections. A portion of this may be due to the fact 

that St. Albert has an existing casino, curling rink, skating rinks, and bowling centre. 

• When broken down into first through fifth choice, the majority selected a movie theatre as their 

first choice (60%). The other category that saw support is for a theatre/concert 

hall/performance venue with 9.5% of respondents indicating this use as their first choice. 

• In summary, the overwhelming response is that a movie theatre is the most needed 

entertainment establishment in St. Albert. 

• There is a variety of ‘Other’ responses, including: Something more geared to teens/teen centre; 

shooting range; dinner theatre; children’s indoor museum; blues/jazz bar; wall climbing centre; 

bike skills park; live music venue; event space; rodeo training ground; outdoor 

plaza/amphitheatre/gathering space for festivals and events; new library; larger library. 
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Q7. A) What, if any, additional entertainment establishments do you believe are needed in St. Albert? Total responses - Choices 1 to 5 

combined. Note: Excludes shopping, family restaurants, municipal recreation facilities, and provincial/municipal parks. 

 

6.1%

5.8%

16.6%

3.2%

1.8%

0.9%

1.7%

1.2%

1.4%
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Riding club (recreational)
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Casino

Bingo hall

Poker room

Bar/tavern/pub

Cocktail lounge/wine bar

Nightclub

Other

No response

Entertainment Preferences  - Choices 1 to 5 Combined
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Q7. A) What, if any, additional entertainment establishments do you believe are needed in St. Albert? Select your first through fifth choice, with 

First Choice being the most desired. 
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Q7. B) If you selected 'Other' as one or more of your five choices, please specify: 

 

  

Other' responses:

A Blues/Jazz bar, like Blues on Whyte Lane swimming pool

Parkour Gym (similar to http://flyfreerun.com/parkour-gym/) More diverse and interesting restaurants

cost effective entertainment for families, not high end Lighted toboggan hill with tow

Wall climbing centre with a variety of outdoor fitness training - specific to cross country skiing, 

hiking, kayaking, etc
Radio Controlled Vehicles race track

A better downtown area with a variety of restaurants / grills/ pubs. The downtown area is great but 

there Isn't enough to bring people here., other than the Arden and Jacks. For those of us who live 

here and there will be more of us in the future we need more options for dare I say -classier places 

we can walk to. We need an ice cream shop in the summer and a warm friendly pub with fireplace 

and friendly staff in the winter. 

Need a small centre with catering for groups to meet at eg. Newcomers had a tough time finding a 

place to meet.

Indoor/outdoor Shooting range Larger Library

something more geared to teens New Library 

Bike Skills Park Programmable Event space for pop up galleries, restaurants, performances etc

Live Action Breakout Entertainment Indoor Pickle Ball club

Michaels arts and crafts store Places to hold children's birthday parties

Need a good size hall with catering for activities such as fundraisers more restaurants

Boardgame Cafe Dinner Theater

Monthly community dances Live Theatre

New Library Horseback riding facility/ Rodeo training ground

Kids activities Outdoor plaza/performance/gathering space for festivals and events

Food establishment Large nutrition centre with large natural/organic foods grocery store

Children's Indoor Museum Rehearsal hall

An establishment like the old 'Sidetrack' in Edmonton that featured live entertainment (great acts-

jazz, rock, open mic nights etc)
 facility to accomodate trade shows,  750-1000 person  events i.e.Gala's, fundraisers, themed events,

An adult nightclub with dancing (over 30 years old) Shooting Range

Community Hall for resident organized parties Outdoor amphitheatre / Concert venue for festivals and concerts

Stairs for running like river valley in Edmonton Dinner theatre

Another outdoor swimming pool Studio space for arts programs and events

Teen Centre more venues and opportunities for amateur performers to audition and play in community plays

multi purpose athletic facility - gym space for flexible public use Cabaret music and dinner venue

Live music venue/bar/night club
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Frequency of Visitation – Top Choices 
 

• Of the most selected entertainment uses, 87% of respondents indicate that they would 

frequent a cinema/movie theatre at least once every 2 months if it were located in St. 

Albert. 

• 81% of respondents indicate that they would frequent a cocktail lounge/wine bar at least 

once every 2 months if it were located in St. Albert. 

• ¼ of respondents indicate that they would frequent an amusement/theme park once 

every 7+ months, with only 32% indicating that they would visit at least once every 2 

months.  
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Q7. C) Of your top five choices, how often do you estimate you would frequent each establishment if it were located in St. 

Albert? – Top Choice Responses 
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Desire for an Entertainment Hub in St. Albert 
 

• More than half of respondents would like to see an entertainment district/hub in St. Albert 

(64%).  

• Views on this issue vary by age. 

• Of those under 34, 78% support the idea, but this drops with age. 

• 55% of the 50 and over age cohort support the idea, with 18% opposing it and 27% 

unsure. 

• Overall, a considerable number support the idea, with many unsure. 

• Some of the thoughts and concerns respondents have include: 

o Parking concerns; Traffic concerns 

o Space concerns –  Lack of land in downtown 

o Doubts that St. Albert can sustain a district  

o Better for the community to have venues spread out over the City 

o Do not want St. Albert to abandon its small community feel 

o Don’t want crowds in St. Albert 

o Not necessary for St. Albert to have a district – Edmonton’s entertainment is easily accessible 

o Detracts from the character of the City 

o Any district/hub should be small scale 

o Needs to happen organically 

o Do not want a cluster of drinking establishments/night clubs – Concerned that it would not be family friendly 
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o Crime concerns 

 

• For those who selected yes, the common entertainment options for a district/hub include: 

o Movie theatre 

o Comedy club 

o Pub/lounges/wine bar 

o Selection of restaurants 

o Mix of entertainment/restaurants/shopping 

o Theatre/concert hall/performing arts centre / Dinner Theatre 

o Indoor play area 

o Activities for children 

o Art gallery/artist studios 

o More cultural and entertainment activities in the downtown core 

o Outdoor theatre venue 

o Street vendors/performances 
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Q8. A) Would you like to see an Entertainment District/Hub in St. Albert? An Entertainment District/Hub is generally a mixed-use 

area with a cluster of entertainment options. 
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Q8. B) If you selected "No" or "Unsure" to an Entertainment District/Hub, please identify any thoughts or concerns you may 

have: 

 

Thoughts or Concerns:

The first thing that pops into my mind is Calgary's Electric Avenue/Red Mile and the problems they had.

I do not want St. Albert to abandon the small community feel and also the family setting.  I would be opposed to bringing loud and obnoxious nightlife to St. Albert

St. Albert is too small - everything I use/would use is available in St. Albert, with the exception of a movie theatre and professional sports, e.g. OIler and Eskimo games 

There doesn't seem to be a good "available" location for a district; such a "district" should be in a central location that's easy to access for all residents by bus/bike

I have doubts that we could create and sustain an Entertainment District in St. Albert

Traffic congestion and bars

The Downtown has great variety, yet businesses cannot stay open because of the ridiculous rents. I think downtown would be a great hub, but you have to fix the greedy landlords.

the demise of the Grandin Theater, although an eyesore, was cost effective for families who wanted a night out without sacrificing alot in order to do so and enjoy themselves

With the proximity to Edmonton I would fear the success of such an enterprise, really all we need, in my opinion is a really good movie theatre..

it's better to have options in all parts of the city

Scattered venues would be easier to access and less concentration of people

St. Albert is fairly small and does not take long to get around so a hub may or may not make sense.

I think that it is healthier for the community to spread it out.

Space and parking needs

Not sure what that would look like

I'm not sure that there would be enough usage to make it viable.

When you cluster too many resources in one area you inevitably run into traffic flow issues, special events making it difficult to get to the resource you are looking to attend and other issues like security, safety 

and possible gang issues.

There's no place that an Entertainment District/Hub could conveniently happen within St. Albert.

Not sure where it would be located. 

waste of good money

Our government(s) has nothing to do but spend my money.

Safety concerns with large crowds

Not enough RCMP for a "lump" of people

All depends on what the district/hub would have...what combination would it be. I would not want adult entertainment (drinking) around a general population themed area or anywhere near children. Adult 

drinking/entertainment should be in it's own area. 

