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CITY COUNCIL 
AGENDA REPORT 

 

Subject: STRATEGIC PLAN FOR ECONOMIC DEVELOPMENT  
 
Recommendation(s) 
 
1. That the agenda report entitled “Strategic Plan for Economic Development” 

dated September 14, 2015 be received as information. 
 
2. That Administration develop an Economic Development Policy and a Strategic 

Plan Framework and report back to Council by October 2016. 
 

Purpose of Report 
 
This report will provide a status on the Economic Development activities as 
measured against the Municipal Development Plan (MDP) and the associated 
relevant Master Plans and Council’s Economic Development priorities. It will also 
present some options of developing a forward-looking Strategic Plan for the 
Economic Development Division and potential policy approaches.  
 
Council Direction 
 
N/A 
 
Background and Discussion 
 
Economic Development is one of Council’s highest priorities. All of the priority 
statements of Councils over the past decade have consistently been focused on 
growing the non-residential tax assessment component of the community with the 
goal of reaching a target of 80/20.  
 
The Economic Development Division was re-focused in 2012 with the express 
intention of accelerating and advancing the state of economic development in St. 
Albert. Since that time the Division has implemented a number of initiatives, 
strategies and campaigns that have all served to bring St. Albert a considerable 
amount of investment and development activity. Although all of these activities 
have been successful in meeting the ultimate goal of increasing the non-residential 
tax assessment in St. Albert, the Economic Development plan has not been 
updated or formalized to reflect the contemporary approach currently being 
employed by Economic Development. 
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The guiding documents that Economic Development has been following include 
the 2007 Municipal Development Plan, the 2004 Economic Development Master 
Plan, the 2007 Tourism Master Plan, the Mayor’s 20 Point Plan, annual action 
plans and the most recent City of St. Albert Strategic Plan. Recently a Community 
Vision has been approved that has now provided a contemporary view of the 
community’s expectation on this priority. The hierarchy of these strategic plans 
would be: 

 
 
Additionally the Smart City Master Plan will be coming to Council in the next few 
months that will also have a significant and profound impact on the Economic 
Development Strategic Plan. The Smart City Master plan will support the economic 

Community Vision
•Resident Vision for the City
• Pillars of Sustainability: Economic
• Status: Complete

MDP
•Council Goals
• Land Supply
•Mix industrial/commercial
•60/40 Tax Revenue

• Status: Completed 2009, Updated 2011, Proposed 2016 -2017 Project

Council's Strategic Plan & Economic Development Policy
•Council Direction for Economic Development
• Industry sectors
•Advisory boards
•Entrepreneurship

• Status: Council's Strategic Plan (to be updated in 2016); Economic Development Policy (Proposed 
completion by October 2016)

Economic Development & Tourism Strategic Plan
•Adminstration's  Implementation Plan
•Marketing 
• Land Absorption
• Incubation Plans

• Status: To replace existing Economic Development Master Plan & Tourism Master Plan and to incorportate the 
Mayor's 20-point plan. Proposed.
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development environment through policies and objectives on infrastructure, growth 
and investment, and the market.  
 
Attachment #1 provides an inventory of the documents and policies that reflect the 
focus that both Council and Administration have placed on this priority in addition 
to current statuses. 
 
Notwithstanding some of the outdated documents indicated above, many of the 
goals and directions expressed in these documents have been met or are being 
acted upon and are ongoing. A full status report on these documents has been 
written and supplied as Attachment 1 (Guiding Documents Status Report) for your 
information. Below are some high level updates of some of the documents. 
 
MDP 
The 2007 City Plan and the resultant MDP provided direction on many aspects of 
economic development and Section 5.0 is focused exclusively on economic 
development as envisioned at that time. The following highlighted sections are 
selected sample statements from the MDP that have been guiding Economic 
Development over the past three years with corresponding actions to address 
intention of the directions. Other goals that are ongoing include a 20-year land 
supply and the pursuit of an 80/20 assessment split. There is also a proposed 
project charter for 2016 to review the existing MDP and update it as necessary. 
 
2.0 Population Growth: Promote St. Albert as a good place to live and attract 
business and residential growth: 

Actions: Residential Attraction campaign, Realtor Tour, Community Benefits 
calculator 
 
5.2 Commercial/Industrial Development Study  

Actions: Investor toolkits, Industrial Lands update 
 

5.6 Assessment of future industrial/employment lands 
Actions: Urbanics Employment Lands Concepts-Visioning process: 

Landowner engagement, Public open house June 16 
 
 
 
2004 Economic Development Master Plan  
This plan was written in 2004 by administration and later approved by Council. This 
plan is made up of 5 key objectives and numerous subsequent strategies. The 
Economic Development Master Plan was meant to provide direction over twenty 
years and needs to be revisited to ensure that the objectives are still relevant in 
today’s economic landscape. Some tactics that have been met include: 
 
1.1 Nurture and support expansion of local start-ups 

Actions: #GenYCEO, Incubation strategy, EcDev staff on NABI Board 
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5.1 Enhancing communication of the “open for business” atmosphere 
                Actions: Focus on business e-newsletter, high social media engagement, 
Green Tape review 
 
 
2007 Tourism Master Plan  
This is a community-led plan that was written in 2007 and approved by Council. A 
large portion of the plan focuses on the downtown and St. Albert’s natural tourism 
attractions. Some of the strategies within this document were not pursued for 
environmental reasons however the main spirit of the document has been 
maintained and largely completed since 2007. The Tourism Master Plan also 
recommended the creation of a city brand to help spur tourism and economic 
development, which led to the current brand, “The Botanical Arts City”. Tactics met 
include: 
 

1. Revitalize downtown: Establish shuttle service to link tourism amenities: 
Actions: Botanical Loop 
 

2. E-Marketing: Ensure St. Albert is covered in an attractive, well-conceived 
signage system: 

Actions: Wayfinding 
 
Mayor’s 20 Point Plan  
This plan was presented to the community in early 2012 and included key projects 
that needed to be addressed to promote economic development. These projects 
are corporate-wide and, for some, require multiple departments to complete. Many 
of the projects have been acted upon or completed since the plan was presented. 
Examples of completed actions include:  
 
11. Acceptance, and Welcoming  
                Actions: Signage (Wayfinding), St Albert Trail Improvements (Median 
replacement), Parking improvements (angle parking) 
15. Social Marketing Campaign 
                Actions: Business & Tourism websites, Facebook use, Twitter use 
(Business handle second highest subscribed in the city after main city handle), 
strategic marketing, #1 best place to live in Canada, news releases 
 
The current challenge is that even though all of these plans speak to a common 
goal, they prescribe approaches or strategies that were of importance and valid at 
the time that they were incorporated into those documents. The economic climate 
in the region for existing businesses and for attracting new business investment is 
very dynamic and changes relatively rapidly. In order to remain competitive and 
successful, guiding documents should contemplate this environment and be 
refreshed on an as-needed basis. Without specific direction in these documents or 
in an Economic Development Policy, Administration has worked at keeping 
contemporary and dynamic with our strategies, plans and actions in meeting the 
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needs of the business community with the focus of meeting council’s economic 
priority and goals.  
 
Some of the contemporary approaches that have been built into the current 
economic development work plans include: 

• Residential Attraction 
• Investor Tools kits 
• Analytics 
• Strategic investor relationships 
• Marketing materials 
• Cultivating Front Yards 
• Advertising campaigns    
• Symposiums and workshops 
• Tourism Capacity Building 
• Youth Entrepreneurship GenYCEO 
• Incubation Strategy Development 
• EDAB 
• Downtown focus DAP 
• P&E meetings (close relationship with Corp) 
• Dig In Horticulinary Festival – Tourism 
• Commercial Cost Share Program 

 
Each of these aforementioned strategies, tactics, and approaches have been 
derived with the intention of meeting Council’s expectation of increasing the non-
residential tax assessment share in St. Albert with the goal of reaching 80/20. 
 
Additionally, tourism efforts have continued to be implemented through the 
Economic Development Division. Overall, tourism is a vital portion of economic 
development as it is a significant industry that promotes and grows existing 
businesses. Economic development efforts without a clear tie-in to tourism would 
not be as effective. Tourism would therefore be included in a new economic 
development strategy and the existing Economic Development Master Plan and 
Tourism Master Plan would be consolidated unless otherwise directed.  
 
There are two distinct approaches that can be taken to develop a Council 
approved Economic Development Strategic plan: 
 
Option 1: MDP Integration 
The MDP is meant to be a high level guiding document and an Economic 
Development section could be embedded into the MDP that meets the need of City 
Council. This could reflect the existing work that was done on the Community 
Vision or be revisited through the MDP process. The challenge with this approach 
is that if the statements in the MDP are not broad enough to reflect a long range 
vision that remains relevant, changes to it require public hearings and a bylaw 
amendment.  
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Option 2: Stand-Alone Strategic Plan 
Conversely, a simple statement in the MDP that references an external Economic 
Development Strategic Plan allows for some degree of flexibility in adjusting the 
plan to meet the dynamic needs of the economic environment.  This approach 
would require a separate stand alone Strategic Plan process of engaging 
stakeholders in order to develop the framework and essence of a plan. It could be 
structured to be updated on a regular basis or as needed.  
 
While the Economic Development Division plays an evident role in support of 
economic development initiatives, all divisions and departments in the City 
Administration contribute to the economic prosperity of the community. Through a 
well-maintained corporate economic development strategic plan, economic 
development activities would align more seamlessly across the organization 
promoting collaboration and the efficient attainment of Council Goals. The 
Economic Development Division will play a leadership role in guiding the formation 
of the strategic document, but in the end, the document should be embraced 
corporately in order to ensure full adoption of its tactics. 
 
