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Regular Council Meeting Agenda – September 4, 2018 

 

 
 

REGULAR COUNCIL MEETING AGENDA 

September 4, 2018 – 2:00 PM 

COUNCIL CHAMBERS 

 

 

0.0 PUBLIC HEARING 

 

1.0 CALL TO ORDER 

 

1.1 Conflict of Interest Declaration: Pecuniary and Non-pecuniary 

 

2.0 ADDITIONS TO/ADOPTION OF THE AGENDA 

 

3.0 ADOPTION OF THE MINUTES 

 

 3.1 Regular Council Meeting Minutes – July 9, 2018 

 3.2 Special Council Meeting Minutes – July 24, 2018 

  

4.0 BUSINESS ARISING FROM THE MINUTES 

 

 4.1 Solid Waste Inquiry – Follow up from July 9, 2018 – C. L’Hirondelle  

 

5.0 DELEGATION 

 

5.1 2:30pm, Public Crime Mapping – Staff Sgt. G. Henry & Deputy Chief Clayton Rutberg 

5.2 2:45pm, Southgrow – Peter Casurella 

 

6.0 BYLAWS 

 

 6.1 Proposed Borrowing Bylaw 743-B-09-18 – M. Overbeeke 

 6.2 Proposed Cannabis Consumption Bylaw 745-R-09-18 – C. Mills 

 6.3 Proposed Land Use Bylaw Amendment 746-P-09-18 - related to Cannabis 

– C. Mills 

 6.4 Proposed Land Use Bylaw Re-Designation 744-P-09-18 – related to Lagoons 

– C. Mills, R. Dyck 

 

   

7.0 NEW BUSINESS 

 

7.1 Firehall Renovation & Expansion Project – K. McKeown 
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7.2 Financial Variance Report – 2nd Quarter – M. Overbeeke 

7.3 February 2018 Bank Reconciliation – M. Overbeeke 

7.4         March 2018 Bank Reconciliation – M. Overbeeke 

7.5         April 2018 Bank Reconciliation – M. Overbeeke 

7.6 May 2018 Bank Reconciliation – M. Overbeeke 

7.7 June 2018 Bank Reconciliation – M. Overbeeke 

7.8 May 2018 Accounts Payable – M. Overbeeke 

7.9 June 2018 Accounts Payable – M. Overbeeke 

7.10 July 2018 Accounts Payable – M. Overbeeke 

7.11 Town of Cardston – Request for Letter of Support to Expanding the 

Southern Alberta Trade Corridor – C. Mills 

 7.12 Alberta Recreation & Parks Association – Elected Officials Workshop – L. Unger 

 7.13 Coaldale Library Board – Motion to support Grant Application – L. Unger 

       

 8.0 DEPARTMENTAL REPORTS 

 

 8.1 July 2018 Development Statistics – C. L’Hirondelle 

 8.2 August 2018 Development Statistics – C. L’Hirondelle 

   

 

9.0 COUNCIL REPORTS 

 

 9.1 Municipal Excellence Minister’s Award for Safe Communities – J. Abrey 

 9.2 Canadian Badlands – Cindy Amos Tourism Champion, awarded to Communities in  

Bloom – B. Chapman 

 

10.0 CORRESPONDANCE 

    

11.0 INFORMATION ITEMS 

 

11.1 Alberta Health Services – Services Currently Available at Coaldale Hospital 

11.2 Copy of Approved Street Naming Policy #C-018-0718 

11.3 Copy of Approved Community Standards Bylaw #741-R-06-18 

11.4 Copy of Palliser Congratulatory Letter 

11.5 Municipal Affairs – Ministerial Order of changes to ICF & IDP’s 

11.6 Chinook Arch Regional Library System – Approved Budget 

11.7 Canadian Badlands Tourism – Seeking Social Media Ambassadors 

 

    

12.0 CLOSED MEETING 

  

 12.1 CAO Report – K. Hastings (FOIPP Sections 16, 17, 23 and 24) 

        

13.0 ADJOURNMENT 
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REGULAR COUNCIL MEETING MINUTES 

JULY 9, 2018 – 2:00 P.M. 

COUNCIL CHAMBERS 

PRESENT: 

Mayor K. Craig 

Councillors R. Hohm, B. Simpson, D. Lloyd, B. Pauls, B. Chapman, J. Abrey 

Administration/Staff K. Hastings, K. Bly, M. Overbeeke, C. Mills, A. Koester 

Recording Secretary L. Unger 

Media N. Jamieson – Sunny South News 

Gallery 

ITEM 194 1.0 CALL TO ORDER 

➢ Mayor Craig called the meeting to order at 2:00 p.m. 

ITEM 195 1.1 CONFLICT OF INTEREST DECLARATION 

➢ Mayor Craig inquired as to any declarations of pecuniary or non-pecuniary interest in 

the meeting. None declared. 

ITEM 196 2.0 ADDITIONS TO/ADOPTION OF THE AGENDA 

MOTION 199.18 Councillor Lloyd moved that Council accept the July 9, 2018, Agenda 

as presented. 

7-0 Carried 

ITEM 197 3.1 REGULAR COUNCIL MEETING MINUTES – JUNE 25, 2018 

➢ Councillor Chapman noted a correction to page 2, Item 4.1, paragraph 7, “…comments 

received from residents that are trying to budget for assessment”, noting that 

assessment should be replaced with “property taxes”. 

MOTION 200.18 Councillor Chapman moved that Council accept the June 25, 2018, 

Regular Council Meeting Minutes as amended. 

7-0 carried 

ITEM 198 4.1 SOLID WASTE PICKUP – C. MILLS 

AGENDA ITEM #: 3.1
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➢ C. Mills, Manager of Economic & Community Development, shared the survey results 

for solid waste pickup noting that 224 responses were received. 

➢ Mayor Craig expressed his support to Option 2, given the responses received. 

➢ Councillor Lloyd inquired about the 7am to 7pm would be enforced? Cam replied that 

yes this is correct but also added that it is not the intention to issue tickets 

immediately, to educate first. Fines start at $50. 

➢ CAO Hastings added that those streets that have front side pickup, have a higher rate 

of those putting their bins away more than back pickup.  This is encouraging more 

strategies moving forward to get residents to put them away. 

➢ Mayor Craig gave agreement that a heavy hand of the law is not the way to proceed. 

We can advertise to remind residents with back alley pickups to get the bins back on 

their property. 

➢ Councillor Pauls shared his favor of Option 1 as big trucks have issue navigating in the 

alleys. Our alleys are getting fixed and need at least a year to get totally fixed up. 

➢ Councillor Lloyd shared that she hears that residents don’t want it in front and by 

notifying them and giving them a chance, might give them incentive to put them away. 

Further sharing that she is in favor of Option 2. 

➢ Councillor Abrey inquired if we have way of attracting IP addresses relating to the 

survey? The comments received seemed similar. C. Mills noted that he can’t speak to 

this survey but previously we found no obvious reason to believe that residents were 

submitting repetitive surveys. 

➢ Councillor Hohm inquired if we go with Option 2, what does that mean to go slowly 

with enforcement? I think we need it to be strong and act quickly. CAO Hastings 

responded that we have tried enforcement blitzes is the past and they are quite labour 

intensive. I am in favor of Option 2, which for Enforcement is a huge draw of CPO 

resources. It will be helpful to know where Council wants the services and time 

allocated. 

➢ Councillor Chapman noted that he hasn’t heard what the contract company would 

require. Would their opinion give direction as some issues with trucks getting stuck? 

CAO Hastings responded that we did speak with the provider and there are pros and 

cons. Whatever decided by Council will require advance notice to train drivers. 

➢ Councillor Abrey inquired if there any way to consider the same side of alley for all 

bins? Would reduce trips back and forth. Could help save the infrastructure. Further 

sharing that he is in favor of Option 2.  Mayor Craig added that he is open to changing 

the way we conduct services in the town.  

➢ Councillor Pauls noted that he agreed with Councillor Hohm, we need to ensure the 

bins get put away every time. 

➢ Councillor Chapman referenced a study done 5 years ago on the number of trips down 

each side of street. Further noting that he is open to suggestion of changing the 

current way of conducting the service to save time and infrastructure. 

➢ Councillor Abrey further noted that he has seen retaining walls on fences are starting 

to cave in and pads on garages are starting to heave. There are damages happening to 

the property owners. 
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➢ CAO Hastings noted that Council could table and request additional information. If 

there are additional scenarios beyond the 3 options, administration will need 

additional time to compile and will have to come back at another time. 

➢ C. Mills noted that suggestions are not unreasonable. This issue is ongoing and it would 

be reasonable to pursue Option 2 and consider other additional options. 

➢ Councillor Chapman noted that these trucks impact our back alleys. Our Operations 

department might need more regular maintenance of trucks and alleys. 

Motion 201.18 Councillor Chapman moved that Council table all motions regarding 

Solid Waste Pickup until the September 4, 2018, Regular Council 

Meeting. 

2-5 Defeated 

Councillor Chapman and Mayor Craig in favor. 

Councillor Lloyd, Councillor Pauls, Councillor Abrey, 

Councillor Simpson, Councillor Hohm opposed. 

➢ Councillor Lloyd reminded that we can add additional options with the passing of the 

motion. 

➢ Councillor Simpson noted that residents just didn’t want to bring in bins, if they felt like 

they had to, they might change. I am in favor of Option 2, plus work on educating the 

residents. 

➢ Councillor Hohm agreeing with Option 2. Further noting that this subject was brought 

up on tour 1.5 years ago. Administration brought up back alley pickup was beginning to 

be concern at that time. I would request administration to make strong 

recommendations and details outside of survey so we can make decisions on cost, 

manpower, long-term infrastructure, and safety in mind. 

MOTION 202.18 Councillor Simpson moved that Council keep the residential solid 
waste pick ups in the current locations and that Section 20 (b) of 
Bylaw 737-R-12-17 be enforced by the Town of Coaldale Peace 
Officers, FURTHER requesting that administration report back at the 
Regular Council Meeting on September 4, 2018, regarding cost, 
manpower, long-term infrastructure and safety matters related to 
Solid Waste Pickup. 

7-0 Carried 

➢ Councillor Simpson further noted that it would be appreciated if administration could 

check an alley before and after a rain to gauge the possible damages. 

ITEM 199 0.0 PUBLIC HEARING 

0.1 2:15PM, COMMUNITY STANDARDS BYLAW #741-R-06-18 
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➢ Mayor Craig opened up the public hearing at 2:29pm and further encouraged anyone 

in the gallery to announce themselves should they wish to speak to the matter. None 

responded. 

➢ L. Unger, Legislative Coordinator, read aloud the seven (7) proposed amendments to 

the Community Standards Bylaw #741-R-06-18. 

➢ Mayor Craig inquired if the public hearing was properly advertised two (2) weeks in 

advance, L. Unger confirmed yes, this is correct. 

➢ Councillor Chapman inquired what commercial district refers to? L. Unger responded 

that this reference is for our industrial section of town. 

➢ Mayor Craig inquired again with the gallery to see if anyone wished to speak to the 

matter. None responded. Mayor Craig declared the public hearing closed at 2:32pm. 

ITEM 200 6.1 COMMUNITY STANDARDS BYLAW #741-R-06-18 

MOTION 203.18 Councillor Hohm moved that Council provide SECOND reading of 
Community Standards Bylaw #741-R-06-18. 

7-0 Carried 

MOTION 204.18 Councillor Hohm moved that Council provide THIRD reading of 
Community Standards Bylaw #741-R-06-18. 

7-0 Carried 

ITEM 201 4.2 CANNABIS LEGAL OPINION & TIMELINE – C. MILLS 

➢ C. Mills verbally summarized the legal opinion that Council requested at the June 25, 

2018, Regular Council Meeting. 

➢ The legal opinion references two (2) areas; the sale of cannabis, and the consumption 

of cannabis. 

➢ The legal opinion provides that Council fundamentally has the right to prohibit the sale 

within the Town of Coaldale which would be reflective in the Land Use Bylaw. The legal 

opinion also provided confirmation that the Town of Coaldale can prohibit the 

consumption of cannabis on public property, however it cannot prohibit on private 

property indoors or out. 

➢ Councillor Hohm inquired if the discussion is required to have during closed meeting? 

C. Mills responded that no, Council has the right to review and discuss the legal opinion 

in a closed meeting but is not required to do so. It is the decision of Council to move to 

closed meeting. Further sharing that typically municipalities discuss legal matters in 

closed meeting sessions. 

➢ C. Mills confirmed that the legal opinion received had not been shared with Council 

prior to the meeting, so it is not unreasonable for Council to want to take some time to 

review and discuss the matter. 

MOTION 205.18 Councillor Lloyd moved that Council table further discussion on 

cannabis until the Closed Meeting portion of the meeting. 

3-4 Defeated 
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Councillor Lloyd, Councillor Pauls, Councillor Chapman, in favor. 

Councillor Abrey, Mayor Craig, Councillor Simpson, Councillor Hohm, opposed. 

➢ C. Mills shared that the Cannabis Bylaw draft will be presented on September 4, 2018, 

and a public engagement strategy scheduled for the week of September 10, 2018, with 

intention of further presentation on the matter in early October. When Council does 

resume in September, we will have direction at that time and will have to move quite 

quickly. 

➢ Mayor Craig shared his concern with the public consumption nuisance factor and the 

toxicity factor of second hand smoke, further inquiring if there is a way to regulate the 

unwanted desire of second hand smoke? C. Mills responded that the opinion regarding 

the nuisance factor associated with cannabis if significant enough, the municipality 

may have grounds to regulate. 

➢ Councillor Pauls expressed need for time to read and review the legal opinion before 

proceeding. 

MOTION 206.18 Councillor Abrey moved that Council receive the report as information 

to allow Council time to review and consider the legal opinion. 

7-0 Carried 

➢ Mayor Craig noted that a Special Council Meeting can be called later on to discuss the 

matter further. 

ITEM 202 7.1 TAX COLLECTION UPDATE – M. OVERBEEKE 

➢ M. Overbeeke, Director of Financial Services, noted that the mail boxes out front of 

Town Office were checked twice daily leading up to the June 30, 2018, due date. 

MOTION 207.18 Councillor Chapman moved that Council receive the report for 

information. 

7-0 Carried 

ITEM 203 7.2 COMMUNITY SAFETY NET – REQUEST FOR AD PURCHASE – L. UNGER 

➢ M. Overbeeke shared that the advertising was based out of eastern Canada instead of 
western. 

MOTION 208.18 Councillor Hohm moved that Council receive for information. 
7-0 Carried 

ITEM 204 7.3 JANUARY 2018 BANK RECONCILIATION – M. OVERBEEKE 

➢ M. Overbeeke, noted that we are behind but are catching up. 
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MOTION 209.18 Councillor Chapman moved that Council approve the Preliminary Bank 
Reconciliation for the month of January 2018 as presented. 

7-0 Carried 

ITEM 205 7.4 APPROVAL OF BUDGET SCHEDULE – M. OVERBEEKE 

➢ Mayor Craig inquired if Council had any conflict with the proposed dates. Councillor 

Simpson noted that she is unavailable August 29 and 30th. 

➢ Councillor Chapman noted that it is helpful for him to have meetings in the afternoon 

and not the mornings. M. Overbeeke suggested that the meetings are currently 

scheduled for all-day but can be adjusted. 

➢ CAO Hastings noted that the August 29 and 30th were intended to be done in two, four-

hour segments, likely in early evening. 

➢ Mayor Craig suggested that there may be some fine tuning needed on some of the 

dates but otherwise in agreement with what was presented. 

MOTION 210.18 Councillor Chapman moved that Council approve the budget schedule 
as presented. 

7-0 Carried 

➢ M. Overbeeke suggested that she will send out calendar invites reflective of the budget 
calendar. 

➢ Councillor Simpson noted that she is fully available on August 28th. 

ITEM 206 7.5 ANIMAL CONTROL & CAT COMPLAINT – L. UNGER 

➢ Mayor Craig inquired if the number of cats was verified or if it was alleged based on 

the complaint? L. Unger confirmed that the number of cats was not confirmed. 

➢ Councillor Chapman noted that the City of Lethbridge does not have a cat bylaw, but 

suggestive statements to help curb cat control. The City of Calgary and the Town of 

Three Hills both have bylaws in place worth checking into. 

MOTION 211.18 Councillor Chapman moved that Council direct administration to 
research other municipalities for non-canine regulations. 

6-1 
Councillor Lloyd, Councillor Pauls, Mayor Craig, Councillor Simpson, 

Councillor Chapman, Councillor Hohm, in favor. 
Councillor Abrey opposed. 

➢ Councillor Pauls suggested getting the SPCA involved. CAO Hastings shared that this 
may be relevant to this situation. Further sharing that it would be beneficial to the 
community to find alternate 

➢ Councillor Simpson shared that she has been approached by several residents as of 
late, sharing complaints of cat issues in the town. 

➢ Councillor Abrey shared disagreement with adding another bylaw, expressing fears 
that it won’t be enforced. If we add a cat bylaw, who would be enforcing it? 
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➢ CAO Hastings responded that the town is working with an outside agency to add an 
adoption agency to accommodate both dogs and cats. We will have more information 
in the fall to this regard. 

ITEM 207 7.6 STREET NAMING INQUIRY AND POLICY #C-018-0718 – L. UNGER 

➢ Councillor Hohm noted that named streets become difficult to maneuver for first 

responders and also for residents. Further sharing that he is not in favor of adding 

names, should stay with streets and avenues and keep it simple. 

MOTION 212.18 Councillor Simpson moved that Council approve the DRAFT Street 
Naming Policy #C-018-0718. 

6-1 Carried 

Councillor Lloyd, Councillor Pauls, Councillor Abrey, Mayor Craig, 

Councillor Simpson, Councillor Chapman, in favor. 

Councillor Hohm opposed. 

ITEM 208 7.7 COUNCIL STRATEGIC PLAN UPDATE – K. HASTINGS 

➢ CAO Hastings presented on the matter as follow-up to Council Strategic Planning 
conducted in October 2017. 

MOTION 213.18 Councillor Pauls moved that Council accept the results of public 
engagement as information. 

7-0 Carried 

MOTION 214.18 Councillor Pauls moved that Council approve the 2018 – 2021 Council 
Strategic Plan in its current form. 

7-0 Carried 

ITEM 209 7.8 GREEN ACRES GOLF TOURNAMENT – L. UNGER 

➢ Mayor Craig shared that this event has been supported by Council in the past. 

➢ M. Overbeeke noted that the cost of this item is included in the budget. 

MOTION 215.18 Councillor Hohm moved that Council sponsor a four-member golf 
team in the 21st Annual Joel Nicolaas Arnoldussen Memorial Golf 
Tournament in support of the Green Acres Foundation at a cost of 
$680.00. The designated four-members will need to be determined 
by July 27, 2018. 

6-1 Carried 
Councillor Lloyd, Councillor Pauls, Mayor Craig, 

Councillor Simpson, Councillor Chapman, Councillor Hohm, in favor. 
Councillor Abrey opposed. 

ITEM 210 7.9 TENDER AWARD FOR PHASE 4 OF THE NE INDUSTRIAL PARK 
EXPANSION – A. KOESTER 
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➢ A. Koester, Director of Infrastructure, handed out an updated report reflective that 
only five (5) lots are available in the industrial section. Further sharing that the lots will 
provide connectivity between Highway 845 and Highway 3. Once the road upgrades 
are done, we can continue with design of 8th Street. 

➢ The tender closed July 5, 2018, at 2:00pm. Associated Engineering provided 
confirmation of all the bids. The unofficial bid result is that Tannex/Dennis Dirtworx 
won the bid at a price of $2,987,433.08. 

➢ Councillor Lloyd inquired if the successful bid was based solely on price and not other 
factors? A. Koester responded that this bid was based on price but also confirmed that 
this company has worked on previous projects with the Town and have done a great 
job in the past. We have no concerns with this company. 

➢ CAO Hastings shared that we had not planned on the next phase of the industrial park 
until next year, but the steady growth has allowed us to progress sooner. 

➢ Councillor Chapman inquired if the abandoned wells, are they are already registered? 
A. Koester responded that yes, they are showing so are part of the contract. 

➢ A. Koester further confirmed that this contract does not include 8th Street but would 
include ring road 201(a) that connects the industrial park with Hwy 845. 

MOTION 216.18 Councillor Simpson moved that Council approve the Northeast 
Industrial Phase 4 Construction project to Tannex/Dennis Dirtwork 
with the low bid of $2,987,433.08. 

7-0 Carried 

ITEM 211 8.1 JUNE 2018 DEVELOPMENT STATISTICS – C. MILLS 

➢ C. Mills presented on behalf of C. L’Hirondelle. 
➢ Councillor Chapman inquired if an infill is to knock down an old house to build a new. 

Further noting that the statistics shown did not reflect this. C. Mills noted that he 
would inquire. 

MOTION 217.18 Councillor Simpson moved that Council accept the report as 
information. 

7-0 Carried 

ITEM 212 8.2 DEVELOPMENT STATISTICS – 6 MONTH COMPARISON FOR LAST 5 
YEARS – C. MILLS 

MOTION 218.18 Councillor Chapman moved that Council accept the report as 
information. 

7-0 Carried 

ITEM 213 8.3 SOLID WASTE 6 MONTH STATISTICS – C. MILLS 

MOTION 219.18 Councillor Chapman moved that Council accept the report as 
information. 

7-0 Carried 

ITEM 214 8.4 TOWN OF COALDALE – ANNUAL REPORT 2017 – L. UNGER 

➢ Mayor Craig expressed gratitude to the team for the collaborative effort in the project. 
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MOTION 220.18 Councillor Lloyd moved that Council accept the report as information. 
7-0 Carried 

ITEM 215 9.1 EMERGENCY MANAGEMENT LEGISLATIVE FRAMEWORK REVIEW 
– R. HOHM, J. ABREY

MOTION 221.18 Councillor Simpson moved that Council accept the report as 
information. 

7-0 Carried 

ITEM 216 9.2 SOUTHGROW MONTHLY REPORT FOR MAYORS & REEVES 
– B. CHAPMAN

MOTION 222.18 Councillor Chapman moved that Council receive the report as 
information. 

7-0 Carried 

ITEM 217 9.0 COUNCIL REPORTS 

➢ Mayor Craig noted that we had a successful Settler Days weekend. Thank you to the 
Town staff for their work in putting that together. 

➢ Councillor Chapman noted the HUB Natural Play Space. Thank you, Mayor Craig, for 
bringing greetings and to other Council members for attending. It was great to see MP, 
Rachael Harder and Palliser Board Chair and two trustees in attendance. 

ITEM 218 11.2 MUNICIPAL AFFAIRS – MINISTER’S AWARDS FOR MUNICIPAL 

EXCELLENCE 

➢ CAO Hastings shared that the Town of Coaldale was a winner in the Safe Communities 

category for the Emergency Management Training Program Implementation. We 

received this award with help of several staff having level 100 and 200 in their ICS 

training and six employees with ICS 300 level training. Is useful for coordinating large 

scale emergencies in our organization. 

➢ Mayor Craig expressed gratitude to administration for submitting the award. 

11.1 COUNCIL PARADE PARTICIPATION LIST FOR 2018 

11.3 KINSMEN – CARNAGE IN COALDALE 

11.4 COALDALE PUBLIC LIBRARY – JULY/AUGUST NEWSLETTER & 

CALENDAR OF EVENTS 

11.5 ORRSC – ANNUAL REPORT FOR 2017 

11.6 BEW-FCSS – CONFIRMATION OF VOTING REPRESENTATION 
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11.7 MUNICIPAL AFFAIRS – NOMINATIONS FOR STARS OF ALBERTA 

VOLUNTEER AWARDS 

11.8 COPY OF APPROVED PUBLIC PARTICIPATION POLICY #C-017-0618 

11.9 COMMUNITY GRANT RECIPIENTS 2018 

MOTION 223.18 Councillor Simpson moved that Council receive items 11.1 and 11.3 to 

11.9 as information. 

7-0 Carried 

ITEM 219 12.0 CLOSED MEETING 

MOTION 224.18 Councillor Simpson moved that Council go into closed meeting at 

3:32 p.m. 

7-0 Carried 

Mayor Craig called for a 5-minute recess. 

L. Unger and M. Overbeeke exited Council Chambers at 3:39pm. 

MOTION 225.18 Councillor Pauls moved that Council come out of closed meeting at 

4:38 p.m. 

ITEM 220 12.1 LAND – DOWNTOWN DEVELOPMENT OPPORTUNITIES 

(FOIPP SECTIONS 23, 24, 25 AND 27) 

ITEM 221 12.4 CAO REPORT – K. HASTINGS (FOIP SECTIONS 16, 17, 23 AND 24) 

MOTION 226.18 Councillor Simpson moved that Council authorize administration to 
post the legal opinion obtained by Brownlee LLP at 12:00pm noon, on 
July 10, 2018. 

7-0 Carried 

MOTION 227.18 Councillor Lloyd moved that Council hold a Special Council Meeting on 
July 24, 2018, at 2:00pm in Council Chambers. 

7-0 Carried 

MOTION 228.18 Councillor Pauls moved that Council authorize administration to spend 
up to $40,000 to obtain the studies necessary to receive potential 
infrastructure grant dollars. 

7-0 Carried 
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MOTION 229.18 Councillor Pauls moved that Council adjourn at 4:40 p.m. 

  _________________________ _____________________________ 

  Kim Craig, MAYOR   KALEN HASTINGS, CAO 
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SPECIAL COUNCIL MEETING MINUTES 

JULY 24, 2018 – 2:00 P.M. 

COUNCIL CHAMBERS 

PRESENT: 

Mayor K. Craig 

Councillors R. Hohm, B. Simpson, D. Lloyd, B. Pauls, B. Chapman, J. Abrey 

Administration/Staff K. Hastings, K. Bly, M. Overbeeke, C. Mills, T. May, J. Macpherson 

Recording Secretary L. Unger 

Media N. Jamieson – Sunny South News 

Gallery M. Maxwell 

_____________________________________________________________________________ 

ITEM 222 1.0 CALL TO ORDER 

➢ Mayor Craig called the meeting to order at 2:00 p.m. 

ITEM 223 1.1 CONFLICT OF INTEREST DECLARATION 

➢ Mayor Craig inquired as to any declarations of pecuniary or non-pecuniary interest in 

the meeting. None declared. 

ITEM 224 2.0 ADDITIONS TO/ADOPTION OF THE AGENDA 

7.1 Appointment of Auditor – M. Overbeeke 

8.1 Public Safety Update – K. Hastings 

9.1 Communities in Bloom Update – D. Lloyd & M. Maxwell 

12.3 Land Development Proposal – K. Hastings (FOIPP Sections 23, 24, 25 and 27) 

(This addition will move CAO Report to Item 12.4) 

MOTION 230.18 Councillor Lloyd moved that Council accept the July 24, 2018, Special 

Council Meeting Agenda, as amended. 

7-0 Carried 

ITEM 225 4.1 CANNABIS – REVIEW OF LEGAL OPINION – C. MILLS 

➢ C. Mills, Manager of Economic & Community Development, presented on the matter. 

AGENDA ITEM #: 3.2
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➢ Councillor Hohm inquired about timelines; are we potentially putting any businesses at 

disadvantage if we hold off on readings in September or later? Will we be at a 

disadvantage to neighboring communities as loosing businesses and will this have tax 

implications and have businesses go elsewhere? C. Mills responded that based on 

calendar, this is the fastest we could see adoption considering advertising necessary. 

We still need to follow processes. 

➢ Councillor Abrey gave thanks for presentation and legal opinion. Have we had any 

consultation with the Solicitor General on the authority will look like for our peace 

officers, and what will our enforcement look like? C. Mills responded that in regards to 

consumption, will provide for means for CPO to issue fines based on the Tobacco 

Reduction Bylaw. The Cannabis bylaw will be along the same lines. We have received 

no indication that this will be impossible to do at the local level. 

➢ CAO Hastings added that we may need to apply to the Solicitor General to have 

additional authority added to their mandate. They do have certain authority already 

but we can check into this further. 

➢ Councillor Hohm requested that the retail sale portion be added to the motion. 

Councillor Simpson declined the friendly amendment. Councillor Hohm responded that 

he didn’t feel that business owners have the right to decide who does business beside 

them, that is up to Council and Town Bylaws. Mayor Craig added that the retail sale 

portion of the motion was contrary to what the first three parts of the motion were 

implementing. Further suggesting that the motion be divided into four sections and 

voted on separately. 