I think st.albert has plenty of options and edmonton's entertainment is easily accessible. It's not nessessary for st.albert to have its own district

could concentrate entertainment for kids and nearby alcohol/pubs, should not create a "ghetto-style"

Drunks, fights, establishment hoping

too much congestion in 1 spot

No reason to isolate venues in one area

I like St. Albert to have the family community feel, we have Edmonton for the rest

Not sure if it all needs to be in one area

Not sure how often I would attend

I like how the downtown has lots of restaurants ... would like to see more entertainment in that area ... not sure if there is room ...

Not important to me.

Don't want crowds in St. Albert 

taxes to fund will bury us even further than we currently are struggling

Not necessary

I don't wish for it to be a sport center or senior's activites.

Drinking establishments tend to take over, for example, Whyte ave Edmonton, or Electric Ave, Calgary

Where would it be located?  What sort of things would be located there?  I hope you would not be thinking of moving any of the existing facilties because I love the Arden Theatre, the art galleries downtown, 

the museum where it is at the moment, and so forth.

i would rather see a dedication of entertainment around St. Albert as oppose to a cluster of entertainment options  I would  be less likely to go to an establishment within an entertainment hub 

I usually don't support anything in St. Albert other than the library or a potential aquarium or bike skills park
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Q8. B) CONT'D 

 

Thoughts or Concerns:
Downtown would be my first thought near the Arden, Museum, and other options in the area. But there is no land available. 

We do not need it. we have everything we need. 

I feel St. Albert's entertainment areas are well centralized.  A continual problem always is parking at the venues.  Also I realize St. Albert already has an art gallery, theatre, botanical garden, but I would like to 

see it expanded to include a more national and international flavor.  I would love to rid ourselves of the old saying "Alberta red-necks"!  More culture please.  I would also consider shopping as entertainment in 

which was not included.  Boutiques etc. with outdoor cafe's and pubs in a centralized area would be grand, alot to wish for though!

we can use facilities that we have now with the cooperation of the city and community members but business owners are not seemingly willing to be community minded re: parking being free and accessible.  

Service Place could house a proper mini golf area id think and not something cheesey, something legit, fun and challenging.  Reil could easily find room for a gocart track perhaps around the roadeo grounds or 

where the old bike track was, but I don't know if it would be big enough.  At any rate, We need more creativity here, the lack of it has been a cause of frustration and eye rolling.

Would depend on type of entertainment facilities (i.e. support cluster of cultural facilities, not support cluster of night clubs)

Parking and traffic noise

I don't think we're that large that we need that - many of our options can be reached on foot or with a short drive.

I don't know if St. Albert needs a hub exactly.  Seems like there's lots to do here... it's just not all clustered together.  I think that's okay.  Often, along with entertainment goes drinking... and a lot of people 

drinking together sometimes results in trouble.

st albert is trying to increase the use of the perron district which makes no sense as there is no parking

high traffic, population density, crime increase

Parking is always a problem

Don't want a bunch of drunks all in one area like Whyte ave!

We alrady have the Arden Theatre

1. Where to put it. 2. Ample FREE parking. 

Not all entertainment venues share the same type of audience. Also parking concerns for many large venues in one place.

Parking and sometimes it is nice to go to a different area

I would be concerned that it would become a hangout for youth/young adults and not be family friendly.

I don't mind driving from one location to the next

Not really why people are here in St. Albert - can go to Edmonton for that. 

This kind of thing needs to happen organically. Whyte Avenue didn't appear overnight.

Not enough parking and too much drinking in one area

I'd like to see more entertainment options downtown, but only if they fit sensitively and did not overwhelm the small town feel of St. Albert.  Specifically I'd like to see a small fitness centre downtown. I don't 

want a district that is exclusively entertainment, should be intermixed with other purposes.

I would like to see an entertainment options incorporated throughout the City.  For example add to the downtown establishments to build on successes and enhancements in the area.  Put a movie theatre 

together with restaurants and shopping.  Seems strange to have all of these items in one area as it could distract from other existing St. Albert entertainment as well as a parking nightmare.

Not sure where the district would be located - would it be convenient to access - would it be walkable?

Not enough people to support the demand

I don't believe they need to be situated together in one district/hub.

Location would determine support.

Not sure if St. Albert can sustain a new district.  I am pretty happy with what we have, except a Theatre/Cinema is needed

Define Entertainment District

Clusters create crime problems.  Spreading them out makes them safer 

We don't need a dense area full of bars- Whyte ave has that.  Any financial benefit to the city would have to be put back in policing

too much market saturation

Detracts from the character of the city.

Businesses should choose locations that work for them.  For example,  a movie theatre near the Costco would benefit St.Albert, Villeneuve and Morinville.  Maybe the Grandin folks could open a new theatre 

there. 

I dont believe St Albert needs one

Less likely to be difficulties if they are spread out rather than all in a few blocks like White Ave

Vandalism and compliance - keep dangerous element - drugs, gangs etc... out of establishments.

St Albert is not positioned in people's mind as a place for entertainment, it is more positioned as a passive, boring community with highly affluent people, who will be more inclined to attend entertainment 

opportunities in Edmonton than in St. Albert.

I think that having the activites spread out will encourage the discovery of all St. Albert not just one district/area

Would be concerned about too many drinking establishments in the same area.

I would be concerned about the family atmosphere if the 'hub' contained businesses that promoted drinking and gambling.  I would prefer these be separated from family locations.

It would be hard to compete with Edmonton's areas and I feel this isn't necessarily a best use for our resources since we are located so nearby anyways.

The draw to St. Albert is that it has a "small town" feel. When you bring in an entertainment district it brings with it, a big city feel. If I wanted that, I would go into Edmonton. With that being said, if you created 

a small area, with a small theatre, few restraunts and shops it wouldnt be too bad, but again it would have to be small scale.
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Q8. C) If you selected "Yes", what particular entertainment options would you like to see in a St. Albert Entertainment 

District/Hub? 

 

Entertainment District/Hub Entertainment Preferences:

A Multi Use Entertainment Facility - similar to Gateway Entertainment Centre would be nice.

Pub/lounges, cinema (independent and mainstream), outdoor theater venue 

Movie theatre, stadium/arena, theatre/performing arts centre, nightclub, cocktail lounge, plus an permanent outdoor theatre venue for all seasons

Eating and drinking places mixed with a variety of auditoriums, stadiums and activities for all ages. Emphasis on adult entertainment and not a focus on children 

activities. 

Movie Theatre 

Movie theater 

Comedy club, waterpark, indoor fintness venue, pubs 

Street vendors, outdoor concerts, amphitheatre  performances, local talent showcases, live indoor concerts, dinner theatre productions

performing arts, sports (spectator and active), comedy, multiple live music options, billiards

A VIP Theatre (like windermere), possibly a performance theatre (larger scale than Arden), mix of quality restaurants, 

Entertainment district with sports facilties & a large draw hotel with enetrtainment, casino, horeseracing etc. 

Movie theatre, comedy club, museum, art gallery

theatre/comedy club/zoo/waterpark/nice restaurant

Pubs, Lounges, Comedy Club

Mix of entertainment and restuarants

Cinemaplex

Combination of shopping and entertainment centres

Aquarium

cost effective entertainment. not exclusive, high cost entertainment for only those with high incomes

winebars, comedy club, resturants, tea house

I'd like to see a theatre that can be multipurposed (dinner theatre), a place for fundraising.  I love the Arden but the foyer is small.  It would be nice to have a 

performance area where people could enjoy meals while a performance was going on.  Bottom line is the foyer of the Arden is always so cramped...it's not bright and 

welcoming enough. 

More areas that have somewhere for dinner, movie and drinks afterwards all close together 

Family entertainment options as listed above.

movie theatre, children's play area, more spray parks, more rinks, more rec opportunities.

Stage for indie/folk/rock music especially local and youth talent 

Farmers market

pubs, restaurants, smaller retail shops, music venues, open space for patios, town square for events like a christmas market

Science center\imax

We need another Rink, a Movie Theatre, an indoor racquet facility and another outdoor water/spray park.

Something similar to Scotiabank Theatre in West Edmonton Mall, or a distinct pub area like Whyte Ave, Bourbon St, etc.

Movie theatre 

Swimming pool, waterpark, indoor play area, theatre/concert hall/performing arts centre

Movie theatre, restaraunts, pubs, bars and nightclubs in one area

Pubs, Cineplex Odeon, Comedy Club, Night Club, etc.

I would love an area that would provide multiple things for families and young adults to take part in.