Economic Development Policy 
In either approach, a Council Economic Development Policy would be an 
appropriate avenue to capture Council’s intentions and direction for Administration 
and the economic development goal. Importantly, an Economic Development 
policy would impact the entire administration.  
 
Economic Development is following the policy process set by other departments 
such as Environment, who presented Council with a policy before proceeding with 
their Master Plan. 
 
Stakeholder Communications or Engagement 
 
The development of a Strategic Plan for Economic Development requires careful 
consideration  
 

• Corporate and Strategic Services Division was engaged to assist in the 
contemplation and recommendation of approaches that could be taken to 
attain this deliverable. 

 
Implications of Recommendation(s) 
 
a) Financial: 

• A completed standalone Strategic Plan could require additional resources. 
Depending on the scope, it could require up to $20,000 for assessing KPIs 
which could be allocated from the existing budget.  

 
b) Legal / Risk: 
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• None at this time. 
 

c) Program or Service:   
• A corporate wide Economic Development Plan and Policy could have 

implications on virtually every department and service in the City.   
 

d) Organizational: 
• Utilizing existing staff in Economic Development Division. 

 
Alternatives and Implications Considered 
 
If Council does not wish to support the recommendation, the following alternatives 
could be considered: 
 

a) Alternative 1. Do Nothing 
  Continue to undertake a dynamic approach to meeting the goals of Council by 
responding to the market conditions in meeting the needs of the business 
community with annual work plans. 
 
b) Alternative 2. Utilize the Community Vision  

This document collected inputs from a wide spectrum of the populace and 
expressed the broad goal and expectations of the City’s economic 
sustainability and vision  

 
Strategic Connections 
 
a) 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. 

• The creation of a current Economic Development Strategy supports this 
priority. 

• CULTIVATE A HISTORIC, CREATIVE, AND ACTIVE COMMUNITY: A vibrant and 
involved community with a variety of culture, recreation and heritage opportunities.  

• Ensuring that tourism and an active, engaged community supports 
economic development will support the city’s growth 

• CULTIVATE A GREEN COMMUNITY:  A healthy natural environment for future 
generations that preserves and promotes enjoyment, conservation and responsible 
development. 

• Strategic alignment and contemporary values ensure that economic 
development strategies and principles are sustainability and effective for St. 
Albert businesses and residents into the future. 

• CULTIVATE EXCELLENCE IN GOVERNMENT:  A responsive, accountable 
government that delivers value to the community. 

• Sets the direction for future economic development by providing clear and 
achievable goals for all of administration. 
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• CULTIVATE SUSTAINABLE INFRASTRUCTURE AND SERVICES:  A growing 
community that has balanced development and management of civic facilities, 
transportation networks and related services. 

• Services that are provided remain relevant and effective while working 
towards a common goal. 

 
b) Long Term Plans (e.g. MDP, Social Master Plan, Cultural Master Plan, etc.) 

• Municipal Development Plan 
• Strategic Framework 
• Policy Framework 
• Economic Development Master Plan (2004-2024) 
• Economic Development 20-Point Action Plan 

 
c) Corporate Objectives (See Corporate Business Plan) 

• Deliver programs and services that meet or exceed our standards 
 
d) Council Policies 

• C-EUS-01 Environmental (model policy) 
 

e) Other Plans or Initiatives (Business Plans, Implementation Strategies, etc.) 
• N/A 

 
Attachment(s) 
 
1. Economic Development Guiding Documents Status Report 
 
 
Originating Department(s): Economic Development 
Author(s): 
General Manager Approval: 

Guy Boston, Executive Director 
Guy Boston, Executive Director 

 
City Manager Signature:   

Date: 
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Introduction 
 

Since 1999, economic development activities and priorities have been written into various 

strategic documents. Some of these plans were written by and for city administration  

while others are more community-focused documents including various external 

stakeholders. In this document, these guiding documents have been reviewed for 

progress. 

Documents reviewed include: 

 Municipal Development Plan (City Plan 2007) - pg. 3 

 Economic Development Master Plan (2004) - pg. 15 

 Tourism Master Plan (2007) - pg. 19 

 Economic Development Long Term Department Plan (2008) - pg. 27 

 Brand Direction and Marketing Plan (2010) - pg. 29 

 Mayor’s 20-Point Plan (2012) - pg. 31 

 Economic Development 17-Point Plan (2012) - pg. 35 

Suggested performance measures from plans have been provided with current information, 

where available. Not all performance measures have been historically tracked. Information 

is therefore provided as available. 
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Municipal Development Plan (2007) 
 

The Municipal Development Plan is a statutory document and one of the highest governing 

documents guiding economic development efforts across the city. 

This report was originally written as a progress report to the Senior Leadership Team in early 

2015. Included is a high-level assessment of sections and policy statements related to 

economic development. The report is organized by stating the policy and listing actions, 

service, or information that supports the policy from an economic development perspective. 
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Municipal Development 
Plan Progress Report 
Prepared by: Economic Development, April 2015 

Presented to SLT on: April 21, 2015 

Updated: September 4, 2015 



ATTACHMENT 1 

5 

 

 

 
 

Table of Contents 
1.0 Introduction ............................................................................................................................................. 5 

1.6.4: Emerging Concepts for Retailing ........................................................................................................... 5 

1.6.5: Emerging Concepts in Industrial Parks and Employment Centres ...................................................... 5 

2.0 Population Growth .................................................................................................................................. 5 

3.0 Growth Management .............................................................................................................................. 5 

4.0 Housing and Neighbourhood Design ................................................................................................. 5 

4.6: Housing Choices ........................................................................................................................................ 5 

5.1 Economic Development .......................................................................................................................... 5 

5.2 : Need for an Economic Development Strategy ........................................................................................ 5 

5.3 : Commercial/Industrial Development Study ............................................................................................ 6 

5.4 : Regional Partnerships for Economic Development ................................................................................. 6 

5.5 : Entrepreneurial Support .......................................................................................................................... 6 

5.6 : Tourism Development .............................................................................................................................. 6 

5.7 : Assessment of Future Industrial/Employment Lands ......................................................................... 6 

5.8 : Jobs/Housing Balance ............................................................................................................................... 7 

(1) residential versus non-residential assessment split with market forces removed ............................. 7 

(2) percentage of residents commuting outside the City of St. Albert for work....................................... 7 

(3) number and size (by number of employees) of businesses in operation within the City ................... 7 

(4) number of residential and non-residential building permits and their comparative valuation ......... 7 

(5) number of employees working within the City of St. Albert limits ...................................................... 7 

6.0 Downtown ............................................................................................................................................... 8 

6.2: Review and Update of DARP ............................................................................................................... 8 

(4) promote a larger variety of retailers and businesses ........................................................................... 8 

(5) preserve the Farmers’ Market in the long term ................................................................................... 8 

(7) improve bicycle and pedestrian links between St. Albert and other parts of St. Albert ..................... 8 

7.0 Commercial Development....................................................................................................................... 8 

7.2: Area Structure Plans and Technical Reports ............................................................................................ 8 

7.6 : Home-based Businesses ........................................................................................................................... 8 

7.7 : Urban Village Centres ............................................................................................................................... 8 

7.8 : Revitalization of Older Commercial Centres ............................................................................................ 8 

7.9 : Redistricting of Commercially Designated Lands to Other Uses ............................................................ 8 



ATTACHMENT 1 

6 

 

 

8.0 Industrial Development ........................................................................................................................... 8 

8.5 : Innovative Employment Centre Concepts ............................................................................................. 9 

8.6 : Urban Village Centres ............................................................................................................................ 9 

8.7 : Redistricting of Industrially Designated Lands to Other Uses .............................................................. 9 

8.8 : Biennial Assessment of Non-Residential Lands (Employment Lands).................................................. 9 

(1) the available unserviced and undeveloped industrial land/business park land within the City of 

St. Albert ...................................................................................................................................................... 9 

(2) the available serviced and available industrial land/business park land within the City of St.   

Albert ............................................................................................................................................................ 9 

(3) the absorption rate trends of serviced industrial land/business park land within the City of St. 

Albert to monitor the demand .................................................................................................................... 9 

(4) employment forecasts to anticipate future demand for industrial/employment lands ................... 9 

(5) the transportation network available to serve the serviced industrial/business park land .............. 9 

(7) an examination of the City’s standards, policies, and practices, including incentives and a 

marketing plan, that influence serviced industrial/business park lands’ availability and development 

.............................................................................................................................................................. 9 

(9) a report outlining the promotional and marketing activities relating to targeted industry sectors 

and the results of that marketing activity................................................................................................... 9 

8.10: Considerations for Industry and Employment Development ........................................................... 10 

8.11: Aesthetics and Standards for Industrial Development ..................................................................... 10 

9.0 Education, Recreation, Parks, Open Space and Culture ....................................................................... 10 

10.0 Environmental Management of Natural Areas .................................................................................... 10 

11.0 Agriculture ......................................................................................................................................... 10 

12.0 Transportation ................................................................................................................................... 10 

13.0 Infrastructure ......................................................................................................................................... 10 

14.0 Health, Social, and Protective Services ................................................................................................. 10 

15.0 Heritage Preservation ................................................................................................................................ 10 

16.1 Intermunicipal Planning and Regional Cooperation ........................................................................ 10 

16.2: Communication and Collaboration with Neighbouring Municipalities ........................................... 10 

16.4: Protecting and preserving environmentally sensitive areas with neighbouring municipalities ........ 11 

17.0 Implementation ................................................................................................................................. 11 

18.0 Capital Region Growth Plan Conformance ....................................................................................... 11 

18.10: Light Rail Line ...................................................................................................................................... 11 



ATTACHMENT 1 

7 

 

 

18.14: Extending Infrastructure Services ...................................................................................................... 11 

19.0 CityPlan 2007 – Glossary of Terms ................................................................................................... 11 



ATTACHMENT 1 

8 

 

 

 
 

1.0 Introduction 

1.6.4 : Emerging Concepts for Retailing 
 Revitalize Retail Symposium 

RETAIL REVITALIZED! June 9, 2015 Thrive (Not Survive) in the Modern Marketplace. Strong 
retail businesses are essential to our city. Retail Revitalized! will be a full day workshop 
featuring speakers on relevant topics to retail businesses.  (Rescheduled for November 17, 
2015 and Spring 2016) 

 Tenant Attraction 
Economic Development is hosting a half-day event designed to bring together building 
owners, leasing agents, and business owners looking for vacant spaces. The intent is to 
generate awareness and interest of Downtown St. Albert’s offerings and to encourage 
entrepreneurs to operate their businesses there. Creative leasing options will also be 
discussed to encourage building owners to develop more accommodating rent agreements. 
Further discussion topics include the future of Downtown St. Albert with DARP and 
Amacon’s plans. 