MOTION 231.18 Councillor Simpson moved that Council direct administration to hold 

an open house to gather feedback and engage in discussion with the 

general public on the proposed Cannabis Consumption Bylaw and 

amendments to the Land Use Bylaw governing the retail sale of 

Cannabis following first reading of the respective Bylaws at the 

September 4th, 2018 regular meeting of Council. 

7-0 Carried 

MOTION 232.18 Councillor Simpson moved that Council direct administration to 

prepare a consumption bylaw in line with the recommendations 

outlined in the legal opinion. 

6-1 Carried 

Councillor Lloyd, Councillor Pauls, Mayor Craig, Councillor Simpson, Councillor Chapman, 

Councillor Hohm, in favor. 

Councillor Abrey, opposed. 

MOTION 233.18 Councillor Simpson moved that Council direct administration to 

prepare amendments to the Land Use Bylaw prohibiting the sale of 

cannabis in Coaldale. 

6-1 Carried 

Councillor Lloyd, Councillor Pauls, Councillor Abrey, Mayor Craig, 

Councillor Simpson, Councillor Chapman, in favor. 
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Councillor Hohm, opposed. 

ITEM 226 7.1 APPOINTMENT OF AUDITOR – M. OVERBEEKE 

➢ M. Overbeeke presented a summary of the Auditor RFP. Further adding that the firms 
had a deadline of June 29, 2018. 

➢ Five firms were contacted. Four packages were received. 
➢ Mayor Craig requested a brief summary of what services the auditors would operate 

under for the Town. M. Overbeeke responded that the auditors would provide for the 
audit of our financial statements of the controls within our financial statements. At our 
request, they will also compile the financial statements from the documentation that 
we provide to them. Council can ask questions to the auditor if requested. 

➢ M. Overbeeke confirmed that this would commence for the 2018 audit. 

MOTION 234.18 Councillor Chapman moved that Council appoint Avail LLP as the 
Town of Coaldale’s auditor for the next 5 years. 

7-0 Carried 

ITEM 227 8.1 PUBLIC SAFETY UPDATE – K. Hastings 

➢ CAO Hastings presented on behalf of C. Rutberg, Deputy Chief of Public Safety. 
➢ Councillor Chapman inquired about semi retarder brakes within town limits as well as 

suggesting CPO’s to patrol on foot and/or bike in town. Suggesting that this might be 
an effective tool to connect with residents. CAO Hastings responded that those are 
excellent comments and further adding that yes, we are heading in that direction. 

➢ CAO Hastings confirmed that the Town is dialoging with AB Transportation on matters 
concerning retarder brakes. We are working with AB Transportation to have a permit 
in place to prohibit them at intersecting highways to streets. We currently cannot 
prohibit utilizing of retarder brakes on highways as that is AB Transportation 
responsibility. 

➢ CAO Hastings further noted the Safe Roots to School will be implemented this fall and 
will help students get safe routes to school. 

MOTION 235.18 Councillor Chapman moved that Council accept the Public Safety 
Update as information. 

7-0 Carried 

ITEM 228 9.1 COMMUNITIES IN BLOOM UPDATE – M. Maxwell 

➢ M. Maxwell provided summary of the recent Communities in Bloom judges visit. 
➢ Provincial Judges will be here on August 15th. 
➢ Mayor gave gratitude for the service to our community. 

MOTION 236.18 Councillor Simpson moved that Council accept the Communities in 
Bloom report as information. 

7-0 Carried 

ITEM 229 12.0 CLOSED MEETING 
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MOTION 237.18 Councillor Simpson moved that Council go into closed meeting at 

2:26pm. 

7-0 Carried 

- In addition to Council and the CAO, the following persons were in attendance during the in-

camera session to provide information and/or administrative support: C. Mills, M. Overbeeke, 

L. Unger. 

- C. Mills, M. Overbeeke, L. Unger exited Council Chambers at 3:40pm. 

MOTION 238.18 Councillor Hohm moved that Council come out of closed meeting at 

4:02 p.m. 

7-0 Carried 

ITEM 230 12.1 DOWNTOWN REVITALIZATION – K. HASTINGS 

(FOIPP SECTIONS 23, 24, 25 AND 27) 

MOTION 239.18 Councillor Chapman moved that Council direct administration to 

construct the base of the parking lot adjacent to the library – and 

that this work be completed in 2018. 

7-0 Carried 

ITEM 231 12.2 PERSONNEL – K. HASTINGS (FOIPP SECTIONS 23, 24 AND 27) 

MOTION 240.18 Councillor Simpson moved that Council authorize administration to 

hire a full-time permanent Safety Coordinator, or a contracted service 

provider to achieve the same result. 

7-0 Carried 

ITEM 232 12.3 LAND DEVELOPMENT PROPOSAL – K. HASTINGS 
(FOIPP SECTIONS 23, 24, 25 AND 27) 

MOTION 241.18 Councillor Simpson moved that Council direct administration to 

continue investigating the opportunity as discussed. 

7-0 Carried 

ITEM 233 12.4 CAO REPORT – K. HASTINGS (FOIP SECTIONS 16, 17, 23 AND 24) 

MOTION 242.18 Councillor Pauls moved that Council accept the CAO Report for 
information. 

7-0 Carried 

MOTION 243.18 Councillor Pauls moved that Council adjourn at 4:03 p.m. 

7-0 Carried. 

  _________________________ _____________________________ 

  Kim Craig, MAYOR     KALEN HASTINGS, CAO 
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SEPTEMBER 4, 2018 REGULAR COUNCIL MEETING 

SOLID WASTE PICK UP – FOLLOW UP 

PURPOSE: 

The following report is to give Council a collaborative overview, also, to request for 
decision on the location of solid waste bin pick up.   

BACKGROUND: 

At the regular meeting of Council on July 9, 2018, Council directed staff to: 

Council keep the residential solid waste pickups in the current locations and that Section 20 (b) 
of Bylaw 737-R-12-17 be enforced by the Town of Coaldale Peace Officers, FURTHER requesting 
that administration report back at the Regular Council Meeting on September 4, 2018, regarding 
cost, manpower, long-term infrastructure and safety matters related to Solid Waste Pickup. 

NEW INFORMATION: 

Subsequent to the July 9, 2018 meeting of Council, staff has looked into the options 
available to most accurately assess the condition of the streets that have the potential to 
be impacted by moving solid waste pick-up to the street.  

The challenge staff has faced in attempting to accurately assess the streets that may be 
impacted is the ability to know the subsurface condition of these streets. To obtain such 
information a core sample would need to be extracted at regular intervals along the 
streets of potential impact, and the cores would need to be assessed to determine the 
structural integrity of the street, and how the sub-structure would react to the weight of 
the solid waste trucks.  

A program can be prepared and implemented to accurately assess the current condition 
of the streets of potential impact, however it could carry a relatively high cost to 
undertake the coring/analysis program and therefore the information has been brought 
back for Council’s consideration, prior to further action being taken. 

Request for Decision 

AGENDA ITEM #: 4.1 
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RECOMMENDATION: 

1. THAT Council direct staff to undertake more detailed analysis of the streets that
would be impacted by a move to front pick-up, and report back to Council with
results of the analysis, prior to a final decision being made regarding the pick-up
location of solid waste bins

OR 

2. THAT Council change all residential solid waste pick up locations to the front of
the properties except for Parkside Close & Parkside Drive to be effective October
1, 2018.

OR 

3. THAT Council keep the residential solid waste pick ups in the current locations and
continue with enforcement efforts.

Respectfully Submitted: 

Cindy L’Hirondelle, C.E.T 
Manager of Development & Environmental Services 

This report has been prepared in consultation with the following listed departments: 

Department Signature 

Terry May, Operations Supervisor 

Spencer Croil, Director of Planning & 
Community Development 

Kalen Hastings, CAO 

Attachments: 

• Bylaw 737-R-12-17
• Staff report from the July 9, 2018 Council meeting
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BYLAW 737-R-12-17 
TOWN OF COALDALE 

IN THE PROVINCE OF ALBERTA 

Being a Bylaw of the Town of Coaldale in the Province of Alberta, to rescind 
Bylaw No. 672-R-10-12, to Regulate and Manage Solid Waste 

WHEREAS the Municipal Government Act S.A. 1994, c. M-26.1 provides that Council may pass bylaws 

for the municipal purposes respecting the safety, health and welfare of people, the protection of people 

and premises, nuisances, services provided by or on behalf of the municipality, and the enforcement 

of bylaws. 

AND WHEREAS it is desirable to regulate and control the storage, collection and disposal of waste 

within the Town of Coaldale;  

NOW THEREFORE, under the authority and subject to the provisions of the Municipal Government 

Act, Revised Statutes of Alberta 2000, Chapter M-26, the Council of the Town of Coaldale, in the 

Province of Alberta, duly assembled does hereby enact the following: 

1. This Bylaw may be referred to as the “Solid Waste Bylaw”.

2. In this Bylaw the term:

a) “alley” means a lane intended primarily for access to the rear 
yard of adjacent premises;  

b) “alley collection” means that the automated collection containers will 
be collected in the alley adjacent to the property;  

c) “animal waste” means all forms of waste from animals or the 
treatment of animals except animal carcasses or 
parts;  

d) “apartment building” means a single building comprised of more than four 
dwelling units with shared entrance facilities;  

e) “automated collection” means the collection of solid waste materials by 
means of a mechanical system into vehicles specially 
designed for such purposes;  

f) “automated collection containers” means containers approved and provided by the 
Town  for automated collection of solid waste;  

g) “biomedical waste” means medical waste that requires proper handling 
and disposal because of environmental, aesthetic, 
and health and safety concerns as well as risks to 
human health and includes:  

i) human anatomical waste; 

ii) infectious human waste; 
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iii) infectious animal waste;

iv) microbiological waste;

v) blood and body fluid waste;

vi) medical sharps;

h) “Bylaw” means this Bylaw as it may be amended from time to
time and includes all Schedules attached to this
Bylaw;

i) “collection” means picking up and gathering solid waste, 
including transport of the solid waste to a disposal site 
or material recovery facility, as applicable;  

j) “collection services” means one or more of the services provided by the 
Town under this Bylaw, including solid waste 
collection services;  

k) “collector” means a person or contractor who collects solid 
waste within the Town for and on behalf of the Town; 

l) “commercial bin” means a container provided for the storage of waste 
with a capacity of more than three-hundred-sixty-five 
(365) litres and constructed to be emptied 
mechanically into a collection vehicle;  

m) “commercial premises” means any premises principally used for the conduct 
of some profession, business or undertaking and 
includes but is not limited to a business engaged in 
the direct retailing of goods or provision of services to 
the final consumer for the purpose of this ByLaw any 
building or premises which is not a dwelling or the 
premises connected therewith and which is not 
industrial premises; 

n) “community recycling depot” means an area maintained by the Town  and 
accessible to the public that contains bins set aside 
for the collection of recyclable material by the Town;  

o) “compostable material” means the materials designated in Schedule C; 

p) “condominium” means any residential dwelling to which title is: 

i) registered under the Condominium Property Act, 
R.S.A. 2000, c. C-22, as amended; or  

ii) held by a cooperative housing association registered 
under the Cooperatives Act, S.A. 2001, c. C-28.1, as 
amended;  
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q) “Council” means the Municipal Council of the Town of 
Coaldale; 

r) “designated officer” means a Town employee who has the powers, duties 
or functions of a designated officer pursuant to the 
Municipal Government Act, R.S.A. 2000, c. M-26, as 
amended, or any enactment substituted therefore; 

s) “disposal site” means any premises designated by the Director of 
Operations for the Disposal of waste or any other 
premises which is approved by Alberta Environment 
for the disposal of waste; 

t) “duplex” means a single building that contains two dwelling 
units, either located side by side or one above the 
other, and each dwelling unit has a separate, direct 
entrance from grade;  

u) “dwelling unit” means a residence of one or more persons that 
contains kitchen, living, sleeping and sanitary 
facilities;  

v) “enforcement officer” means: 

i) a Peace Officer as appointed under the Peace Officer
Act;

ii) a Police Officer as appointed under the Police Act;

iii) a member of the Royal Canadian Mounted Police.

w) “front collection” means that the automated collection containers will 
be collected in the front of the property;  

x) “fourplex” means a single building that contains four dwelling 
units, and each dwelling unit has a separate, direct 
entrance from grade;  

y) “general medical waste” means non-hazardous medical waste and includes 
soiled dressings, sponges, surgery drapes, lavage 
tubes, casts, catheters, disposable pads, disposable 
gloves, specimen containers, lab coats and aprons, 
tubings, filters, towels and disposable sheets, but 
excludes biomedical waste;  

z) “hazardous waste” means waste that is generated from any premises 
and has one or more hazardous properties as 
described in the Environmental Protection and 
Enhancement Act, R.S.A. 2000, c. E-12, as amended 
and Waste Control Regulation (Alta. Reg. 192/1996), 
Schedule 1, as amended;  
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aa) “industrial waste” means waste generated by commercial or industrial 
activities that presents health, safety or 
environmental concerns, and includes, but is not 
limited to, lime, sulfur, asbestos, contaminated soils, 
empty chemical containers and drums, carbon, acids, 
caustics, sludge, and industrial sump water, but 
excludes hazardous waste and biomedical waste;  

bb) “litter receptacle” means a receptacle intended for public use for the 
deposit and collection of litter, but excludes a 
commercial bin or a waste container;  

cc) "medical sharp" means a needle device or any non-needle sharp used 
for withdrawing body fluids, accessing an artery or 
vein, administering medications or other fluids, or any 
other device that can reasonably be expected to 
penetrate the skin or any other part of the body;  

dd) “multiplex” means a single building designed to contain no more 
than four dwelling units on one or two levels and all 
dwelling units share entrance facilities;  

ee) “multi-residential complex” means a group of more than four dwelling units that: 

i) share a common parcel of land; or 

ii) share a private roadway that provides access to the 
dwelling units, notwithstanding that some of the 
dwelling units may be located adjacent to a public 
street; or  

iii) both i) and ii).

ff) “owner” includes the person shown as the owner on the land
title for a property, the occupant of a premises, the
lessee or tenant of a premises, the condominium
board of a condominium property, or the property
management company that holds itself out as
responsible for the maintenance of a premises, as
applicable;

gg) “plastic garbage bag” means a plastic bag specifically marketed to store
waste for collection, and excludes plastic bags that
are intended for other purposes;

hh) “recyclable material” means the materials designated in Schedule B;

ii) “residential dwelling” means any building intended for residential use,
including a single detached dwelling, duplex, triplex,
fourplex, multiplex, and townhouse, but excludes an
apartment building;
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jj) “single detached dwelling” means a building designed to contain one dwelling 
unit only and is separated on all sides from any other 
dwelling unit;  

kk) “Town” means the municipal corporation of The Town of 
Coaldale or the area located within the boundaries of 
the Town, as the context requires;  

ll) “townhouse” means a single building that contains no more than 
four dwelling units separated from one another by 
party walls extending from foundation to roof and 
each dwelling unit has a separate, direct entrance 
from grade;  

mm) “Town Manager” means the person appointed by the Council of the 
Town as its Chief Administrative Officer, or that 
person’s designate;  

nn) “triplex” means a single building that contains three dwelling 
units, and each dwelling unit has a separate, direct 
entrance from grade;  

oo) “solid waste” means anything that is set out for collection and 
includes animal waste, industrial waste, general 
medical waste, or yard waste, but excludes 
hazardous waste and biomedical waste;  

pp) “waste container”  means a container approved for waste collection; 

qq) “solid waste management” means to dispose of and manage residential waste at 
the Town’s designated disposal site pursuant to the 
Town’s responsibility to comply with environmental, 
regulatory, public health and permit requirements or 
guidelines;  

rr “yard waste” means waste from gardening or horticultural activities 
and includes grass, leaves, plants, tree and hedge 
clippings, and sod.  

AUTHORITY OF DIRECTOR OF OPERATIONS 

3. The Director of Operations is authorized to:

a) approve or set specifications for commercial bins, waste containers, automated
collection containers and plastic garbage bags;

b) specify the types of solid waste material accepted at the Town’s designated disposal
site or community recycling depot;

c) specify the quantities and types of solid waste material eligible for collection;
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d) designate Town premises to be used as Town disposal sites;

e) determine the time and frequency of the collection of solid waste material;

f) make and execute agreements on behalf of the Town for the collection of solid waste
material and disposal services;

g) grant approvals and permissions as set out in this Bylaw, and

h) establish systems for billing and collecting rates, fees and charges.

RATES AND FEES 

3.1 a) Council shall set rates for the following:

i)  solid waste management.

b) Where solid waste management services are supplied by The Town, the owner of
premises shall pay to the Town a monthly charge as set out in the Utility Rates Bylaw
724-C-02-17.

c) Rates for solid waste management will apply even where no material is set out for
collection.

3.2 Subject to Subsection (1), the Director of Operations may establish fees for products and 
services provided with respect to the collection and disposal of solid waste, including the 
maintenance, repair and replacement of Town -owned recycling or waste containers.”  

3.3 Notwithstanding the provisions of this Bylaw, the Director of Operations, may suspend or 
discontinue the collection of solid waste if the owner of a residential dwelling, condominium or 
commercial premises contravenes a provision of this Bylaw. 

GENERAL RULES 

4. No person shall scavenge solid waste from a commercial bin, automated collection container
or community recycling depot.

5. The owner’s responsibilities:

a) the owner of the property shall be responsible for entering into a solid waste contract
with the Town as soon as a building on the owners’ property is occupied or otherwise
in use.

b) in the case of rental or revenue properties, the owner of the property, not any tenant,
shall be responsible for entering into a solid waste with the Town as soon as a building
on the owners’ property is occupied or otherwise in use.

5.1 The Town may at any time, and from time to time, enter into a contract or contracts with any 
person, firm or corporation for the collection, removal and disposal of the whole, or any part of, 
the solid waste accumulated within the Town or may provide for the collection, removal and 
disposal of solid waste by the use of equipment and employees of the Town. 
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6. No person shall deposit solid waste material in a waste container or commercial bin without
the consent of:

a) the owner of the container or bin;

b) the owner of the property where the container or bin is located; and

c) the occupant of the property where the container or bin is located.

7. Unless the owner has written approval from the Director of Operations to set solid waste
containers out for collection in a specific location, an owner must ensure that automated
collection carts containing solid waste are:

a) located immediately adjacent to a street or alley;

b) at a central location where the collector will have easy, direct and safe access to the
automated waste containers

c) if intended for front street collection:

i)  if there is no sidewalk, on the occupant side of the curb;  

ii) if there is a sidewalk joined to the curb, on the occupant premises, adjacent to 
the sidewalk, or 

iii) if there is a separate sidewalk with a boulevard, on the boulevard adjacent to
the curb;

iv) located in front of premises that generated the solid waste

v) placed in an upright position with the lid closed and the front of the container
facing the street; and

d) if intended for alley collection:

i) located behind the premises that generated the solid waste 

ii) located in the alley on level ground and not on a step or    
raised platform of any kind; and 

iii) placed in an upright position with the lid closed and the front
the container facing into the alley;

iv) is not obstructing traffic in the alley

e) if there is a walkway or stairway adjacent to the street or alley, at the bottom of the
walkway or stairway.

8. If there is a fence between solid waste that has been set out for collection and a street or alley,
the owner must ensure there is an opening in the fence:

a) at least 0.2 metres wider that all the solid waste containers; and
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b) at least 0.4 metres higher that the highest solid waste container,

c) such that the collector can easily and safely access the solid waste containers.

9. An owner shall ensure that solid waste material stored or set out for collection on or adjacent
to that owner’s premises does not:

a) create offensive odors; or

b) become untidy.

AUTOMATED COLLECTION CONTAINERS 

10.        a) Residential dwellings that are eligible for automated collection of solid waste material 
will be delivered and assigned an automated collection container. 

b) The number of automated collection containers required and the size of the automated
collection containers required will be determined by the Director of Operations, or that
person’s designate.

c) Automated collection containers assigned to a residential dwelling shall remain with
that residential dwelling.

d) Automated collection containers shall remain the property of the Town and may be
removed by the Town, its contractors or agents at the direction of the Director of
Operations or that person’s designate.

e) Owners of residential dwellings are responsible for all automated collection containers
assigned to the residential dwelling and shall ensure that the containers are:

i) kept clean; 

ii) secured against theft or loss; 

iii) maintained in good condition;

iv) not altered in any way, including any alteration of the exterior;

v) used only for recyclable material if the container is an automated collection
container for recyclable material;

vi) used only for compostable material if the container is an automated collection
container for compostable material;

vii) used only for waste material if the container is an automated collection
container for waste material;

viii) available to the Town, its contractors or agents within a reasonable time frame
for the purposes of inspection, maintenance or repair.
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f) An owner of a residential dwelling shall be responsible for all fees related to automated
collection containers issued for the owner’s premises including fees for the
maintenance, repair or replacement of the automated collection container.

RESTRICTIONS ON WASTE 

11. Except as otherwise provided in sections 11, 12, and 13, an owner shall ensure that the
following types of waste are not set out for collection from his premises:

a) industrial or hazardous waste;

b) biomedical waste;

c) general medical waste;

d) sharp objects such as glass, nails, knives, metal, or wood splinters;

e) dead animals or animal parts;

f) sawdust and powdered materials;

g) automobile waste including automobile parts, tires, and batteries;

h) building materials and furniture;

i) individual items that are larger than 1.25 metres in any dimension or items that weigh
more than 20 kilograms;

j) liquids; and

k) waste that is unsafe for the collector to access or handle.

12. A person may set medical sharps out for collection if the medical sharps are contained in a
puncture resistant, non-breakable container with a tight-fitting lid before they are set out for
collection, or if they are set out for collection in a commercial bin.

13. An owner shall ensure that all yard waste that is set out for collection is:

a) placed in the provided green composting bin;

b) tied in bundles no more than 1.25 metres in length and set beside the green
composting bin on your scheduled pick up day;

RESIDENTIAL SOLID WASTE 

14. Solid waste collection is provided to all:

a) residential dwellings; and

b) condominiums, subject to Sections 26, 27, 28, 29 and 30 of this Bylaw.
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15. Owners of residential dwellings, other than condominiums, with more than one self-contained
suite must ensure there is a single waste storage location for the residential dwelling which is
directly accessible from a street or alley.

16. No owner of a residential dwelling shall set out for collection any waste that is not generated
from his residential dwelling.

17. Except as provided in section 24, the owner of a residential dwelling must ensure that waste
generated at his residential dwelling is set out for collection in in the provided black automated
garbage cart.

18. Waste not placed in the provided black automated garbage cart will not be picked up and left
in its locations with a violation tag attached.

19. An owner shall ensure that solid waste from the owner’s premises is set out for collection no
later than 7:00 a.m. on the day of collection.

20. An owner with solid waste collection shall:

a) set automated collection containers out for collection no earlier than 7:00 p.m. on the
day before collection; and

b) remove automated collection containers from the collection location before 7:00 p.m.
on collection day.

c) an owner may set out waste or recycling containers on a Friday if there is a statutory
or civic holiday on the following Monday. The following Monday must be the owner’s
solid waste collection day.

21. If a resident returns their blue or green automated collection bins and then are wanting to have
either bin back, they will have make a written request to the Town Office and will be charged a
$50.00 reinstatement fee. The full solid waste fee will apply even where there is no collection.

COLLECTION OF SOLID WASTE IN AUTOMATED COLLECTION CONTAINERS 

22.        a) Waste shall be placed in the appropriate automated collection container for pick up 

b) If the automated collection container is full, any additional solid waste on top of or set
beside the collection container will not be picked up.

  c) An owner shall ensure that automated collection containers used at the owner’s
premises are filled so that the total weight of the container and its contents does not
exceed one hundred (100) kilograms.

d) The Town shall own all solid waste collection carts used in automated collection.

e) Unless an owner has written approval from the Director of Operations to set an
automated collection container for solid waste out for collection at a specific location,
the owner shall ensure that an automated collection container filled with waste:

i) is located at least one (1) metre from any object on either side of the container; 

ii) is located at least thirty (30) centimetres from any object behind the container; 
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iii) has an overhead clearance above the top of the automated collection
container of three (3) metres;

iv) if intended for front street collection, is:

i) located in front of the residential dwelling that generated the solid 
waste materials; 

ii) located on the street at the curb; or on the driveway at the street; and 

iii)  placed in an upright position with the lid closed and the front of the 
cart facing the street; 

v)  if intended for alley collection, is: 

i) located behind the residential dwelling that generated the solid waste 
materials;  

ii) located adjacent to the alley on level ground and not on a step or 
raised platform of any kind; and  

(iii) placed in an upright position with the lid closed and the front of the 
container facing the alley;  

vi) is not obstructing traffic in the street or alley.

f) Where more than one automated collection container is set out for automated
collection:

i) the minimum amount of space between individual automated collection 
containers shall be thirty (30) centimeters; and 

ii) a minimum of one (1) metre of space from any object shall exist on both sides 
of the grouping of containers or additional waste.  

g) Notwithstanding Section 16, an owner may set out one or more automated collection
containers for waste on the street or alley for automated collection in accordance with
the requirements of Subsections (4) and (5) of this Section.

COLLECTION FROM CONDOMINIUMS 

23. The owner of a condominium may set waste out for collection in a commercial bin if use of a
commercial bin is approved in writing by the Director of Operations.

24. If the Director of Operations approves the use of a commercial bin by a condominium, the
owners of the condominium must provide and maintain the commercial bin at their own cost.

25. Where the Director of Operations has approved the use of a commercial bin by a condominium,
the owners of that condominium must ensure the commercial bin is placed at a location where
the collector can easily and safely access it, unless, the Director of Operations has approved
in writing a specific location for the commercial bin.
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26. The Town does not collect waste from a commercial bin. The owner of the condominium is
responsible for selecting and hiring a contractor for waste collection at the owners cost.

27. Where the Town collects waste from a condominium The Town will collect waste with l
automated collection containers. The same frequency as it does at other residential dwellings.

28 The owners of the condominium must ensure the bins can be collected safely on site or
curbside as provided in section 22.

COMMERCIAL WASTE 

29. Except as provided in section 29, the owner of commercial premises must ensure waste
generated at the premises is set out in a commercial bin for collection.

30. The Director of Operations may give the owner of commercial premises written approval to set
waste out for collection in waste containers.

31. The owner of commercial premises must ensure sufficient commercial bins or waste containers
are available to hold and retain all waste from the premises.

32. The owner of premises using commercial bins must ensure that:

a) the bins are located in a central place that allows direct vehicular access to the bins;

b) snow and ice does not accumulate near the bins such that vehicle access to the bins
is impeded; and

33. If it is impractical for a commercial bin to be located outside of commercial premises, the
Director of Operations may give written approval to the owner of the commercial premises to
store the commercial bin inside a building.

34. The Director of Operations shall not give written approval for a commercial bin to be stored
inside a building unless he is first satisfied that the Fire Marshall of the Town  does not object
to the storage of the commercial bin inside the building.

35. The owner of commercial premises shall ensure there are sufficient litter receptacles on the
premises.

36. The owner of commercial premises shall ensure that all litter receptacles on the premises are:

a) maintained in good condition;

b) weighted or anchored so they cannot be inadvertently overturned;

c) of suitable size and at sufficient locations to discourage litter; and

d) emptied into a commercial bin when full.
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WASTE DISPOSAL 

37. It shall be unlawful for any person to dump building waste, garbage or other waste material
anywhere within the limits of the Town of Coaldale, except in the location designated by the
Director of Operations as the Landfill, or in such other location approved in writing by the
Director of Operations:

a) dispose of any waste other than at a Town’s designated disposal site.

b) dispose of waste at a Town’s designated disposal site unless it is packaged to prevent
litter once deposited.

38. A person carrying out the construction, demolition or alteration of buildings or other building
operations on any property shall do so in such manner as to not permit building material or
building waste material to remain loose, free or uncontrolled on the property.

a) The main contractor and/or property owner on the building site shall be responsible for
the actions of any subcontractor or tradesman who fail to comply with section 38.

b) Any building material or building waste material which blows free from the building site
shall be recaptured, returned to the building site and deposited in a waste bin.

c) The main contractor and/or property owner on a building site shall be responsible for
the term of the construction in providing a suitable waste bin capable of receiving all
building waste material and maintaining the same in a safe contained manner.

d) Where the contractor and/or property owner is working on more than one building site
and they are adjoining, he must provide one building waste bin for each building site.

e) The main contractor and/or property owner on a building site shall be responsible for
having all unused building material and building waste material disposed of in the
Landfill.

f) The Director of Operations may direct the person carrying out the construction or
alteration of a building to provide a fence of a type that will trap any building material
or building waste material in such a manner as to prevent it from escaping from the
building site.