Movie theatre, bar/tavern/pub, cocktail lounge/wine bar, indoor play area, poker room, comedy club, piano lounge, music venue

Movie/ live theatre/ more festivals

Nightclubs lounges ect
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Q8. C) CONT'D 

 

Entertainment District/Hub Entertainment Preferences:

I would like to see peron street along with the blocks surrounding it become live at night.  Bars, resturants, pubs, movie theatre etc.  that street has such huge 

potential for class and greatness, but instead it shuts down at 8 pm and is a ghost town.  

There needs to be a large selection of resturants as we rarely stay in St Albert for a night out

Cinema and Nightclub

Movie Theatre, restaurant for supper, pub for after movie drinks.  Laser tag.  Nightclub that could have comedy nights, dance nights and party room rentals.

Movie theatre, indoor play area, laser tag, indoor skate and/or bike park, amusement/theme park

Cineplex Theatre

VIP movie theatre with bar like in Windermere

Cineplex 

movies, comedy, shows, music 

Bars pubs cinema restaurants adult games facility 

Arcade, go karts, mini golfing, bowling, skating, laser tag, go-karting

Movie theatre, nightclub, bar, pub 

Movies, restaurants, pubs

Movie, family restaurants, family activities 

riding facility with clinics and events

Comedy, theatre, dinner theatre

Performing arts space, artist studios, art gallery, wine bars, brew pub, museum, restaurants all in the down town area

Theatre, dinning options, cocktail lounges, comedy club

Movie  Theatre complex on Commercial lands located next to Costco.  With some Restaurants as well.

Outdoor patios

Bar/tavern/pub, cocktail lounge/wine bar, night club, laser tag, movie theatre

Cineplex

Cinema, live theatre, larger concert hall, larger art gallery 

theatre, restaurant, wine bar, etc cluster would benefit all of them 

Aquarium, convention centre, western saloon 

Comedy club , movie theatre , roller rink , country bar (no pop music) , water park , indoor play area for winter or rainy days 

Teen/Young Adult entertainment area, which is not attached to drinking establishments

cinema

A cinema/movie theatre; a mini-golf course/perhaps another swimming pool (outdoor/indoor).

movie theater

Dinner Theatre, Movie Theatre, Indoor play structures for kids

Outdoor ampitheatre and event space (serviced with power and water hookups)

Pubs, live music, talented musicians.  Arden could choose a better performance calendar. Usually only one act a year I find that I wish to see.  The venue at Servus 

Place for live music is brutal. Sound system and seats sub standard. 

Movie theatre, theatre/concert hall/performing arts centre, waterpark, mini golf, amusement/theme park

restaurants, nightclubs, billiard establishment, movie theatre, coffee shops...all in close proximity so that it is nice and vibrant :-))  

Theatre, nightclubs, wine bars, restaurants, live entertainment venues, cinemas

 small music auditorium, theatre (drama), movie theatre, outdoor amphitheatre, squash courts.

Dinner Theatre - Movie Theatre

Perhaps an entertainment complex with a number of different venues and restuarants anchored with a Movie Theatre.
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Q8. C) CONT'D 

 

Entertainment District/Hub Entertainment Preferences:

Art gallery, theatre/concert hall/performing arts centre, botanical garden

live bands. cimemas, more selection of restaurants and lounges, dining

Movie Theatres, Art Galleries, Artist studios, small shops, ethnic restaurants and wine bars

An expanded art gallery in the heart of downtown with coffee shops and live entertainment

I like the idea of an area where entertainment, culture, food options are interspersed with places to meet up, sit outside/inside, walk around in--perhaps the 

museums, galleries, shopping and food locations would stay open a little later into the evening, in an area like this, so that visitors could enjoy them early in the 

evening and then attend a show or movie later in the evening.

Indoor tennis. Court

Our own movie theatre would be enjoyable...not that the cineplex on 137th is too far to drive, its just too packed...too many people and lines to get thru...time for 

another theatre, here in St. Albert would be great!

Performance venues and theatres, restaurants (incl. lounges and pubs)

restaurants and bars

Indoor Playground & other activities for children.

Museums district

Movie theatre!

Restaurant,music/entertainment venue's i.e.pubs & bars,shopping, concert hall, theater, art gallery, 

Movie theatre, theatre/concert hall/performing arts centre, waterpark, comedy club, art gallery

movie theatre, amusement centre, pubs, billiard parlour

Indoor roller skating, boardgame cafe (open late), performance venue

More pubs and more to do at night

Movie theaters, arcade, restaurants, rides, computer/xbox gaming rooms, go carting.

Theatre/concert hall/performing arts, movie theatre, bingo hall, indoor play area, trampoline centre

St. Albert's downtown (Perron District) is already the cultural epicentre of the city. More cultural and entertainment activities, centred in the downtown core will 

make the area more walkable, a better destination for residents and tourists, and will promote public use and support other businesses like restaurants, shops and 

bars. The more venues we can put in the same area the better. 

Indoor play area, amusement/theme park, riding club, handball/raquetball/squash/tennis club, trampoline centre

Strip club, race track, movie theatre

Something central that everyone could easily access. 

A variety of "culture" based activities

Retsurants, Sports Bar, Comedy Club Etc. 

night clubs, pubs, restaurants

Golf course/driving range, movie theatre, art gallery, comedy club, drinking / eating establishments (ala - arena district)

Theatre/food

pubs

Cinema and taverns

Movie theatre

big movie theater

cinema and restaurants/bars

cinema, restaurants, comedy club, indoor play places, roller rink

Pub, Nightclub, Comedy Club

theatre and live music venues

Entertainment club, theatre
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Q8. C) CONT'D 

 

Entertainment District/Hub Entertainment Preferences:

Development similar to edmonton south common's

Dinning options, Dinner Theatre, Movie Theatre

Movie theatre, pub, kids activity places

Movie theatre, bar/tavern/pub, comedy club, amusement/theme park, cocktail lounge/wine bar

Movie theatre

Live music venues

Theaters, restuarants, shopping facilities

Movie theatre, ski facility, indoor skate and/or bike park, paintball/airsoft, amusement park. As well it would be nice to possibly see something like Hillcrest in San 

Diego

theaters/museums

Theatre/concert hall/performing arts, movie theatre, fitness/exercise centre, handball/raquetball/squash/tennis club, stairs for running like river valley in Edmonton

Movie Theater, restaurants, pubs

Pubs, restaurants, Movie Theatre, rock walls, 

Movie theatre, performance venue, cocktail lounge

Movie theatres, comedy clubs

variety of restaurants, theatres, open street fairs/events (art walk, farmers market), bars, comedy clubs, places for live music

Movie, comedy club, cocktail lounge wine bar. 

My husband and I have taken walks to the downtown core on Sat/Sunday evenings and there is often nothing open.  It would be great if we had an entertainment 

hub.  I would love to be able to go to a local pub for a glass of wine and sit and listen to a jazz musician or go to a local dinner theatre.  To be able to walk down the 

street and have the option of walking through our Art Gallery or museum or maybe go to a movie.  There really isn't a vibrant happening place for afternoon or 

evening entertainment in St. Albert.   An entertainment hub for both locals and tourists, would be a welcomed addition to our City.

A performance venue, restaurants, bars, mix-use theater space, outdoor entertainment space, and a skating rink in the middle of it all in winter--that would be cool!  

Music, Dance, Art, Street Performers

movies/nightclubs/laser tag/ concerts/ 

Bars and Restaurants a theatre

Teen Centre, Bingo Hall, Indoor Play Centre, Movie Theatre, Laser Tag, Restaurants

performing arts, live - dinner theatre, wine bars, comdey clubs, cooking -art classes with glass windows

movie theatre, theatre and comedy club

for sure a top quality thetre, like the windermere one, with Imax, with top notch arcade facility

Movie Theatre, Miniature Golf, Bingo Hall, Skating Rink

Cut down the cost of transportation from venue to venue. (date nights)

More pubs

Concert Hall.

Better food and restaurants

Pub

restaurants, bars and/or places with live music, theatre, outdoor theatre, 

A central space where people could take in a movie, or a live theatre event, go to a great restaurant, all within walking distance. 

A nice pub and more restaurants other then Italian as well as a movie theater 

Top five choices

Comedy Club, Blues Bar

movie theatre, live theatre

An area similar to Whyte Ave providing a multitude of options, ie. restaurants, theatre, entertainment, nightclubs
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Q9. Do you have any additional comments/concerns/suggestions? 