1.6.5 : Emerging Concepts in Industrial Parks and Employment Centres 
 Internet Survey/Smart City 

 

2.1 Population Growth 
 Meeting objectives through specialized programs and campaigns: (promote St. Albert as a 

good place to live and attract a balance of business and residential growth) 

 Residential Attraction Campaign, Realtor Tours, Community Benefits Calculator 
(online tool) 

 

3.1 Growth Management 
 Industrial Growth 

 Urban Village Centres: Ville Giroux 

 

4.1 Housing and Neighbourhood Design 
 CHBA, P&D, new housing form in Averton South Riel 

4.6 : Housing Choices 
 Incentives? Only instance in MDP. Council turned down incentives as a way to attract 

business. 

 Expanded Housing stock. 

 Green Tape Survey – Continuous Improvement Project 

 

5.0 Economic  Development 

5.1 : Need for an Economic Development Strategy: 
 Economic Development Policy 

 Economic Development Master Plan (2004-2024) – Proposed revision coming in 2015 

 2013, 2014 Economic Development Annual Reports 
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 Tax Split Strategy 

 

5.2 : Commercial/Industrial Development Study: 
 Investor Toolkit: Future Industrial Lands Requirement Study, Retail Demand Study, Hotel 

Demand Study, Entertainment Demand Study, Regional Labour Studies (including: Labour, 
Employment Environment, and Migration Analyses) 

 FAR Projections (commercial/retail) 

5.3 : Regional Partnerships for Economic Development 
 Capital Region Board (Economic Development Committee) 

 Concerto Network (Francophone Economic Development Network) 

 Greater Edmonton Economic Development Team (GEEDT) 

5.4 : Entrepreneurial Support 
 NABI (Incubator) 
 #GenYCEO Program (Youth entrepreneurship) 

 Incubation Strategy (2015) 

5.5 : Tourism Development: 
 Dig In: St. Albert’s Horticulinary Festival 
 Botanical Loop 

 Visitor Guide(pre-2015)/Activity Guide (2015 onwards) 

 #GenYCEO Program (tourism focus) 

 Visitor Information Centre Contract with Chamber of Commerce 
 Fam Tour (Familiarization Tour for local and regional hotels to understand/visit St. Albert 

Attractions) 

5.6 : Assessment of Future Industrial/Employment Lands 
 Urbanics Employment Lands concepts 

 Landowner engagement in Employment Lands 
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5.7 : Jobs/Housing Balance: 
(1) residential versus non-residential assessment split with market forces removed 

 Annually monitoring with Assessment 

(2) percentage of residents commuting outside the City of St. Albert for work 
 Municipal census (2014): 

 

 

 Places St. Albertans work: (Source: Employment Environment Analysis, page 11) 

 57.81% work in Edmonton 

 34.12% work in St. Albert 

 4.93% work in Other Communities 
 1.90% work in Strathcona County 

 1.24% work in Sturgeon County 

 For more information, see the Employment Environment Analysis 

(3) number and size (by number of employees) of businesses in operation within the City 
 Collected annually through business license surveys (non-mandatory feedback): 

 Number: 3,195 (as of Mar 2015) (does not include Tobacco licenses) 

 Resident: 1391 (282 exempt); 

 Tobacco: 34 
 Non-resident: 826 (71 exempt) 

 Home-based: 978 (44 exempt) 

 Size of businesses: (as reported on the 2014 Business License Survey) 

 0-20 employees: 680 

 21-40 employees: 60 
 41+ employees: 61 

(4) number of residential and non-residential building permits and their comparative 
valuation 

 Collected monthly by P&D and used by Economic Development to monitor for new 
businesses and residential growth 

(5) number of employees working within the City of St. Albert limits 
 Collected annually through business license surveys (non-mandatory feedback): 

 9,139 employees (based on 801 License survey responses collected in 2014) 
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 People Working in St. Albert: (Source: Employment Environment Analysis, page 13) 

 59.9% live in St. Albert; 

 24.69% live in Edmonton; 
 6.66% live in Sturgeon County; 
 5.26% live in Other Communities; and, 
 3.49% live in Morinville. 

 For more information, see the Employment Environment Analysis 

 

6.0 Downtown 

6.2: Review and Update of DARP 
(4) promote a larger variety of retailers and businesses 

 #GenYCEO, Pop-up Patios, Perron District Meetings, Retail and Tenant Attraction 

(5) preserve the Farmers’ Market in the long term 
 Newly appointed liaison department in 2015 

(7) improve bicycle and pedestrian links between St. Albert and other parts of St. Albert 
 Wayfinding Initiative (completed in 2014) 

 

7.1 Commercial  Development 
 Investor Relations - Cameron Developments 

 Quality and Aesthetics - Wayfinding, Block Markers, AGLC, GWL South Riel 

7.2 : Area Structure Plans and Technical Reports 
 Economic Development comments on 20-24% FAR trend in Retail/commercial 

7.6 : Home-based Businesses 
 Relationship between Business Licensing and P&D 

7.7 : Urban Village Centres: 
 Worked with Genstar & Cidex for Ville Giroux development/construction 

7.8 : Revitalization of Older Commercial Centres 
 Revitalize Retail Symposium (2015); 

 Targeted at specific developers; and 
 Ongoing talks. 

7.9 : Redistricting of Commercially Designated Lands to Other Uses 
 Floor Area Ratio (FAR)- target and impact of changes 
 Land Projection graphs 

 

8.1 Industrial  Development 
 Promote more innovative employment opportunities 

 Incubation Strategy, Smart City 
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8.5 : Innovative Employment Centre Concepts 
 Urbanics – Employment Lands Concepts 

8.6 : Urban Village Centres 
 Both spaces are accounted for: Hospital/South Campbell 

 Averton in South Riel has potential to fall under this designation 

8.7 : Redistricting of Industrially Designated Lands to Other Uses 
 Thinking of examining an Floor Area Ratio (FAR) for Industrial usesTBD 

8.8 : Biennial Assessment of Non-Residential Lands (Employment Lands) 
 Employment Lands (617 acres) 

 Support of Project 9 – Sanitary Sewer Trunk Phase 3 North Interceptor 

(1) the available unserviced and undeveloped industrial land/business park land within the 
City of St. Albert 

 No report made in 2013, 2014, 2015 
 Employment Lands (617 acres), South Riel, Avenir, Elysian Fields 

(2) the available serviced and available industrial land/business park land within the City of 
St. Albert 

 Report on vacant lands in Campbell Business Park sent to council on July 31, 2014 in 
response to IR 133 dated July 7, 2014. 

(3) the absorption rate trends of serviced industrial land/business park land within the City of 
St. Albert to monitor the demand 

 No report made in 2013, 2014, 2015 

(4) employment forecasts to anticipate future demand for industrial/employment lands 
 Rough estimates made in 2014 using industry averages taken from the Future Industrial 

Lands Requirements Study. (approx.. 25 jobs per hectare) 

 Estimated 1,727 jobs in Campbell North, Campbell South, South Riel and Elysian 
Fields based on 68.26 hectares at full build-out 

 Estimated 6,317 jobs in Employment Lands based on 249.69 hectares at full- 
build-out 

(5) the transportation network available to serve the serviced industrial/business park land 
 Facilitated transit route to South Riel through collaboration with a developer and StAT. 

(7) an examination of the City’s standards, policies, and practices, including incentives and a 
marketing plan, that influence serviced industrial/business park lands’ availability and 
development 

 Incentives were turned down by council as a method to attract business and development 
growth 

(9) a report outlining the promotional and marketing activities relating to targeted industry 
sectors and the results of that marketing activity. 