39 The Free Landfill Disposal program will consist of: 

a) Year-round access on any day the City of Lethbridge landfill is open during the year,

b) Free landfill disposal will be available to all Town of Coaldale residential customers
that receive solid waste services from the Town.

c) Each coupon allows for the free disposal of up to 250 kilograms of residential waste.

d) Property owners must pick up a coupon from the Town Office and present it at the City
of Lethbridge landfill at time of disposal. The coupons will only be issued to the
registered owner of the property and cannot be issued to a renter.

e) Residents have a maximum of 3 coupons per residence per year.
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40. No person or owner of a motor vehicle as that term is used in the Traffic Safety Act, R.S.A.
2000, c. T-6 shall dispose of industrial waste.

COMMUNITY RECYCLING DEPOTS 

41.       a) No person shall deposit or dispose of materials at a community recycling depot other 
than those materials described as permitted materials by signage located at the depot. 

b) No person shall deposit materials of any kind at a community recycling depot except
in the receptacles or bins provided.

c) The owner of a vehicle involved in an offence referred to in this Section is guilty of the
offence, unless that vehicle owner satisfies the Court that the vehicle was:

i)  not being operated by the owner; and  

ii) that the person operating the vehicle at the time of the offence did so without 
the vehicle owner’s express or implied consent.  

ENFORCEMENT 

42. Where an Enforcement Officer who is also a designated officer, believes a person has
contravened any provision of this Bylaw, he/she may:

a) issue to the person an order in accordance with the Municipal Government Act, R.S.A.
2000, c. M-26 to remedy the infraction;

b) issue to the person a violation ticket in accordance with the Provincial Offences
Procedures Act, R.S.A.2000, c. P-34; or

c) do both (a) and (b) above.

43. If the person to whom an order has been issued pursuant to section 43 fails to comply with the
order within the time specified in the order:

a) that person commits an offence under this section and a Bylaw Enforcement Officer
may issue a violation ticket pursuant to Provincial Offences Procedures Act,
R.S.A.2000, c. P-34; and

b) The Town may take whatever steps are necessary to remedy the breach of the bylaw
and the cost of doing so becomes a debt owing to the Town by the person to whom
the order was issued in accordance with the Municipal Government Act, R.S.A. 2000,
c. M-26.

44. Breaches of any provision of this Bylaw is guilty of an offense and liable upon summary
conviction to a mandatory penalty:

a) In the amount specified in Schedule ‘A’; or

b) For any offense for which there is no penalty specified, to a penalty of not less than $100.00
and not more than $10,000.00 and in default of payment of any penalty, to imprisonment for
up to 6 months.
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45. Any person who commits a second or subsequent offense under this Bylaw within 12 months
of committing a first offense under this Bylaw, is liable to an increased fine set out in Schedule
‘A’;

a) For an offense, this is of continuing nature, a contravention constitutes a separate offence for
each day or part of day on which it continues.  Any person guilty of such an offence is liable to
a fine in an amount not less than that established by the Bylaw for each such day.

46. The specified penalty for a first offence is the amount shown in Schedule A in respect of that
offence.

47. Where, on a prosecution of an offence pursuant to this Bylaw, a person believes a written
approval or permission of the Director of Operations provides that person with a defense, the
onus of proving that approval or permission was given rests with the person relying on the
permission or approval.

48. The levying and payment of any fine or the imprisonment for any period provided in the Bylaw
shall not relieve a person from the necessity of paying any fees, charges or costs for which he
is liable under the provisions of this Bylaw.

49. Nothing in this Bylaw relieves a person from complying with any federal or provincial law or
regulation, other bylaw or any requirements of any lawful permit, order, consent or other
direction.

50. Where this Bylaw refers to another Act, Regulation or agency, it includes reference to any Act,
Regulation or agency that may be substituted therefore.

51. If a court or tribunal of competent jurisdiction declares any portion of this Bylaw to be illegal or
unenforceable, that portion of the Bylaw will be considered to be severed from the balance of
the Bylaw, which will continue to operate in full force.
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EFFECTIVE DATE AND REPEAL OF BYLAWS 

52. Bylaw 672-R-10-12 is hereby rescinded upon third reading of this bylaw.

53. This Bylaw shall come into force on the day it is passed.

READ a FIRST time this 11th day of December, 2017. 

____________ 
Mayor – Kim Craig CAO – Kalen Hastings 

Motion: 460.17 

READ a SECOND time this 11th day of December, 2017. 

____________ 
Mayor – Kim Craig CAO – Kalen Hastings 

Motion: 461.17 

UNANIMOUS CONSENT to hold Third and final reading this 11th day of December, 2017. 

____________ 
Mayor – Kim Craig CAO – Kalen Hastings 

Motion: 462.17 

READ a THIRD time this 11th day of December, 2017. 

____________ 
Mayor – Kim Craig CAO – Kalen Hastings 

Motion: 463.17 
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SCHEDULE “A” 
SPECIFIED AND MINIMUM PENALTIES 

SECTION OFFENCE 
MINIMUM 
PENALTY 

MAXIMUM 
PENALTY 

4. Scavenge solid waste $125.00 $250.00 

6 Solid waste deposited without consent $250.00 $500.00 

7. Improperly located waste containers $125.00 $250.00 

8. Waste inaccessible because of fence $125.00 $250.00 

9. Allowing offensive odors or untidy waste $125.00 $250.00 

11. Setting out restricted waste for collection $250.00 $500.00 

13. Improper packaging of yard waste $125.00 $250.00 

15. Fail to provide single waste storage location $125.00 $250.00 

16. Set out waste not generated on premises $250.00 $500.00 

17. 
Fail to set out solid waste in automated 

collection container 
$125.00 $250.00 

18. Use improper solid containers $125.00 $250.00 

19. 
Set solid waste collection container out no 
later than 7:00 a.m. on the day of collection 

$50.00 $250.00 

20(a) 
Set automated collection containers out before 

7:00 p.m. on the day before collection  
$50.00 $250.00 

20.(b) 
Fail to remove solid waste automated 

collection containers from front street or alley 
collection areas by 7:00 p.m. on collection day 

$50.00 $250.00 

22.(a) Fail to use automated collection container $125.00 $250.00 

22.(b) 
Additional waste on top of or beside the 

automated collection container 
$125.00 $250.00 

22.(c) 
Filled automated collection container exceeds 

60 kilograms 
$125.00 $250.00 

22. (e) Fail to properly locate automated collection 
containers for collection 

$125.00 $250.00 

29. Fail to use commercial bin $250.00 $500.00 

31. Fail to provide sufficient bins $250.00 $500.00 
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37. 
Unlawful for any person to dump building 

waste, garbage or other waste 
$250.00 $500.00 

38.(b) 
Allowing building material or building waste 

material to remain loose, free or uncontrolled 
on the construction site 

$250.00 $500.00 

38(c) 
Failure to provide a suitable waste bin capable 

of receiving all building material on site 
$250.00 $500.00 

38(d) 
Failure to provide a suitable waste bin at each 

construction site 
$250.00 $500.00 
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SCHEDULE “B” 

Pursuant to this Bylaw, the following materials are designated as recyclable materials: 

1. Newspaper

2. Catalogues and magazines

3. Mixed paper

4. Shredded paper: must be enclosed or contained within a securely tied clear plastic
bag

5. Telephone books

6. Boxboard and corrugated cardboard

7. Glass food and beverage containers

8. Metal food and beverage containers

9. Aluminum cans, aluminum foil and aluminum foil plates

10. Refundable beverage containers

11. Plastic containers with the recycling symbols from 1-7, (except polystyrene foam
(including Styrofoam™)

12. Plastic Bags: multiple plastic bags must be deposited and securely tied within a
single plastic bag
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SCHEDULE “C” 

Pursuant to this Bylaw, the following materials are designated as compostable materials: 

1. Animal bedding
2. Baked good & candies
3. Baking ingredients
4. Breads, cereal, grains, flour
5. Cardboard (soiled)
6. Cat/dog litter of waste (in compostable bag)
7. Coffee filters & grounds
8. Compostable bags
9. Compostable serving wear & bags
10. Corn cobs
11. Cotton balls (clean)
12. Dairy products
13. Dirt (only a small amount)
14. Dryer sheets & lint
15. Eggshells
16. Feathers
17. Flour & sugar bags
18. Food leftovers
19. Fruit & veggie scraps
20. Gum
21. Hair (pet or human)
22. Household plants, cut & dried flowers
23. Kabob skewers (wood)
24. Leaves & grass clippings
25. Meat, fish, giblets & bones
26. Nuts, pits, seeds & shells
27. Oily/fatty foods
28. Paper bags
29. Paper products (soiled)
30. Pasta, pizza, rice
31. Pizza boxes (no plastic inserts)
32. Popcorn bags (paper)
33. Popsicle sticks
34. Processed/unprocessed food
35. Pumpkins
36. Sauces/spreads
37. Sawdust/wood chips (limited amount)
38. Seafood/shells
39. Sod (only a very small amount)
40. Soiled paper towels & tissues
41. Solidified fats & grease
42. String (cotton)
43. Tea bags
44. Used paper cups & plates
45. Waxy paper products
46. Yard & garden waste (branches & pruning 6” diameter & 36” length)
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JULY 9, 2018 REGULAR COUNCIL MEETING 

SOLID WASTE PICK UP 

PURPOSE: 

The following report is to give Council a collaborative overview, Also, request for decision 
on the location of solid waste bin pick up and enforcement of the moving of bins back 
onto the properties after collection. 

BACKGROUND: 

Currently residential solid waste bins are picked up in a variety of locations due to various 
reasons.  As per our solid waste bylaw the bins are supposed to be moved back onto 
property after they are emptied but the majority that have rear pick up just stay in the 
lanes permanently. 

OVERVIEW: 

Known and potential impacts (if pick-up continues to be laneways): 

Negative impacts of continuing with laneway pick-up 

• Not all lanes are paved so this causes an issue with the trucks breaking down the

surface.

• Maintenance on lanes can not be completed with the bins out in them.

• Snow removal does not get done in lanes except for emergencies.

• Lanes are soft in wet weather which cause ruts and the vehicles to get stuck

including the solid waste trucks.

• Due to the wider turning radiuses of the trucks and the narrow lanes, green

spaces are being used to accommodate the turn and damaging the surface and

any irrigation lines in that location.

• Bins being left out in the lanes blow over from the wind, losing their contents

which may not be picked up, and the bins may stay blown over causing a hazard

in the lane.

• Time is wasted by the drivers dumping bins that do not have anything in them or

very littles due to the them just being left out in the lanes.

Request for Decision 

PAGE 23 OF 89



Positive impacts of continuing with laneway pick-up 

• Laneway pick-up reduces the number of “conflict” opportunities between heavy

vehicles and active modes users (walkers and cyclists) on streets and sidewalks

A conflict opportunity can be described as any opportunity for a vehicle and a 

person to come into conflict with one another, resulting in either an accident or a 

near-miss situation 

• Less heavy vehicle traffic on the streets

• Less opportunity for parked vehicles to become barriers to the drivers being able

to pick up bins properly

Parked cars parking too close to bins or bins being put too close to parked cars

can be an issue for the pick-up drivers

• one section of gravel lane of the same dimensions will cost approximately

$50,000 to rebuild, some of this work could be performed with the Towns own

staff.

Known and potential impacts (if pick-up is moved to the front of properties) 

Negative impacts of moving to front pick-up 

• With front pick up, some roads may deteriorate, not entirely from the garbage

trucks but it may speed up the process.

• Areas such as 19B avenue and 21st/22nd Avenue are at risk of damage due to

the higher concentrated load, as what happened with 9A street.  Some of this

may be patchable but we would be investing more funds yearly into

infrastructure replacement.  We do not know for sure the substructure on some

of these roads but patching into a road with a poor substructure has longer term

effects on the road and is not a long-term solution and will stress the original

road faster in some cases.  With the additional loading weight, those roads with

poor substructure will be identified relatively quickly, and those roads will need to

be rebuilt.

• Priority one snow clearing routes call for all vehicles to be off the street and

would include bins.  Bins could be placed on the sidewalks for these days but our

snow removal policy would need to be updated to reflect the process on days

where we have a large snow fall and pickups.

• As we do not currently plow residential streets this may impact the driver’s ability

to pick-up during or after significant snow events.

• There is a risk of impeding drainage down certain streets especially if the bins

are not pulled back in.

• One section of paved road 305m in length and 11.5m in width (roughly 1 block)

will cost approximately $350,000 to replace, which would need to be contracted

as we do not have the equipment required to perform the work, additional costs

up to 20% for engineering may be incurred if not completed in house
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• Scheduling street sweeping around pickup days will increase sweeping time with

the potential to miss streets.

• There could be potential impacts/short-term issues with summer road

maintenance and utility servicing as these types of projects are generally within

road r-o-w, and could impact the drivers ability to pick-up when such projects are

on the go.

PUBLIC ENGAGEMENT: 

Community Survey – MetroQuest and paper-based 

An attitudinal survey was posted using MetroQuest and in paper format on June 11, 2018 
and it closed at the end of day on June 25, 2018.  

The survey was focused on the perceived and real impacts a change in pick-up location 
would have on households, and posed additional secondary questions regarding 
preferences for rear or front pick-up based on a number of key trade-offs between rear 
and front pick-up, such as:  

- Comparative maintenance requirements 
- Comparative cost requirements 
- Convenience 
- Safety  

The key questions that were posed during the survey included: 

- What is your current pick-up location? 
- Would a change to pick-up location impact you positively or negatively? 

(with a follow-up as to why) 
- What type of garage do you have?  
- Do you use your garage to store your bins?  
- What is your preference regarding pick-up location in the context of: 

o The relative wear-and-tear on alleys vs. roads
o Alleys requiring more, but less expensive maintenance than roads
o The convenience of alley versus road pick-up
o Whether more trucks on roads or in alleys seems safer

A number of secondary “sorting” questions were posed as well, including: 

- How long have you lived in Coaldale? 
- Do you own or rent your home? 
- What is your postal code? 

Response Rate 

We had 424 survey responses. Considering the survey was targeted at a “per household” 
response versus a “per resident” response, the response rate of 424 “households” out of 
approximately 3300 dwellings (accounting for the fact that some multi-unit dwellings do 
not receive waste services from the Town) is roughly 13% of all households.  
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Results 

The question as to “how specifically would the change impact you” is detailed in the 
written responses that are provided in the attachment to the report.  
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The question as to what type of garage you have was asked specifically to determine if 
there is a correlation between garage type, whether respondents store their bins in 
their garages, and whether that had an impact on if they feel they would be negatively 
impacted by a move to front pick-up. 

Without undertaking more detailed analysis, it is clear by the fact that the minority of 
respondents use a garage to store bins, that it is unlikely there is a statistically 
significant correlation between garage type, bin storage, and perceived impact of a 
change to pick-up location.  
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The question of tenure was asked to determine if there is a correlation between how long 
a resident has lived in Coaldale and whether they will feel positively or negatively 
impacted by a change to front pick-up.  

After reviewing the results in more detail, it can be stated that there does not appear to 
be a statistically significant correlation between tenure and perceived level of impact.  
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A NOTE ON PREFERENCES AND TRADE-OFFS OUTCOMES 

The way the preferences/trade-offs graph is shown, and the way the questions were 
asked, each of the 4 categories needs to be reviewed on it’s own. 

For Convenience, the right side of the graph shows more of a preference for alley pick-
up, and the left side shows more of a preference for front pick-up. 

Convenience outcome: the majority of respondents prefer alley pick-up. 

For Costs, Infrastructure, and Traffic and Safety, the left side of the graph shows more 
of a preference for alley pick-up.  

Costs outcome: alley pick-up. 

Infrastructure outcome: alley pick-up. 

Traffic and Safety outcome: alley pick-up. 
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RECOMMENDATION: 

1. THAT Council change all residential solid waste pick up locations to the front of
the properties except for Parkside Close & Parkside Drive to be effective August
13, 2018.

OR 

2. THAT Council keep the residential solid waste pick ups in the current locations and
Section 20 (b) of Bylaw 737-R-12-17 be enforced by the Town of Coaldale Peace
Officers.

OR

3. THAT Council keep the residential solid waste pick up locations in the current
locations and no enforcement of solid waste bins being removed from their
collection location.

Respectfully Submitted: 

Cindy L’Hirondelle, C.E.T 
Manager of Development & Environmental Services 

This report has been prepared in consultation with the following listed departments: 

Department Signature 

Terry May, Operations Supervisor 

Spencer Croil, Director of Planning & 
Community Development 

Kalen Hastings, CAO 

Attachments: 

• Solid Waste Survey results – written responses
• Bylaw 737-R-12-17
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WRITTEN RESPONSES - SOLID WASTE PICK-UP LOCATION SURVEY - JUNE 2018 

Responses to "what is 
your current pick-up 
location?" 

Responses to "what do you like or not like 
about your current pick-up location?" 

Responses to "how 
would change to front 
pick-up impact you?" 

Responses to "how would change to front pick-up 
impact you?" 

1 Rear (Alleyway) Currently it’s very convenient and accessible. Negatively On street space limitations would make this 
change very difficult for residents. 

2 Rear (Alleyway) It's great having the rear pickup as our bins are 
stored in the backyard and we can just push 
them out the back gate for pickup.  

Negatively Our front street is already congested with parked 
cars. Adding the bins to it would make it even more 
crowded. 

3 Rear (Alleyway) I love the alley pick up. Don’t have to have my 
bins infront of my house but just leave them in 
the back all the time!  

Negatively I leave my bins in the alley all the time. If this 
changed I would have to remember to bring them 
to the front all the time. I don’t like the idea of 
storing the bins in front of my house  

4 Rear (Alleyway) Like that it is always there and does not need to 
be "put out' or 'brought in' and is not in the way 
on the street including parking 

Negatively More wind blows down our street than our alley so 
more mess. Parking is already at a premium and all 
the containers would make it much worse. The 
diverse times it is collected and days would be 
annoying for putting it out and bringing them in. 
Also, there is no room for the containers in front of 
our home except in from of our garage so we 
would need to bring them from the back alley! 

5 Rear (Alleyway) It is easy and convenient Negatively 

6 Rear (Alleyway) Negatively 

7 Rear (Alleyway) The street I live on is small and all street 
parking. There would be no space for anyone to 
put the bins out front. Also the garbage truck 
would struggle to get in between the cars to get 
to the bins  

Negatively It would be hard for the bins to fit on the street 
with all the cars parked on it.  

8 Rear (Alleyway) Like the fact that I can store my garbage at the 
back of property so I don’t look at the 
containers out front. Also front of my property 
does not have a convenient place to store in 
front.  

Negatively No place to store bins on the front of my property. 
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9 Rear (Alleyway) I like rear pickup so all the fallout isn't all over 
our streets, I like it cause the alleys get cleared 
of snow in the winter whereas they might not if 
pickup is done in the front, I like it cause we 
spend hours trying to beautify our homes and 
these bins do nothing to beautify anything. 

Negatively I have a small lot, 3 bins would block my walkway 
into my yard and I have neighbours who do 
nothing to clean up the spill from their bins or 
what they throw on their front deck, why would 
they pick it up if it's in the front and with the winds 
in Coaldale I'd end up with it all over my front yard 
.. no thanks. 

10 Rear (Alleyway) I love it cause i dont have to see the bins or 
remember to take them out also they dont 
blow around when im not home all day when 
we have a really wibdy day which happens ive... 
i dont want to be held responsible for tge cost 
of a new bin if mine blows away. 

Negatively The bins are ugly and i would relocate where i 
store my bins which does not work how my house 
and yard r set up. Im never home when easte is 
picked up and if its windy and my bin bliws away 
who is responsible to find it or replace it ? Why r 
we chsnginf something that is working fine... how 
much money r we spending out of our taxes to pay 
doneone to go through these surveys?  

11 Rear (Alleyway) Yes love our alley pick up would be sad if it gets 
moved to the front  

Negatively It’s easier to take the garbage compost and 
recycling out to the back alley , also in other 
communities that have front pick up , people that 
go to work leave there bins out and than come 
home 8 hrs later to bins being down the street 
from wind or could possibly hit cars , I also like our 
streets to be less cluttered 2x a week and it’s more 
neat in the back alley and tucked away, it’s close to 
our area where we store the bins etc  , front pickup 
is a terrible idea in my opinion  

12 Rear (Alleyway) It’s the perfect place for it. Out of the way and 
easy accessible.  

Negatively It’s inconvenient, in the way and would crowd our 
already busy street. Putting the cans on the street 
would make it unsafe 

13 Rear (Alleyway) There is tons of front street parking in my area 
as most people don’t have driveways. Having 
pick-up at the alley is best for my area.  

Negatively I could no longer park in front of my house as we 
do not have a driveway like most people on 
Parkside Drive!! 

14 Rear (Alleyway) I like the current location because we do not 
have a driveway at the front of our house.  

Negatively We live across from a busy business that uses 
parking in front of our house.  Also it is angle 
parking so to leave a bin out front would mean that 
it would have to be further out on the street or the 
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driver would have to navigate around parked cars 
to get to the bins.  I do not want the pick up 
location changed. 

15 Rear (Alleyway) I like it because it's out of the way of the cars 
parked out front and the smelly garbage is 
away from the house and yard. 

Negatively The garbage would be close to the house and yard 
and where the kids play. The compost reeks 
sometimes and it would be best to leave it in the 
back alley. It will be more work to cart them to the 
front every time. Taber recently switched to front 
pickup and it's a nightmare for residents there, 
let's not make the same mistake.. 

16 Rear (Alleyway) It's easier in the alley pick up for Parkside area 
as everyone parks in the front (street) since 
most people do not have a driveway in my area. 

Negatively It's easier in the alley pick up for Parkside area as 
everyone parks in the front (street) since most 
people do not have a driveway in my area. 

17 Rear (Alleyway) Negatively We literally have zero space to place pickup bins 
without blocking our own driveway which we need 
access to throughout the day. Of we placed them 
on our corner of the boulevard as we are directly 
beside the alley, they would be knocked over by 
vehicles entering and exiting the alley as They 
regularly cut across the property edge turning into 
or out of said alley. There is no room in the street 
as we almost always have at least one larger 
vehicle parked out front of our house. Pick up is 
not a set time, therefore the bins could be picked 
up @ 9-10am or as late as 8-830pm and this is too 
intrusive having to constantly reposition those bins 
waiting potentially all day for pickup. In the alley, 
we have both space, and ability to keep the bins far 
enough away from traffic but easily situated for 
the trucks to pick up. That is...if they remember to 
actually come through the alley and pickup each 
week. Complaints seem ineffective as they won't 
even bother to come back to get the alley pickup, 
not just for myself, but the rest of the alley going 
around the corner and down the block. The alley is 
already in horrible shape since the grader went 
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down it in the fall and gouged huge ditches in the 
roadway.  

18 Rear (Alleyway) The bins are hidden in the back yard don't have 
to look at them when I drive up 

Negatively More junk in front of house 

19 Rear (Alleyway) I love that its rear because thats where my 
garage and parking pad is. I do not have a 
driveway and theres no where out of sight to 
store my bins for front pick up  

Negatively Theres no where at the front of my property to 
store my bins so I would have to store them 
somewhere in my back yard, drag them across the 
back yard through a large gate and across my front 
yard to get them to the front curb. And do the 
same process to remove them from the street 
which would be a long process in the 
spring/fall/summer but winter would be impossible 
with the snow 
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20 Rear (Alleyway) I love it. No eye sore when driving by. Easy to 
put away. Don’t have to worry about moving it 
out of the way to park.  

Negatively Only have off street parking to begin with and so 
it’s limited space already.  

21 Rear (Alleyway) I like everything about the alleyway pick up. Its 
convenient for taking it out and bringing it back 
in. I don't have to worry about the wind 
blowing it over because its protected by my 
garage.  

Negatively Where I live there is only the option for off street 
parking and its hard enough to be able to park in 
front of your own home already adding the bins 
will just make it that more difficult to be able to 
have proper parking.Plus I will have to roll them 
across my grass every time they need to be put out 
and let not start about what will happen in the 
winter time!!!  

22 Rear (Alleyway) I finally just moved to a house that has rear 
pickup. How great it is just to have to push the 
carts out a couple feet instead of dragging it all 
the way from the house to the street, especially 
since I live in the zone where it has to be done 
on two different days of the week. Not to 
mention these ugly bins aren't sitting out in 
front of my house all the time. 

Negatively Bins have to be wheeled all the way from the 
house instead of just a few feet. This is especially 
difficult in the winter. Also, the looks of a bunch of 
garbage sitting in front of your house isn't 
pleasant. 

23 Rear (Alleyway) Keeps yard clean and tidy with waste bins left in 
alley 

Negatively 

24 Rear (Alleyway) Like current alley location Negatively Street would be negative windy days would blow 
carts over and restrict parking in front 

25 Rear (Alleyway) I like current alley pickup Negatively Negatively we are a priority snow removal street so 
how do you pick up garbage and remove snow?? 
Wind would blow carts all down the street  
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26 Rear (Alleyway) That I do not have to move my bin on pick up 
day.  

Negatively Remembering to pull out my bin on pick up day. 
Also finding a location for my 3 bins. 

27 Rear (Alleyway) Damage to the alley ground Negatively I live in a cul de sac 

28 Rear (Alleyway) We do not have a garage and no where to keep 
our bins toward the front of the house/yard.  
We currently keep them by our backyard gate 
and to have pick up there is perfect. We do not 
have a drive way, parking is already incredibly 
congested around our streets and if we had 
pickup in the front too yet we'd have such 
problems with parking/congestion. Never mind 
the nightmare it would be for the guys driving 
these trucks in a DOUBLE culdesac! 

Negatively As previously said, we have no where to put the 
bins toward the front if our property, we'd lose 
much needed parking on the streets that already 
are over crowded and congested as we have no 
garages or driveways around here in parkside, and 
I'd hate to add a garbage truck twice or 3 times a 
day to our already crazy traffic  here, making the 
streets even more unsafe for our children to play. 

29 Rear (Alleyway) Negatively 

30 Rear (Alleyway) Love it, so convenient don’t have to worry 
about the wind blowing them over because 
they are protected by the garage. Can store 
them inside the garage if weather is really bad. 
Isn’t an eye sore.  

Negatively I live where there is only the option for off street 
parking and it’s hard now to be able to park in 
front of your own home now, if we have to start 
moving the bins up front then there won’t be 
adiquit parking for the people who live there. Not 
to mention having to pull the bins over the grass 
and not sure how you would be able to over 4 feet 
of snow pull the bins in and out over the winter.  
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31 Rear (Alleyway) works great for me.  single person living in the 
house that works shift work.  thus many shifts 
are at night and to remember to move bins to 
front street would be hard 

Negatively not convient 

32 Rear (Alleyway) There isn’t enough room on the front streets 
for it  

Negatively 

33 Rear (Alleyway) Out of the way. Front street pick up would get 
in the way of street parking. Plus it isn't nice to 
look at all the bins and overflowing trash as in 
other areas on pick up day.  

Negatively as explained previously, It looks messy cluttered 
and is in the way of street parking. The back ally is 
a far better option.  

34 Rear (Alleyway) Negatively Not a lot of Accra in my yard to move bins to front 

35 Rear (Alleyway) We like it. There is room for our bins back 
there, they are out of the way for parking and 
they are easy to put out and back in. 

Negatively Out driveway is narrow. Having to store our bins 
up front would make the space more congested, 
especually with 3 bins. We also have cars on the 
street that stay put some days. Putting bins out 
would be a juggling act. Taking away from the 
visual appeal of a neighourhood is a downfall as 
well. 

36 Rear (Alleyway) I like that you do not see the garbage bins in 
front of the house. Also how would the garbage 
truck park to pick up the cans when our street 
is packed with cars?. There is no room to put 
out the garbage bins  

Negatively No room for them. Very tight street packed with 
cars. Also who like the look of the houses with the 
garbage bins in front of them 
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37 Rear (Alleyway) Love it!  Room for my bins at the back because 
my fence is set back to allow for them.   

Negatively No room to move my bins from back to front 
between my fence and stairs.  No parking in front 
of house as it is so no room to put bins out before I 
leave for work.   

38 Rear (Alleyway) I like it because they can stay out and we never 
miss pick up 

Negatively I prefer having it in the alley 

39 Rear (Alleyway) I prefer the back Negatively I would have to store my bins out front 

40 Rear (Alleyway) Rear pick up is best please don’t change it. Keep 
it out of the way in the back. Do you really want 
rotting compost laying in front streets for hours 
i know I don’t, and our only parking spot is on 
front street. 