 
 

Additional Comments/Concerns/Suggestions?

Would love more pubs in St. Albert

St. Albert needs more activities to attract and retain their population between 18-27. Having an active and vibrant entertainment area is a great way to engage those young people who choose to 

move away.

There are many facilities so close to St. Albert (go kart, horse stable, etc) that we would gain nothing by having one actually within St. Albert city limits.

As primarily a bedroom community we cannot expect to provide major theatre productions or other events that need a large population.  We love the smaller community feel & can enjoy Edmonton's 

Jubilee Auditorium, Rexall, Winspear without feeling we have to have them here.  We moved here 35 years ago for the family life and are sad to see the elitism that has become so prevalent.  We 

don't need it and don't want it.

We need a movie theater 

We try to stay within St. Albert for our entertainment as much as possible, but due to limited options find ourselves heading out of town more often than not.

If carefully planned this could draw a great deal of visitors to our City as well as rippling business development 

We would love to have a great pub or lounge in Ville Giroux. We hope to get a Cineplex at the North end of town too.

I really am not convinced we need a large entertainment hub at this time. Simply with our proximity to Edmonton, I would much prefer we focused on a vibrant alive downtown and engage the Arden 

Theatre to continue to draw caliber acts to the theatre - and downtown restaurants that offer dinner and theatre options

I'd really like to see a space dedicated to outdoor activity.  Train indoors in a specialty facility and then use our outdoor space as weather permits.   I've always wanted to rock climb, but the only way I 

can do that is to sign up in Edmonton...

St. Albert needs to attract these type of entertainment and recreation uses to stay competitive

I think that it is difficult to compete with the City of Edmonton so St. Albert should concentrate on local delivery and niche delivery

I would love to spend my entertainment dollars in St. Albert, however typically venues that are entertainment related in St. Albert seemed to be shunned by the local populace, whether due to 

better locations in Edmonton or often the ever popular Not In My Back Yard mentality that forces businesses out

Looking forward to any increases in entertainment options in St. Albert, especially those catering to 18-35 year old demographic. Plenty of things for children and families already.

I have lived in St. Albert for almost 50 years and have seen many errors.  Don't get me started....  Anyways:  This can be another disaster if you do not consider the community as a whole.    Decisions 

like this are important and should never be based on the few people who fill in an online survey (unless you get over 75% of the St. Albert population).    The scary part is if any one wanted to skew 

the results their way they could have 100 thousand friends fill it in.  Very Scary

St albert is in great need of a movie theatre and a new swimming pool in the NW area of st albert

St. Albert should upgrade their off leash areas to include more trails and paths with trees and bushes that are acceptable to have your dog off leash. 

(1) This survey doesn't really fit well for St. Albert as we already have about half of those 'needed in St. Albert' choices mentioned, e.g. a water park, a botanical garden, swimming pool(s), 

theatre/concert hall/performance venue (Arden) and other choices that were indicated.  (2) I'd really like to see new set of theatres built here though, even if it's not that far to drive to the 

Northtown Cinemas.  Granted, the Grandin was on the grungy side but the price was right and once the newer seats were installed, the seating was good.  It was good not to have to watch out for 

those springs affecting the comfort of one's butt.  And it was quicker to get there and back home.  It's too bad others didn't feel the same way. We really enjoyed going there and we're missing that 

entertainment in St. Albert.  Will the Reel Mondays get a place to have their 'full house' movies next year?  They are/were so successful each month from January to May.  I'm sure they could go on 

successfully every month of the year and raise even more needed money for the St. Albert Library.  (3) More about the Library.  I really do want to see the Library stay in its present location.  It's my 

favourite place to go in St. Albert and I've heard that from others too. Yes, the parking's very poor when there's an Arden production on at the same time but a two-story level parkade would help 

We need movie theatre first and foremost 

Love that you are exploring this idea!  Thank you!!

Also would be great to increaese the selection of shopping/stores as majority of the time we travel to Edmonton for errands

I would want plenty of parking, with safe pedestrian paths, as well as a drop off/pick up zone that does not cross paths with pedestrians.  North Edmonton Cineplex parking is a nightmare.  I answered 

'additional' venues, though I believe that our water parks and pools should be maintained and updated, and that child are should be offered at Fountain Park, or adult swim dropins offered at Servus.  

I also believe that our current Botanic Park should be maintained and updated regularly.  My additional ice rink would be an indoor rink closer to North Ridge.  I would like to see a play area 

designated for 'rink rats',siblings who attend games.  Mini stick rooms, or painted hallways where they are allowed to play would greatly assist in keeping track of littler ones while watching kids 

hockey games.
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Q9. CONT'D 

 

Additional Comments/Concerns/Suggestions?

Great Survey - I have always said that St Albert is a good place to live but nothing really to do here, and if you do go to a restaurant or bar here there is never a seat.

Be nice to have a few more options for teenagers but I think the reality is that most entertainment is easily accessible in edmonton. Rather than building permanent places, it would be ideal if 

st.albert attracted more festivals or special events to st.albert to venues such as servus place. Children's music,  smaller concerts, battle of local bands etc... 

I believe this is information companies should be gathering on their own.  I do not think my tax money should fund surveys and all the other backroom work that goes into this or other surveys.  I own 

a company and I can do my own research.  There are better ways to spend my tax money.  Stop wasting money.

PLEASE quit wasting tax payer money, Lived here since 1988 and it's SO HARD to afford to remain here with my family.

I would really like to see a movie theatre in St-Albert 

St. Albert has enough bars for various demographics for the size of the community.

More advertising/Facebook for what is playing at the Arden, Apex Casino, special events at Servus Place, etc

Looking at today's dynamics, it would be nice to have venues that are more affordable and geared towards the single parent family.  There seems to be more resources in Edmonton and one should 

not feel unwelcomed in a chosen environment due to their financial situation.  St. Albert does not seem welcoming to the have nots of society.

We have an opportunity to really shape our community, and enhance the downtown area of St Albert. Clustering entertainment and arts venues and activities in the downtown are would help create 

a real destination area, and create energy and vibrancy in St. Albert.

I find it hard to believe that in the number one  rated place to live in Canada by Money Sense magazine, we as a city can't have a Movie theatre in it.  Cineplex, Empire were are you??????

Family friendly not Vegas style

The Arden is a nice venue for smaller events.  A theatre would be nice. 

Not sure how valid your responses will be to this, apparently, 'cookie-cutter' survey - this does not appear to have been tailored for St. Albert, where all the options are available in the metropolitan 

area, but which would make little or no economic sense in the suburbs.

as long as only private funding is used then I am for this.  We are taxed to death and now bottled water is cheaper than our tap water with the new utility hikes.  We can not sustain anymore funding 

wish options that would increase our insanely high taxes

The facilities/entertainment opportunities that we have in St. Albert already are great!  The Arden Theatre; the botanical gardens; the art galleries; the museum; the Fountain Park Pool and Servus 

Place; the St. Albert Theatre Troupe, and so forth are wonderful!  If we can continue to keep these going and also add more of these sorts of entertainment options - particularly a movie theatre in St. 

Albert (seeing as the Grandin Cinemas have been knocked down now) - that would be great! 

OVerall better planning needs to occur to creatively implement entertainment and recreation options for all residences within St Albert.  

Downtown/Lions Park are host to so many great events, that could be even better and more cost efficient with better infrastructure to support large gatherings.

Not enough good pubs, talented live music etc. 

Our walking parks should be designated for people - not dogs! I have been almost knocked over by large roaming dogs on more than one occasion as I walked along the cement paths. Why does the 

city maintain all St Albert Parks are unleashed dog runs? Do the dogs pay taxes that they have the run of ALL our parks without restriction? I am furious that I cannot walk in the St Albert parks at the 

risk of being knocked over and stepping in dog poop. The bush areas of the parks are just dog toilets. I cannot go off the regulated trail to enjoy the birds and other animals in fear of stepping in dog 

poop. Ridiculous! St Albert parks have certainly gone to the dogs!!!!!

I am a parent of two beautiful kids but I am still full of life and young at heart :-) and as such, I would love to see more vibrant entertainment side of St. Albert.  We need more options and we need it 

soon.  When I moved here, I did not want to move to community that is for seniors and St. Albert is becoming that more and more.  Instead of me looking at moving somewhere else, I hope that the 

City can look at creating more vibrant downtown and more entertainment options in general.  Just because we have family and live in quiet community doesn't mean that we should not have fun in 

our own city. 