 2014 Economic Development Annual Report 
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8.10 : Considerations for Industry and Employment Development 
 Smart City 

 Internet Survey (2013, 2015) 

 Incubation Strategy survey of clusters (DRAFT Incubation Strategy) 

8.11 : Aesthetics and Standards for Industrial Development 
 Developer Concepts for Employment Lands (2015) 

 South Riel Land Owners Smart City Meeting (Dec 2013) 

 Internet Surveys (2013, 2015) 

 

9.1 Education, Recreation, Parks, Open Space and Culture 
 No comments 

 

10.1 Environmental Management of Natural Areas 
 No comments 

 

11.1 Agriculture 
 No comments 

 

12.1 Transportation 
 LRT 

 Ray Gibbon Drive 

 Anthony Henday Drive 

 

13.1 Infrastructure 
 Project 9 

 

14.1 Health, Social, and Protective Services 
 No comments. 

 

15.1 Heritage  Preservation 
 Heritage preservation 

 Tourism Development: Visitor Guides/Activity Guides 

 

16.0 Intermunicipal Planning and Regional Cooperation 

16.1 : Communication and Collaboration with Neighbouring 
Municipalities 

 CREDA/FDI Mission 

 GEEDT 

 CRB 
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 Concerto 

16.4 : Protecting and preserving environmentally sensitive areas with 
neighbouring municipalities 

 Fat Tire Bike Track through Lois Hole Centennial Park 
 Wayfinding (trail use) 
 Dig In (foraging and learning about natural plants) 

 

17.1 Implementation 
 Green Tape Report 

 

18.0 Capital Region Growth Plan Conformance 

18.10 : Light Rail Line 
 St. Albert Trail Alignment 

18.14 : Extending Infrastructure Services 
 Project 9 

 

19.1 CityPlan 2007 – Glossary of Terms 
 No comments. 
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Economic Development Master Plan (2004) 
 

The 2004 Economic Development Master Plan was created as a community plan with a 

strong emphasis on the city’s role with community stakeholders. The five main objectives 

and accompanying strategies have been reviewed and projects, initiatives, and actions 

taken by the city to support the objectives and strategies have been noted. Additionally, 

strategies have been marked as on-going to highlight their integration into the core 

economic development services and goals. Outcomes listed in this table are not all 

quantifiable outcomes and are therefore sometimes difficult to measure. Information has 

been provided where available. 



ATTACHMENT 1 

16 

 

 

 

Economic Development Master Plan 2004-2024 

Progress Report 
 

Mission Statement: Enhance St. Albert's economy through the expansion and attraction of compatible industry segments and knowledge-based businesses while maintaining St. 

Albert's unique cultural and urban appeal. 

Goal: To increase the non-residential tax assessment to 20% of municipal tax assessment, while doubling the local employment. 
Objective Outcomes Strategy MDP Goal MDP Policy Status Notes 

1. Retain and nurture 

expansion of existing local 

businesses and new local 

business start-ups 

500 new business start-ups by 

2024 

 
To date (as of Aug 18, 2015): 

1,676 business opened since 

2004 and remained open 

1.1 Nurturing and supporting 

expansion of local start-up 

businesses independently and 

through the Northern Alberta 

Business Incubator (NABI) 

5.0 5.4 

7.7 

On-going #GenYCEO  partnership 

Incubation  Strategy 

EcDev staff on NABI board 

Workshops 

Tenant Attraction 

1676 net new businesses since 

2004 

Internet surveys and open house 

Business visitation 

Investor Toolkit 

Commercial Cost Share 

1.2 Facilitating opportunity for cost 

effective, affordable expansion 

options for local business including 

land, buildings, or access to 

commercial rental properties 

7.0 5.2 

7.10 

8.2 

8.3 

On-going Online property listings 

Tenant Attraction event (June 11) 

Realtor Tour 

Brokerage  relationships 

Employment Land Public 

Engagement 

Developer relations 

SAEDAC & EDAB 

BP2 Zoning change 

Collaboration with Chamber of 

Commerce 

1.3 Supporting, through strengthen 

partnerships, local business 

development in existing priority 

sectors (i.e. Chamber of Commerce, 

NABI, SAEDAC stakeholders, etc) 

5.3  On-going SAEDAC --> EDAB 

#GenYCEO 

Perron District 

CREDA 

Smart City Alliance 

NAIOP/UDI/CHBA 

Join us Campaign 

ABCTech 

Botanical Loop 

Tourist Information Centre 

(Chamber of Commerce 

collaboration) 

2. To attract new businesses in 

targeted sectors 

Build a technology cluster, 

including national or 

international leaders in the field 

 
Contribution to the non- 

residential tax base 

 
Facilitate a constant three year 

supply of serviced business park 

and commercial land 

 
100 new businesses attracted to 

St. Albert 

(Attraction rate not tracked) 

2.1 Developing a centre of 

excellence for the knowledge-based 

business niche 

5.0 5.1 

8.6 

On-going Smart City Master Plan & 

Strategy 

2.2 Identifying and developing at 

least two additional compatible 

target sectors for business 

expansion based on St. Albert's 

unique strengths 

5.0 5.1 

8.6 

On-going Incubation  strategy 

Hotel Demand Study 

Entertainment  Demand 

Physician  Attraction 

Industrial Land Study 

Retail Market Analysis 

Smart City Strategy 

2.3 Ensuring cost effective business  5.2 On-going Online property listings 

attraction options are available, 8.4 Tenant Attraction (June 11) 

including land, buildings or access Investment Profile 

to commercial rental properties Employment Lands 

Developer relations 

3. To maintain appropriate, Adequate (twenty year) supply 3.1 Ensuring a twenty year supply of  5.1 On-going Employment Lands (2007 

cost effective services that and variety of serviceable designated non-residential land for 5.2 annexation) 

support expansion and commercial, industrial and commercial and targeted 8.4 Land Purchase policy 

attraction of desired residential  inventory industrial/business  expansion Developer relations 

business/industry  FAR rational 

An appropriate mix of zoned land Investor Toolkit 

to achieve the targeted 80-20% 3.2 Ensuring a long term, cost  5.2 On-going Off-site levies 

assessment split competitive servicing plan is in 8.4 Project 9 partnerships 

87-13% split (2014) place to support targeted non- 8.6 Internet Broadband Connectivity 

residential growth 
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Mission Statement: Enhance St. Albert's economy through the expansion and attraction of compatible industry segments and knowledge-based businesses while maintaining St. 

Albert's unique cultural and urban appeal. 

Goal: To increase the non-residential tax assessment to 20% of municipal tax assessment, while doubling the local employment. 
Objective Outcomes Strategy MDP Goal MDP Policy Status Notes 

 Maintain high quality of life 

amenities 

3.3 Ensuring internal and external 

transportation networks support 

targeted growth 

11.0  On-going Transit stop to Ville Giroux and 

Costco. 

Increase in commuter and local 

network 

LRT planning 

Ray Gibbon Drive 

Anthony Henday (3 exits to St. 

Albert) 

Villeneuve Airport increased 

service (on committee) 

Port Alberta 

  3.4 By growing and enhancing 

"quality of life" leisure and other 

amenities to support targeted 

businesses and residential growth 

9.0 5.5 

9.7 

9.8 

9.9 

On-going Events supported through 

Significant Event Stimulus Fund 

Dig In 

Botanical Loop 

Cultivating Front Yards 

Residential  Attraction 

Realtor Tours 

#GenYCEO 

Tenant Attraction 

Perron District 

Tourism Master Plan 

Brand Direction and Marketing 

Plan 

  3.5 Enabling a quality educational 

system that can support the 

concept of a knowledge-based 

business sector 

  On-going Athabasca  University 

Broadband  Connectivity 

Partnerships w/ U of A, NAIT 

Transportation  connectivity 

Incubation  Strategy 

  3.6 Maintaining a top quality urban 3.0  On-going Design Standards 

  environment 9.0   Green Tape Project 

      Angle Parking 

      85 km of Trails through the city 

      Botanical Loop 

      Bike racks on streets/buses 

      Commercial Cost Share 

      Perron District 

      DARP 

  3.7 Enabling a range of housing 

stock, both owned and rented, is 

available to support the changing 

demographic needs of the 

community 

4.0 4.10 

4.11 

4.12 

4.13 

4.14 

On-going Supporting  multi-family 

developments such as Amacon, 

Ville Giroux and Erin Ridge North. 

CHBA/UDI 

Realtor Tours  

Developer  relationships 

Green Tape Project 

Land use changes 

Housing Diversity report 

4. To ensure that the City of St. 

Albert policies, taxes and 

operations are competitive 

and support targeted non- 

residential expansion and 

attraction 

St. Albert is, and is perceived to 

be, a business friendly 

community 

4.1 Ensuring City services are 

perceived as good value for money 

3.0  On-going On-going surveying post-events 

Community Benefits Calculator 

Realtor Tour 

Green Tape 

Community Satisfaction Survey 

  4.2 Ensuring that business 

processes within the City of St. 

Albert are seen as "best practices" 

  On-going Green Tape (Continuous 

Improvement  project) 

Pre-application  meetings 

Online business licenses 

Non-enforcement  licenses 

(collaborative) 

Business Directory 

Trusted advisor 

  4.3 By ensuring alignment with the 3.0  On-going MDP Progress Report (from 

  Municipal Development Plan and all 5.0   EcDev perspective) written and 

  other corporate plans support the 6.0   presented to SLT in Q1 2015. 

  economic development growth 7.0    
  priorities 8.0    
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Mission Statement: Enhance St. Albert's economy through the expansion and attraction of compatible industry segments and knowledge-based businesses while maintaining St. 

Albert's unique cultural and urban appeal. 