Negatively The back is best it’s clear I. Front is full of vechicle. I 
have my garbage disposal set up in back 

41 Rear (Alleyway) Convenient, not in the way, quiet Negatively Doesn’t look good, takes up driveway/sidewalk 
space, annoying to people walking by 

42 Rear (Alleyway) I like garbage cans are hidden out easily visible. 
I like the smell not being close to the house. 

Negatively I do not have a good place to put my garbage cans. 
The place I would have to put them would put 
smell and bugs too close to the house. 

43 Rear (Alleyway) Easy to put carts out back. Lots of space for 
them 

Negatively No space to keep carts in front yard. Mo easily 
accessible  

44 Rear (Alleyway) Like that it doesn't clutter the roads and frees 
up on street parking  also I find  that garbage 
bins in front of the house is unappealing ... no 
one wants to see these (3) big bins at the front 
of properties.   

Negatively currently bins are on our parking pad (our 
property) in the alleyway, we have no need to 
move them in or out on pickup days as they are 
accessible to the trucks 

45 Rear (Alleyway) Like it Negatively Would have to move vehicles park in middle of 
road to bring bin out to Street. Then park in middle 
of road bring bin in and move vehicle back to 
drivewy.  
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46 I live in a cul-de-sac and see no possible way 
that front pickup will even work in our area . 
Rear pick up is the only option and should not 
even be considered in our area !! 

Negatively We already have very very limited parking and it is 
hard for a normal vehicle to turn around in our cul-
de-sac never mind a large recycling truck .  

47 Rear (Alleyway) We have the bins in the back so it is only a few 
steps to put in the alley at pick up day.  

Negatively We live on 20 Ave right beside the highway and if it 
is windy the bins will blow over. We see that from 
our neighbours right now.  

48 Rear (Alleyway) Like that it is out of sight, better protected from 
wind, reckless driver's and leaves premium 
parking spaces available on the street. 

Negatively It would be a eyesore having not just mine but all 
my neighbour's to always have in sight. Also, it 
becomes a bin storage issue,  driveways are for car 

49 Front (Street) I don’t like it at all. Why have 3 bins cluttering 
up everyone’s front yards/ driveways when we 
have a perfectly good alley that isn’t being 
utilized.  

Negatively See previous answer 

50 Rear (Alleyway) Love it in the alley.  Too many carts in front 
streets...really convenient in the alley 

Negatively So inconvenient.  Too many carts on front streets, 
would interrupt parking.  When they blow over it 
impacts parking etc even worse 

51 Rear (Alleyway) Back alley is where garbage collection belongs! Negatively There is no reason to pick up garbage in the front 
of a residence that has an alley!!!   

52 Rear (Alleyway) Negatively I live across from the high school and front pick up 
would clash heavily with student parking in my 
opinion.  

53 Rear (Alleyway) Negatively 

54 Rear (Alleyway) I love that these large bins can be put out of 
sight in our garage at the back. We do not have 
garage access via the street and would have 
nowhere to put them. 

Negatively Our house is on a narrow lot, making it almost 
impossible to bring the bins to the street. 

55 Rear (Alleyway) Love alley pick up. Am VERY opposed to having 
it moved to the front. Will disrupt parking and 
be a complete eye sore if moved out front. 

Negatively No place to keep my bins close to the front. Would 
either block the 1 parking spot in front of my house 
or the fire hydrant. 
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56 Rear (Alleyway) My back fence is 150 from the house and in the 
winter it is extremely difficult to get the bins 
in/out the back gate because the snow builds 
up.   

Negatively I would have to reconfigure my garage to house 
the bins and again, in winter sometimes my 
driveway drifts in. 

57 Rear (Alleyway) Because I am older i like the fact that my 
garbage bins are in the back of my property 
close to the alley way and not in sight. 

Negatively I would have to move the bins down my long from 
driveway which would be very difficult as I can not 
walk very well and the bins would have to placed in 
the front of my property for all to see. 

58 Rear (Alleyway) I like the alley pickup as it keeps the bins off the 
roads and the bins are not in parking spots  

Negatively Bins would clutter the street and take up parking 
spots 

59 Rear (Alleyway) Keeps the front yard clear and clean Negatively 

60 Rear (Alleyway) Pros - its not on the street blocking traffic 
Cons during the winter it is hard to get the carts 
out 

Negatively I like it in the alley as it doesn't block parking spots 

61 Rear (Alleyway) The rear pickup is working just fine. Negatively Bins are kept in our backyard and it is very 
convenient to put them in the alley.  Front street 
has too many vehicles for an easy pickup.  Less 
wind in the alley. 

62 Rear (Alleyway) convenience. the smell is far from the house Negatively bins would be on the front street until 6pm when 
we get off work. smell and wasps closer to the 
house. 

63 Rear (Alleyway) Due to limited parking in the front (no 
driveways and a business across the street) 
there is no room for bins to be placed in the 
front. Parking is bumper to bumper as is, so 
front pick up would cause some issues.  

Negatively Parking would be an issue. 

64 Rear (Alleyway) We prefer rear (alleyway) pickup so we can 
keep the barrels in the back yard rather than 
trying to find a suitable place in the front to 
store them. 

Negatively At this time we have a very suitable spot in our 
back yard to keep the barrels out of the alleyway 
which we prefer rather than having them clutter 
up our front yard or garage. 
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65 Rear (Alleyway) My issue is that my driveway is at the rear of 
my property which I access from the alleyway. I 
have no driveway or usable private walk to the 
town sidewalk at the front. Nor do I have 
anyplace to store the bins at the front or side of 
my house. 
During the winter, I would not be able to access 
the street at all. 
Added to all this, I am a senior with limited 
mobility. 
I would appreciate to be able to continue to 
leave my bins 
in the alleyway. Doing this, still gives me serious 
challenges even during the best weather. 
But the need to place the bins on the street is, 
for me, impossible. 
In other words, I wish to leave my pick-up in the 
alleyway.  
Btw., I live on the short end of the block, so the 
the pick-up vehicle can easily access my bins 
there. 

Negatively See my previous answer. 
To recap, my bins are accessed easily in my 
alleyway. 
I cannot store or get my bins to the street. 
My driveway is at the rear of my property where I 
park my car. 
I never park out front at the curb. 
I am a senior with mobility challenges. 
Moving my pick-up to the street would make it 
virtually impossible. 
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66 Rear (Alleyway) We like it very much. We pull the tubs in and 
out from a nice recessed area next to our rear 
gate. 

Negatively The tubs would be in the way or we would have to 
drag them from the alley location to the front on 
pickup days. 

67 Rear (Alleyway) LIKE!!! not having bins in the front of the house.  
would be a major inconvenience to store and 
smell them in the garage. no room on side of 
house as well as no path so winter would be 
impossible to move them. 

Negatively Cannot fit in garage, no storage space in front of 
the house, eyesore if left on driveway(only place 
for them) 

68 Rear (Alleyway) With the windy conditions in coaldale more 
often than not the containers topple over and 
some of the contents spill out.  Where it is in 
the alley It is somewhat contained.  On the 
streets it would be all over town before it could 
be gathered up.  The alley allows easier access 
for our situation 

Negatively I prefer to have the containers out of sight.  To do 
so would require more work and perhaps more 
cost.  My drive has a fair slope and in the winter it 
would be more dangerous to maneuver these 
containers. 
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69 Rear (Alleyway) We would like to continue with waste, recycling 
and composting pick up in back alleyway.  Living 
at Parkside Drive our streets are much to 
narrow to put garbage bins, vehicles plus 
camping units on our streets.  Needless to say 
we would like garbage pickup to be picked up in 
back alley. 

Negatively Parking of own vehicles. As it is with town allowing 
camping units to be allowed to be parked on 
residential street moving vehicles  can only pass 
one at a time.  Can you imagine if all the garbage 
bins left on the front streets.  It would be a really 
big safety issue. 

70 Rear (Alleyway) Back is much more convient than the front as 
there is little parking in the front of my house. 

Negatively There is no parking or anywhere to store bins out 
front I would be moving my bins from back to front 
weekly  

71 Rear (Alleyway) Negatively In the winter it would be more difficult to get bins 
to the front especially when there is a lot of snow. 

72 Rear (Alleyway) Everything is able to be easily taken out to the 
alley.  

Negatively I would have to take my carts through the alley and 
around the block to get the up front!! Do not have 
gates big enough to wheel the carts through.  

73 Rear (Alleyway) I like it. All my bins are stored in my backyard so 
it’s convenient to push it out the back gate.  

Negatively There are too many vehicles on my street so space 
is a issue and we live across an alley where the 
wind howls. I would likely see my bins and all the 
neighbors bins as well.  

74 Rear (Alleyway) There is no driveways on my street. Back alley 
pick up is perfect-there would be NO place for 
the bins to go if they move it to the front.  

Negatively I live in parkside on sunset place. If pickup was 
moved to the front it would severely impact the 
ALREADY minimal parking we have due to people 
not placing their bins back into the alley and ya not 
having driveways to store the bins on. It will also 
be very difficult to move the bins to the front of 
the house while dragging it along our lawns- 
espcially in the winter as they will have to be 
stored in the back and moved to the front weekly.  
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75 Rear (Alleyway) It’s convenient and doesn’t take up parking 
spaces in front of residences  

Negatively Having the bins in front of the houses looks messy. 
Also, when the bins are full, they could be tipped 
over leaving garbage on the streets or yards. At 
least in the alley it’s less noticeable and have less 
chance of garbage blowing into your yard.  

76 Rear (Alleyway) convenience and the fact that the wast 
containers are stored in the back yard out of 
sight.  

Negatively wast cans would be sitting in front of the house 

77 Rear (Alleyway) I like it in the alley ais this keeps those unsightly 
bins in my back yard 

Negatively I would not know where to put the bins as my 
driveway is used fully by my vehicles. Does this 
mean then the town would not maintain the 
alleys? Ha 

78 Rear (Alleyway) I like the fact that the bins are off the street and 
for me it is much more convenient to move 
them to the back alley from where they are 
placed in my yard. 

Negatively It would be much more difficult for me to move my 
bins thru my yard and out to the front street.  

79 Rear (Alleyway) Love that I don't have to stare at big ugly bins 
all day waiting for them to be emptied! 

Negatively It would either block our driveway or block parking 
spots on the road side. 

80 Rear (Alleyway) I prefer to have the alley pick-up as I live on a 
very busy street with many heavy trucks and 
large equipment travelling this road. Also front 
pick-up is unsightly. 

Negatively There are too many large vehicles that travel in 
front of my home already. Front pick-up is 
unsightly.  Our current waste removal contractors 
are doing a poor job leaving our garbage out for 
many hours. They do not do as good as job as the 
previous contractors. 

81 Rear (Alleyway) I like the fact that it is out of the way. I don’t 
like the fact that our recycle doesn’t get picked 
up every time it should  

Negatively It would make it difficult to have vehicles on the 
street if we have company  
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82 Rear (Alleyway) I like rear (alleyway) pick up as the bins are out 
of site and not in the way of parking 

Negatively It makes street parking difficult. 

83 Rear (Alleyway) I love the alley pickup. Keeps the unsightly bins 
out of sight.  

Negatively Would limit parking and o don't want to have to 
constantly have to look at the bins. Trying to 
remember when to put them out etc. I keep them 
in the alley ans like them there. Would not look 
nice in the neighborhood  

84 Rear (Alleyway) Rear pick up best.  I keep my bins stored on my 
property until scheduled pick up day.  No other 
resident on my street comply with bylaw.  But, 
the town needs to keep the alley groomed for 
the trucks to pick up.  IE snow removal, filling 
and packing ruts.  This is remmidied by adding a 
plow to your existing trucks.  Front pick you 
have to joking, only in residential areas which 
doesn't have rear pick up access.  As your 
bylaws are not current, they don't meet 
provincial laws, keep trailers/camping 
trialers/holiday homes off the streets to help 
front pickup. 

Negatively The streets are not conducive to front pickup.  My 
family has one vehicle and has to add a park pad 
and eventually a garage to accommodate 
additional parking as our home also adjacent to a 
fire hydrant.  Coaldale refuses to clean paved 
streets during winter until people complain in my 
area, which is the same with rear pick up.  If you 
want front pickup, I can pull my bins into the 
middle of the paved street. 

85 Rear (Alleyway) Is works well in the alley ... our alley is narrow 
and is hardly used for anything but waster pick 
up.  

Negatively Terrible idea and won't work for us for many 
months of the year unless you allow us to leave the 
bins on the front street for a few days at a time, 
which no one wants!  We are retired and spend 80 
days away every summer. Our pick-up days are: 
recycle on Friday and compost and waste on 
Monday...WHEN WE ARE NOT HERE!! As last 
weekend (and the upcoming weekend), we leave 
on Thursday and return Monday, Tuesday or Wed.  
Although it violates silly rules, we often place one 
or two bins out before we leave so they are 
emptied while we are away on Friday and Monday. 
This Thursday we are leaving for 5 days, so if you 
move pick up to the front street will you allow (will 
you want?) us to place all THREE bins on the front 
street on Thursday and bring them on next 
Tuesday? (And let's no forget the wind here will 
blow empty bins over.) Yet this is the ONLY way 
that we will get our recycles (what a waste of 
taxpayer money that program is!!!), waste and 
compost removed. We pay taxes and expect the 
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town to collect our garbage...moving to the front 
street will not work for us for five months of the 
year...unless you allow us to leave the unsightly 
bins on the front street! BAD IDEA!! Totally 
opposed to front street collection!     

86 Rear (Alleyway) like that the bins are in the back out of sight; 
easy access for me as a senior to take my bins 
out in the rear of the house 

Negatively As a senior, it is more difficult for me to pull the 
bins across my property to the front.  
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87 Rear (Alleyway) Negatively 

88 Rear (Alleyway) Its great. Keeps stink in the alley and traffic 
moves nicely. Also more sightly than the 
neighborhoods that have them out front 

Negatively We have no desire to pull the bins out front. 
parking is already crazy when school gets out as 
well so bins will be getting hit by cars. 

89 Rear (Alleyway) I really like the rear (alleyway) pick-up as they 
are all located nice and neatly out of the way. 
They are also protected from the wind in my 
location. 

Negatively If parked in the front, they would be exposed to 
the wind and garbage would be flying all over the 
place. We all know how windy it can get here. 
Chance of injury would increase as I would have to 
roll them out 50' and in the winter time that would 
not be fun.  

90 Rear (Alleyway) Rear pick up keeps unsightly (3 huge 
containers) bins off of front street. It is easier to 
haul gargbage to unsightly bins in back yard and 
then to roll them outside of back yard fence, 
than to haul the bins all the way to front street. 
There is more wind protection in alleyway and 
therefore less being blown around. Wind in 
front street would have bins all over and down 
the street. 

Negatively Harder to get garbage to pick up site. Would 
negatively impact aesthetics of front street with 
unsightly but be. Wind would blow the bins down 
the street. Bins on street would be a traffic 
nuisance and possibly an accident hazard. 

91 Rear (Alleyway) Out of the way, out of the wind. Negatively Live across from KA, full streets, full wind, pesky 
teenagers (-; 

92 Rear (Alleyway) Happy with Alleyway pickup.  Sometimes pickup 
a bit late but otherwise okay 

Negatively i have enough garbage come to our front door 
without the bins being in the front.  The wind  
would make a mess ofm the bins and create a big 
hazard for vehicles and children 

93 Rear (Alleyway) Negatively 

94 Rear (Alleyway) I like that the bins are stored in the back of our 
yard.  We even built an area that juts into our 

Negatively We have a step that rises from our side walk to the 
driveway.  It would make pushing bins to the front 
very difficult.  If we kept the bins in the front, our 
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yard but outside of our fence to accommodate 
bins.  It is definitely our preferred location.  

beautiful landscaping would be affected.  I think 
that curb appeal throughout the town would go 
down. 

95 Rear (Alleyway) Like pickup location.bins in my yard  and not an 
eye sore in front of house. Also my solid waste 
has been picked up in same location for 35 
years. 

Negatively It affects the parking in front and looks terrible. In 
windy conditions tubs end up getting blown 
around. I know because houses across the street 
have front pickup . 

96 Rear (Alleyway) We like rear pickup as we live on a long street 
with no houses to block the west wind.  Right 
now leaves and garbage already blow into our 
yard and we have to clean it up. With our west 
winds we feel even more debris would end up 
in our yard as recycling, green waste, and 
recycling bins are sure to blow over down the 
street reef from us. 

Negatively More garbage and debris blowing into our yard 

97 Rear (Alleyway) Convenient, bins are not an eyesore in front of 
house, bins are protected from wind and do not 
blow over, cars parked on the  street are 
bumped by bins. Bins can be stored in back yard 
and provide easy access to my house  

Negatively We do not have anywhere in front to store the 
bins. Bins stored in front of the house are an 
eyesore. There are lots of cars parked on our street 
and not room to add bins. Our house faces west so 
the bins would be impacted by wind.  

98 Rear (Alleyway) We keep our cans beside the back gate.  With 
street pickup we would need to haul them 100 
feet to the front through 2 feet or higher drifts 
in the winter. 

Negatively Our street is very congested with vehicle at our 
end of the block. Some of our neighbors are 
actually at war over parking spots. Putting the carts 
in front would escalate the situation greatly. Cans 
would be getting knocked over and contents 
spilled on the street. Cans from across the street 
would blow over to our side when empty and there 
are high winds.  
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99 Rear (Alleyway) We have more room in the rear alleyway for 
the current pick-up.  

Negatively We have no room to keep our containers near the 
front 

100 Rear (Alleyway) It is easy to put my carts out in the winter. It 
keeps the street looking tidy and carts are not 
blowing all over the road in when the wind 
knocks them over after being emptied. 

Negatively I would need to keep the carts in my garage in the 
winter and because it is only a single garage it 
would then be difficult to park as the carts take up 
a lot of space. 

101 Front (Street) I have to move my bins from back to front 
because a garbage can at the front of the house 
is disgusting. I have a perfectly good alley that's 
what it's for. 

Negatively 

102 Rear (Alleyway)  We prefer the rear pickup so far- more 
convenient to put bins in & out. 
 Our bins are put in our yard the day of pickup.  

Negatively Concern with wind blowing bins across street or 
either direction.  Need to move our vehicle each 
time a bin is put in or out, as bins would be .behind 
our vehicle parking. 

103 Rear (Alleyway) I love having it in the alleyway . If it was in the 
street the wind will just blow them done all the 
time  

Negatively I Live across from the highway and the winds get so 
bad we can’t put anything in the front yard the 
bins would always just blow over and we would 
just be left picking them up constantly 

104 Rear (Alleyway) It is the most convenient location. I have 
created a space on my property for pick up of of 
the alleyway. 

Negatively It becomes inconvenient and will be an unsightly in 
my neighborhood with all the bins stored in plain 
sight. Further it impacts parking and will become a 
significant risk of damage to vehicles as the large 
truck trys to maneuver in the confined space on my 
street 

105 Rear (Alleyway) It’s optimal. Only problem is it’s forgotten a fair 
bit in the past 

Negatively No where to keep the bins. Road is already neatly 
impassable all winter, more tuts would be much 
worse  

106 Rear (Alleyway) I like that it’s not all over the front of the street. 
I don’t like that we are missed sometimes 

Negatively Currently we are able to store the bins neatly in 
the back. If moved to the front storing them and 
transporting them to the front in the winter would 
be an isdue 
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107 Rear (Alleyway) working just fine other than the alley does get 
torn up and rutted in the winter.  A lack of 
maintenance is the only problem. 

Negatively We have changed our container space twice to 
accommodate changes to the collections system 
and have no desire to have to accommodate space 
in our front yard for storage of our 3 bins. 

108 Rear (Alleyway) Much preferred over street front. With the 
build up of ice and snow on our street over 
winter with the excessive flooding of the street 
in the thaw, our street is a big mess at the best 
of times. The town plows our street a couple of 
time a year but not nearly enough to allow 
street front pick up of waste. The waste 
containers would be in the middle of a street 
river during thaws or rainy days. 

Negatively Much preferred over street front. With the build 
up of ice and snow on our street over winter with 
the excessive flooding of the street in the thaw, 
our street is a big mess at the best of times. The 
town plows our street a couple of time a year but 
not nearly enough to allow street front pick up of 
waste. The waste containers would be in the 
middle of a street river during thaws or rainy days. 
Street snow accumulation would make this a 
terrible, negative impact. 

109 Rear (Alleyway) I like the rear pickup as it saves wear and tear 
on our busy street. We have enough traffic of 
heavy trucks, semis and school buses. 

Negatively The town set up was originally back lane pick up. 
Less chance of garbage can being hit by a car 
speeding around the corner. 

110 Rear (Alleyway) I like that it is in alley and does not affect 
parking on our street 

Negatively It wii affect parking on our street 

111 Rear (Alleyway) Since we just recently spent over $1000 
modifying our back yard knowing that front pick 
up was not possible or an option even after my 
opinion has been expressed to past operational 
staff about front pick being viable. So we like 
how we designed our back yard being gated 
and orderly in the back with all 3 bins to 
accommodate alley pick up. 

Negatively Because of the amount of money we recently (this 
year) spent to modify our back yard to 
accommodate alley pick up. 
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112 Rear (Alleyway) We have built our back fence to accommodate 
all three bins. It is convenient and easier. 

Negatively We do not have room I. Our front area to keep 
these bins stored neatly 

113 Rear (Alleyway) I like the alley pick up because we have places 
to put our empty bins .And if it was out front it 
would take up where people park and the bins 
tip over easier when it’s windy. 

Negatively It would take up where you park or block the 
driveway  

114 Rear (Alleyway) We like it. It’s much easier to put the bins out in 
the back and would be a big hassle if we had to 
bring them to the front.  

Negatively It is much more difficult to get the bins to the 
front. We have steps and would have to try to haul 
the bins up the steps and would have to move 
drain pipes and other things to try to get it to the 
front.  

115 Rear (Alleyway) That we can't leave them out. Negatively The bins the alley don't get blown away in the 
front they would be blown away or run over.  

116 Rear (Alleyway) Out of sight. Doesnt clutter up the front 
prevent parking etc 

Negatively Excessive amount of bins out with tons of cars on 
the street 

117 Rear (Alleyway) It gets missed once in a while Negatively Unsightly in the front 

118 Rear (Alleyway) Negatively 

119 Rear (Alleyway) I like the location of my pick up as I have an 
inlet for all my containers.  

If it moves to street pick up the cans will be in 
the middle of the road as part of our street 
does not have driveways,  and if windy they 
could end up on the highway as there is no 
guard rail. 

Negatively Parking becomes an issue on the street. And no 
easy access to store the container s neatly. 

I will not chase my bins down the highway..... 

The bins will cause a traffic hazard on the streets 
when they re put down on there side from the 
truck/ driver still moving when he sets them down. 
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120 Rear (Alleyway) It's in the alley, which is hidden from the front 
of the house and doesn't impede on the overall 
"look" of the front of our home 

Negatively I feel like we have back alleys for a reason. If the 
pick up changes to the front, it impedes on parking 
and the overall curb appeal 

121 Rear (Alleyway) Convenience of not having to drag heavy bins 
back and forth to the street. No clutter on the 
street with peoples bins everywhere.   

Negatively We work shift work and live on a busy street.  
Moving the bins to front pick up would increase 
the chance of us missing pickups. It would also 
create driving and parking hazards as many people 
park on the street and the bins would impede the 
ease of parallel parking.  There is also a significant 
risk of property damage due to the crowded 
parking on the street combined with bins being 
removed, picked up and bumped by vehicles.  The 
streets would simply be too crowded. 

122 Rear (Alleyway) Its good Negatively Have to move bins way further 

123 Rear (Alleyway) Keeps front street appealing Negatively Why punish those who do things properly. Do not 
have a good place to store bins plus driveway has a 
steep slope compared to other areas 

124 Other At this location we have street pickup, but to 
the side of our house. Previously we had alley 
pickup. 

Negatively People do not put their bins away. It is very 
unsightly to drive around town and see all three 
bins parked at the front of a residence. Absolutely 
no curb appeal!  
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125 Rear (Alleyway) alley pickup would and is the best location for 
many reasons - smell - parking - traffic - ease of 
use(move to the front and I would probably just 
use one container instead of 3) 

Negatively no parking - traffic - ease of use 

126 Rear (Alleyway) Bins are stored in the backyard and easy to 
move to the alley 

Negatively would have to find a new place to put all three bins 
and they are an eye sore in front of the house 

127 Rear (Alleyway) I love that my bins are in the back of my 
resident 

Negatively It would be EXTREMELY inconvenient if not 
impossible for me to roll my bins from my back 
storage to the front of my yard, as there is a 
cement step blocking the path.  It would 
EXTREMELY NEGATIVELY impact parking in our cul 
de sac.  They could more easily be knocked around 
and mixed up by vehicle and foot traffic.  I live in 
an older area with detached garages, yards and 
garbage storage have been designed around this 
fact.  I LOVE my bins and use them regularly, but I 
don't love them enough to have them as yard 
decor.  I would think Communities in Bloom would 
have to agree that they don't enhance a properties 
beauty. 

128 Rear (Alleyway) Negatively With the change to bi-weekly garbage pick up, the 
bin is now much heavier to pull/push from it's next 
to the alley current location all the way through 
the yard to the front street. 
We live on a snow clearing priority street which is 
heavily travelled, particularly by school buses and 
frequently by emergency vehicles. 
The neighbor across the street is an elderly single 
woman with a heart condition; expecting her to 
drag the bins to the front would be a problem. 
If everyone parks their three bins in the front of 
their homes, it would be unsightly. 
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129 Rear (Alleyway) We live along secondary 845 and having waste 
pick-up along that busy road is something that 
should not happen.  With wide loads often 
using that stretch of road the addition of 
garbage bins would add to the confusion and 
danger already inherent. 

Negatively As already stated the mingling of lots of traffic with 
the collection of waste is not a good idea. 

130 Rear (Alleyway) I like it picked up at the rear of our home.  Is 
where we store our bins so it is convenient 

Negatively We would have to drag our bins to the Front Street 
and leave them out there all day until we get home 
from work. 90% of the time they will be blown 
down the street.  

131 Rear (Alleyway) Containers are not takeing up parking spots as 
on the street there are so many vehicles parked 
on the street where do you place the containers 
then? Containers in the alley if they blow 
around in the wind will not block trafficas it 
would if it is on the street 

Negatively a spot to put the containers for pick up would be 
impossible to find as there are so many vehicles 
parked out front. Snow removal on the street 
would be greatly impacted with the containers on 
the front  street 

132 Rear (Alleyway) Bins are not in the way Negatively Reduced parking.  Risk of property damage to 
vehicles. Looks trashy. 

133 Rear (Alleyway) It is convenient and no front street clutter Negatively It would add more clutter to an already busy street 
with limited parking.  Also the garbage truck has 
the potential to hit vehicles and there are a lot of 
small children playing out front which are hazards  

134 Rear (Alleyway) I love this.  We can keep our bins against our 
fence and put them out when we need.  There 
is little room in the front of our house to keep 
these bins with cars parked on the road! 

Negatively Now I have to make room in the front or my house 
around cars and driveways and walkways to put 
out my bins.  I have the ugly bins in the back so no 
one needs to see them. 
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135 Rear (Alleyway) I like that it is in the back alley. I think having 
garbage cans in the front yard looks disgusting. 

Negatively The school buses go past my house to go to Kate 
Andrews. I think it would be horrible if the buses 
would have to navigate the street with garbage 
containers all over.  

136 Rear (Alleyway) I like that it is out of the way of our front 
driveway. Also when it is in the back, it makes 
our street look cleaner  

Negatively It would get in the way of our driveway and it 
would make it difficult when we have company 
over.  

137 Rear (Alleyway) I like it as we are on a busy school bus/snow 
route and  the bins do not blow around. In the 
winter though the snow does make it difficult 
for the truck to get in and out 

Negatively street parking is already tough. We are a snow 
route and a busy school bus route so I worry that 
the pick up would impede traffic and make it 
dangerous for the elementary children in the area 

138 Rear (Alleyway) Only need to move bins a short distance from 
their storage location. 

Negatively Currently in parkside parking is at a premium. 
Adding three bind per house on one day would 
make parking even more of a chore the night 
before pickup days. 

139 Rear (Alleyway) Negatively Too much heavy truck traffic on already poor main 
paved roads in the Garden Grove area. Not a Good 
idea!!!!!! 