Just keep everything we have well maintained.

I love that area that is being built up by the Costco.  I am excited to see what else that area has to offer.

we need to expand our city to accomodate our population and get in the 2014 year of retaurants, dining, enetertainment venues, children venues etc

Do not forget about parking--there needs to be plenty of it outside of, or surrounding, the entertainment hub/district.

The piano idea outside was wonderful, much thanks to whoever came up with that idea as it showed creativity.  Regular everyday folks would like to participate more in the community, feel apart of 

and not squeezed out. Costs have to be considered and reasonable not just for the wealthy but for the rest of us who work hard for a small wage.  It would also be wonderful if the drama people 

would allow more amateurs to come out for play auditions and be elected for roles instead of same faces of para professionals over and over again.
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Q9. CONT'D 

 

Additional Comments/Concerns/Suggestions?

Its about time to have another pool for lane swimming. Fountain Park swim lanes are often full or in use for lessons.

The entertainment that I love most in St. Albert are the annual festivals and outdoor events.  I love the community feel that comes with it.

Developing an"Entertainment District" is almost an organic process that requires a commitment from local government to accommodate infrastructure, incentives, marketing support and the like, in 

partnership with entrepreneurs who believe investment in such a district will ultimately be viable.   Providing an environment that stimulates and attracts this type of investment will allow such a 

district to grow and find it's own identity unique to St. Albert and the wants of its citizens.

St. Albert is currently a great place to reside because of its current population. If this change proposed significantly increases the population & density, that must be a factor & considered. 

Needs to be as central as possible, or have good transit access, because children shouldn't have to drive (or be driven) to enjoy themselves. It should be preferably be under one roof (like a mall) 

because of the winter weather. Put an RCMP office in the same facility as well.

The downtown core should be be the center of as much of our entertainment as possible like White avenue. people like to go where the action is.

Need more entertainment options asap!

I don't think pro sport teams are viable in St. Albert so not something I would pursue.  My children are grown so I did not choose activities that would be of interest to them but I still see value in 

considering those for the community. Not currently a resident of St. Albert but have lived in the community for much of my life.

I feel Alberta needs a Children's Museum, similar to the one in Winnipeg.  This is a great way to put St.Albert on the map in the eyes of parents and children all throughout the province.  I would travel 

far to visit a great indoor museum where my children can have hands on exploration and learning during colder months.  

St. Albert does not have a selection of restaurants that are open past 9. Too many burger and pizza places. 

I think the entertainment features should be dispersed.  Downtown would benefit from more restaurants, coffee shops, stores open at night, and amenities like a grocery store and small fitness 

centre.  But I think things like a movie theatre, mini golf course, and bowling centre would be best located along St. Albert Trail.  So for this reason I think things should not be in a hub, but be 

dispersed in appropriate locations in the community.   I do like the idea of mixed uses though - such as restaurant, entertainment venue, and pub or other option all near one another.

Get rid of the economic development department

An entertainment hub would be nice to have close by, as long as it would be supported enough to be successful.

I go into Edmonton a lot for entertainment, but that's not to say the events in St. Albert aren't amazing. The Children's Festival, Rock n' August, the Farmer's Market, the Arden Theatre etc are all things 

St. Albert should be proud of and we seriously out do other small cites. But I like things like the Symphony, The Citadel, indie rock bands that play the Starlite, and they just need that larger 

population base to survive. So go St. Albert! But we could definitely use more pubs downtown!! That serve craft beer! I've never understood how come a pub can't survive downtown...

centralize in downtown core.  Make it walkable, need restaurants and shops open late, desert bar for after the show.  Bus service, well lighted.  create opportunity to linger. learn how noise travels so 

not to impact apartment dwellers.

I feel strongly that we should not have anything with animals that are kept in captivity- i.e.: zoos, aquarium.  That is old school and cruel.  We visited the town Uclulet on Vancouver Island.  Fitting with 

their ocean life and saving the eco-system they opened a catch and release aquarium.  The fish and other marine life are gathered in the spring and released unharmed in the fall.  Not saying we 

should do this, we shouldn't but anything we do has to fit the land, spirit and history of our place.  We need to think creatively about what would assist all ages and stages to gather together- for 

example an amphitheatre, big red barn for family dances and community suppers, places for people to jam musically no matter their age....

Movie Theatre, Miniature Golf & Skating Rink appeal to ALL ages.  The Bingo Hall would be a great fundraiser for local non-profit groups and is also an outing for organized functions and seniors.   

Another Waterpark would be well-used by our growing family/residential areas with a location in the West-end of our City.

Edmonton will always be the default choice of residents.  Develop a theme around the Entertainment District and offer something that Edmonton doesn't have in close proximity to St. Albert.

I think you have completely missed the current trend of food being entertainment. The new foodie trend is everywhere and as a dual income, no child household, we spend tons of money in 

restaurants that we have gone to as an "entertainment" activity. 

A movie theatre is lacking since Grandin Theatre closed down.  Something like north Edmonton cinemas that offers a reasonable rate for movies.

It would be nice to have an area like Whyte ave with shops, bars, music where people can walk and enjoy.

Resources spent on this research seems to indicate ED priorities are misguided, as even larger Cities, like Edmonton, do not really have entertainment districts. With the new arena in Edmonton, an 

entertainment district may develop, where St albert residents will attend more so than anything that would be developed in St. ALbert.

This is a great idea, I know there is already a museum here, however I think an additional museum, geared more towards an 'alternative' topic would, would be great for the community.  Also, why are 

the lists, in the survey, not in alphabetical order?

It would be nice to have something closer to North Ridge area 
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DEMOGRAPHICS PERCENTAGE

Gender

Male 27%

Female 72%

No response 0.7%

Age Categories

0-19 1%

20-34 26%

35-49 38%

50-64 29%

65 + 6%

No response 0.7%

Household Size

1 person 6%

2 people 36%

3 people 19%

4 people 29%

5 people 7%

6 + people 3%

No response 0.4%

Household Composition

Single with no children 7%

Couple with no children 31%

A 2-parent household with children under 18 years of age at home 37%

A single parent household with children under 18 years of age at home 5%

Other 21%
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36%

19%
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7%

3%
0%
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DEMOGRAPHICS PERCENTAGE

Number of Children in Household

None 49%

1 child 19%

2 children 20%

3 children 5%

4 + children 2%

No response 6%

Number of Income Earners

1 21%

2 62%

3 or more 15%

No response 1%

Location of Employment

St. Albert 64%

Edmonton 18%

Other 4%

Not working 5%

Retired 8%

No response 1%

Household Income Categories

$0 - $50,000 6%

$50,001 - $80,000 12%

$80,001 - $120,000 20%

$120,001 - $150,000 12%

$150,001 - $200,000 20%

$200,001 + 11%

Prefer not to answer/Don't know 19%

49%

19%
20%

5%

2%

0%

10%

20%

30%

40%

50%

60%

None 1 child 2 children 3 children 4 + children

Number of Children Living in Place of Residence  - Total Responses
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Household Income Categories - Total Responses
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RESPONDENT PROFILE 

 
 

 

3.4%

9.5%

4.6%

1.1%

5.3%

1.1%

2.7%

4.6%

2.7%

1.9%

3.1%

4.6%

2.3%

11.8%

4.2%

3.8%

0.8%

3.4%

8.4%

1.5%

10.3%

8.8%

Other

Edmonton

Sturgeon County

Downtown

Erin Ridge

Erin Ridge North

Oakmont

Woodlands

Kingswood

Pineview

Akinsdale

Forestlawn

Sturgeon Heights

Grandin

Heritage Lakes

Braeside

Inglewood

Mission

Lacombe Park

Lacombe Park Estates

Deer Ridge

North Ridge

Neighbourhood of Respondents

Attachment 1



St. Albert Land Use Market 
Demand Study 

October 2014 

Attachment 1



2 

Overview 

• Methodology       3 
 

• Use of Entertainment Establishments    4 
 

• Entertainment in St. Albert     26 
 

• Additional comments     33 
 

• Respondent Profile      38 
 

Attachment 1



3 

Methodology 

• 364 residents of St. Albert were surveyed by live 
telephone call between October 7 and 17th, 2014. 