Goal: To increase the non-residential tax assessment to 20% of municipal tax assessment, while doubling the local employment. 
Objective Outcomes Strategy MDP Goal MDP Policy Status Notes 

5. To strengthen the image of 

St. Albert by effectively 

communicating St. Albert's 

merits as a preferred location 

to work, shop, visit and live 

Awareness that Business Is RIGHT 

in St. Albert 

5.1 Enhancing communication of 

the "open for business" atmosphere 

by community leaders and business 

influencers 

  On-going Focus on Business e-newsletter 

High social media engagement 

EDAB 

Join Us Campaign 

Annual Report 

Business Breakfast 

Investor Toolkit 

Business  Visitations 

ICSC/Invest in Alberta Marketing 

#1 Best City in Canada 

Tenant Attraction 

No business tax 

Mobile Vendor Guidelines 

Angle Parking 

UDI/CHBA/NAIOP/ABC  Tech 

5.2 By maximizing the economic 

spin-off from current and future 

community events and attractions 

5.0 5.2 

5.5 

On-going Botanical Loop has provided 

leads to prospective businesses 

Economic Impact Report 

Significant Event Stimulus Fund 

Travel Alberta Workshops for 

Businesses 

Dig In 

#GenYCEO 

Hotel Demand Study 

Entertainment  Demand 

Event Hosting Strategy 

Committee 

Visitor  Guide/visitstalbert.ca 

Social Media marketing 

5.3 Implementing in partnership 

with local business organizations, 

an ongoing marketing program that 

re-enforces and strengthens the 

external image of St. Albert with 

targeted sectors 

  On-going St. Albert Brand Initiative 

Community Vision and Pillars of 

Sustainability  (2015) 

Join Us 

Cooperative  Marketing 

Sponsorship 

Perron District Focus 

e-newsletter 

Wayfinding  Initiative 

New Resident Package 

Invest in Alberta ad 
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Tourism Master Plan (2007) 
 

The 2007 Tourism Master Plan was developed by a community group made up of city staff 

and community members. The plan contains 8 objectives. Suggested strategies are marked 

as “on-going”, “complete”, or “not pursued”. Notes are provided where additional context 

provides clarity to the status. Additionally, performance measures suggested in the master 

plan are not all tracked due to complexity or difficulty in obtaining the information. Where 

available, the information has been provided. 

Information has been provided by other city departments including Recreation and 

Environment. 
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Tourism Master Plan 2007 

Progress Report 
 

Vision Statement: The City of St. Albert requires a defined focus on tourism that will result in an enhanced downtown, riverfront, heritage, arts, culture, sports, 

natural areas, and agricultural tourism assets. This focus will provide increased economic development opportunities and complement, not compromise, the City's 

high quality of life. 

Objective 1 Status Notes 

Further Vitalize the Downtown Area   
High Priority Strategy   
Redevelop St. Albert Place as a cultural centre. It could include, for example, a children's gallery, expanded art 

studios and a gift shop. The library and the Arden Theatre should continue to be key features in the complex. 

Incomplete If Administration moved out of St. 

Albert Place the intention is still 

that the building would become a 

cultural building. 

Improve the downtown core with attractive, consistent signage; architectural controls; and zoning that ensures a 

business mix conducive to further vitalization (i.e., retail spaces on ground floors, professional spaces on upper 

floors; service- and amenity-type businesses). 

On-going DT - Downtown District land use 

Tenant Attraction campaign 

(ground floor retail, upper floor 

office) 

Wayfinding 

Commercial Cost Share 

(perpendicular signage) 

Clean up and improve the riverfront area consistent with other downtown improvements. On-going Relates to Objective 3. 

Grit interceptors 

Explore other downtown locations or buildings that might house a museum (including interpretive pavilions for 

women, children, agriculture, and aboriginal and Métis culture). 

On-going Cultural Services is looking for 

additional buildings in the 

downtown area. 

Entertainment demand study 

VASA 

Museum/Art Gallery Expansions 

St. Anne Street Alignment (new 

parcels) 

Renovation of Juneau House 

Other Strategies   
Create an overarching, long-term vision for downtown St. Albert that drives all future planning for the area. Complete DARP (2010) 

Revitalize Founder's Walk On-going Phase 1 complete. Phase 2 to be 

completed in 2015 (Mission Hill to 

Grain Elevators along St. Vital 

Ave). Phase 3 will be in design in 

2016 and will likely be 

implemented in 2017 (Grain 

Elevators to Perron along River) 

Monitor and align downtown vitalization plans with the proposed Business Revitalization Zone Plan. Incomplete Following vote at a Perron District 

meeting, it was decided to not 

pursue a BRZ. 

Work consistently with stakeholders to ensure their buy-in on further downtown revitalization. On-going Downtown Advocacy Panel (DAP) 

Perron District (up to 2015) 

Downtown Coordinator 

Tenant Attraction 

Investor Toolkit 

Develop a tourism awareness communications program. On-going Chamber marketing of Perron 

District 

Visitor Guide & Website 

Wayfinding 

Botanical Loop 

Downtown Newsletter 

Ensure that St. Albert Place renovations serve to reorient the building in the direction of the river. Encourage 

privately owned buildings in the area to follow suit. 

Incomplete Art in Public Places (Steinhauer 

art) 
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Relocate the St. Albert Visitors’ Centre to the downtown area. On-going Visitor services was located 

downtown in 2013. Following 

significant feedback from the 

community, Visitor services was 

returned to 71 St. Albert Trail and 

a service level agreement was 

made with the St. Albert Chamber 

of Commerce to deliver the 

services. 

Location could change again in 

the future. 

Visitor Information is still 

available at St. Albert Place and at 

the Farmers' Market 

Animate downtown with a detailed plan for banners, lighting, floral decorations and an expanded street 

performers program. 

On-going Banners refreshed in 2015. 

Through #GenYCEO, the 

downtown is being programmed 

in 2015. 

Beautification 

LED on City Hall at Christmas 

Plans for designed cross walks 

Tree painting to highlight them 

Upgrade downtown traffic flow to support and enhance pedestrian traffic over vehicular traffic, emphasizing 

linkages to the proposed Business Revitalization Zone, Mission Hill, St. Albert Place, the Red Willow Park system, 

the Sturgeon River valley and Lois Hole Provincial Park. 

On-going Angle parking, St. Anne 

Realignment 

Wayfinding 

Vehicle Access to Lois Hole 

Provincial Park 

Establish a shuttle service to link tourism amenities, with particular emphasis on park and ride services to bring 

people into the downtown core, where parking is at a premium. 

Complete Botanical Loop established in 

2013. The Loop highlights the 

Farmers' Market, Enjoy Centre 

and the Botanic Park. Festivals all 

encourage to use Park n Ride 

services 

Develop effective, long-term solutions to downtown parking shortages. On-going Installation of an angle parking 

pilot project over 2014-2015. 

Decision to be made in Q3 2015. 

Strategically schedule special events and activities in the downtown core (such as the Farmer’s Market, Rock’n 

August and Art Walks) to ensure they generate maximum economic benefit. 

On-going #GenYCEO programing the 

downtown in 2015. A "Downtown 

Coordinator" has been assigned 

the task of tracking all activities in 

the downtown in 2015 and acts as 

the main liaison for downtown 

activities. 

Investor Toolkit 

Mobile Food Vendors 

Street parties 

Botanical Loop 

Potential Performance Measures   
Number of commercial businesses and restaurants in the downtown n/a historical vs. current number of 

businesses in the downtown will 

be analyzed in Q4 of 2015. 

Currently there are 212 licenses 

in the downtown. 

 
Redevelopment of St. Albert Place by 2011 Not pursued 

 
Satisfaction rate of downtown businesses n/a No formal satisfaction survey has 

been undertaken. 

Number of special events in the downtown 80+ between June 2015- October 

2015 
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Objective 2 Status Notes 

St. Albert must take advantage of e-marketing and all its possibilities with a dedicated tourism website. 

High Priority Strategy   
Build a dedicated website for the express purpose of marketing St. Albert tourism attractions, events and 

facilities. 

Complete www.visitstalbert.ca 

Was consolidated into main 

website in 2014. URL remains 

active and redirects to current 

site. 

Create a dedicated marketing department responsible for implementing the St. Albert Tourism Master Plan. Its 

duties should include: 

- developing a marketing plan to identify target markets, cross-promotional opportunities, product linkages and 

promotional and advertising strategies. 

- developing a media and public relations campaign. 

- working closely with a tourism product development committee (see below). 

- ensuring that St. Albert’s tourism theme and brand (yet to be finalized) are applied consistently in all marketing 

efforts and products. 

On-going Economic Development Officer 

assumes the majority of these 

functions. (0.4 FTE) 

Marketing Specialist (1 FTE) 

Identify the resources necessary to carry out a marketing plan, such as: 

- a city sports commissioner to attract, promote and coordinate sports events for St. Albert. 

- a festivals and events coordinator to attract, promote and coordinate festivals and special events. 

- an arts and culture sub committee to advise on arts and cultural issues. 

- a product development committee, to help research, develop and support community bids for major events. 

- a volunteer representative for each tourism sector. 

On-going Marketing plan is consistent with 

resources available. 

Collaboration across the 

organization as needed. 

Other Strategies   
Promote heritage sites as a community resource. On-going Visitor Guide (History buffs) 

Provide opportunities for festival and event planners to meet regularly to discuss networking, cross promotion, 

organizational development, volunteers and other issues. 

On-going Marketing Steering Committee, 

Marketing Committees 

Ensure that St. Albert is covered with an attractive, well-conceived signage system that welcomes visitors and 

creates easy access to venues and facilities. 

Complete Wayfinding project completed in 

2014. 

Potential Performance Measures   
Number of participants at events 200,000+ (2013) 

Number of website hits Avg 2,081/mth (2014) 

Number of advertising and promotional programs On-going separate campaigns and 

promotions are not actively 

tracked 

Effectiveness of the advertising and promotional programs On-going advertising and promotional 

programs are assessed on an on- 

going basis as criteria varies by 

project but are not actively 

tracked 

Development of a marketing department and a marketing plan (target date 2009) On-going Marketing Specialist and other 

marketing coordinators 

throughout the city manage 

marketing activities in both 

tourism and recreation 

Number of trade shows, conferences and conventions attended 14 

Number of visitors that are satisfied or very satisfied with tourism events and attractions n/a No visitor satisfaction survey 

undertaken 

Amount of leveraged marketing dollars $21,496 (2013 & 2014 Tourism dollars) 

TravelAB Coop Marketing, 

Significant Event Stimulus Fund 

 
Private sponsorship dollars committed n/a Information difficult to track as 

the city has no reporting process 

to measure sponsorship in events 

not run by the city. 

http://www.visitstalbert.ca/
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Objective 3 Status Notes 

Develop the Sturgeon River valley and downtown riverfront   
Partnerships   
Develop a regional commitment to river revitalization (with the City of St. Albert taking the lead role) – high 

priority. 