140 Rear (Alleyway) We prefer the rear alley pick up.  If the survey is 
result of people not removing their bins from 
the alley after pick up then take enforcement 
action. Do not change rear alley pick up 
because of a few who disregard the rules.  

Negatively Moving pick up to the front street creates a traffic 
hazard by placing the bins on the street due to 
parked vehicles,..especially in the summer months 
with RV trailers being parked on the streets.  

141 Rear (Alleyway) Like it. Do not change Negatively I live in a cul de sac with lots of cars parked on the 
road. No way we could all get our 3 bins out there. 
And how are the trucks supposed to pick up with 
such congestion. So messy looking. People don’t 
take them in from their alley... how long will they 
remain in the street??? Ugly. If the alley is an issue 
start ticketing those who do not comply.... like was 
stated so long ago. Front pick up is not a solution 
but a bigger problem. 
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142 Rear (Alleyway) Like not seeing the garbage, compost, recycling  
bins.  

Negatively Only in the winter would it negatively  impact as 
Volker does snow removal  and tend to plow into 
the driveway 

143 Rear (Alleyway) I love that all our waste is contained to an area 
away from the house and yard. The alley is 
discrete and perfect for housing our 3 bins 
(they take up a lot of room!). It's fantastic for 
putting the bins out for pickup, there's no 
hassle with getting them out the gate and to 
the front curb. 

Negatively It would be a major inconvenience if it was 
changed. We have no space for the three bins in a 
discrete location, it's much farther to put the bins 
out, and it looks tacky and uninviting. In addition, 
having pickup in the front would cause problems 
with parking - for both residents, visitors, and the 
Town staff who picks up the garbage. The back 
alley, when available, should be designated for 
trash and waste. 

144 Rear (Alleyway) I like that I don't have to keep my bins- which is 
now 3!!! In front of my house. I think they are 
eye sores and what else is an alleyway used for 
besides garbage pickup. If they take it away we 
should get rid of the alley completely and add it 
to home properties. 

Negatively I have no space to leave my bins up front. It is an 
ugly eye sore. Also parking will be greatly affected 
on the garbage days 

145 Rear (Alleyway) Covenience Negatively Less convenient 

146 Rear (Alleyway) Negatively The bins would affect the curb appeal of my home 
since it’s not convenient for me to take them to 
the back or side of my home 

147 Rear (Alleyway) I like that it’s in the alley so I don’t have to pull 
my carts all over the place.  

Negatively My kids play out front a lot. If it were moved to 
front pick up I would fear for the safety of my 
children. I see no need to move it to front pick up. 
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148 Front (Street) I don’t like that the streets are not plowed in 
the winter. It is impossible to put the bins in an 
acceptable location on the street when there 
are deep drifts, and no free shoveled that area 
then they would be sitting in a hole. 

Negatively Increased wear on streets in town. Disappointed 
neighbours who do not have suitable space in their 
front for bins. Kids walking by more bins on the 
way to school. They stink and are tempting to play 
with. 

149 Rear (Alleyway) I live in Parkside where a lot of houses do not 
have driveways. It would be an absolute 
nightmare if it was switched to the street 

Negatively There is not even enough room to park on my 
street sometimes. It would be a disaster if we had 
to switch to the front. 

150 Rear (Alleyway) Are you nuts considering street garbage pickup, 
leave it in the ally 

Negatively Are you nuts considering street garbage pickup, I 
lived in Lethbridge with no back ally. it had to be 
street pickup, always others vehicles parked in the 
way or wind blowing them over and garbage all 
over the street 

151 Rear (Alleyway) Negatively there is nowhere to store the carts 

152 Rear (Alleyway) I like it because lots of people park on the 
street in front of their houses because most 
don’t have driveways. If it were to go to the 
front it would be lot harder for people to park 
and the pick up people because of all the 
vechiles  

Negatively Because street parking is already taking up a lot of 
parking spaces and it would be hard for the pick up 
person to get the bins without damaging other cars 

153 Rear (Alleyway) Safer, as I live On 20th St. I am a shiftworker so 
cannot always bring the bin back in the same 
day. This would be a safety concern out front. 

Negatively Because of it being a major road. I cannot always 
bring my bin in so it would be a safety concern for 
traffic. 

154 Rear (Alleyway) I like the current location at my house because I 
don't have room to store them at the front of 
my house. 

Negatively I don't have any room to store them up front and 
they would be sitting on the street for many hours 
before anyone would get home from work to move 
them. 

155 Rear (Alleyway) Like alley pickup it is less intrusive it also allows 
for us to store the bins near our garage out of 
the way. 

Negatively Do not like the look of bins front on the street. This 
area is windy do not want to chase our bins down 
the street.  
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156 Rear (Alleyway) Negatively We don't have adequate front street parking as it is 

157 Rear (Alleyway) been there for years, its convienient. Just 
enforce the current bylaw.no bins allowed in 
lanes. why is this such a problem. 

Negatively affects limited parking, and its unsightly and not at 
all convenient 

158 Rear (Alleyway) We like it in alley. Way to hard for seniors to 
move big containers to front every week.Makes 
the streets look messy!!! What is ally for??? 

Negatively Not moving containers from back to front every 
week 

159 Rear (Alleyway) I like the rear pick up, parking is tight in the 
front and would create some issue if the pick up 
is moved to front yard vs rear, and also will not 
look as good  

Negatively It creates issues , if you do not have a driveway and 
parking is tight what do you do with the vehicles 
for one day every week? 

160 Rear (Alleyway) Like it because it keeps the waste off the street 
and doesn't block the limited street parking 
allowed at my home.  Don't like that the town 
doesn't enforce its by-laws in regards to 
removal of containers from alley way. 

Negatively The containers would end up in Taber and I would 
lose the little on street parking I have. 

161 Front (Street) looks terrible. we get others blowned out stuff 
that missed the truck. we had our cans tied 
nicely in the back alley they did not blow away 
like others did. they are lazy not picking up 
there cans. were we have to put our cans ..it 
now stinks stinks  stinks not just from ours but 
the neighbour's as well. WE NOW HAVE A LOT 
OF FLYS AND WASPS AND WE DID NOT BEFORE. 
SAFTEY FIRST PUT THE CANS BACK IN THE 
ALELLYS.  

Negatively stinks,,, flys and waysp are always around our 
home. we had a nice place in the alley for them 
and we had  have bungy cords that hhold them in 
place no garagabage blowing here. 

162 Rear (Alleyway) the bins are out of sight, and are easy to move 
in and out. the bins in the front yards look 
discussing, when not put away and blowing 
down the street. Some pickup drivers should be 
more careful with dumping the bins when 
empty.  

Negatively The bins would need to be moved half a block 
every time, as there is no spot to store them out 
front. If the problem is the bins not being moved, 
then the bylaw officers should be doing their jobs. 
It would mean getting out of the vehicles, but if 
they would ticket the ones that never move them, 
it would fix it fast.  
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163 Rear (Alleyway) I like the idea of 
 alley pick ups as they keep the streets less 
cluttered 

Negatively The street in front of our home is full of cars 
parking on the street and if the bins were put out 
front, there would be more street clutter and 
getting in and out of our driveway would be more 
difficult 

164 Rear (Alleyway) Don’t have to move the bins, they don’t block 
any parking and are sheltered from the wind so 
they don’t blow away an require the town to 
pick up.  

Negatively They would be affected by the wind as well I have 
limited parking in front of my house and this would 
be impacted.   

165 Other Negatively There is no way I can bring the bins to font of 
house from my back yard. And in winter I cannot 
even get the bins out onto alley because notice last 
winter was there a snow plow on the alley or on 
23rd Street (my front side). I called the Town 4 
times with no response or even a call back to my 
messages. So I took my garbage bags down the 
block to neighbours bins (poor service).  

166 Rear (Alleyway) Negatively Storing bins in the front is unsightly. Moving bins to 
the curb in winter months is a challenge for 
seniors. I am a senior. Chances of hitting a parked 
car on the curb will be increased. Bins left on the 
curb will reduce parking.  

167 Rear (Alleyway) Negatively We would have to drag the box to the front. Very 
inconvenient for us. We had the gate in the ally 
built for this reason, installed $1500 specifically for 
back pickup.  

168 Rear (Alleyway) Negatively It would make it harder to put bins out in the front 
yard in the winter because we keep them in the 
very back yard so not so far to pull we are seniors.  
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169 Rear (Alleyway) I like that the carts on not on the street in front 
of houses and it’s easier to access the back 
alley.  

Negatively I hate seeing all f the carts in the middle of the 
street and it infringes on parking.  

170 Rear (Alleyway) to many cans but other than that its good Negatively when manual pickup was discontinued,the back 
fence was changed to accomadate this change,the 
front does not have space for this move and i dont 
think i should be asked to do it again. 

171 Rear (Alleyway) Negatively Well our driveway isn’t big enough to fit all vehicles 
that are at our house so we park on the street in 
front of our house. It would be annoying to go and 
move my car every morning just so garbage, 
recycling and compost could be picked up. 

172 Rear (Alleyway) I like the fact that it is not visible when people 
walk up to my house. Things like garbage bins 
can get gross sometimes and it is nice to keep it 
in the back out of sight.  

Negatively I do not have room to store these bins in the front 
yard somewhere. So I would have to take them 
from the back yard to the front yard which doesn't 
make sense. I also park on the street where the 
bins would be placed and I don't want the trucks to 
be getting close to my vehicles when they pick it 
up. I would have to place them in the middle of the 
street to keep them away from my vehicles. Not to 
mention that it looks unpleasant to have all 3 bins 
sitting on the front street for a quarter of your 
town every day. I like when I can drive down the 
streets without having to look around garbage bins 
when pulling into the street. I already have to look 
around trailers. 

173 Rear (Alleyway) Negatively 
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174 Rear (Alleyway) Our bin storage is located at the rear of our 
yard, so alley pick up is convenient.  

Negatively Our bin storage is located in the back of yard near 
the alley, so we would have to make a trip across 
the yard with our bins. During the winter months, 
this would be difficult as snow piles up quickly.  

175 Front (Street) I am happy with it. Only complaint is some 
neighbours leave bins out on blvd all week (On 
cottonwood drive) and it’s an eye sore 

Negatively I would really mind but I can see forgetting to put it 
out more often if it moved to the rear since I would 
see it in the morning. And it would be hard to get 
in and out of our yard as it has a concrete retaining 
wall.  

176 Rear (Alleyway) Our bins are easily stored near our garage (in 
the back), which means I don’t have to look at 
them everyday. This also means I don’t have to 
look at my neighbors bins as well. It’s 
esthetically pleasing. 

Negatively I’m worried that it would impact our street 
parking, and moving vehicles to accommodate this 
could be a hassle.  

177 Rear (Alleyway) I would prefer to keep it in the Alleyway as that 
is why we bought a house with an Alley. It 
would become an Eyesore and take away curb 
appeal. In the winter it could become a real 
problem with the Snow. Maybe the people who 
are leaving their bins in the Alley should be 
ticketed.  

Negatively It could become unsightly, would put extra stress 
on the roads and breakup the roadways. If people 
are not bringing them in from the Alley what 
makes you think they will bring them in from the 
road? Why punish those of us who are 
responsible? Having the bins left on the roads 
could be dangerous for traffic. 

178 Rear (Alleyway) It's great. Prevents traffic hazard and bins 
blowing into traffic on windy days.  

Negatively Front street parking already tight. Also no where to 
store bins in front yard. Additionally,  since change 
to biweekly pickup the bin stink on a hot day is 
enough to choke a maggot. Would not like it out 
front 

179 Rear (Alleyway) It is easy to put the bin out and put it away 
again out of sight with the current pickup 
location as we have storage for bins in our back 
yard. I have observed in neighbourhoods that 
have street front pickup that the trucks have a 
negative impact on the flow of traffic as they 
are picking up the bins - this is not an issue in 
our neighbourhood because we have alleyway 
pickup.  

Negatively I would be concerned about traffic being impeded 
in our neighbourhood during pickup. It would also 
be much more difficult for us to bring the bins out 
from where they're stored and put them away 
again as the location is not convenient to where we 
are able to store the bins - this would be 
particularly concerning in the winter. As our road is 
never plowed in the winter we would have no 
where to put the bin when there is a lot of snow, 
and we would also need to drag it through the 
alley (which also never gets plowed) in order to put 
it out in the first place.  
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180 Rear (Alleyway) Doesn’t affect parking in the front when it’s 
garbage/recycling/compost day.  
Garbage/recycling bins are nicely in the back 
yard near the back fence where they are easily 
accessible rather than closer to front. 
Personally am fine with and prefer rear alley 
pick up, however the one disadvantage is that 
the heavy garbage truck puts deep ruts into the 
alley and I struggle to get my low vehicle out 
sometimes withoy scraping  

Negatively Loose parking and would be a nuisance to haul 
containers all the way to the front  

181 Rear (Alleyway) It it's currently better sheltered from the 
wind...most alleys are tighter and have higher 
wind breaks than the street. If moved we would 
have to chase our bins down the street as our 
neighbors across the street do. It is also less of 
an eyesore to have them in the alley 

Negatively More bins would be lost, damaged or in the way of 
vehicles if they were moved into the street. As well 
it is an eyesore to look at them out front 

182 Rear (Alleyway) I like it. I notice front bins get blown away Negatively 

183 Rear (Alleyway) Like rear pickup, bins are not in the way for 
parking up front.  

Negatively There would be no place to put the bins out except 
in front of the driveway 

184 Rear (Alleyway) Set storage location that controls odors at back 
and  maintains neat appearance. The cans up 
front look  terrible, and depreciates houses. 

Negatively Longer distance to dispose of trash. If keeping bins 
out back, will need to shovel path around house to 
allow bin movement.   Get rid of a bin and let the 
people decide if they want to recycle / compost... 

185 Rear (Alleyway) My bin dont have to be by my front door. I can 
keep them in the rear of my house and keep 
the stink there. It is convenient not having to 
remember to take my bins to the street. I keep 
them on my property but just enough that the 
truck can still reach it. 

Negatively I dont want my bins by my front door stinking. I like 
my rear waste pick up. The bins blow away in 
strong winds. It is better for them to do this in the 
back alley way instead of the road way where it 
could cause more problems and safety hazards. 
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186 Rear (Alleyway) I like that i dont habe to have all those bins in 
front of my garage. They are by the back fence, 
no smell in my yard. And we live alley pick up! 
Please don't change! 

Negatively Stinky bins too close to house and back yard that 
we like to visit in. Bugs etc. No room for bins in our 
front 

187 Rear (Alleyway) I like that the pick up is out back cause then I 
don’t have containers sitting infront of my 
house all day, plus they don’t blow over or 
away if they are picked up in the alley  

Negatively I keep my containers out back, this is out of the 
way, I live on a corner lot, so the pick up of 
containers would be infront of my drive way or 
right infront of my nice yard, i  also having to 
literally move them all the way from the back to 
the front. The wind would also send my containers 
all over the place after they were emptied, I work 
all day so they would be out front all day just 
sitting there free for the taking or blow away. 

188 Rear (Alleyway) We park our vehicles in front of our house and 
wouldnt be able to park there if there was front 
pickup. We dont have a driveway. This would 
be a big inconvenience. 

Negatively We would have to park our vehicles elsewhere 
because there wouldnt be room for the bins and 
vehicles on pickup day. We dont have a driveway 
and have 3 little kids. 

189 Rear (Alleyway) Doesn’t take up valuable parking on street Negatively Don’t have room in front for bins 

190 Rear (Alleyway) Love it because it is convenient for my bins to 
be wheeled in the alley.  

Negatively To have front pick up would not be convenient at 
all.  Also most people work all day and the bins 
would be on the street all day, what an eye sore.  

191 Rear (Alleyway) It’s very convenient where it is and we can 
leave our bins in the same place all the time. 

Negatively We do not have a driveway, so moving from the 
backyard to the front street would be very difficult 
especially in winter.  

192 Rear (Alleyway) Less likely my empty bins will blow away in the 
wind. Easy access to and from my yard. 

Negatively We would have to bring our bins through our 
garage and out to the front. And be ready to bring 
them in as soon as they are empty so they won't 
blow away. 
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193 Front (Street) I dont have room to store my bins in front .I pay 
high taxes and it degrades my proptery with 
them in front. . This is one reason why we 
bought a house with a alley so our bins would 
be out of site  

Negatively 

194 Front (Street) Looks and smells disgusting in front of my 
house. I have a paved alley for a reason. There 
was no input from the residents whether this 
should happen  (also about the compost bins 
and garbage every second monday). Taxes are 
increasing, the least you could do is keep the 
bins in the back. Stupid fucking decision.  

Negatively Looks fucking disgusting and stinks!!! Move it back 
to the alley!! 

195 Front (Street) It is completely idiotic. One of the perks when 
we bought out house was the alleyway garbage 
pickup. Now we have 3 fucking bins in front of 
our house blowing into our vehicles and litter 
from others spilling onto the street.  

Negatively Ours has already been changed from alley to front 
so the question is poorly worded. Move it back to 
alley already. 

196 Rear (Alleyway) Easy place to store and dont have to struggle 
getting it to curb where I have to be vigilant 
about people's cars. 

Negatively Harder to get bins to curb. Too much ch on street 
parking. Would likey be forgotten many times as I 
park in the back and remember when I see my 
buns beside my truck. 

197 Rear (Alleyway) Please keep it in the alley! It will be very hard in 
the winter with the snow piles on the street in 
front to access the front and I like those stinky 
bins in the back yard ;)  

Negatively Snow piles are sometimes 6 feet high in the front 
after plowing... will be no room for bins.  I also 
have no storage for the bins in the front. I love 
them in the back! 

198 Rear (Alleyway) I love it!  I can take my waste out and put 
directly in the bin . . And o don't have to try and 
remember pick up days  cause they are always 
just there ready 

Negatively Trying to remember pick up schedule.  Also it gets 
pretty windy around here and I have seen many 
bins end up in the middle of the road 

199 Rear (Alleyway) I like that I don’t have to have refuse carts in my 
front yard. I like that it is easy to put the cart 
out in the alley when it is full. I’m happy that I 
don’t have street pickup 

Negatively I would have to store my carts in my car port as it is 
difficult to get carts from my back yard to the 
front. Due to street parking it will be difficult to 
find a place for my carts especially when I have to 
put 2 out at a time and space them for the truck. 
Also, my street is a drainage route, so it flood 
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during rain in the summer, and gets windrows in 
the winter making it really narrow 

200 Rear (Alleyway) Works perfect , already to many trailers 
vehicles etcetra in front. 

Negatively aesthetically and less convenient 

201 Rear (Alleyway) Negatively 

202 Rear (Alleyway) It’s easy! I leave my bins out back and don’t 
have to wheel them around as they’re quite 
heavy when full. If pick up was moved to the 
front I would not be able to wheel a full bin out 
to the road for pick up.  

Negatively 

203 Rear (Alleyway) I like the current situation, although when we 
bought the house in August of last year, we 
were told that there were plans to pave he back 
alleyway. We live on parkside drive.  

Negatively Parking on parkside drive is already a nightmare. 
The entire community parks on the street. To try 
and fit garbage/recycling/compost out there would 
create havoc. 

204 Front (Street) I don’t like that pick up times are so random 
and not consistent.  Pick up is in front and bins 
stay all day because no idea when it will be. If it 
was consistent then bins could be put out or 
away  

Negatively There is no back ally/roadway 

205 Rear (Alleyway) I like having the rear pickup at my house 
garbage bins not being blown down the street 
and less traffic to hit bins being in the ally  

Negatively No place to put bins due to tight areas to go beside 
my trailer to backyard. Would have to leave bins in 
front yard 

206 Rear (Alleyway) I like pick up in the back alley Negatively It would take away on street parking on pick up 
days  
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207 Rear (Alleyway) It doesn’t detract from the esthetics to the 
front of the house by being out back, and our 
fence is already build to provide a sheltered 
area for the cans and they don’t get blown 
around by wind etc.  

Negatively Wind would easily knock over cans out front, and 
attract wild animals and more cats to the area. It 
also already is a tighter space for parking on my 
street and moving out front would mean more 
issues with parking. It would detract from the curb 
appeal in looks of the building.  

208 Rear (Alleyway) Rear is best for us due to our fencing Negatively 

209 Rear (Alleyway) I love my alley pickup.  
My bins fit conveniently and are protected from 
wind.  
I live in a cul de sac where parking is very 
limited. Having bins out front would be awful 
for parking and inconvenient as it is an older 
area with no attached garages on the front of 
homes.  All garages are located on the back 
alley. Few if any residents have easy access to 
roll bins from back yard storage to front yard 
pick up.  
I love my bins, but not enough to have them in 
my front yard as decor.  

Negatively As listed in answer previously: 
Cul de sac, Parking would be VERY negatively 
affected.  
Older area, No attached garages out front for bin 
storage.  
Older area, Very limited access for bringing bins 
from back alley storage to front pick up.  
Unsightly. Would think communities in bloom 
would have to agree with this? The bins are not the 
most beautiful yard decor.  

210 Rear (Alleyway) Negatively 

211 Rear (Alleyway) The fact that the unsightly garbage bins are not 
sitting at my doorstep and we will have a 
difficult time placing the bins in the front 

Negatively Answered in first question - unsightly bins will have 
to be placed by our entrance to the house and it 
will difficult placing the bins on the street (3 bins 
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because a fire hydrant and our driveway that 
take up most of the space. 

will need to be placed out every other week as we 
get our garbage picked up on Wednesdays). 

212 Rear (Alleyway) Love the location. There's no parking space in 
the front to begin with and there would be 
nowhere to bins either.  

Negatively Theres nowhere to put it. Unless the middle of the 
street.  

213 Rear (Alleyway) Convenient. All others in alley. Take all things 
out at same time.  

Negatively No place to store container 

214 Rear (Alleyway) Negatively 

215 Rear (Alleyway) Garbage containers are not blowing around in 
the wind as they would be if we had street pick-
up.some people over fill their container 
regularly and if the cans get knocked over by 
the wind garbage would be all over people's 
front yards if there was street pick up. We do 
not have a place protected from the wind 
where we can store our cart near the front so 
we would have to haul it through 30 feet of 
snowdrifts in the winter if we had street pick 
up. We have several people on our street with 4 
or more vehicles. Parking is almost a war 
between them as it is. If we had street pick up 
we would likely need to put our bin several 
houses down the street as we would not likely 
be able to put it in front of our house. 

Negatively Please see answer to previous question. 
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216 Rear (Alleyway) love the rear pick-up..works great for us Negatively unsightly, we will need to move our bins a long 
way from where they are now. 
We store them on our property in the rear inside 
our fence line. 

217 Rear (Alleyway) In the alley away from parking, limited parking 
in front of house as we only have street parking 

Negatively Parking in front. Waste bins are sheltered in the 
alleyway from wind, traffic, and pedestrians  

218 Rear (Alleyway) Convenient Negatively We have limited parking out front.  
The bins out back are more sheltered from wind 
which means no waste blowing on the road if the 
lid blows open.  
Pedestrians are not affected by it if it’s out back.  

219 Rear (Alleyway) I would rather it be picked up in the alley 
because I don’t want the bits blowning around 
on the front street potentially hitting cars and I 
have no place to put three bins out front  

Negatively I want them left in the alley 

220 Rear (Alleyway) Negatively 

221 Front (Street) Driver doesn't care how he puts bins back. They 
fall over, can be ways away from curb, kids left 
open even when snowing or raining but I'm 
sure would bitch if full of wet stuff when he 
picked up. 

Negatively Why have street full of bins when you have an alley 
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222 Other Negatively Because I live on main street. People fly down the 
street and pay get little attention to pedestrians as 
it is. 

This may make it more likely for bins to get hit or 
be a visual distraction 

223 Rear (Alleyway) I like that it does not impact parking on my 
street. 

Negatively I live on Parkside Drive which is a narrow street 
and has very limited parking. There are very few 
places where people could actually place 3 bins 
that would be accessible for pick up. 

224 Front (Street) It’s fine as we do not have an alley Negatively We have no alley 

225 Rear (Alleyway) Very convenient!! Negatively I would be very upset about this change 

226 Rear (Alleyway) The bins are out the way in the alley way ! Negatively The parking is very limited as it is we sometimes 
(most days) can’t get parked out the front of our 
house as it is ! Never  mind if we have to put the 
bins out there ! I think it’s a very bad idea!!  

227 Rear (Alleyway) Easier access for containers to brought to the 
alley vs the front. 

Negatively The containers would still be stored by the alley. 
Don't want them in my backyard. 

228 Rear (Alleyway) Rear (alleyway) - I would much rather keep it 
that way as too much out on street and if wind 
blows it makes such a mess when people are at 
work and not able to bring their containers 
back in. Our bins are easier to take to back alley 

Negatively Our bins are much easier to take to our back alley 
as that is how our yard was built to have that 
convenience. It does not make sense to me to 
overcrowd our front streets with extra bins that 
most people who are working are not able to put 
them away until home from work and thus, if there 
is inclement weather; it could cause more hazards 
to the streets. 
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229 Rear (Alleyway) All positive things about back alley. Please do 
not change.It is not visible from the street. The 
smell stays in the back alley. 

Negatively I do not have a place to store front pick up 
container. I might quit using it the way I currently 
do. 

230 Front (Street) We have no back alley, front pickup is our only 
choice. 

Not at all 

231 Front (Street) Not at all 

232 Front (Street) We don’t have alley. It’s easy to see/ check if it 
has been picked up when you arrive home.  

Not at all 

233 Front (Street) I have no complaints. Our yard is very long so 
it's a shorter distance to the front/street than it 
is to the alleyway. 

Not at all 

234 Front (Street) Front is so much easier to remember to put it 
out. And it would free up the alleys a lot more. 
Cause it so hard to get through some alleys 
cause ppl leave there bin in back. Front is just 
easier to remember to put it out and remove 
your bin off the roadway after it picked up  

Not at all 

235 Front (Street) More convenient than having to try and open 
the back gate to take the bins out for pick up 

Not at all 

236 Front (Street) We have no back alley so have no choice Not at all 

237 Front (Street) We don't have an alley so our pickup has to be 
in the front.   

Not at all 

238 Front (Street) No room in back. Not at all Already front 

239 Front (Street) I dont have an alley so don't have a choice Not at all 

240 Front (Street) Front street is only choice for us. No alleyway. Not at all 

241 Front (Street) Not at all 
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242 Front (Street) Don’t mind the location but wish I had a spot to 
put the 3 bins so the wind doesn’t take them 
down the road or tip them over. Maybe the city 
would like to use the land they own off the side 
walk to install an encloser or something to tie 
down the bins near the street.  

Not at all 

243 Front (Street) We don't have an alley. So. No choice. Not at all 

244 Front (Street) I like that everyone pulls in their bins and the 
street looks clean. (no bins pushed over, 
unslightly, etc) 
I don't like that our block miss street cleaning 
because our bins were out.  

Not at all Our neighbourhood alleys would be much cleaner. 
Right now many houses that have rear pickup 
leave their bins out all the time & they get blown 
over / hit.  

245 Front (Street) I like that it's quick and easy to put our bins out 
front. I don't like that our garbage pick up got 
changed to every other week. 

Not at all 

246 Front (Street) Not a problem for me. Not at all I have front pick up 

247 Front (Street) It works okay on the front street. We don’t 
have an ally.  I don’t like that we have 3 huge 
smelly bins with nowhere to store them 
without them being an eye sore.  

Not at all 

248 Front (Street) No problems other than curb appeal Not at all 

249 Front (Street) Nothing! It would be n8ce if we had alley pick 
up.  Our bins hardly ever get picked up before 
7pm. So trying to maneuver around parked cars 
and full bins proves near impossible!! 

Not at all 
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250 Other I'm in a condo complex with a very narrow back 
alley (no room for bins) so our 3 bins are up 
front in the off street parking lot.  These parking 
lots are already congested with no storage 
space for bins, let alone 3.  Navigating bins in 
the way is a pain, especially when people leave 
them for days on end.  

Not at all 

251 Rear (Alleyway) I like not having to look at my bins, but in 
winter slogging through the snow, and dragging 
the bins through the snow, in the back yard to 
the alley is unpleasant.  That said most winters 
have minimal snow so this is not a huge issue 

Not at all 

252 Front (Street) Not at all 

253 Front (Street) We like it except at times are streets are 
crowded with vehicles and hard to fit bit 
properly. 

Not at all 

254 Front (Street) It is great having it out front. Saves the alley 
behind us as both streets use front pick up but 
the people on the avenues use alley pick up and 
that part of our alley always has deep ruts 
when it rains and the ruts remain after  

Not at all 

255 Front (Street) Nice clean way to handle tubs if you take them 
out and bring them in as instructed. Everyone 
should have somewhere to put the tubs even if 
it means rearranging things,whereas rear pick 
up makes it easy to be sloppy with over filling 
and leaving tubs out all the time causing an 
unsightly mess and a torn up back alley because 
of the big trucks. 