• The margin of error is +/- 5.2%, nineteen times out of 
twenty 

• The margin of error is greater for smaller demographic 
groups.  
– To ensure a statistically significant sample the results of 

the 18 to 34 and 35 to 49 age category have been merged. 

• Results have been weighted by age and gender using 
the latest census data from Statistics Canada 
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USE OF ENTERTAINMENT 
ESTABLISHMENTS 
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Frequency of use of Entertainment 
Categories 

• Amusement and Recreation establishments are the most commonly used, 
followed by spectator entertainment establishments and drinking places. 

• Very few people use heritage and gambling establishments frequently, but 
one in five (20%) do go to a spectator sport establishment monthly. 

• Spectator Entertainment Establishments are most frequently used by 
people under 50, with two-thirds going every two months 

• Heritage Establishments are more popular with women than with men 
• Spectator Sports Establishments see about half of people under 50 visit at 

least every two months, but are far less popular with people over 65 
• Casinos and Gambling Establishments very rarely visited by most groups, 

but are most popular with the 65+ group, where 16% go every 2 months 
• The people who visit Drinking Places commonly are more likely to be male 

and younger, but even 41% of people 50 to 64 go every 2 months. 
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All Establishment Categories 

30% 

7% 
20% 
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24% 

26% 

11% 

21% 

17% 

8% 

14% 

14% 

19% 

13% 

6% 

5% 

14% 

11% 

21% 

8% 

4% 

3% 

9% 

8% 

16% 8% 

4% 

7% 

4% 

1% 

4% 
5% 

2% 

2% 

2% 

10% 
22% 25% 

16% 

71% 

32% 

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Spectator
Entertainment

Heritage Spectator Sports Amusement &
Recreation

Casinos & Other
Gambling

Drinking Places

More than once a month Once every 1-2 months Once every 3-6 months
Once every 7 months to a year Once every 1-2 years Once every 2+ years
Never

Q1. How often do you visit/partake in activities that take place in the following entertainment categories? 
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Spectator Entertainment 
Establishments 

30% 29% 30% 
35% 

24% 
20% 

26% 23% 
30% 

30% 
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19% 

14% 

11% 

18% 
15% 
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11% 

12% 

9% 5% 
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St. Albert Male Female 18 to 49 50 to 64 65 & older

Never

Once every 2+ years
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Once every 7 months to a year

Once every 3-6 months

Once every 1-2 months

More than once a month

Q1. How often do you visit/partake in activities that take place in the following entertainment categories? 
a) Spectator Entertainment Establishments - Uses include theatres (including dinner theatres), concert halls, auditoriums, performance 
venues, comedy club, and cinemas/movie theatres. 
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Heritage Establishments 

7% 4% 
9% 9% 

3% 6% 
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13% 12% 
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St. Albert Male Female 18 to 49 50 to 64 65 & older

Never

Once every 2+ years
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More than once a month

Q1. How often do you visit/partake in activities that take place in the following entertainment categories? 
b) Heritage Establishments -  Uses include various types of museums (children's, history, science, sports hall of fame, etc.), art galleries 
(except retail), zoos, aquariums, and botanical gardens.) But not including provincial or municipal parks. 
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Spectator Sports Establishments 
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More than once a month

Q1. How often do you visit/partake in activities that take place in the following entertainment categories? 
c) Spectator Sports Establishments - Uses include stadiums, arenas, animal racing tracks, and vehicle racing tracks. 
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Amusement & Recreation 
Establishments 

49% 49% 49% 54% 50% 
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17% 18% 17% 
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Once every 1-2 months

More than once a month

Q1. How often do you visit/partake in activities that take place in the following entertainment categories? 
d) Amusement & Recreation Establishments - Uses include amusement/theme parks, indoor play areas, water parks, arcades, golf 
course, miniature golf, bowling centre, trampoline centre, paintball/airsoft, laser tag, go kart track, rink (skating, curling, roller), indoor 
skate or bike park,  ski facility, swimming pool, fitness/exercise centre, handball/racquetball/squash/tennis club, riding club 
(recreational), billiard/pool hall. But not including municipal recreation facilities. 
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Casinos & Other Gambling 
Establishments 

3% 4% 3% 0% 
6% 7% 
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More than once a month

Q1. How often do you visit/partake in activities that take place in the following entertainment categories? 
e) Casinos & Other Gambling Establishments - Uses include casinos, bingo halls, poker rooms. 
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Drinking Place Establishments 
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Q1. How often do you visit/partake in activities that take place in the following entertainment categories? 
f) Drinking Place Establishments - Uses include bar/tavern/pubs, cocktail lounge/wine bar, nightclubs. 
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Where they use Entertainment 
Establishments 

• Respondents are more likely to partake in certain 
entertainment activities in Edmonton and others in St. 
Albert. 

• Edmonton is the top choice for Spectator Entertainment, 
Heritage and Spectator Sports Establishments. 

• While more people go to establishments for amusement 
and recreation, gambling and drinking in St. Albert than 
Edmonton. 

• The older the respondent, the more likely they are to stay 
in St. Albert to use Spectator Entertainment and Heritage 
Establishments 

• Women more likely to use Amusement and Recreation 
Establishments in St Albert than men. 
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All Establishment Categories 
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Spectator Entertainment 
Establishments 
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Heritage Establishments 
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Q2. Please identify the geographical location where you most commonly partake in entertainment activities 
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Spectator Sports Establishments 
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Q2. Please identify the geographical location where you most commonly partake in entertainment activities 
c) Spectator Sports Establishments 
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Amusement & Recreation 
Establishments 
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Casinos & Other Gambling 
Establishments 
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Drinking Place Establishments 

39% 42% 
37% 40% 

46% 

26% 

19% 
24% 

15% 

22% 
19% 

9% 

7% 

4% 

9% 

9% 4% 

4% 

33% 
31% 

36% 

27% 30% 

60% 

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

St. Albert Male Female 18 to 49 50 to 64 65 & older

I do not visit these
establisments

Other

Edmonton

St. Albert

Q2. Please identify the geographical location where you most commonly partake in entertainment activities 
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Proportion of entertainment activities 
by location 

• Overall people divide their entertainment 
activities pretty evenly between St. Albert 
(45%) and Edmonton (47%). 

• People over 65 are more likely to spend more 
time in St. Albert (54%) 
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Proportion of entertainment activities 
by location 
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Q3. What percentage of your overall entertainment activities (outside of the home) take place in: 
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Reason why they use entertainment 
establishments outside of St. Albert 

• Most people go outside of St. Albert for 
entertainment activities that they cannot find 
in St. Albert or for greater selection and 
variety. 

• This holds across all demographic groups, 
except people 50 to 64 are more likely to list 
greater variety selection. 
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Reason why they use entertainment 
establishments outside of St. Albert 
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Other
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St. Albert does not have what I am looking for

Greater variety/selection

Q4. If you utilize entertainment establishments outside of St. Albert, please identify your primary reasons why (Please select all that 
apply): 

Other reasons: 
Do so when travelling: 2% 
See family & friends: 3% 

Go to a specific establishment: 9% 
The quality of the establishments: 3% 
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Summary of use of Entertainment 
Establishments 

• St. Albert residents easily use entertainment 
establishments in both St. Albert and 
Edmonton. 

• They prefer to stay in St. Albert if the 
entertainment they are looking for is nearby. 
Older people prefer to stay close to home. 

• People go to Edmonton for bigger events like 
sports, for a greater variety of establishments 
and for activities they cannot get in St. Albert. 
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Spending and Satisfaction with 
entertainment in St. Albert 

• Households in St. Albert spend about $105 per 
month on average on entertainment. 

• Spending is higher among people aged 50 to 64, 
but drops significantly for those over 65. 

• 70% of people are at least moderately satisfied 
with St. Albert’s Entertainment Establishments.  

– But only 23% are quite or extremely satisfied.  

– For those under 50 this figure is only 18%, but it rises 
to 34% for those over 65 

Attachment 1



28 

Monthly household spend on 
entertainment 
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Q5. On average, approximately how much does your household spend per month on entertainment (outside of the home)?(excludes 
shopping, family restaurants, and municipal recreation facilities). 
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Satisfaction with St. Albert’s 
Entertainment Establishments 
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Q6. How satisfied are you with St. Albert's current selection of entertainment establishments? 
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What additional establishments are 
needed in St. Albert? 