On-going Sturgeon River Watershed 

Alliance 

State of the Sturgeon Report 

2012 

John E. Poole Interpretive 

Boardwalk 

Seek the support of appropriate provincial and federal government departments to make river revitalization a 

priority – high priority. 

On-going Applied for Community 

Partnership Grant but was 

unsuccessful. Will reapply. 

Use environmentally acceptable algae and weed control programs to clean up the Sturgeon River – high priority. Not pursued No weeds --> aquatic plants 

Stabilize the Sturgeon River to enhance year-round activities such as canoeing and skating. Not pursued No weir or dam on river 

permitted for solely aesthetic 

purposes 

Canoe club using River 

Stanski Cross Country Skiing 

Grit separator 

Stormpond construction 

Funding   
Secure funding for algae and weed control. Not pursued  

Plan to include river maintenance costs as an integral part of future public works budgets. On-going Annual river clean-up in May. 

Public Works does a weekly 

garbage clean up on the river. 

Seek funding from appropriate provincial and federal departments to implement river revitalization plans. On-going  

Planning   
Commission research and a report on the feasibility and scope of river clean up, with a detailed project plan 

including cost assessments – high priority. 

Not pursued  

Proceed with stabilizing river water levels as the first phase of the revitalization project. Not pursued  

Work with stakeholder groups to achieve broad community support for the project. Align all project activities 

with existing City plans. 

Not pursued  

Potential Performance Measures   
Number of activities that are held on the river (such as canoeing and skating) n/a kyaking/paddle boards. Not 

monitored for metrics 

Percentage of residents that are satisfied or very satisfied with City of St. Albert parks and trail systems Community Satisfaction Survey 

(2014) 

Percentage of improved oxygenation (dissolved oxygen) in the river Consistent water quality through 

monitoring 

Completion of river revitalization plan and cost assessments by 2011 Not pursued 

 
Number of new buildings that face the riverfront Residential focused on river: 

Botanica, Tenors of Sturgeon 

Number of existing buildings that reorient themselves to the river Patios 

Number of residents that assist with the annual Sturgeon River Clean-up On-going 2013 - 915, 2014- 972 

(Participation in Clean and Green 

RiverFest, Arbor Day and 

Naturalization projects) (Just 

Sturgeon River Clean-up: 2014 - 

291; 2015 - 355) 

Number of existing master plans implemented Environmental Master Plan & 

State of the Sturgeon Report 

Number of regional and government meetings on river valley development n/a No metrics. 
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Objective 4 Progress Notes 

Develop new tourist attractions and events, and enhance existing ones   
High Priority Strategy   
Work with the province to build a nature interpretive centre in Lois Hole Provincial Park at Big Lake. This centre 

would serve as a hub for nature tourism activities (such as canoeing, kayaking and eco-tours of the wetlands). 

On-going Fat Tire Bike Trail with park 

On-going discussions about 

interpretative centre 

Implement all master plans relevant to regional tourism activities: the Heritage Sites, Red Willow Park, and Riel 

Recreation Park master plans; Leisure Services, and the Economic Development Master Plan. This would include 

developing and preserving heritage buildings and sites. 

On-going Farm House restorations, Grain 

Elevator restorations, Train 

Station restoration, Riel 

Recreation Park, 

Link the SATMP to the Municipal Development Plan and include it in City Council’s annual planning process, to 

ensure that deadlines are met. 

Incomplete Not currently in MDP. 

Other Strategies   
Attract migratory and other bird species to the region through a nesting box program. Complete Public Works Day activity  - 

building birdhouses. (as of 2014 

they build bat houses) 

Province monitors bird 

populations at Big Lake 

Build a bird-watching blind in the river valley or adjoining wetlands where people can observe and photograph 

local wildlife. 

Incomplete Christmas Bird Count 

Spring to Life event (Apr) 

BLESS Remote Camera 

John E. Poole Intrepretative Walk 

Create a centre for artists (and operated by them) in the downtown area. Complete VASA 

Ensure that the Arden Theatre is fully used throughout the year. On-going In Progress 

Require supporting educational programs for all new tourism attractions. Incomplete Plans to support tourism 

attractions through the sharing of 

learnings from the SHiFT program 

(2015) 

Plans to include cross-training 

Consider tourism development opportunities as part of the land use planning and zoning process (e.g., Badger 

Lands Sport Proposal). 

On-going Capital Partnership Program 

Employment Land Concept 

Planning, Elysian Fields 

Conduct extensive public and stakeholder consultations when developing any new tourism products 

(attractions, facilities, events). 

On-going Entertainment Demand Study 

Brand Plan 

Angle Parking Survey 
Foster a close working relationship between the marketing department and the product development 

committee (see Objective 2). 

Incomplete Department and committee not 

formed 

Partner with other organizations and jurisdictions to make the most out of funding opportunities. On-going ACTA for Dig In (2014), Travel 

Alberta, ARTP 

Fund the dedicated marketing department so it has the resources to develop and promote St. Albert tourism 

products. 

Not pursued  

Potential Performance Measures   
Number of events 30/yr 

Number of participants at events 200,000+ (2013) 

Number of attractions 40 

Number of website hits 2014 avg- 2,081 visits/month 

(visitstalbert.ca) 

Satisfaction rate of visitors to these attractions n/a 

Number of new attractions, facilities and events 14 (since 2007) 
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Objective 5 Status Notes 

Maintain and upgrade existing sport facilities and the Red Willow Park system   
High Priority Strategy   
Instil public ownership and pride in a clean city by further encouragement and empowerment of City employees 

and citizens to convey a sense of responsibility for the community’s public spaces. 

On-going Green River Fest, Clean Air Day, 

Spruce it up App. 

Ensure that adequate resources are in place to maintain facilities at a “best-in-class” level on an ongoing basis. On-going  

Partner with other organizations (such as Ducks Unlimited) to get the most out of budgets and promotions for 

public spaces like the Red Willow Park system. 

On-going Lois Hole Centennial Park, Rotary 

Park, Riel Rec Park sports 

partnerships, Cranky's for Fat Tire 

Bike 

Other Strategies   
Implement the Red Willow Park Master Plan. On-going Updating in 2016 to include 

annexed areas (Recreation & 

Parks) 

Increase St. Albert’s involvement in local beautification programs such as Partners in Parks and Communities in 

Bloom. 

Complete Commercial Cost Share Program, 

Cultivating Front Yards 

Involve St. Albert’s business community in sponsoring or investing in tourism opportunities. On-going Dig In Sponsorship opportunities, 

Cranky's for Fat Tire Bike Trail, 

festival opportunities 

Attract more major events to support the expansion and upgrading of existing facilities. On-going Event Stimulus Fund 

Assign priority status to repairing and maintaining pathway systems in Red Willow Park. On-going Annual Engineering program to 

review trails 

Install portable, toilet facilities that are accessible to persons with disabilities on the Red Willow Park trail 

system. 

On-going 2014 Pilot at Bless Lodge but the 

portable toilets were vandalised 

Washroom at John E Poole 

Boardwalk 

As present facilities reach capacity; plan for a venue with a seating capacity of 5000 or more to attract major 

conventions and rallies. 

On-going Build St. Albert strategy looks at 

capacity of municipal facilities and 

needs going forward, Servus Place 

is used for non-sports events, 

Enjoy Centre (2010) 

Maintain and enhance existing sports facilities to meet provincial and national standards. On-going Akinsdale & Kinex Area 

Renovation (2015), Fountain Park 

renovation (2010?) 

Potential Performance Measures   
Number of major sporting events in the city per year, (events that attract 250 or more participants) 36 

Number of sports facilities that meet provincial and national standards n/a 

Number of marketing and cost sharing initiatives with other organizations 2 

Percentage of residents who are satisfied or very satisfied with various City of St. Albert facilities 84% (2014) 

Percentage of residents who are satisfied or very satisfied with City of St. Albert parks and trail systems 91% (2014) 

 
Number of existing facility upgrades and expansions There have been no major facility 

upgrades or expansions to  

existing facilities since 2007 Yearly 

“spruce-ups” are done in            

the majority of the facilities which 

includes deep cleaning, 

repair/replacement of  

equipment, painting, etc. 

Some minor upgrades at Servus 

Place include: the addition of a 

washroom to the track level, 

fitness desk reconfiguration, 

painting, furniture, replaced 

flooring in meeting rooms. 



ATTACHMENT 1 

26 

 

 

 
 

Objective 6 Status Notes 

Increase visitor options for accommodations 
Suggested Strategies  
Ensure that City development policies and processes encourage business growth. On-going Green Tape (Continuous 

Improvement) 

Ensure that properly zoned land is available for development of all types of accommodation facilities. On-going BP2 - Campbell Park (2011) 

Aggressively pursue third party organizations to build additional accommodation in St. Albert. On-going Best Western came to St. Albert, 

Hotel Study 2014 

Encourage the growth of bed-and-breakfast type accommodations. Not Actively 

Pursued 
 

Facilitate the expansion and upgrading of the existing RV park and campground. Complete 92 spots now 

Aggressively pursue developers who will build additional RV facilities and campgrounds. Not pursued  

Potential Performance Measures  
Number of total rooms available (hotel, motel, inn, B&B) 

Variety of accommodation that is available 
 

 
Number of camping/R.V. stalls available 

Occupancy rates of all accommodation options 

 
Customer satisfaction levels with accommodation 

317 rooms 

Brand hotel, independent hotel, 

b&b, motels, and RV park 

 
92 spots 

2014 - Avg 71% (Hotel Demand 

Study) 

n/a 

Objective 7 Status Notes 

Create a tourism brand for St. Albert Complete 
Suggested Strategies  
Conduct a community assessment process to identify the unique characteristics and experiences that will 

comprise St. Albert’s brand. 