Not at all 
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256 Front (Street) Front pick up is out one option as we live on a 
Green strip.  I personally like front pick up, I find 
with rear pick up you see lots of bins strewn 
about.   

Not at all 

257 Front (Street) We were never given a choice of a back 
alleyway pickup.  We live on the short part of 
the "H" in our alley and the new trucks are not 
able to fit or make the corners is what we were 
told many years back now. 

Not at all 

258 Rear (Alleyway) Not at all 

259 Rear (Alleyway) I like the pick up in the back since it provides. Not at all There isn't a lot of space in the front for front pick 
up but it would be more convenient to bring 
everything out. Either way it wouldn't really affect 
me 

260 Front (Street) It’s the only way it can be picked ip Not at all 

261 Rear (Alleyway) Not out beside vehicles and blowing down the 
street 

Not at all 

262 Rear (Alleyway) Ally Not at all 

263 Front (Street) Bins left out night before in the wind get blown 
around as there is no shelter sometimes, not 
often. But due to inconsistent pick up times 
night before can be a requirement  

Not at all 

264 Rear (Alleyway) Not at all 
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265 Front (Street) For houses without front lawns it makes getting 
into the driveway tricky when all the garbage 
cans are out 

Not at all 

266 Front (Street) More problem with parking. 
Unsightly.  

Not at all 

267 Front (Street) We just moved and have front (street) pick up. I 
find that it is a lot easier to get your bins out - 
easier to remember and move. My old house 
started with front pick up and now has alley 
pick up. Alley pick up was horrible, too much 
snow in the winter and harder to move in and 
out of the yard. 

Not at all 

268 Front (Street) We are on a green space, so no other choice :) Not at all 

269 Rear (Alleyway) Not at all 

270 Front (Street) Not at all 

271 Front (Street) Front is fine Not at all 

272 Rear (Alleyway) I like that it is out of site and seems a bit 
protected from the wind. I don’t like it in the 
“spring” months when the ally gets torn up by 
the heavy trucks.  

Not at all 

273 Rear (Alleyway) Deep ruts left by trucks, having to clean a 
pathway in the snow to the alley just to get to 
the garbage/comp,recycling. I like that the bins 
are hidden from the front yard, and wont be 
blown down the street. 

Not at all 

274 Front (Street) love it!  Much more convenient for us. Not at all 

275 Front (Street) Not at all 
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276 Front (Street) difficult to guess when the neighbor parts by 
your bin hence it not getting emptied  

Not at all 

277 Front (Street) We live in a cul de sac, so it’s pretty congested 
with bins, cars, etc. 

Not at all 

278 Rear (Alleyway) Keeps the front cleaner  
No impact to street parking 

Not at all Easier 
Faster 
Cleaner 

279 Front (Street) We like front pick-up Not at all 

280 Rear (Alleyway) I keep the bins on my own property, many 
others do not. 

Not at all 

281 Front (Street) Not at all 

282 Rear (Alleyway) Not at all 

283 Front (Street) Not at all 

284 Rear (Alleyway) Initially we had street pick up. The street pick 
up was more convenient at the time, however 
having your smelly bins near the front door isn't 
that ideal. Since we have moved to the back we 
have to walk all our bins down the alley to the 
back yard (due to fence issues).  

Not at all Just might be inconvenient to have the bins on the 
street around cars. 

285 Rear (Alleyway) People do not take their bins in after collection 
day. It makes it hard to navigate down the alley. 

Not at all 

286 Front (Street) Not at all 

287 Front (Street) Not at all 

288 Front (Street) Harder with on street parking Not at all 

289 Front (Street) Not at all 

290 Front (Street) I like it in the front Not at all 

291 Front (Street) Front pickup is perfect for our requirements Not at all No change required as we currently have front 
pickup and it is working well. 

292 Front (Street) I wish I had a better placement on my property 
for the bins 

Not at all 
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293 Front (Street) Not at all 

294 Front (Street) I like it just the way it is. Not at all 

295 Front (Street) Interferes with parking and the bins can blow 
into the street. Most houses have easier access 
to the alley and more storage in the back 
especially now that there are three different 
bins. 

Not at all 

296 Front (Street) Not at all 

297 Front (Street) Convenient to simply roll bin down driveway 
but dislike fighting neighbor's cars parked in 
front of house for space  

Not at all 

298 Front (Street) We don’t have a back lane Not at all 

299 Front (Street) Not at all 

300 Front (Street) I just moved from a back yard pick up- which for 
4 years was in the front and a new garbage man 
started and then i was only able to do back yard 
going forward. it was awful to move bins from 
close to the house to the back alley, especially 
winter. 
In any case now having front yard pick up. 
much easier to deal with. 

Not at all 

301 Front (Street) Not at all 

302 Front (Street) Like: always completed on time 
Dislike: its an eyesore to the front of my house 
as I have no where to store them 

Not at all Already in front 
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303 Front (Street) I like it picked up on the street because I’m the 
alley I would have to push it down a big curb 
and the fence and it would surely always tip 
over.  

Not at all 

304 Front (Street) It is the only location we have as I live on the 
golf course. 

Not at all 

305 Front (Street) Easy to put the bins out. And check if they have 
picked it up. There have been a few very long 
and late days for those fellas.  

Not at all 

306 Front (Street) Not at all 

307 Front (Street) Size of containers Not at all Containers are to large 

308 Front (Street) The time of pick up,sometimes it’s not picked 

up till close to 7 pm or not at all🤷♀️ 

Not at all 

309 Front (Street) Not at all 

310 Rear (Alleyway) No good location for bins that blow over leaving 
us to pick up the garbage 

Not at all 

311 Rear (Alleyway) Not ideal in the winter, dragging it back through 
pirbyard through the snow. 

Not at all 

312 Front (Street) Not at all 

313 Front (Street) Not at all 

314 Front (Street) Positively 

315 Rear (Alleyway) During the winter the snow is piled up and you 
can't get back around if you have a lot of 
recycling or garbage that week. Dragging 
multiple bags through the backyard seems like 
nonsense. Less probable to see if they have 
actually picked up your trash, or if they have 
dumped your bin on the gateway of your fence 
in the back and blew it open. More likely to 
blow away when it gets windy and not have 
somebody notice when the bins are empty. 

Positively The opposite of what I posted in the previous. You 
could have your bin in view where you can watch 
it. I could personally lock my back gate to prevent 
people from coming in uninvited. I could take my 
garbage from beside my house so it doesn't blow 
away in the wind or the bored youth wouldn't 
mess with it. Quality of life improvement not 
having to drag my garbage and recycling to the 
back of the house. To me there are more benefits 
to have it infront than around back. 
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316 Rear (Alleyway) Not like - Not enough space to put out garbage 
(due to light post, transformer), have to trudge 
through muddy alleyway, our house has a front 
driveway so dragging it to the rear is 
inconvenient particularly in winter, back gate 
gets stuck 

Positively In winter, would not have to clear a path through 
the backyard to the alley.  We have a front 
driveway, so it would be much easier to roll the bin 
down the driveway.  Would not have to trudge 
through a muddy alleyway. 

317 Rear (Alleyway) Truck has gotten stuck in the muck before.  
Everyone leaves the bins in the back alley so 
driving though it becomes a bit of an obstacle 
course.  

Positively 

318 Rear (Alleyway) mud, snow and people leave containers out Positively I like it.  As long as bylaw officers do there job, 
make sure garbage cans are brought back to rear 
of property.  do not want to see cans stored in the 
front. 

319 Front (Street) Positively It is easier to put bins on the street. It is silly but a 
bit of a hassle to put it in the alleyway 

320 Rear (Alleyway) Harder to get to in snow Positively 

321 Front (Street) I like front pick up.  Specially in the winter it is 
simpler to take it to the front I’m dragging it all 
the way through your backyard to the alley 
where the snow is deep 

Positively It makes it easier With front pick upI currently have 
a friend pick up and I think it is a lot better than the 
early pick up 

322 Rear (Alleyway) Hard to wheel bins out in winter and wet 
weather. Out of sight out of mind. Tend to 
forget they are out there. There is no gravel in 
our alleys so with wet weather we are setting 
them out in mud and the trucks leave huge 
ruts. The trucks need to back up to get ours and 
one more house and we are forgotten quite 
regularly. 

Positively We live on a street with many Sr. Seniors and I 
myself have MS it would be much easier to roll out 
front  
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 Plus side they don't blow down the street after 
being emptied. 

323 Rear (Alleyway) Positively It would be better because the garbage trucks 
wouldn't destroy the alley when it is wet  

324 Rear (Alleyway) Would be better to be picked up in the front 
street.  

Positively Would eliminate all the garbage cans in the alleys 
and make it more user friendly to use the front.  

325 Rear (Alleyway) My waste and recycling gets “missed” 
consistently. I’m so tired and frustrated with 
this. Not to mention taking the waste to alley is 
a huge pain. 

Positively It’s closer for me, and WAY less of a hassle. 

326 Front (Street) Positively 

327 Rear (Alleyway) The massive trucks are ruining our alley, 
running over the newly grassed football field 
because of their large size trying to make the 
turn from the alley, have pushed up our garage 
pad cement resulting in damage to our stucco 
crumbling. The neighbor behind us, her fence 
retaining wall is being heaved from the heavy 
trucks and is not repairable. There heavy size is 
ruining our alley! 

Positively Will save what we have left in the alley, people will 
put their bins away because they are in front, they 
get forgotten about in the back, out of sit out of 
mind. 
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328 Rear (Alleyway) I have more room to store bins at the front of 
my house.  Easier to get to the curb in the 
winter at the front.  Easier on the state of the 
alley as the garbage trucks make huge ruts in 
the alley to the point where I was almost high 
centred the other day and I drive an SUV! 

Positively More room to store bins in the front.  Easier to get 
to the curb in the winter. 

329 Rear (Alleyway) Doesn't matter to me Positively Easy accessible for me 

330 Rear (Alleyway) Garbage truck tears up the alley as soon as 
there is any moisture back there. 

Positively They alley would stay in better condition so we can 
not worry about taking our hot rod out of the 
garage (back alley). It would take some adjustment 
but overall front pickup would be better. Hopefully 
more pressure on neighbors to bring their bins in 
on off days. 

331 Rear (Alleyway) Hard to access in winter Positively 

332 Front (Street) It was hard at first as we had alley pickup but 
now I prefer the front.  

Positively It was hard at first but now I appreciate why it was 
moved to the front.  

333 Front (Street)  I had requested that the town pick up my 
garbage/waste at the front of my house a 
couple of  months ago as I am replacing my 
fence in the back of my property and the 
alleyway gets quite muddy and sometimes it’s 
hard to look after knocked down bins because 
they are not immediately visible to me. The 
front street pick up is much easier [easier to 
access my bins, easier to keep them clean, and 
easy to drag them to the front of the street on 
pick up days].  I can see how they may interfere 

Positively  As I mentioned in the prior question, it’s easier to 
access my bins and maintain them if they are at the 
front of my home. 
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with street parking at times but in the older 
part of Coaldale where I live there is a lot of 
street parking available.  

334 Rear (Alleyway) Alley is getting lots of ruds and grater never 
goes down alley.  It can’t with all the bins being 
left in alley.  Town is supposed to give out fines, 
but that has never happened.  In winter garage 
trucks get stuck in snow and then in spring they 
get stuck in mud.  Which delays service to the 
next day.  Not in favour of keeping them in 
alley. 

Positively I would front pick up.  Wouldn’t have trucks 
roaring up ally, damaging fences and tearing up 
alley, that are not maintained.  Front pick up would 
allow the grater to maintain the alley that we pay 
taxes for. 

335 Rear (Alleyway) trudging through mud sucks , no enforcement 
of alleys leaves them in extra rough shape , 
never had issues in the past  

Positively easier to get garbage out 

336 Rear (Alleyway) Having to move the bins back and forth from 
the front of my house to the ally is a pain  
especially in winter 

Positively It would be easier for composting/recycling 

337 Front (Street) Its convient for me to pull them to the front Positively 

338 Rear (Alleyway) Hard to get in alley , muddy and trucks 
destroying them 

Positively Easier to get garbage out and in 

339 Rear (Alleyway) I have a large corner lot and with my heart 
condition, it's extremely difficult to move the 
bins all the way to the back alley. Therefore, I 
often drive my garbage/recyclables over to a 
relative's place and they help me unload it and 
add it to their own bins. In addition, I'm on a 
corner so people cut the corner in the alley and 

Positively It would help me 100% because I would only have 
to move the bins a few feet off my driveway. My 
health wouldn't be affected so much.  

It would be much cleaner because cars/trucks 
wouldn't knock my bins over, spreading my 
garbage for animals to shred. Front pavement 

PAGE 81 OF 89



knock my bins over often. Then animals spread 
the garbage which leaves me with a huge 
amount of work. I always move the bins back 
onto my property within 12 hrs. In addition, the 
road grader scrapes the alley so deep that it 
leaves a huge elevation where I can't even 
move my bins! 

would be much cleaner than trying to maneuver 
through the mud in the alley. 

340 Rear (Alleyway) I hate having to drag 3 bins across our huge lot 
to the back of the house especially in the 
winter. We don't put the bins out all the time 
for this reason.  

Positively It would make it easier to put the bins out. 

341 Rear (Alleyway) Positively The alley is T shaped. The garbage trucks have 
great difficulty navigating the turns from the south 
to west, west to north. Quite often requiring 
several efforts to turn. There are no locations for 
bin placement with the present route that will not 
impeded truck turns. So I watch/listen for the 
trucks and pull bins out for pick-ups. Bin pick-ups 
pretty well rules my day and winter time is a worse 
experience.  

342 Rear (Alleyway) The alley can be difficult to access in the winter 
due to snow and ice build up. It's difficult during 
wet times due to mud.  

Positively It be easier for me to roll out and store the carts 
from my drive way.  
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343 Rear (Alleyway) Often gets missed Positively 

344 Front (Street) Positively 

345 Rear (Alleyway) I live on a corner lot and don’t like walking all 
the way around every time I need to take 
something out. Would prefer the front. 

Positively Easier for me to take out all the garbage, recycling, 
or compost. 

346 Rear (Alleyway) Positively 

347 Rear (Alleyway) The inconvenience of taking my bins out back. 
During the summer this is not an issue but 
during the winter my gates freeze and I have to 
take my garbage around the block to get to the 
bin.  

Positively This would be more convenient for me. 

348 Rear (Alleyway) Positively Could keep my bins in my garage 

349 Rear (Alleyway) We have a very long lot, in the winter it is very 
difficult to drag the big bins back and forth 
through the snow. We are not supposed to 
leave the bins out and if we do, the get tipped 
over  

Positively It would be much more convenient for our family. 

350 Other We live in condos and it's in the parking lot - 
but we do have interest in putting it further on 
the street.  

Positively Currently our bins are picked up in our parking lot. 
I would like to see this changed to the front street. 

351 Rear (Alleyway) Often gets missed as they are only 5 houses 
requiring collection in our particular back allwy 

Positively More noticeable easier access for pick up by 
disposal truck 

352 Front (Street) Positively 

353 Rear (Alleyway) Don't like! Long backyard ti haul bins, front is 
more connected  

Positively 

354 Rear (Alleyway) Positively easier to move on cement 
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355 Front (Street) It's working ok there were only a few clitches 
for about 3 weeks when compost was 
introduced 

356 Front (Street) 

357 Front (Street) Live in a culdesac so if the pickup is during 
typical work hours, it is fine. If the pickup goes 
late, there is very little room with vehicles and 
waste containers.  

358 Front (Street) We are no ally 

359 Front (Street) Its easier to move the bins to the front street Its harder for us to get the bins to the back alley. I 
park my school bus in the back yard and there is 
often a bin in the way. 

360 Front (Street) Easy & closer to house 

361 Front (Street) 

362 Front (Street) I store my bins near the front of my yard with 
east access tp the front street.  I do not have 
alley access so rely on front pick up 

363 Front (Street) Recently changed from alley to front pick up.  
Prefer alley pick up as we have room in back 
yard for 3 bins but hard to find place for them 
at front. 

364 Front (Street) 

365 Front (Street) We don't have an alley. 

366 Front (Street) I don’t like having to store 3 bins on my 
driveway or in the front yard. 

367 Front (Street) Convenient and handy for street pick-up 

368 Front (Street) 

369 Front (Street) I like it because it is easier to push the carts 
down the driveway than down my back fence 
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curb to the alley. Having it up front serves as a 
visual reminder to take it out and bring it back 
in too. 

370 Front (Street) 

371 Front (Street) My pickup was originally at the back in the 
alley, but this year I found it too hard to haul 
the bins from the house to the alley, so I called 
and asked if I could have pickup in front as it 
was a lot shorter distance, to make a long story 
short I love it. I have saved a lot of wear and 
tear on my knees by having front pickup. 

372 Front (Street) I find front pick-up easier to get the bins out in 
the winter, easier to remember as I see the 
neighbor’s bins out, more convenient having 
the bins closer to the door when taking items 
out to the bin (recently moved from a 
neighbourhood with rear pick-up) 

373 Front (Street) We are ok with front pick up. Back ally does not 
work.  

374 Front (Street) Only option where I live 

375 Front (Street) Ease of moving bins on pavement 

376 Front (Street) More efficient and cost effective for the 
garbage truck. 
Keeps the back alley from becoming pot holed 
and rutted when wet. 
Less dust because less traffic in the back alley. 

We have been front pick up since the black bins 
came in.  It has been great.  If we can do it, so can 
the rest of the town.  Save time, money and miles 
on the garbage truck.  Don't give in to the 
complainers - make the entire town front pick up. 
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377 Front (Street) We have no driveway so in the winter it is 
nearly impossible to get our garbage bin to the 
front, and it looks very messy having the three 
bins sitting in the boulevard. Also, we have a 
paved alley, so we are extremely disappointed 
that it is not utilized for garbage pickup. 

378 Rear (Alleyway) Love alley pick up! Bins are inside backyard and 
as a senior I would have a hard time pushing 
them to the front. 

As a senior very hard to push cart to the front 
especially during winter. Hard to push them thru 
the snow! 

379 Front (Street) It’s fine - winter is a bit hard to get it out, but 
we don’t have an alley, so it is what it is! 

380 My cans are in the back and I have space for 
them there and easy to put out 

I have to drag them around the entire yard and 
impacts how my house looks from the front  

381 Rear (Alleyway) I keep my bins in back of my yard.  I don't have 
to wheel them all the way to the front street in 
the winter time especially.  I just wheel them 
out of the gate to back alley. 

On Tuesdays when we put out compost & garbage 
bins, there wouldn't be any places for people to 
park since the whole block is duplexes & almost all 
of the people have driveways.  The bins would be 
on the street all day till about 5pm. since the trucks 
don't pick them up before that. 

382 

383 Front (Street) Like that it’s easy to take out, dislike the look of 
th street when some bins are left out for days.  

384 Front (Street) Love it as it is difficult to access our back alley 
because we keep our yard gates locked with 
pad locks to keep our dog and kids in and 
others out 

385 Front (Street) Easy to get bins out and easy to access bins 

386 Front (Street) It's handier and residents are more likely to 
bring bins back into yard as they are more 
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visible. It's also easier & more efficient for the 
crews to maneuver through the streets vs back 
alleys. It will keep back alleys cleaner since bins 
are less likely to be tampered with or 
vandalized.  

387 Rear (Alleyway) 

388 Front (Street) 

389 Front (Street) Easy to remember as it is in view.  
Dislike the space it takes from parking/ ability 
to take tight corners.  Also the pickup truck 
sometimes places bins down in random spots,  
far into the roadway.  Also dislike how the truck 
at times backs up very quickly with no regard 
for traffic or I.e. children playing nearby, so 
there is a safety issue there 

390 Front (Street) 

391 Rear (Alleyway) 

392 Front (Street) When we moved into Cottonwood in October, 
our pickup was in the rear. Without 
consultation (to our knowledge) and without 
much communication, it was moved to the 
front. Houses aren’t built to store that many (or 
any) garbage cans in the front. This means that 
the cans are always in the way when being 
stored. Many people just leave their cans out 
on the boulevard, which is ugly. The cans get 
stinky when it’s hot and you walk by them a lot 
more than when they were in the alley. The 
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only pro is that because you walk by them daily, 
you are less likely to forget to put them out 
when heading to work in the morning, and I 
don’t have to walk through the knee deep snow 
in my backyard to put the garbage out. 

393 

394 Front (Street) 

395 Front (Street) 

396 Rear (Alleyway) 

397 Front (Street) 

398 Front (Street) 

399 

400 Rear (Alleyway) Good for traffic flow. Keeps bad odors in alley 

401 

402 Rear (Alleyway) Rear pick up is convenient 

403 Front (Street) 

404 Front (Street) Inconsiderate neighbors who put bin too close 
to my driveway. Also neighbors who do not pull 
their bins off the street after garbage has been 
collected.  

N/a 

405 Rear (Alleyway) 

406 Rear (Alleyway) 
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407 Rear (Alleyway) 

408 Rear (Alleyway) convenient and handy 

409 Rear (Alleyway) 

410 Rear (Alleyway) 

411 Front (Street) 

412 Rear (Alleyway) 

413 Front (Street) Works well for us 

414 Front (Street) 

415 Front (Street) Since the addition of the compost bin, many of 
the houses in our neighborhood are storing all 3 
bins in the front yards.  I find this to be an eye 
sore! 

416 Front (Street) 

417 Front (Street) 

418 Rear (Alleyway) I like waste bins being picked up in the back 
alley as we don’t have a driveway in the front 
and there 

419 Front (Street) I have no alley so it’s the only option 

420 Rear (Alleyway) 

421 Front (Street) 

422 Front (Street) 

423 Rear (Alleyway) I like the pick up in the  Alley  because on my 
street everyone parks on the road so having 
garbage pick up in the front would not make 
sense for Parkside Drive area because our bins 
would be in the middle of the road  

424 Rear (Alleyway) Negatively When bins are in the front the wind at times tips 
them over and it looks very messy. If people do not 
bring in their tubs in 24 hours they should get a 
ticket. 

PAGE 89 OF 89



CRIME MAPPING REPORT 

PURPOSE: 

The following report is to present Council with an option to implement crime mapping 
into the Town of Coaldale. 

BACKGROUND: 

Crime mapping is an innovative tool by which the Alberta RCMP is tackling the few 

offenders who commit the most crimes.  This project allows the RCMP to continue 

increasing inter-agency communication and sharing criminal intelligence with its partners.  

It also encourages Albertans to participate in crime prevention strategies, such as 

reporting suspicious persons or activity, in an effort to be the extra set of eyes and ears 

for police in their communities.  Initiatives such as this one goes a long way in creating 

safe and resilient communities for all Albertans.   

The Alberta RCMP have been piloting crime mapping in the St. Albert Detachment since 

the beginning of 2017.  (visit:  https://stalbert.ca/city/maps/rcmp-crime-map).  The 

technology has been working properly and we are ready to roll out the project Province 

wide. 

Information about the Map: 

• Only certain crime types will be presented on the map:

o Theft from Motor Vehicle;

o Theft of Motor Vehicle;

o Break & Enter;

o Mischief; and

o Missing Persons.

• Emergency Situation Flag.  Flags would only be used in emergency situations and

for very short periods (School Lockdown, unfolding dangerous situation,

Evacuation, Train Derailment etc.)

• Plotted addresses will not be exact but rather a nearby intersection or street.

• Entries are templated – only certain information can be entered (i.e. File Number

and Date)

AGENDA ITEM #5.1
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• The templates are in English and French.

• Entries will automatically be removed after 14 days.

• Minimal additional Detachment workload.

There is no cost to the community but we are asking those communities that have a 

Website, and the ability, to host the public facing web application. The RCMP will provide 

the “EMBED” code to your website team so the map will appear on your website.  We ask 

that you include links to Crimestoppers and for phone numbers to call the RCMP complaint 

line.  If you host RCMP media releases for your area, a link to those as well. 

Feedback received from St. Albert Detachment: 

- The community love having the live system so they can see what is going on in 
the community. 

- The R.C.M.P. currently utilize one of their municipal administrative employees to 
do the input into the system. 

- The program only retains 14 days of data and will drop the oldest reported 
incident. The system is designed this way so not to overload data. 

- Suggested to link specific media stories to the events on the map. System is 
currently not designed to support this. 

- The public was very supportive of the system and liked that it was posted quickly 
and was accessible online instead of a paper copy on a bulletin board. 

PUBLIC ENGAGEMENT: 

n/a 

DECISION OPTIONS: 

1. THAT once “K” Division R.C.M.P. receives the approval from Ottawa “Procurement”,
the Province wide project will roll out and THAT Council approves participation in the 
project. The project may be discontinued at the discretion of the Town at any time. 

OR 

2. THAT Council declines participation in the project when it rolls out, but also
understands that the Town of Coaldale will still be shown on the Provincial map, but will 
be shaded out, indicating the non-participation in the project. 

Respectfully Submitted: 

Glenn Henry  Clayton Rutberg 
Staff Sgt., R.C.M.P. Deputy Chief Public Safety 

This report has been prepared in consultation with the following listed departments: 

Department Signature 

Legislative Coordinator 
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A Technologically-Sophisticated Agricultural Heartland‘’
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To accelerate and enhance
quality of life, development, 
and sustainability for the 
communities in the SouthGrow 
Regional Initiative region.

Economic 
Development

Marketing and 
CommunicationStrategic 

Collaboration

Our Mission



Accomplishments

Conclusion.

Ongoing, multi-year work that has yielded 
huge results for the region.

Over 2-dozen large-scale studies 
and reports that continue to 
inform investment in the region.

Numerous development tools 
made available for members to 
support municipal projects and 
programs.

Training sessions for councilors 
and municipal staff to equip 
communities for success. 

Tens of millions of external $$ 
leveraged for regional projects and 
tens of millions in external 
investment secured.



2017-2018 

Conclusion.

Busy.

Advisor to the MD of Taber JEDC 
Application to Energy Efficiency Alberta
ATB BoostR Program
AUMA Conference
Border Trade Issues
Canadian-German Conference on Renewable Energy
Cleanera from Idaho Meetings
Coaldale/Telus Fibre
Community Broadband Reports
Community Business Retention, Expansion, and 
Marketing Plans
Dark Fibre Opportunity
Environment Industry Roundtable – Alberta/China
Economic Developers Association Conference
EDO Support Group
Canada/USA Renewable Energy Trade Mission
Chamber of Commerce Committees (Lethbridge)
Community Introductions for new Manager
Capacity Market Initiative
Chinook Entrepreneurship Challenge
Digital Futures 2018
Doug Griffiths Seminar in Milk River
Economic Development Summit
Foreign Direct Investment with the GOA
Full Circle Plastics
GAM Tech Regional Expansion

Geer Environmental (Hanghou China)
Highway 3 Twinning Association
Investor from Shanghai/Carmangay
Lacuna Energy Meeting (Germany)
Lethbridge Branding Initiative
Lethbridge Regional Angel Network
Ministerial Meeting with REDA Chairs
Modernizing Office Systems
New SAAEP Website
On-Farm Energy Management Program
Ongoing collaborations with the Ministry
Ongoing participation in SAAEP
Opportunity South Conference
Panda Green/Medicine Line Renewables
Participated in the Management of RINSA
Part of the REDA Managers working group
Plant Protein Innovations Supercluster
RBC Small Business Summit at the U of L
REDA Partnerships
Samsung Renewables Division
Solar Focus Group with Lethbridge College
Solar Open Houses
SouthGrow Community Profiles
SouthGrow Newsletter
Southern Alberta Electric Vehicle Network
Starfield Project - Magrath
Trades Building at Lethbridge College
Trade Mission from Anyang, China
Trade Mission from Beijing
Transportation Issues Study by Lethbridge Chamber
Todd Hirsch in Taber
U of L Scholarship Dinner
Wheatland Energy Forum



Community Profile BR&E Report

Broadband Masterplan Site Selection Tools

Barnwell Economic Development 
Community Profile

SouthGrow Community Business 
Retention, Expansion, and 
Marketing Plans

Community Broadband Report

Tangible Returns

CARES REDA 2 Site Selection 



Research Projects informing Investments 



Current Grant Projects

CARES REDA 1

Municipal Investment 
Plans and Showcase

Renewable 
Energy

Broadband Planning and 
Education

Regional Website, 
Extranet, and 
Education

Regional Site 
Selection Tools

Electrical Vehicle 
Charging Stations

90%

95%

10%

CARES REDA 2

75%

25%

75%



2018-2021

Strategic Collaboration

Board Restructuring COMPLETE
Council Presentations IN PROCESS
Expand Staff IN PROCESS
Focused Committees IN PROCESS
Grant Program IN DEVELOPMENT
Implement Associate Memberships IN DEVELOPMENT
Increase Member Resources NOT STARTED
Leverage Provincial Resources IN PROCESS
Regional Asset Inventory NOT STARTED
Secure New Members NOT STARTED

Marketing and Communications

Community Website Enhancement NOT STARTED
Inventory of Investment Opportunities IN DEVELOPMENT
Site Selection/Market Data IN DEVELOPMENT
SouthGrow Newsletter ONGOING
SouthGrow Rebranding NOT STARTED
Website Redevelopment IN DEVELOPMENT
Website Extranet IN DEVELOPMENT

Economic Development and Innovation

Ag-Tech Scholarship/Incentive Program IN DEVELOPMENT
Broadband: Rural Econ. Impact Study IN DEVELOPMENT
Broadband Dep. Options for Villages IN DEVELOPMENT
Circular Economy Promotion ONGOING
Electric Vehicle Network IN DEVELOPMENT
Foreign Direct Investment ONGOING
RINSA Promotion ONGOING
SAAEP Promotion ONGOING
SouthGrow Expo 2020 NOT STARTED
Water Security ONGOING



Strategic Foci 2018-2021
Strategic Collaboration 

Member Engagement 
Leverage Resources 
Expand Membership 

Marketing and Communications 

Brand Development and Regional Promotion 
Regional Investment Readiness 

Economic Development & Innovation 

Ag-Tech Market Development 
Alternative Energy 
Broadband Deployment 



10

403 394 0615

www.southgrow.com

info@southgrow.ca

Contact

Thank You
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To accelerate and enhance
quality of life, development, 
and sustainability for the 
communities in the SouthGrow 
Regional Initiative region.