21% 

1% 

1% 

1% 

1% 

1% 

1% 

2% 

2% 

2% 

3% 

7% 

8% 

48% 

Nothing is needed

More Parks or Golf

Better Shopping

Squash/Racquet Ball Courts

Other

Dancing/Clubs

Music Festival

Whatever demand can support

Professional Sports Team/ Hockey

More Pubs or Bars

Olympic Pool

Live Theatre

More Restaurants

Movie Theatre

Q7. What, if any, additional entertainment establishments do you believe are needed in St. Albert? 
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Desire for a St. Albert Entertainment 
Hub 

• More than half of people want a St. Albert 
Entertainment Hub (53%). 

• Views on this issue vary significantly by age. 
– Of those under 50 two-thirds (66%) support the 

idea, but this drops with age.  

– Only 27% of those over 65 like the idea. 

• This is the biggest difference of opinion 
between age groups found on any question on 
this survey. 
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Desire for a St. Albert Entertainment 
Hub 
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Q8. Would you like to see an Entertainment District/Hub in St. Albert? An entertainment district/hub is generally a mixed-use area with 
a cluster of entertainment options 
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Additional comments, concerns or suggestions 1/4 
Comment Respondent 

A centrally located entertainment district would be good -Male, 35 to 49, Forestlawn 

A second skate park would be good -Female, 35 to 49, Deer Ridge 

Acknowledging love  all the free recreation the city has to offer, running event -Female, 35 to 49, Grandin 

Add more variety -Female, 50 to 64, Deer Ridge 

Anything St. Albert could add for entertainment would be good -Male, 50 to 64, Deer Ridge 

as a tax payer no, just upgrade downtown -Male, 50 to 64, Deer Ridge 

Better quality restaurants -Female, 50 to 64, Pineview 

Build a new library, complete the renovation to art and theater. -Male, 35 to 49, Mission 

build things in the scale of the town ( not too small ) -Male, 50 to 64, Woodlands 

doesnt ever go anywhere -Male, 65 or older, Deer Ridge 

dont build an entertainment hub from taxpayer money -Male, 35 to 49, Erin Ridge 

dont need extra big attractions or anything like that in st albert -Male, 65 or older, Grandin 

Downtown district being turned back into shopping district -Female, 35 to 49, Braeside 

downtown needs to expand, needs more restraunts and less business -Female, 65 or older, Inglewood 

dreadful cabs, poor quality. More cab services and a higher standard for this. -Female, 65 or older, Erin Ridge 

Entertainemnt closer  -Female, 65 or older 

Entertainment District build as long as it wont be in his area. Lower taxes. ! -Male, 65 or older, Grandin 

entertainment district hub: if it was a movie theatre kind of thing -Female, 50 to 64, Erin Ridge 

Fact that we enjoy the recreational activities St.Albert has to offer. -Female, 65 or older, Pineview 

Fix the blooming traffic light. -Male, 65 or older, Lacombe Park 

Get our taxes lower. Retirees cant afford pricing in St. Albert. Like the venues.  -Female, 65 or older 

Good community for kids to grow up in. Lived in here since 1960. Taxes are a little highth -Male, 65 or older, Mission 

Great city but growing too fast -Male, 65 or older, Deer Ridge 

Happy with the servus centre. A lot of seniors would go to more things if there were better programs -Female, 65 or older, Lacombe Park 

Have designated areas for everyone, including pets! -Male, 65 or older, Deer Ridge 

Have good parks but they need more developement. Lacombe Lake Park needs more trails -Male, 65 or older, Lacombe Park 

Q9. Do you have any additional comments/concerns/suggestions?  [RECORD] 
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Additional comments, concerns or suggestions 2/4 
Comment Respondent 

i like the size of the city , do not want to see it to grow for comercialism -Female, 35 to 49, Grandin 

If they were to develop entertainment district it should not be near residential -Female, 50 to 64, Akinsdale 

Improve access to Edmonton and facility accessibility! -Male, 65 or older, Downtown 

Improve on roads and allocate funds appropriately -Male, 65 or older, Grandin 

Improve sporting facilities and amenities! -Female, 65 or older, Lacombe Park 

Improve transit system between Edmonton and St Albert -Male, 50 to 64, Grandin 

Keep local businesses open! -Female, 65 or older, Forestlawn 

Like the size of St. Albert. Thinks it is growing too quickly -Female, 65 or older, Forestlawn 

lived in st albert 1975 it has continualy improved in all shopping and entertainment -Male, 65 or older, Lacombe Park 

Lots of good restaurants in St. Albert. Like to eat there as often as possible.  -Female, 50 to 64, Erin Ridge 

Love the farmers market -Female, 65 or older, Lacombe Park 

Lower the municipal taxes -Male, 65 or older, Lacombe Park 

Make downtown affordable -Female, 35 to 49, Braeside 

More arts and higher quality  -Male, 50 to 64 

More business local and standard! -Male, 50 to 64, Woodlands 

More businesses that help to burden the taxes on residents (Long Term) -Female, 35 to 49, Heritage Lakes 

More clean entertainment -Male, 35 to 49, North Ridge 

more entertainment district. !N -Female, 18 to 34, Lacombe Park 

more family entertainment, more stuff for kids etc. -Female, 65 or older, Grandin 

More nightclubs and dancing establisments, but nothing else otherwise! -Male, 18 to 34, North Ridge 

More stuff within the sporting category -Female, 65 or older, Erin Ridge 

More variation in facilities! -Female, 50 to 64, Erin Ridge 

most of the questions need to be more specific -Female, 35 to 49, Woodlands 

movie theater in st albert -Female, 65 or older, Grandin 

My taxes are too high. Need increase productivity of city of ST. Albert. -Male, 50 to 64, Kingswood 

Need a little bit more diversity. Everything is the same. -Female, 35 to 49, Woodlands 

Q9. Do you have any additional comments/concerns/suggestions?  [RECORD] 
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Additional comments, concerns or suggestions 3/4 
Comment Respondent 

need more shopping centers ( for clothes) , liqueur) -Female, 50 to 64, Inglewood 

No additional comments. Survey schools and educational insitutions -Female, 65 or older, Oakmont 

No more higher taxes -Male, 65 or older, Deer Ridge 

Not enough activities for children. -Female, 65 or older, Mission 

people move here because of the parks and nature and quality of life -Female, 65 or older, Woodlands 

Possibly have a hub in the downtown area. -Male, 35 to 49, North Ridge 

Prefer any future buildings be build by private sector vs government -Male, 65 or older, Oakmont 

promote our athletes that are competing at a international level, rugby, soccer -Male, 35 to 49, Grandin 

quite happy the arden -Male, 50 to 64, Forestlawn 

Really like Servus Place, use it regularly -Female, 65 or older, Grandin 

Reduce the municipal taxes, bring up the quality of services. -Male, 65 or older, Erin Ridge 

sevice clubs, social clubs, was not mentionned, library, seniors citizen club -Male, 65 or older, Forestlawn 

so close to edmonton hard to keep people here, need venue for bigger shows -Female, 50 to 64, Woodlands 

something we can go out to and have fun, not as much travel, -Female, 65 or older, North Ridge 

st albert caters more to younger people then older demographic, so cater to the older people -Female, 18 to 34, Oakmont 

st albert is a wonderfull place to live in parts because of proximity to a large -Male, 65 or older, Lacombe Park 

St Albert is growing crazy, traffic is getting a bit too much. other then that, -Female, 50 to 64, Grandin 

st albert should build a facilityt hat bring in more entertainment groups. -Female, 50 to 64, Kingswood 

St. Albert has been growing and quality cinema would be a big draw -Male, 65 or older, Forestlawn 

stop modifying surroundings - blocking traffic. -Female, 50 to 64, Deer Ridge 

Taxes almost doubled. Lower tax! -Female, 65 or older, Erin Ridge 

The space in Servus Place is very poorly used to unused compared to Glenallen -Male, 50 to 64, Lacombe Park 

Theatre for all ages! -Female, 50 to 64, Grandin 

They are doing a good job providing entertainment I am looking for -Female, 65 or older, Erin Ridge 

they can the put the squash courts service place -Male, 50 to 64, Pineview 

Things are good the way they are for the amount of people in St. Albert -Female, 50 to 64, Akinsdale 

Q9. Do you have any additional comments/concerns/suggestions?  [RECORD] 
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Additional comments, concerns or suggestions 4/4 

Comment Respondent 

Think that the city the way it is evolving is nice. Keep it family oriented -Female, 65 or older, Kingswood 