Complete  

Under take a branding exercise to guide the branding process and ensure a quality final product. Complete St. Albert Botanical Arts City 

Conduct a stakeholder consultation (involving City and community representatives) to identify preliminary 

themes that might go into a brand. This consultation should include a brainstorming process where all ideas are 

welcomed as a starting point. Ensure the stakeholders understand that the City owns the branding process. 

Complete Through Brand Leadership Team 

Work through a multi-step process to narrow down themes and develop supporting visual and verbal messages. Complete  

Once an initial concept (themes, visual and verbal messages) for a brand has been developed, check back with 

stakeholders for further input, not their approval. 

Complete  

Once the brand is refined and finally approved (by the City as owners of the process), announce it with a 

celebratory kick-off event and ensure that all future tourism planning and promotional activities incorporate it. 

Complete  

Potential Performance Measures  
Complete a community assessment 

 
Select a brand and theme for St. Albert’s tourism sector 

Percentage of marketing and promotional initiatives that use the tourism brand 

Complete Brand Direction & Marketing Plan 

 
Complete Botanical Arts City 

n/a 

Objective 8 Status Notes 

Seek financial support from all levels of government for implementing the St. Albert Tourism Master Plan 

Suggested Strategies  
The City of St. Albert, both its elected officials and senior administrators, must play the lead role in researching 

funding opportunities and lobbying provincial and federal governments for financial commitment. 

On-going Funding opportunities are 

pursued by appropriate people at 

appropriate times 

The likelihood of success in obtaining funding for the objectives in the SATMP will partly depend on the quality 

of the business case presented to provincial and federal decision-makers. Therefore, the City needs a strong 

business case to support the SATMP. 

On-going Business cases are written as 

required. 

The City also needs a plan for approaching the appropriate federal and provincial authorities on both the 

political and administrative levels. 

On-going Advocacy Plan 

Potential Performance Measures  
• Financial commitment from municipal, provincial and federal government (capital dollars rather than 

marketing dollars) 

n/a 
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Economic Development Long Term Department Plan (2008) 
 

Written in 2008, the Economic Development Long Term Department Plan has a 10-year 

horizon. The plan contains 4 main goals with accompanying standards, service levels, and 

strategies. Performance measures included in the plan have been updated with information 

as available. 

The Economic Development Long Term Department Plan also contains a vision statement of 

20 per cent non-residential tax assessment with 20,000 local jobs by 2024. 
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Long Term Economic Development Department Plan 2007 
Vision: 20/20: We will have 20 per cent non-residential tax assessment with 20,000 local jobs by 2024 

 
Goal Performance Measures Service Standards Service Levels Strategies 

#1. We will have an 

increased number of 

new or expanded 

businesses operating 

in St. Albert 

Number of net new businesses  

1676 net new businesses since 2004 

 

 
Number of business licenses 

2,375 licenses (2014) 

Ratio of non-residential to residential assessment 

13% non-residential/87% residential 

 
Value of building permits (residential and non- 

residential) 

Residential: $52,146,000 (YTD July 6, 2015) 

Non-residential: 15,139,500 (YTD July 6, 2015) 
 

 
Ratio of building permit values (residential vs non- 

residential) 

n/a 

Ratio of non-residential to residential tax revenue 

n/a 

 
Value of new non-residential assessment 

+0.14 Billion between 2013 & 2014 

 
Annual increase in non-residential taxes collected 

n/a 

Promote opportunities in St. Albert to businesses, 

site locators and non residential developers 

25 meetings with potential businesses each year 
 
 
 

Complete a marketing communication audit every 

three years 

Create and implement a marketing strategy/plan 

- Target audience 

- Messaging 

Provide competitive municipal costs for 

businesses operating in St. Albert 

We are plus or minus 10 per cent of the median 

each year 

Research and advise Council so that policies and 

taxes remain competitive 

Ensure that serviced and unserviced land is 

available for commercial and industrial 

development 

20 year supply of non-residential land; three-year 

supply of serviced industrial, business park and 

commercial land 

 
 

 
Review the percentage uptake of land on an 

annual basis 

Advocate within the corporation for an 

appropriate mix of districted land 

• Encourage private sector development 

• Priority on commercial/industrial development 

Facilitate opportunities to improve availability of 

jobs for local residents 

5% increase in the number of residents working in 

St. Albert each year 

 
Primary labour positions filled by St. Albert 

residents 

Ensure sufficient transportation services are 

available for employees working in St. Albert to 

get to work easily 

Advocate for a range of housing options for 

varying income levels to accommodate increasing 

numbers of employees 

Work with businesses and business groups to 

identify and address various business needs 

Visit 50 businesses per year through the Business 

Visitation Program 

 
Encourage Council members to attend at least 15 

of these visits 

Review transportation and infrastructure 

upgrades required to support business attraction, 

retention and expansion 

Facilitate increased amenities (attractions, goods 

and services) to meet the needs of a growing 

population 

#2 We will have an 

increased number of 

residents working in 

St. Albert 

Number of residents that work in St. Albert 

2014 Census: 12,444 

Facilitate opportunities to improve availability of 

local labour 

5% increase in the number of residents working in 

St. Albert each year 

 

 
Primary labour positions filled by St. Albert 

residents 

Ensure sufficient transit services are available for 

employees working in St. Albert to get to work 

easily (within St. Albert and from the region) 

 
Advocate for a range of housing options for 

varying income levels to accommodate increasing 

numbers of employees 

#3 We will maximize 

economic spin-offs 

from community 

events and 

attractions 

Number of community events 

66+ events (Activity guide + Rec Events) 

Number of participants at community events 

 

 
Number of tourism website hits 

18,960 hits from Jan 2015-July 2015 (avg 2,708/mth) 
 

 
Quality of events as measured through event surveys 

n/a 

 
Percentage of residents who attend events 

n/a 

Facilitate increased visitor spending in St. Albert 3% increase in the number of visitors to St. Albert 

events per year 

Increase number of events and attractions in the 

city by one new mid size event or three small 

events per year: 

 
 
 
 

Large event – attracts more than 1,000 

participants 

 
Mid event – attracts between 100 and 1,000 

participants 

 
Small event – attracts less than 100 participants 

Support further vitalization of the downtown area 

 
Promote current and future tourist attractions 

and events 

 
Facilitate development of the Sturgeon River 

valley and downtown riverfront 

 

 
Facilitate development of new tourist attractions 

and events, and enhance existing ones 

 
Advocate to maintain and upgrade existing sport 

facilities and the Red Willow Park system 

 
Advocate increased visitor options for 

accommodations 

Create a tourism brand for St. Albert 

Seek financial support from all levels of 

government 

Encourage and assist local groups to host events Increase number of major events and attractions 

in the city by one new event per year (mid-size) 

Promote current and future tourist attractions 

and events 

 
Facilitate development of new tourist attractions 

and events, and enhance existing ones 

 
Advocate increased visitor options for 

accommodations 

Create a tourism brand for St. Albert 

Encourage residents to participate in local events 

and spend in the community 

3% increase in the number of residents that 

attend local events per year 

 
Increase percentage of residents who shop locally 

for the majority of their goods and services over 

2005 Consumer Survey 

Facilitate increased amenities (attractions, goods 

and services) to meet the needs of an increasing 

population 

Support further vitalization of the downtown area 
 

 
Facilitate development of the Sturgeon River 

valley and downtown riverfront 

Advocate to maintain and upgrade existing sport 

facilities and the Red Willow Park system 

#4 We will provide 

excellent services 

Percentage of staff that are satisfied or very satisfied 

with working for the City 

100% almost engaged or engaged 
 

 
Response time for requests 

n/a 

 
Percentage of customers that are satisfied or very 

satisfied with B&TD's services, events and products 

 
n/a 

Respond to all inquiries quickly We will acknowledge inquiries or refer them to 

the right contact within one working day; 90 per 

cent of B&TD-related inquiries will have a 

response within one week 

Make effective use of communication tools 

(email, phone, cell phone, etc.) 

 
 

 
Team members are empowered and 

knowledgeable to answer or refer inquiries on 

short notice 

Staff are satisfied working for the City Percentage of B&TD staff that are satisfied or 

very satisfied with working for the City increases 

to 90% by 2017 

Access to Community Futures Services 
 

 
Conduct Marketing Communication Audits 

Customers are satisfied with B&TD’s services, 

events and products 

Percentage of customers satisfied or very 

satisfied with B&TD’s services, events and 

products increases from 75% to 85% by 2017 

Access to Community Futures Services 
 
 
 

Conduct Marketing Communication Audits 
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Brand Direction and Marketing Plan (2010) 
 

The Brand Direction and Marketing Plan was created from a recommendation in the Tourism 

Master Plan. It was actively championed by the Brand Leadership Team until 2012 when it 

disbanded. The team was made up of both city staff and community members. 