Economic 
Development

Marketing and 
Communication

Strategic 
Collaboration

Our Mission
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Accomplishments

Conclusion.

Ongoing, multi-year work that has yielded 
huge results for the region.

Over 2-dozen large-scale studies 
and reports that continue to 
inform investment in the region.

Numerous development tools 
made available for members to 
support municipal projects and 
programs.

Training sessions for councilors 
and municipal staff to equip 
communities for success. 

Tens of millions of external $$ 
leveraged for regional projects and 
tens of millions in external 
investment secured.
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2017-2018 

Conclusion.

Busy.

Advisor to the MD of Taber JEDC 
Application to Energy Efficiency Alberta
ATB BoostR Program
AUMA Conference
Border Trade Issues
Canadian-German Conference on Renewable Energy
Cleanera from Idaho Meetings
Coaldale/Telus Fibre
Community Broadband Reports
Community Business Retention, Expansion, and 
Marketing Plans
Dark Fibre Opportunity
Environment Industry Roundtable – Alberta/China
Economic Developers Association Conference
EDO Support Group
Canada/USA Renewable Energy Trade Mission
Chamber of Commerce Committees (Lethbridge)
Community Introductions for new Manager
Capacity Market Initiative
Chinook Entrepreneurship Challenge
Digital Futures 2018
Doug Griffiths Seminar in Milk River
Economic Development Summit
Foreign Direct Investment with the GOA
Full Circle Plastics
GAM Tech Regional Expansion

Geer Environmental (Hanghou China)
Highway 3 Twinning Association
Investor from Shanghai/Carmangay
Lacuna Energy Meeting (Germany)
Lethbridge Branding Initiative
Lethbridge Regional Angel Network
Ministerial Meeting with REDA Chairs
Modernizing Office Systems
New SAAEP Website
On-Farm Energy Management Program
Ongoing collaborations with the Ministry
Ongoing participation in SAAEP
Opportunity South Conference
Panda Green/Medicine Line Renewables
Participated in the Management of RINSA
Part of the REDA Managers working group
Plant Protein Innovations Supercluster
RBC Small Business Summit at the U of L
REDA Partnerships
Samsung Renewables Division
Solar Focus Group with Lethbridge College
Solar Open Houses
SouthGrow Community Profiles
SouthGrow Newsletter
Southern Alberta Electric Vehicle Network
Starfield Project - Magrath
Trades Building at Lethbridge College
Trade Mission from Anyang, China
Trade Mission from Beijing
Transportation Issues Study by Lethbridge Chamber
Todd Hirsch in Taber
U of L Scholarship Dinner
Wheatland Energy Forum
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Community Profile BR&E Report

Broadband Masterplan Site Selection Tools

Barnwell Economic Development 
Community Profile

SouthGrow Community Business 
Retention, Expansion, and 
Marketing Plans

Community Broadband Report

Tangible Returns

CARES REDA 2 Site Selection 
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Research Projects informing Investments 
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Current Grant Projects

CARES REDA 1

Municipal Investment 
Plans and Showcase

Renewable 
Energy

Broadband Planning and 
Education

Regional Website, 
Extranet, and 
Education

Regional Site 
Selection Tools

Electrical Vehicle 
Charging Stations

90%

95%

10%

CARES REDA 2

75%

25%

75%
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2018-2021

Strategic Collaboration

Board Restructuring COMPLETE
Council Presentations IN PROCESS
Expand Staff IN PROCESS
Focused Committees IN PROCESS
Grant Program IN DEVELOPMENT
Implement Associate Memberships IN DEVELOPMENT
Increase Member Resources NOT STARTED
Leverage Provincial Resources IN PROCESS
Regional Asset Inventory NOT STARTED
Secure New Members NOT STARTED

Marketing and Communications

Community Website Enhancement NOT STARTED
Inventory of Investment Opportunities IN DEVELOPMENT
Site Selection/Market Data IN DEVELOPMENT
SouthGrow Newsletter ONGOING
SouthGrow Rebranding NOT STARTED
Website Redevelopment IN DEVELOPMENT
Website Extranet IN DEVELOPMENT

Economic Development and Innovation

Ag-Tech Scholarship/Incentive Program IN DEVELOPMENT
Broadband: Rural Econ. Impact Study IN DEVELOPMENT
Broadband Dep. Options for Villages IN DEVELOPMENT
Circular Economy Promotion ONGOING
Electric Vehicle Network IN DEVELOPMENT
Foreign Direct Investment ONGOING
RINSA Promotion ONGOING
SAAEP Promotion ONGOING
SouthGrow Expo 2020 NOT STARTED
Water Security ONGOING
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Strategic Foci 2018-2021

Strategic Collaboration 

Member Engagement 
Leverage Resources 
Expand Membership 

Marketing and Communications 

Brand Development and Regional Promotion 
Regional Investment Readiness 

Economic Development & Innovation 

Ag-Tech Market Development 
Alternative Energy 
Broadband Deployment 
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403 394 0615

www.southgrow.com

info@southgrow.ca

Contact

Thank You

PAGE 10 OF 169



STRATEGIC 

PLAN 

2018 - 2021 

Prepared by Peter Casurella, Executive Director 

June 2018 for the SouthGrow Management Board. 
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EXECUTIVE DIRECTOR’S MESSAGE 

Dear SouthGrow Members: 

Please find attached a Strategic Plan and Tactical Breakdown for the SouthGrow Regional 

Initiative for the years of 2018 through 2021. This plan was prepared following a facilitated 

visioning session with our members run by Doug Griffiths, followed by a Strategic Planning 

session run by Eric Burton of the Factor 5 Group. Both sessions were well-attended by 

representatives from our member communities. The ideas and recommendations which arose 

from these sessions have largely informed its goals and objectives. The rest of the inspiration for 

this document falls out of current commitments that the association has engaged in, as well as 

the stated interests or items of interest that the current Management Board has indicated a 

willingness to further explore.  

It should be noted that while the strategic objectives are broad and inclusive of all the activities 

of the association, the Tactical Breakdown does not fully encompass all our current initiatives, 

nor can it hope to capture all activities which the association will engage in over the next three 

years. The work that we do is necessarily opportunistic, therefore the goals outlined form a core 

of services, programs, and projects that we will pursue.  

For example, SouthGrow currently administers a large educational program for Agriculture and 

Forestry. While this program delivers mission-fit outcomes, it also exceeds the association’s 

mandate by covering a service area that is 1/3 of Alberta’s cultivated land. While we factor the 

revenues which we accrue from this program into our budget, it is an ‘opportunistic project’ 

which may or may not be available to us year to year.  

For our planning process we made use of the following structure to move from Vision to Tactics. 

FIGURE 1.1: PLANNING PROCESS 

In this traditional planning process, each tier 

in the hierarchy envisions how it can fulfill the 

tier above it. The result is that you have a 

tactical plan that ultimately promotes the 

realization of the vision at the top. 
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The Vision in the case of SouthGrow is to do our part to realize a region that is a 

Technologically-Sophisticated Agricultural Heartland. This vision informs the mission, which 

informs the Core Goals of the Association, which filter down to our Strategic Objectives. At each 

level, the mission, goals, and strategic objectives zero in on mandates that are within our ability 

to achieve success, are limited in their scope, and can be broken down into tactical plans to 

deliver achievable results within the time-frame. 

For our Tactical Breakdowns of each Strategic Objective, SouthGrow set S.M.A.R.T.E.R Goals. 

A final note on budget. There are impactful events which could occur over the life of this 

strategic plan that have the potential to deeply impact the organization’s funding, either for 

good or for worse, and the numbers presented are projections based on a reasonable projection 

of what could occur. They are necessarily not binding, and the Board of Directors will be 

responsible for working with the Executive Director to make necessary adjustments within each 

Strategic Pillar.  

You will also note that the numbers here are only broken down into our 3 Strategic Pillars and 

our Administrative overhead, and not into detailed line-items. We hope to maintain the 

flexibility to move funds between line-items within Strategic Pillars so that we can remain 

flexible enough to pursue targets of opportunity and move flexibly to deliver our tactical 

objectives in a way that is most cost-effective. In short, we would rather be cost-conscious and 

focus on delivering valuable outcomes, than on simply focusing on spending our way through a 

set line-item.  

Sincerely, 

Peter Casurella 

Executive Director 

SouthGrow Regional Initiative 

FIGURE 1.2: S.M.A.R.T.ER. 

GOALS 

Setting S.M.A.R.T.E.R Goals allows 

you to build realistic plans so that 

your plan is achievable. They help 

anchor the tasks you set so that you 

can focus on under-promising and 

over-delivering. 
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PART I: STRATEGIC LADDER

REGIONAL VISION 

The Vision of the Region is a broad statement that encompasses what sort of economic 

environment our membership would like to see realized. It informs SouthGrow’s mission and 

gives us a direction to lay our efforts towards. SouthGrow cannot achieve the vision alone, but 

we can play our part to realize it. 

SouthGrow’s Vision is to create a region that is a Technologically-Sophisticated Agricultural 

Heartland. 

THE ASSOCIATION’S MISSION 

This is our mandate to realize the vision above. We feel that this is the mission we can pursue to 

help realize the Regional Vision. 

SouthGrow’s Mission is to accelerate and enhance quality of life, development, and sustainability 

for the communities of the SouthGrow region of Alberta, to realize the Vision of a 

Technologically-Sophisticated Agricultural Heartland. 

CORE GOALS 

These are the core goals that we will keep in focus as we look to achieve our mission: 

I. To foster a south-central Alberta shared vision for regional economic development; 

II. To create new economic development opportunities in the region;

III. To encourage and enhance shared services among communities through cooperation;

and

IV. To provide south central Alberta with a unified voice on regional priorities.

OUR STRATEGIC PILLARS 

The Core Goals inform our Strategic Pillars. These pillars are the objectives that we will focus on, 

and through which we will filter our scope of work, limiting ourselves to an achievable level of 
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work. If a project or deliverable falls outside these pillars, it is outside our association’s mandate 

to pursue. If it is within these pillars, we have the option of pursuing it, provided we have the 

organizational capacity to do so.  

Strategic Collaboration 

Working with member communities, industry/business, government, and others to build 

economic development capacity by providing training and to foster a south-central Alberta 

shared vision for regional development and shared services opportunities.  It provides south 

central Alberta with a unified voice on regional economic development priorities. 

Marketing & Communications 

Promoting SouthGrow Regional Initiative as an effective regional alliance for economic 

development and as an excellent place to live and do business, both internally and to the world. 

Economic Development & Innovation 

SouthGrow works with member communities, regional businesses/industry, and government to 

facilitate and create new and existing economic development opportunities in the region by 

targeting regional, provincial, national, and international markets. 

STRATEGIC TO TACTICAL BREAKDOWN 

These are actionable projects within each Strategic Pillar that we build 3-year timelines for. Each 

tactic is fleshed out with a SMARTER goal, desired outcomes, measures of success, specific 

targets, and a three-year work-plan broken down by quarter to allow the organization to remain 

flexible yet on-pace.  

Pillar I: Strategic Collaboration 

I. Member Engagement 

A. Board Restructuring 

B. Launch Extranet Through Website (Resources & Community) 

C. Annual Council Presentations 

D. Focused Committees 

II. Leverage Resources

A. Regional Asset Inventory (Staff & Industry)

B. Secure Increased Investment from Members

C. Secure Funding Increase from Province
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D. Expand Staff & Increase Organizational Efficiency 

E. Develop Grant Monitoring & Application Program 

III. Expand Membership

A. Secure Final Three Members

B. Expand Associate Memberships to Industry

Pillar II: Marketing & Communications 

I. Brand Development and Regional Promotion 

A. Website Redevelopment 

B. Community Website Enhancement 

C. Rebranding of the Organization 

II. Regional Investment Readiness

A. Site Selection Assets for All Communities & the Region

B. Legislative Review for Investment Readiness

C. Inventory of Investment Opportunities

Pillar III: Economic Development & Innovation 

I. Ag-Tech Market Development 

A. Ag-Tech Scholarship Program 

B. SouthGrow Expo 2020 

II. Alternative Energy

A. SAAEP Promotion

B. Circular Economy Promotion

III. Water Security

A. New Reservoir Development for Southern Alberta

IV. Broadband Deployment

B. Affordable Deployment Options for Unconnected Villages

C. CBA Study of the Economic Impact of Connected Ag.
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PART II: TACTICAL PLAN 

PILLAR I: STRATEGIC COLLABORATION 

I. MEMBER ENGAGEMENT 

A. Board Restructuring 

SMARTER GOAL SouthGrow has a restructured board that offers greater engagement for all 

members while leveraging the experience and knowledge of passionate 

individuals for more focused work by q4 of 2021 

OUTCOME SouthGrow has a deeper connection with its member communities. 

MEASURE Surveyed member councils report awareness of SouthGrow initiatives and 

report that they feel adequately engaged with the association.  

TARGET One board member appointed by each member council for quarterly board 

meetings five directors elected to an executive or monthly management 

meetings. 

WORKPLAN 2018/19 

Q1: Approve Changes 

to Articles of 

Association 

Elect Executive 

Q2: Members Appoint 

Board Members 

2019/20 

Q1: Members receive 

Satisfaction Survey and 

feedback is reviewed. 

2020/21 

Q1: Members receive 

Satisfaction Survey and 

feedback is reviewed. 

Q4: Evaluate Success 

B. Website Extranet 

SMARTER GOAL SouthGrow creates an online community of member Councillors and Staff 

who share resources, ask questions, and can access a library of assets for their 

mutual support by Quarter 4 of 2021 

OUTCOME SouthGrow member staff and councillors are engaged in a supportive online 

community and share and access resources. 

MEASURE Numbers of individuals participating in online forum 
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Number of posts and interactions in online forum 

Numbers of documents uploaded and accessed in online forum 

TARGET System built out in 2018 

Partial engagement in 2019 

Growing resources in tool in 2019 – 2021 

Extensive engagement by 2021 

WORKPLAN 2018/19 

Q2: Launch program 

and Invite participants 

Q3: Upload and 

organize more 

resources 

2019/20 

Q1 – Q2: Engage 

student to gather and 

distribute more 

resources in tool. 

2020/21 

Q1: Evaluate Program 

and Adjust 

Q4: Evaluate Success 

C. Annual Council Presentations 

SMARTER GOAL The Executive Director will endeavor to deliver a direct report to the council 

of each member on an annual basis.  

OUTCOME SouthGrow members receive an annual visit and report directly to council. 

MEASURE Numbers of councils that receive reports on an annual basis. 

TARGET 75% of councils are visited within an annual period. 

WORKPLAN 2018/19 

Q1: Schedule annual 

visits across spring and 

summer months 

Q2: Finish scheduled 

visits to member 

councils 

2019/20 

Q1: Schedule annual 

visits across spring and 

summer months 

Q2: Finish scheduled 

visits to member 

councils 

2020/21 

Q1: Schedule annual 

visits across spring and 

summer months 

Q2: Finish scheduled 

visits to member 

councils 

D. Focused Committees 

SMARTER GOAL SouthGrow will form committees pulled from the membership to assist the 

association with specific projects and a sizable portion of the work associated 

with the project will be delegated out to committee members. 
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OUTCOME SouthGrow increases its organizational capacity by leveraging the talents and 

time of members and regional partners. 

MEASURE Numbers of committees formed. 

Evaluation of success and accomplishments of committees. 

TARGET One committee in 2018/19 

Two committees in 2019/20 

Three committees in 2020/21 

WORKPLAN 2018/19 

Q2: SouthGrow 

organizes 1 committee 

to work on a project on 

this list. 

2019/20 

Q1: SouthGrow 

organizes two 

committees to work on 

projects on this list. 

2020/21 

Q1: SouthGrow 

organizes two 

committees to work on 

projects on this list.  

II. LEVERAGE RESOURCES

A. Regional Asset Inventory 

SMARTER GOAL SouthGrow will develop an asset inventory of human resources, partner 

associations, government entities, and private businesses that have goals 

which align with our own. This inventory will be made available to all of our 

people through the Extranet and will be complete by Q4 of 2019. 

OUTCOME SouthGrow members can easily survey regional assets to leverage additional 

resources, partners, and organizations towards their efforts.  

MEASURE Number and kind of assets mapped. 

TARGET Municipal and government staff mapped in 2019 

Associations and non-profits mapped in 2020 

Business assets mapped by 2021 

WORKPLAN 2018/19 

Q3: Start mapping 

project 

2019/20 

Q4: Municipal and 

Government staff 

mapped and available 

in Extranet 

2020/21 

Q2: Associations and 

Non-profits mapped 

Q4: Business assets 

mapped and all 

available in Extranet 
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B. Secure Funding Increase from Province 

SMARTER GOAL SouthGrow will aim to increase Ministerial funding to the organization to at 

least 150,000 per year for five years, with the existing requirement that the 

membership match at 25% ($37,500). This agreement will be in place by 

spring 2020.  

OUTCOME SouthGrow has increased operational funding to support initiatives 

MEASURE Outcome of the new agreement 

TARGET At least $150,000 from the Provincial Government against a base of $37,500 

from memberships by the spring of 2020. 

WORKPLAN 2018/19 

Q1: SouthGrow Chair 

convenes REDA chairs 

to chart path forward 

Q1 – Q4: Staff 

contributes to 

communications 

strategy to raise profile 

of REDAS with Ministry 

2019/20 

Q1 – Q4: SouthGrow 

Chair participates in 

negotiations to land 

contract.  

Q1 – Q4: Staff 

contributes to 

communications 

strategy to raise profile 

2020/21 

Q1: SouthGrow presents 

rate change (if needed) 

to membership to meet 

25% requirement. 

C. Secure Increased Investment from Members 

SMARTER GOAL SouthGrow is perceived as providing substantial enough value to solicit a 

higher per capita rate from its member communities, specifically achieving an 

increase to at least 50 cents per capita in Q1 of 2019/20, with an agreement 

to increase the rate by 2.5% for each subsequent year unless otherwise 

decided.  

OUTCOME SouthGrow Members increase their investment in the association. 

MEASURE Dollars committed and retention rate in spite of investment increase. 

TARGET 50 cents per capita by 2019/20 

2.5% increase per annum 

WORKPLAN 2018/19 2019/20 2020/21 
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Q4: Issue Special 

Resolution for Rate 

Increase with 

supporting documents 

Q1: Achieve consensus 

from membership for 

rate increase and 

annual increase. Make 

these two separate 

votes 

Q1: Increase rate by 

2.5% 

Q3: Evaluate funding 

position for future 

investment increases. 

D. Expand Staff and Increase Organizational Efficiency 

SMARTER GOAL SouthGrow commits the resources to hire additional staff so that we can 

expand our efforts and accomplish more on behalf of our members. Part time 

staff in place by Q3 of 2018/19. This position is expanded to a full-time 

position by Q4 of 2019/20. 

OUTCOME SouthGrow has increased staff resources with a corresponding increase in 

organizational capacity.  

MEASURE Part time and/or full-time staff member is working productively with the 

association. 

TARGET Part time position filled by Q3 of 2018/19 

Position expanded to full-time by Q4 of 2019/20 

WORKPLAN 2018/19 

Q1: Budget for part 

time position 

Q2: Strike hiring 

committee with 

assistance from Board 

Q3: Hire part-time Ec. 

Dev. officer 

Q4: Board Evaluation of 

Executive Director 

2019/20 

Q3: Evaluate feasibility 

of expanding position 

to full time. 

Q4: Finances permitting 

(gov. agreement) move 

position to full-time 

status. 

Q4: Staff Evaluations 

Q4: Board Evaluation of 

Executive Director 

2020/21 

Q4: Staff Evaluations 

Q4: Board Evaluation of 

Executive Director 

E. Develop Grant Monitoring and Application Program 

SMARTER GOAL SouthGrow is actively aware of all grant programs which may be available for 

our members via an electronic pipeline by Q3 of 2018/19. Further, SouthGrow 
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retains the services of a professional grant writer for our members with a 

negotiated preferred rate by Q1 of 2019/20. 

OUTCOME SouthGrow and its members leverage more grants for regional projects. 

MEASURE Number of grants applied for 

Number of members accessing grant resources/grant writer 

TARGET Pipeline applicable grants to members by Q3 2018/19 through newsletter and 

Extranet 

Retain grant writer with preferred rate by Q1 of 2019/20. 

WORKPLAN 2018/19 

Q2: Setup grant 

pipeline through the 

Funding Portal 

(software) 

Q3: Find an easy way to 

disperse monthly grant 

results from funding 

portal to members and 

to evaluate internally 

Q4: Contact and 

negotiate agreement 

with Grant Writer for 

preferred rate and 

finders fee 

2019/20 

Q1: Announce grant 

program to 

membership and 

encourage 

engagement. 

Q4: Evaluate program 

success 

2020/21 

Q4: Evaluate program 

success. 

III. EXPAND MEMBERSHIP

A. Secure Final 3 Members 

SMARTER GOAL SouthGrow convinces final 3 municipalities in the region to hold a SouthGrow 

membership by Q1 of 2020/21 

OUTCOME Every municipality in the SouthGrow geographic region is a member of 

SouthGrow. 

MEASURE Membership statistics 
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TARGET Full Membership by Q1 of 2020/21 

WORKPLAN 2018/19 

Q2: Executive Director 

visits council at both 

Champion and Barons 

with an ask to join the 

association. 

Q3: Executive Director 

takes delegation from 

Raymond, Stirling, 

Warner, Milk River, and 

Coutts to Cardston 

Council to request 

membership. 

2019/20 

*Retention and sales

visits as needed. 

Q1: Discuss with Board 

whether to pursue 

membership expansion 

outside the geographic 

borders to stakeholder 

communities. (Bow 

Island, Fort Macleod 

etc) 

2020/21 

*Retention and sales

visits as needed. 

B. Expand Associate Memberships to Industry 

SMARTER GOAL SouthGrow engages stakeholder institutions and businesses in the region 

through associate memberships, to leverage their interest and expertise by 

the end of this strategic period. 

OUTCOME SouthGrow has a growing number of associate memberships who care about 

the success of our initiatives. 

MEASURE Numbers of associate members recruited and their level of involvement with 

the organization (committees, partnering etc.) 

TARGET 2 Associate Members within 2018/19 

2 within 2019/20 

2 within 2020/21 

WORKPLAN 2018/19 

Q2: Board solidifies 

definitions, costs, and 

expectations of 

associate members. 

Q2: Board convenes 

recruitment committee 

to sign up associate 

members. 

2019/20 

Q2: Recruitment 

Committee identifies 

and sends delegations 

to at least two more 

prospects 

2020/21 

Q2: Recruitment 

Committee identifies 

and sends delegations 

to at least two more 

prospects 

Q4: Associate Member 

program is evaluated 
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Q3 – Q4: Board 

identifies and sends 

recruitment delegation 

to prospects. 

PILLAR II: MARKETING & COMMUNICATIONS 

I. BRAND DEVELOPMENT & REGIONAL PROMOTION 

A. Website Redevelopment 

SMARTER GOAL SouthGrow has an easy-to-update and maintain, modern website that focuses 

on marketing the region and providing resources to our members. This 

website is finished and in use by Q3 of 2018/19. 

OUTCOME SouthGrow has a new, modern, useful website with easily manageable 

content and a focused scope. 

MEASURE Website traffic 

TARGET Increasing traffic year over year 

WORKPLAN 2018/19 

Q1: Summer student is 

put to work rebuilding 

the website 

Q2: Website is complete 

and published 

Q3 – Q4: Ongoing 

Quality Assurance 

improvements and 

resource additions to 

website. Extranet is 

incorporated into 

website. Site Selection 

tools are incorporated 

into website. 

2019/20 

Q1: Summer student is 

put to work improving 

content and map layers, 

and working on 

marketing SouthGrow 

outside the region 

2020/21 

Q1: Summer student is 

put to work improving 

content and map layers, 

and working on 

marketing SouthGrow 

outside the region 

Q4: Evaluate success of 

website initiative 
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B. Community Website Enhancement 

SMARTER GOAL SouthGrow members know how to rebuild or improve their own websites 

with new web tools by the end of this strategic period. 

OUTCOME The region is noted for its excellent quality of community websites 

MEASURE Numbers of members who engage in training 

TARGET Communities attend training sessions for web improvements and marketing 

Communities actively work on improving or rebuilding their community 

websites 

WORKPLAN 2018/19 

Q3: Identify preferred 

rate contractor for 

website updates for 

members.  

Q4: Advertise preferred 

rate contractor to 

members and manage 

contract through 

SouthGrow 

2019/20 

Q2: Training session for 

members is held on 

building websites with 

new templated services 

(WIX, Squarespace) 

Q4: Training session on 

community Branding 

and Marketing  

2020/21 

Q2: Training session for 

members is held on 

building websites 

Q4: Training session on 

community Branding 

and Marketing 

C. SouthGrow Rebranding 

SMARTER GOALS SouthGrow rebrands itself to provide a better sense of place and sense of 

mission for our first points of contact. 

OUTCOME SouthGrow’s Brand is strengthened by tweeks to our primary messaging and 

image 

MEASURE New Brand conveys sense of place and sense of mission leading to fewer 

‘What do you do?’ moments. Anecdotal measure. 

TARGET New brand ready for launch for Q1 of 2019/20 (by latest) 

WORKPLAN 2018/19 

Q1: Board commits and 

budgets for rebranding 

2019/20 

Q1: New image and 

brand options are 

2020/21 

Q4: Full move to new 

brand is finally 
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within the three-year 

plan. 

Q3: One of the quarterly 

meetings is used to 

host a facilitated 

session on re-branding. 

Run by appropriate 

contractor 

presented to 

membership at AGM 

and one is adopted 

Q3: New branding has 

been incorporated into 

core organizational 

materials 

completed with new 

print runs for marketing 

materials (current ones 

used up and not phased 

out) 

Q4: Evaluate new brand 

impact 

II. REGIONAL INVESTMENT READINESS

A. Site Selection Assets for all Communities and the Region 

SMARTER GOAL All SouthGrow communities have world-class site selection and market data 

dashboards incorporated into their websites by Q1 of 2018/19. 

OUTCOME The SouthGrow region is investment ready with excellent marketing tools to 

help the individual communities efforts. 

MEASURE Numbers of members who commit to project 

Reported use of tools 

Traffic to site selection tools on SouthGrow website 

TARGET Communities commit to the program 

Communities attend training and use the dashboards 

WORKPLAN 2018/19 

Q1: Board selects a 

proposal from vendors 

Staff solicits 

engagement from 

communities. 