We already have an entertainment hub in servus place.  -Female, 35 to 49, Deer Ridge 

we would love a cheap theater for the kids -Female, 35 to 49, Grandin 

Would like a little more variety -Male, 65 or older, Braeside 

Would like them to utilize St Albert Trail on the north side of town by Costco -Male, 35 to 49, Oakmont 

Would like to see a larger entertainment center the like Servus place -Male, 65 or older, Sturgeon Heights 

Would like to see more business in St. Albert. -Female, 50 to 64, Forestlawn 

Would like to see more drinking lounges with quiet atmosphere -Female, 50 to 64, Heritage Lakes 

Would like to see more live entertainment at bars and such -Male, 50 to 64, Erin Ridge 

Would like to see the people who run a hub to keep it affordable for the people -Male, 35 to 49, Woodlands 

Yes, even though it will never be built -Female, 50 to 64, Heritage Lakes 

Q9. Do you have any additional comments/concerns/suggestions?  [RECORD] 
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Respondent Profile 

7.4% 

0.7% 

0.9% 

1.2% 

2.0% 

2.0% 

2.2% 

2.6% 

2.7% 

3.4% 

3.6% 

5.3% 

5.7% 

5.7% 

6.0% 

6.3% 

9.9% 

10.1% 

10.3% 

12.0% 

Other

Erin Ridge North

Downtown

Inglewood

Sturgeon Heights

Braeside

Pineview

Kingswood

Mission

Lacombe Park Estates

Forestlawn

Woodlands

Oakmont

Akinsdale

North Ridge

Heritage Lakes

Deer Ridge

Erin Ridge

Lacombe Park

Grandin Number of 
Children 

Percentage 
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St. Albert 25.9% 

Edmonton 37.5% 

Elsewhere/NA 36.6% 
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Attachment 2 

 
Entertainment Demand Analysis Implementation Plan 

 
Goal: 

Attract Non-residential Investment and Development to St. Albert. 
 
Objective: 

To implement the distribution of St. Albert’s Entertainment Demand Analysis in 
such a way as to maximize its impact towards business attraction and economic 
development within the City of St. Albert.    

 
Roll Out – 7 Targets  

1. Existing St. Albert Developers 
2. Developers 
3. Commercial Real Estate Brokerages – Leasing Agents 
4. Entertainment Vendors (NAICS Code Specific) 

a. Theatre Companies (Cineplex, Landmark, Empire, etc.) 
b. Children’s Entertainment 
c. Amusement Vendors 
d. Restaurant’s/Drinking establishments 

5. Existing St. Albert Entertainment Vendors (NAICS Code Specific) 
6. Property management groups holding property in St. Albert 
7. Potential investors that have a relationship with Economic Development 

 
Contributors – Role Definition 

1. Economic Development Department – Direct 
2. Planning & Development  
3. City Council – Indirect 
4. Mayor - Indirect 
5. City Manager - Indirect 
6. E.D.A.B. (Economic Development Advisory Board) – Indirect 
7. Chamber of Commerce - Indirect 

 
Direct – Facilitate and coordinate all activities related to the Entertainment Demand 
Analysis including but not limited to sourcing consultants for study, coordinating 
stakeholder involvement, developing strategy, defining targets, launching plan, etc.  
Primary agent for the promotion of the Entertainment Demand Analysis within the 
development and entertainment communities in St. Albert, Alberta, Canada, and North 
America. 
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Indirect – Brand champions, tasked with complementary promotion of the City of St. 
Albert as a desirable investment destination for entertainment vendors and developers 
alike.  Functions include promoting the Entertainment Demand Analysis, leveraging the 
study with existing and new business partners, funnelling all relevant contacts and 
information back to Economic Development for follow up and next steps.  Indirect 
contributors may be asked to join particular pursuits in an effort to close the loop and 
finalize the process, as a complement to the Economic Development division. 
 
*Planning & Development – Economic Development will be working closely with 
Planning & Development to navigate the intricacy and detail around specific land uses, 
procedures, and policy’s as it relates to development in St. Albert’s downtown and 
outlying areas.* 
 
Communications Tools 

1. News Release 
2. Email PDF document 
3. Bound hard copy of Entertainment Demand Analysis 
4. Business card USB 
5. City of St. Albert (Economic Development) pitch package w/business card USB 
6. City of St. Albert Website 
7. St. Albert Gazette 
8. St. Albert Leader 
9. Advertising in industry specific trade publications (ICSC Magazine)  
10.  Social Media (City of St. Albert Facebook – Ec. Dev. Twitter @StA_Business) 

 
19 Steps - Timeline 

1. Receive final report – analyze content – November 28th, 2014 
2. EDAB Presentation for review – December 18th, 2014 
3. Council Presentation – January 12th , 2015 
4. News Release – January 14th, 2015 
5. Feature article in Focus Newsletter promoting E.D.A. – Jan.19th, 2015 
6. City Social Media Blast – Twitter @StA_Business and St. Albert Facebook page. 

- Ongoing 
7. ICSC Whistler Convention – Schedule Meetings to discuss E.D.A. – Jan.25th – 

Jan.27th, 2015; Followed by ICSC Toronto Convention in September 2015 
8. Existing St. Albert Developers Targeted Mail Out – Feb. 2nd – Feb.6th, 2015 
9. Potential Developers Targeted Mail Out – Feb.2nd – Feb.6th , 2015 
10. Commercial Real Estate Brokerages/Leasing Agents Targeted Mail Out – Feb. 

9th – Feb.13th, 2015 
11. Potential Entertainment Vendors Targeted Mail Out – Feb 16th – Feb. 20th , 2015 
12. Existing Entertainment Vendors Targeted Mail Out – Feb. 16th – Feb. 20th , 2015 
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13. Follow up face to face meetings with interested parties – Feb.20th , 2015- 

Ongoing  
14. Present Entertainment Demand Analysis at Business Breakfast – February 24th, 

2015 
15. Advertise St. Albert’s Entertainment Demand Analysis results in industry specific 

publications (ICSC Magazine) March Publication – Franchisee Edition 
16. Promotion at 2015 Real Estate Forums (Edmonton, Calgary, Toronto, 

Vancouver) – Ongoing 
17. Hold symposium for interested parties in targeted market sectors – Date TBD 
18. Present Entertainment Demand Analysis to Chamber of Commerce – Date TBD 
19. Organize market research to determine effectiveness of studies impact 

 
 

 

Consistent Message 

The City of St. Albert has identified, through Urbanics analysis, significant areas of 
opportunity for investment and development in the entertainment sector.  The report has 
verified via market analysis and public engagement the feasibility and desire for specific 
entertainment oriented non-residential development.   Additionally, this provides an 
opportunity for existing businesses to expand within the identified sectors.    
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Entertainment Demand Analysis - Implementation Plan Schedule  
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The message moving forward needs to be consistent in order to maximize impact; St. 
Albert has gaps to fill and this report identifies exactly which sectors.   

Economic Development is the driving force behind this demand study as well as efforts 
to fill the identified gaps, it is essential that all contact made by any contributor be 
funnelled back to Economic Development. 

In order for Economic Development to track and quantify the success of our 
Entertainment Demand Analysis it is paramount that any contact with potential business 
partners be relayed back to Economic Development.  This will allow us to monitor where 
our successes originated, maintain our consistent message, and keep all relevant 
stakeholders informed and involved.  

Sample Targets – Total list approx. 150 Targets 

Existing St. Albert Developers 
Genstar Development Company Qualico Developments West Ltd 
Landrex Developers Inc. GWL 
Cameron Developments Melcor Developments 
 

Prospective Developers 
Beck Developments Melcor Developments 
Ivanhoe Cambridge Oxford Properties 
Everest Developments Rohit Developments 
Amacon Hopewell Developments 
WAM Developments Delcon 
 

Entertainment Vendors 
Cineplex Entertainment Landmark Cinema’s 
Empire Theatre’s Magic Lantern Cinema’s 
Cinemark Theatre’s The Keg Bar & Grill 
Cactus Club Browns Social House 
Joey’s Restaurant Group Cara Ltd. 
 

Amusement Vendors 
Gateway Entertainment Treehouse Playground & Café 
Launch Pad Trampoline Park Windhaven Enterprises 
Metropolitan Billiards St. Albert Bowling Center 
Lego Disney 
Great Wolf Resorts Laser Quest 
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