The following table was provided in the Brand Direction and Marketing Plan. Additional 

columns have been added to provide status and notes. All items are either complete or on- 

going as practices have been incorporated into core services through city administration. 
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Brand Direction and Marketing Plan (2008) 
 Implementation  Est Cost. Timeline Status Notes 

1. Create and empower the Brand Leadership Team City $ - 2010 Complete BLT was created and disbanded 

by 2013 

2. Develop Brand Graphics Style Guide BLT, City $ 25,000.00 2010 Complete Corp Comm Style Guide in Vine 

Library 

3. Contract with Professional services to develop the Product 

Development portion of the Action Plan 

City $ 45,000.00 2010 Complete  

4. Work with essential organizations to adopt the Brand BLT $ - 2010 On-going Continually working with 

organizations to increase brand 

awareness 

5. Conduct Brand building outreach in the Community - Posters 

and bookmarks 

BLT $ 10,000.00 2010 Complete Poster & bookmark series 

completed 

6. Introduce Graphics gradually City, Chamber  TBD 2010 Complete Wayfinding, entry signs, street 

name signs use the branding 

7. Create a new website focused on the St. Albert brand City $ 30,000.00 2010 Complete 2014 New city website 

integrates brand completely 

8. Continue to leverage participation in Travel Alberta, Edmonton 

Tourism and Regional Tourism efforts 

City $ 35,000.00 2010 On-going Tourism efforts continue to 

seek partnership for funding 

9. Develop a Public/Private Marketing Partnership with the Enjoy 

Centre 

City, Enjoy Centre $ 50,000.00 2010 On-going Work w/ the Enjoy Centre on 

tourism and branding projects 

10. Develop Public Relations for the Brand City $ 50,000.00 2010 Complete Informal strategy championed 

by BLT 

11. Create a "Best of St. Albert" Brochure City $ 20,000.00 2010 Complete Incorporated into 2015 Activity 

Guide 

12. Leverage Social media for Brand Awareness City $ 10,000.00 2010 On-going  
13. Provide Marketing Support for Visitor Activities & Events City $ 20,000.00 2010 On-going Tourism Facebook Page and 

Twitter account 

14. Recruit Groups to St. Albert City $ 20,000.00 2011 On-going  
15. Strategically Place Advertising City $ 20,000.00 2011 On-going Use of the brand with all 

advertising efforts 

16. Integrate the Brand into Economic Development Efforts over 

time 

BLT, City, Chamber  TBD 2011 On-going Incorporation of city brand into 

all projects 
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 Mayor’s 20-Point Plan (2012) 
 

Written in 2012 before the Economic Development Division was created, this plan contains 

projects from across the entire city. Status has been provided for items that are directly tied 

to Economic Development Division activities. Items are marked as “complete”, “on-going”, or 

“not pursued” with notes to add context. 
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Mayor's 20-Point Plan (2012) 

REVIEW 
 Notes Status 

1. Road Infrastructure   

LeClair Way Construction complete Complete 

Ray Gibbon Drive 
Phase 3 Open, twinning next 

priority 

 
On-going 

Veness Road Reconstruction complete Complete 

Signage Wayfinding completed in 2014 Complete 

2. Water & Sewer Infrastructure   

Oakmont East Waterline Engineering projects 

Reservoir Planning & funding 

Water main over-sizing 

Sanitary from Mission to Riverside 

3. New Light Industrial/Business Park 

Designation 

  

Determine location and amount Employment Lands On-going 

4. Land owner planning collaboration 
strategy 

  

Zoning reviews  On-going 

Levy review P&E: April 27/15 Complete 

5. Standards Review   

Standards for new industrial & business 

park 

  
On-going 

Investigation into South Riel lands currently under construction On-going 

Review of standards for SAS lands Range Road 360 ASP approved. Complete 

6. Corporate Staff Support   

Growth Initiative Team Disbanded --> Build St. Albert On-going 

Economic Development Division established 2012 Complete 

Taxation Policy development  On-going 

Innovative solutions Smart city On-going 

7. Process and Policy Review   

Letter of credit policy  Complete 

Land Advisory Committee See Land Transactions Policy Complete 

Area Structure Plan process Green Tape Report Complete 

Allocation of Provincial Grand funds 

towards growth 
 
MSI 

 
On-going 

8. Business Attraction Strategy   

Reviews w/ land owners 
 
Employment Lands conversations 

 
On-going 

Assist developers in recruitment where able On-going 

Branding 
Botanical Arts industry and 

commerce 
 
On-going 
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Medical profession attraction 
3 new medi-centres opened in 2014- 

2015 
 
Not actively pursued 

9. Business Retention Strategy   

Nurturing the businesses we have 
 

Commercial Cost Share Program 
 

On-going 

Business Interviews Top 15 in 2015 interviews On-going 

NABI Growth  On-going 

Review of fees for fairness and equity 
  

On-going 

10. Marketing, Collaboration Plan with 

Business 

  

Billboards  Complete 

Join Us Campaign  Complete 

Magazine advertising  On-going 

Multimedia  On-going 

11. Acceptance and Welcoming   

Signage wayfinding completed in 2014 Complete 

St. Albert Trail Improvements media planting 2014-2015 On-going 

Parking improvements angle parking pilot project On-going 

12. Downtown vibrancy   

Parking 
angle parking pilot project 2014- 

2015 

 
On-going 

DARP Progress St. Anne Realignment On-going 

13. Advocacy   

Event Hosting Event Stimulus Fund On-going 

Provincial Government 
capital recreation and funding, 

MGA Review 
 
On-going 

Business Attraction that require 
intervention 

  
On-going 

Tradeshows 
Banff Venture Forum, EDAC, Smart 

City 
 
On-going 

Council of Shopping Centres attended 2013-2015 On-going 

Petrochemical conference 
  

Not actively pursued 

Buyer seller forum 
 
Tenant Attraction event 

 
Not actively pursued 

Building solutions 
  

Not actively pursued 

Oilsands Tradeshow 
  

Not actively pursued 

14. Regional Planning   

META Enterprise Initiative Disbanded Complete 

Sturgeon County Collaboration  On-going 

15. Social Media Marketing   

Business and Tourism website consolidated into stalbert.ca On-going 
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Facebook use Tourism FB page On-going 

Twitter use 
Business & Tourism twitter 

accounts 
 
On-going 

Target advertising  On-going 

Sell the image - #1 Best Place to Live in 
Canada 

  
On-going 

Communicate the news  On-going 

16. Committees and Agencies   

Brand Leadership Team disbanded in 2012-2013 Complete 

SAEDAC 
 
dissolved 2013- EDAB replaced it 

 
Complete 

Chamber support  On-going 

17. Secondary Support   

Affordable housing 
Housing starts 500+ Multi-family 

units in 2014 

 

On-going 

Public Transit Regional Transit Committee On-going 

Park and Ride   

Tourism Initiatives Activity Guide, Dig In, Fam Tour On-going 

Businesses that support branding  On-going 

Francophone high school  Complete 

18. Analytics, Monitoring and 
Reporting 

  

Score cards StaTracker On-going 

Regular Reporting monthly memos to council On-going 

Tracking and follow-up  On-going 

19. Common strategy - Consistency of 
Purpose 

  

SAEDAC’s role and assistance EDAB replaced SAEDAC On-going 

Chamber role and assistance Visitor Information Centre On-going 

UDI support, consultation and 

involvement and collaboration 

offsite levy feedback, Green Tape 

Report assistance to reach 

membership 

 

 
On-going 

Developer and homebuilder support Green Tape Report On-going 

Staff, Council, industry, and the 

community moving the agenda forward 

  

 
On-going 

20. Planning beyond 2040.  On-going 
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Economic Development 17-Point Plan (2012) 
 

The 17-Point Plan was presented to the Council of the day on October 15, 2015. The plan 

outlines the direction of the Economic Development Division in the medium and short term. 

Status has been provided for each item either as “complete”, “on-going”, or “not pursued”. 

Many items are listed as “on-going” because they remain active projects for staff in the 

Division. 
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Economic Development 17-Point Plan (2012) 
REVIEW 

 
 Notes Status 

1. Land Development Framework Land Transactions Policy Complete 

2. Development Incentive Programs SCOF recommended against Not pursued 

3. SAEDAC Disband, reformed as EDAB On-going 

4. Industry Sector Planning   

 
a. Employment Lands 

Land visioning, council presentation 

September 21, 2015 
 
On-going 

b. St. Albert Trail Investor Toolkit, Investment Profile On-going 

c. Neighbourhoods On-going 

5. Infrastructure Partnerships   

a. District Energy No Action Not pursued 

b. Smart Comms Smart City On-going 

6. BRE Initiatives• See Annual Business Plans On-going 

7. Wayfinding Implemented in 2014 Completed 

8. Investment Attraction See Annual Business Plans On-going 

9. Collaboration (CoC, NABI, SAEDAC)  On-going 

 
10. Employment Lands Standards 

 
To commence pending council decision 

 
Upcoming 

11. Business Licensing  On-going 

 

 
12. Marketing Plan 

Updated Marketing collatoral: 

Investment Profile, Residential 

Attraction, etc 

 

 
On-going 

13. Tourism Fam Tour, Dig In, Activity Guide On-going 

 

 
14. Branding 

Branding has been incorporated into 

city departments, including Economic 

Development 

 
Completed/O 

n-going 

 

 
15. Entrepreneur Program 

 
#GenYCEO program ended in August. 

Anticipated to restart in 2016. 

 

 
On-going 

 
16. Physician Attraction 

 Not actively 

pursued 

 
17. Launch Event 

 
Annual Business Breakfasts in February 

 
On-going 
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Conclusion 
 

Many documents guide economic development activities in the City of St. Albert. Progress 

has been made on many of the items and strategies in the guiding documents reviewed. 

Items not pursued should be reviewed to ensure they are still appropriate and effective ways 

to achieve the current desired goals and outcomes for the city. Additionally, with so many 

guiding documents affecting economic development activities at the city, a consolidation of 

plans may allow for more effective pursuit of goals and objectives and performance 

measurement. 
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