Agreement is signed 

with vendor. 

Q2 – Q3: Rollout to 

communities of 

program. 

Q4: Training session for 

tools is held. 

2019/20 

Q1: Program is 

highlighted at AGM 

Q2: Conversations with 

GOA about improving 

regional dashboard for 

eventual replacement 

Q4: Evaluation of 

program 

2020/21 

Q2: Feasibility of 

replacement of 

program with GOA. 

Explore other options 

for continuing program 

Q4: Evaluation of 

Program 
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B. Legislative Review for Investment Readiness 

SMARTER GOAL SouthGrow Communities review their bylaws and institute best-practice 

changes to make themselves investment ready by Q4 of 2020/21. 

OUTCOME The entire SouthGrow region can advertise itself as ‘Investment Ready’ 

MEASURE Numbers of Councils that report having engaged with the recommended 

review. 

TARGET Investment-friendly bylaws in member communities. 

WORKPLAN 2018/19 2019/20 

Q2: Secure 

grant/partnership 

funding to produce 

best-practice report for 

member communities 

Q3: Hire Contractor to 

research and deliver 

report 

2020/21 

Q1: Deliver report on 

best-practices to 

Members 

Q3: Follow up with 

Members to evaluate 

implementation 

Q4: Evaluate Program 

C. Inventory of Investment Opportunities 

SMARTER GOAL SouthGrow maintains an inventory of local investment opportunities which 

can be used to highlight the region and attract investment by Q4 of 2019/20. 

OUTCOME Fact sheets on investment opportunities in the region are always available 

and ready to present 

MEASURE Number of companies who engage with the program 

Number of investments landed through program 

Number of profiles accessed 

TARGET Increased investment in the SouthGrow region. 

WORKPLAN 2018/19 

Q3: Board strikes 

committee to organize 

the investment program 

and recruit members 

2019/20 

Q1: Student/staff builds 

out IT infrastructure for 

delivery of program. 

Q2 – Q4: Committee 

recruits investment 

2020/21 

Q1: Program is 

highlighted at AGM 

Q2 – Q4: Committee 

recruits investment 

leads. 
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Q4: Committee begins 

meetings to launch 

program 

leads to submit data for 

profiles. 

Q4: Program Evaluated 

PILLAR III: ECONOMIC DEVELOPMENT & INNOVATION 

I. AG-TECH MARKET DEVELOPMENT 

A. Ag-Tech Scholarship/Incentive Program 

SMARTER GOAL SouthGrow actively supports youth engagement in the Hi-Tech Ag sector by 

partnering with educational organizations in the region to put in place a 

Scholarship or Incentive program for rollout in 2019. 

OUTCOME Young people in the region have a growing awareness of hi-tech ag as a 

viable industry in which to pursue a profession. 

MEASURE Numbers of youth accessing the program 

TARGET Target to be set by organizing committee. Minimum, 1 student per year 

engaged in an appropriate program 

WORKPLAN 2018/19 

Q2: Board strikes a 

committee and 

committee recruits 

members. 

Q3: Committee plans 

out program for 

implementation in Q1 

of 2019/20 

2019/20 

Q1: Program is 

highlighted at AGM 

Q2: Program is 

implemented  

Q3 – Q4: Committee 

meets as needed 

2020/21 

Q1: Program is 

highlighted at AGM 

Q2: Program is 

implemented 

Q3 – Q4: Committee 

meets as needed and 

evaluates program 

B. SouthGrow Expo 2020 

SMARTER GOAL SouthGrow will host, or partner to host, a large event that showcases the 

advantages of the region, particularly in the areas of hi-tech ag and 

renewable energy, to be hosted by 2020/21. 

OUTCOME SouthGrow is recognized as an organization that is leading the way on 

development of the region as a Technologically-Sophisticated Agricultural 

Heartland. 
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MEASURE Success of event 

Numbers of attendees and vendors 

Profit/Loss 

TARGET Regional buy-in to event. 

WORKPLAN 2018/19 

Q2: Plan to host 

Economic Summit in 

Q4. Secure Partnerships. 

Strike Planning 

Committee. 

Q3: Planning 

Committee meets as 

needed 

Q4: Host Economic 

Summit 

2019/20 

Q2: Planning 

Committee works on 

next Economic Summit 

and envisions the 

SouthGrow EXPO 2020 

Q3: Partners secured for 

Economic Summit and 

EXPO 2020 

Q4: Host Economic 

Summit 

2020/21 

Q1: Planning begins for 

EXPO 2020 

Q2 – Q3: Planning 

Continues as needed 

Q4: Host the 

SouthGrow EXPO 2020 

Evaluation of Event 

II. ALTERNATIVE ENERGY

A. SAAEP Promotion 

SMARTER GOAL SAAEP continues to be an impactful partnership of SouthGrow and is 

engaged with to improve resources throughout the strategic period. 

OUTCOME SAAEP continues to inform investment in the region. 

MEASURE Numbers of projects run by SAAEP. 

Numbers of events attended 

Numbers of investments secured or aided 

TARGET Improved resources 

Expanded projects 

Ongoing online presence from our hired contractor 

WORKPLAN 2018/19 

Q2: Arrange contract 

with contractor in 

collaboration with 

partners 

2019/20 

Q2: Renew contract 

with contractor in 

collaboration with 

partners 

2020/21 

Q2: Renew contract 

with contractor in 

collaboration with 

partners 
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Pursue grant projects as 

available 

Q4: Evaluate value of 

partnership 

Pursue grant projects as 

available 

Q4: Evaluate value of 

partnership 

Pursue grant projects as 

available 

Q4: Evaluate value of 

partnership 

B. Circular Economy Promotion 

SMARTER GOAL SouthGrow is recognized a leader in renewable industries due to our 

promotion of initiatives and industries that focus on waste diversion, 

manufacturing of waste commodities, and power generation from waste by 

2021 

OUTCOME Existing waste diversion industries are expanded, or new industries are 

brought into the region. 

MEASURE Impacts in terms of business growth, business attraction, or community waste 

diversion projects. 

TARGET Three successful projects to report on by 2021 

WORKPLAN 2018/19 

Pursue investments as 

opportunity allows 

Q1: Host educational 

event on Circular 

Economy Efforts 

2019/20 

Pursue investments as 

opportunity allows 

Q1: Host educational 

event on Circular 

Economy Efforts 

2020/21 

Pursue investments as 

opportunity allows 

Q1: Host educational 

event on Circular 

Economy Efforts 

III. WATER SECURITY

A. New Reservoir Development for Southern Alberta 

SMARTER GOAL SouthGrow contributes to efforts to get another reservoir for Southern 

Alberta and demonstrates that we have advanced this initiative by 2021. 

OUTCOME SouthGrow is seen as a leader in the region regarding water sustainability 

MEASURE The project shows signs of advancement with the realistic possibility of the 

project making it to the unfunded projects list within a six-year timeline. 
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TARGET Stakeholders with an interest in this project are brought together into an 

advocacy committee. 

WORKPLAN 2018/19 

Q2: An 

advocate/champion is 

identified as project lead 

for SouthGrow to 

partner with in support. 

2019/20 

Q2: A committee, led by 

the advocate/champion 

is convened. SouthGrow 

sends a Board Member 

to participate and 

support 

2020/21 

Q2: The committee has 

established plans to 

generate supporting 

documentation/propos

als/studies for moving 

the project forward 

IV. BROADBAND DEPLOYMENT

A. Affordable Deployment Options for Unconnected Villages 

SMARTER GOAL SouthGrow helps to advance broadband options for our unconnected towns 

and villages, leading to higher speeds and more affordable internet 

throughout the region by 2021 

OUTCOME The SouthGrow region is one of the most connected rural areas in Canada 

and can speak confidently about the options available in all of our towns and 

villages. 

MEASURE Broadband speeds available 

Broadband options available 

Broadband cost points for members vs. current costs 

TARGET Every Town and Village within the SouthGrow Region has CRTC benchmark 

speeds available to their residents and businesses through some provider. 

WORKPLAN 2018/2019 

Q2: Evaluate the 

outcomes of the 

Vauxhall Micro-cell 

build by Echo Networks. 

Share Evaluation with 

membership. 

Q2 - Q4: Continue to 

follow developments of 

the Dark Fibre working 

2019/2020 

Q1: Hire a consultant to 

compile a report on 

Broadband providers 

within the region and 

deliver report to 

member municipalities. 

Q2: Include Broadband 

assets map in online 

resource mapping tool 

2020/21 

Q2: Re-engage Taylor 

Warwick to update 

previously created 

broadband asset map 

and update online map 

correspondingly. 

Pursue targets of 

opportunity 
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group and recommend 

members to them. 

Pursue targets of 

opportunity 

Q3: Participate in Digital 

Futures 2019 

Pursue targets of 

opportunity 

Q3: Participate in Digital 

Futures 2020 

Q3: Participate in Digital 

Futures 2021 

Q4: Evaluate progress of 

project 

B. Study of the Economic Impact of Connected Ag 

SMARTER GOAL SouthGrow will leverage resources and partners to conduct a large-scale 

study of the economic impacts of connected and big-data agriculture to 

inform broadband infrastructure investments in rural areas. 

OUTCOME Hard data exists to inform broadband investments in rural regions regarding 

their economic impact. 

MEASURE Study is complete and published/distributed widely 

TARGET Increased sense of the value of infrastructure investments in rural regions by 

governments and private enterprise 

WORKPLAN 2018/19 

Q1: Meet with David Hill 

and vision the plan 

Q2: Pull together 

partnerships and apply 

for joint and matching 

funding to leverage 

current resources that 

are time sensitive. 

Q3: Secure funding and 

hire contractor – spend 

grant money 

Q4: Project is launched 

2019/20 

Q1: Report on 

preliminary findings at 

AGM 

Q3: Project is complete, 

and results are 

returned. Press event 

held and publications 

encouraged. Findings 

distributed widely. 

2020/21 

Report is leveraged for 

future projects. 
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PART III: BUDGET 

As mentioned in the Executive Summary, these are projections only based on the best available 

data and should not be considered binding. There are many factors which will deeply impact 

actual budgets over the next three years and the Board of Directors will have to make re-

allocations and adjust priorities in response. 

Income Projections 

Income Year 1 Year 2 Year 3 

Operations Grant 100,000 100,000 150,000 

Membership Fees 32,000 45,000 46,000 

Other Grants 170,000 128,000 170,000* 

Other Income 15,000 20,000* 30,000* 

Grants Carried Forward 125,000 - - 

Total 442,000 293,000 396,000 

*Asterix indicates unrealized income with an attainable goal. It is hoped that other grants will come available.
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Expense Projections 

Strategic Pillar Year 1 Year 2 Year 3 

Strategic Collaboration 8,000 10,000 20,000 

Marketing & 

Collaboration 

83,500 31,500 31,500 

Economic Development 222,200 135,000 150,000 

Administration 137,000 145,000 189,900 

Total 450,700 321,500 391,400 

Balance -8,700 -28,500 4,600 

Funding Model 2018/2019 

Strategic Pillar 2018/2019 ED&T Members AG&F O.Grants Other 

Strategic 

Collaboration 

8,000 8000 

Marketing & 

Collaboration 

83,500 5500 75,000 3000 

Economic 

Development 

222,200 28,200 144,000 50,000 

Administration 137,000 100,000 7000 26,000 4000 

Total 450,700 100,000 52,700 170,000 125,000 7,000 
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PART IV: 2018/19 OPERATING PLAN 

2018 – 2019 Operational Plan – List View 

The following list of operational milestones has been directly pulled form the three-year plan outlined 

above. For a full understanding of the context in which each milestone occurs, please refer to the Pillar 

and Project Plan above.  

Task Name Date Assigned Due Date Pillar Project 
Schedule Annual Visits across Spring 
and Summer 

01-04-18 30-06-18 Strategic 
Collaboration 

Annual Council 
Presentations 

SouthGrow Chair convenes with REDA 
chairs to chart path forward 

01-04-18 30-06-18 Strategic 
Collaboration 

Secure Funding 
Increase from the 
Province 

Budget for Part-time position 01-04-18 30-06-18 Strategic 
Collaboration 

Expand Staff and 
Increase 
Organizational 
Efficiency 

Summer Student is put to work 
rebuilding the website 

01-04-18 30-06-18 Marketing & 
Communications 

Website 
Redevelopment & 
Regional Promotion 

Board commits and budgets for 
rebranding 

01-04-18 30-06-18 Marketing & 
Communications 

SouthGrow 
Rebranding 

Board Selects a proposal from vendors. 
Staff solicits engagement from 
Communities. Agreement is signed with 
vendor. 

01-04-18 30-06-18 Marketing & 
Communications 

Site Selection Assets 
for all Communities 
and the Region 

Host educational event on Circular 
Economy Efforts 

01-04-18 30-06-18 Economic 
Development & 
Innovation 

Circular Economy 
Promotion 

Meet with David Hill and vision the plan 01-04-18 30-06-18 Economic 
Development & 
Innovation 

Study of the 
Economic Impact of 
Connected Ag 

Approve Changes to Articles of 
Association 

01-04-18 30-06-18 Strategic 
Collaboration 

Board Restructuring 

Members appoint new Board Members 01-07-18 30-09-18 Strategic 
Collaboration 

Board Restructuring 

Launch Program and Invite Participants 01-07-18 30-09-18 Strategic 
Collaboration 

Website Extranet 

Complete scheduled visits to Member 
Councils 

01-07-18 30-09-18 Strategic 
Collaboration 

Annual Council 
Presentations 

SouthGrow Organizes 1 Committee to 
work on a project 

01-07-18 30-09-18 Strategic 
Collaboration 

Focused Committees 

Strike Hiring Committee with assistance 
from the Board 

01-07-18 30-09-18 Strategic 
Collaboration 

Expand Staff and 
Increase 
Organizational 
Efficiency 

Set up Grant Pipeline through the 
Funding Portal (software) 

01-07-18 30-09-18 Strategic 
Collaboration 

Develop Grant 
Monitoring and 
Application Program 

Executive Director visits council at both 
Champion and Barons with an ask to 
join the Association 

01-07-18 30-09-18 Strategic 
Collaboration 

Secure Final Three 
Members 

Board Solidifies definitions, costs, and 
expectations of associate memberships 

01-07-18 30-09-18 Strategic 
Collaboration 

Expand Association 
Memberships to 
Industry 

Board convenes recruitment committee 
to sign up associate members 

01-07-18 30-09-18 Strategic 
Collaboration 

Expand Association 
Memberships to 
Industry 

Website is complete and published 01-07-18 30-09-18 Marketing & 
Communications 

Website 
Redevelopment & 
Regional Promotion 
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Board strikes a committee and 
committee recruits members 

01-07-18 30-09-18 Economic 
Development & 
Innovation 

Ag-Tech 
Scholarship/Incentive 
Program 

Plan to host Economic Summit in 2020 01-07-18 30-09-18 Economic 
Development & 
Innovation 

SouthGrow Expo 
2020 

Secure Partnerships. Strike Planning 
Committee. 

01-07-18 30-09-18 Economic 
Development & 
Innovation 

SouthGrow Expo 
2020 

Arrange Contract with contractor in 
collaboration with partners 

01-07-18 30-09-18 Economic 
Development & 
Innovation 

SAAEP Promotion 

An advocate/champion is identified as 
project lead for SouthGrow to Partner 
with in support 

01-07-18 30-09-18 Economic 
Development & 
Innovation 

Host educational 
event on Circular 
Economy Efforts 

Evaluate the outcomes of the Vauxhall 
Micro-cell build by Echo Networks. 
Share Evaluation with membership. 

01-07-18 30-09-18 Economic 
Development & 
Innovation 

Affordable 
Deployment Options 
for Unconnected 
Villages 

Include Broadband assets map in online 
resource mapping tool. 

01-07-18 30-09-18 Economic 
Development & 
Innovation 

Affordable 
Deployment Options 
for Unconnected 
Villages 

Pull together partnerships and apply for 
joint and matching funding to leverage 
current resources that are time sensitive 

01-07-18 30-09-18 Economic 
Development & 
Innovation 

Study of the 
Economic Impact of 
Connected Ag 

Committee plans out program for 
implementation in Q1 of 2019/20 

01-10-18 30-12-18 Economic 
Development & 
Innovation 

Ag-Tech 
Scholarship/Incentive 
Program 

Upload and Organize More Resources 01-10-18 31-12-18 Strategic 
Collaboration 

Website Extranet 

Start Mapping Project 01-10-18 31-12-18 Strategic 
Collaboration 

Regional Asset 
Inventory 

Hire Part-time Ec. Dev. Officer 01-10-18 31-12-18 Strategic 
Collaboration 

Expand Staff and 
Increase 
Organizational 
Efficiency 

Find an easy way to disperse monthly 
grant results from funding portal to 
members and to evaluate internally 

01-10-18 31-12-18 Strategic 
Collaboration 

Develop Grant 
Monitoring and 
Application Program 

Executive Director takes delegation 
from Raymond, Stirling, Warner, Milk 
River, and Coutts to Warner County to 
request membership 

01-10-18 31-12-18 Strategic 
Collaboration 

Secure Final Three 
Members 

Identify preferred rate contractor for 
website updates for members 

01-10-18 31-12-18 Marketing & 
Communications 

Community Website 
Enhancement 

One of the quarterly meetings is used to 
host a facilitated session on re-
branding. 

01-10-18 31-12-18 Marketing & 
Communications 

SouthGrow 
Rebranding 

Rollout to communities of program 01-07-18 31-12-18 Marketing & 
Communications 

Site Selection Assets 
for all Communities 
and the Region 

Board strikes committee to organize the 
investment program and recruit 
members 

01-10-18 31-12-18 Marketing & 
Communications 

Inventory of 
Investment 
Opportunities 

Planning Committee meets as needed. 01-10-18 31-12-18 Economic 
Development & 
Innovation 

SouthGrow Expo 
2020 

Secure funding and hire contractor - 
spend grant money 

01-10-18 31-12-18 Economic 
Development & 
Innovation 

Study of the 
Economic Impact of 
Connected Ag 

Staff Contributes to communications 
strategy to raise profile of REDAs with 
Ministry 

01-07-18 24-03-19 Strategic 
Collaboration 

Secure Funding 
Increase from the 
Province 

Issue Special Resolution for Rate 
Increase with Supporting Documents 

01-01-19 31-03-19 Strategic 
Collaboration 

Secure Increased 
Investment from 
Members 
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Board Evaluation of Executive Director 01-01-19 31-03-19 Strategic 
Collaboration 

Expand Staff and 
Increase 
Organizational 
Efficiency 

Contact and negotiate agreement with a 
Grant Writer for preferred rate and 
finder's fee 

01-01-19 31-03-19 Strategic 
Collaboration 

Develop Grant 
Monitoring and 
Application Program 

Ongoing QA improvements and 
resource additions to website. Extranet 
is incorportated into website. Site 
Selection tools are incorporated into 
website. 

01-10-18 31-03-19 Marketing & 
Communications 

Website 
Redevelopment & 
Regional Promotion 

Advertise preferred rate contractor to 
members and manage contract through 
SouthGrow 

01-01-19 31-03-19 Marketing & 
Communications 

Community Website 
Enhancement 

Training session for tools is held 01-01-19 31-03-19 Marketing & 
Communications 

Site Selection Assets 
for all Communities 
and the Region 

Committee begins meetings to launch 
program 

01-01-19 31-03-19 Marketing & 
Communications 

Inventory of 
Investment 
Opportunities 

Host Economic Summit 01-01-19 31-03-19 Economic 
Development & 
Innovation 

SouthGrow Expo 
2020 

Evaluate value of Partnership 01-01-19 31-03-19 Economic 
Development & 
Innovation 

SAAEP Promotion 

Continue to follow developments of the 
Dark Fibre working group and 
recommend members to them. 

01-07-18 31-03-19 Economic 
Development & 
Innovation 

Affordable 
Deployment Options 
for Unconnected 
Villages 

Project is launched 01-01-19 31-03-19 Economic 
Development & 
Innovation 

Study of the 
Economic Impact of 
Connected Ag 
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2018 – 2019 Operational Plan – Gant View 

The following table is a Gant outline of the list above that demonstrates the annual timing of 

deliverables on the right-hand side. Deliverables are due by quarter, allowing flexibility in the 

scheduling and completion while still maintaining a timeline with progress check-ins. 
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Creating opportunities in 
Southern Alberta 

southgrow.com 

Economic Development | Government Relations  

All content copyright © 1999 - 2018 SouthGrow Regional Initiative. All rights 
reserved. Corporate Access Number: 5111053608 

About SouthGrow Regional Initiate  

SouthGrow is an economic development alliance of twenty-four south central 
Alberta communities committed to working together to achieve prosperity for the 
region. Representing over 130,000 people, SouthGrow is committed to assisting 
communities, organizations, businesses, and people in the region to further their 
economic development goals and to maintain the high quality of life. 

PAGE 40 OF 169



Town of Coaldale 
ECONOMIC DEVELOPMENT COMMUNITY PROFILE 

PAGE 41 OF 169



1 Town of Coaldale:  Economic Development Community Profile 

Welcome to the Town of Coaldale 

The Town of Coaldale is an emerging community located in the heart of southern Alberta.  With state-of-the-art 

recreational facilities, and a diversity of amenities and tourist attractions, our municipality combines the benefits of 

small town living with the service provision of larger urban centers.  Council’s mission is to ensure that Coaldale 

continues to be a preferred place to live, work and play.  

Whether you’re a developer or business owner seeking the “Coaldale Advantage,” a prospective homebuyer looking for 

a friendly neighbourhood or a couple looking to retire, our community has something for everyone.  If you’re new to 

Town, or simply visiting for the weekend, we encourage you to stay a little longer. 

What attracts many people to the Town is the friendliness and security that comes with small-community living.  This is 

rarely found these days and something Coaldale residents are truly proud of.  That makes Coaldale especially 

welcoming. 

Road Travel Distances 

Distance Coaldale To: Kilometers Miles 

Lethbridge 18 11 

Taber 35 22 

Medicine Hat 152 94 

Calgary 228 142 

Edmonton 518 322 

US border at Coutts 102 63 

Climate  

Coaldale has a moderate climate with warm summers.  Winters are cool but are moderated by warm Chinook winds 
blowing from the west coast. 

Average: J F M A M J J A S O N D 

Temperature oC -6.0 -4.2 -0.1 6.0 11.1 15.2 18.2 17.7 12.6 6.6 -1.2 -5.4 

High temperature 0.1 2.3 6.4 13.1 18.3 22.0 26.1 26.0 20.2 13.7 4.8 0.6 

Low temperature -12.1 -10.6 -6.5 -1.1 3.9 8.3 10.3 9.5 4.9 -0.6 -7.2 -11.4 

Precipitation (mm) 13.5 12.0 22.8 28.0 49.9 82.0 42.6 37.3 41.4 20.1 17.8 12.9 

Over the years, the number of businesses and services has grown 
significantly.  Today, residents and visitors alike will find 

practically everything they need right in Coaldale. 
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2 Town of Coaldale:  Economic Development Community Profile 

Key Demographics 

Population Demographics (2011) 
Town of 

Coaldale 

SouthGrow 

Region 

Population  7,493 158,282 

Annual population growth rate (2001-11 trend) 2.47% 2.0% 

Median age 35.6 38.3 

Workforce population (age 15-64) 4,815 93,380 

School population (age 5-17) 1,315 26,290 

Senior Population (age 65+) 1,045 26,440 

Average employment income $50,785 $52,819 

Average family income $83,650 $87,602 

Number of dwellings 2,844 61,566 

Economic Indicators 

While residential subdivisions are booming, Council recently invested 5 million 

dollars into its North East Industrial Park, selling lots, and attracting new businesses, along the way.  With affordable 

industrial land, a competitive commercial mill rate, and attractive business incentive packages, Coaldale has become a 

premier destination for commercial growth, business relocation and development.  

Recent Investments and Projects 

Project Description 

Phase III for North East 

Industrial Park 
25 additional lots to be opened 2016. 

Commercial 

Redevelopment 
West Coaldale road realignment project for commercial redevelopment. 

RCMP Regional 

Detachment 

$15 Million project, when completed will house 30-50 officers and support staff. Expected to be 

completed by 2018. 

Residential Development Several subdivisions developed over the past 5 years to accommodate population growth. 

Averaging nearly 
2.5% per year for 
the past 10 years, 

population growth 
in Coaldale is very 

strong.  The growth 
continues with the 

2013 municipal 
census showing 
7,526 residents. 
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3 Town of Coaldale:  Economic Development Community Profile 

Available Land 

Over the past 10 years, Coaldale has developed several residential subdivisions.  With brisk sales and development 

activity, new subdivisions continue to be developed to offer people a variety of neighbourhoods including: 

• Cottonwood Estates (8 phases)

• Fairway Estates

• The Seasons

• Parkside Acres

• Westgate Landing

• Waterfront

• Station Grounds

There are approximately 149 serviced residential lots available Coaldale.  These consist of single family lots, multi-family 

lots and mobile home lots.  Lots range in price from $70,000 to $150,000.  There are also a variety of homes available for 

sale through local realtors: 

• www.coaldalerealestatecentre.com

• www.point2homes.com/CA/Real-Estate-Listings/AB/Coaldale.html

• www.benvandyk.com

• www.theseasonsab.ca/theSeasons/Welcome.html

• www.remax.ca/ab/coaldale-real-estate

• www.royallepage.ca/en/ab/coaldale/properties

• www.sutton.com/listings-ab-coaldale

In 2013 and 2014, the average selling price for a home in Coaldale was approximately $250,000. 

Coaldale currently has 6 industrial lots for sale.  Please contact the Town office to learn more about these lots.  In 2016, 

the Coaldale Industrial Park has 25 serviced, 1-acre industrial lots available.  These are priced at $144,000 each.   
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4 Town of Coaldale:  Economic Development Community Profile 

Development Statistics 

Since 2009, 344 new dwellings have been built per year – an average of 57 per year.  Industrial and commercial permit 

values soared to a record $7.6 million in 2014. 

Year 
Number of New 

Dwellings 

Value of New 

Dwellings 

Other Residential 

Permit Value 

Industrial/ Commercial/ 

Public/ Institutional 

Permit Value 

Total Permit 

Value 

2014 67 $17,319,794 $353,200 $7,630,000 $25,302,994 

2013 57 $13,605,817 $527,850 $5,000,000 $19,133,667 

2012 63 $16,161,000 $607,700 $2,717,500 $19,486,200 

2011 38 $8,801,000 $1,095,250 $4,078,900 $13,975,150 

2010 56 $14,594,000 $907,200 $610,000 $16,111,200 

Major Employers 

Sector Businesses 

Health Care and 

Education 

• Palliser Regional Schools

• Holy Spirit Catholic Schools

• Coaldale Christian School

• Alberta Health Services (Coaldale Health Centre)

• Sunny South Lodge, Manor, and Villas

• Coaldale Medical Clinics

Public Sector 

• Town of Coaldale

• RCMP

• Family and Community Support Services

Agriculture 

• McCain Foods

• BioAg Ltd.

• Van Giessen Growers

• Prairie Meats Ltd.

Manufacturing, 

Construction, Oil 

& Gas 

• Intercontinental Truck Body

• Polymax Foam Plastics

• Gen Manufacturing

• Kustom Autobody

• Bethyl Window and Doors

• Adora Kitchens and Lighting

Financial Services 

and Real Estate 

• Bank of Montreal

• Scotiabank

• ATB Financial

• Coaldale Insurance

Coaldale is 
located in the 

heart of 
Alberta’s 

Agricultural 
Processing 

Industry 
anchored by 

McCain Foods 
that employs 
500 people. 
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5 Town of Coaldale:  Economic Development Community Profile 

Workforce Statistics 

Statistic (2011) Town of Coaldale SouthGrow Region 

Workforce population (age 15-64) 4,815 93,380 

Workforce participation rate 66% 70% 

% of Workforce with no diploma or post-secondary 26% 25% 

% of Workforce with high school diploma or equivalent 29% 29% 

% of Workforce with post-secondary diploma, certificate, or 

degree 
44% 46% 

Employment by Industry 

Statistic (2011) Town of Coaldale SouthGrow Region 

Agriculture 3% 12% 

Oil & Gas 4% 5% 

Manufacturing 14% 8% 

Utilities, Transportation, 

Construction, Warehousing 
18% 15% 

Retail & Wholesale Trade 15% 14% 

Finance, Insurance, Real Estate 2% 4% 

Professional, Scientific, 

Management, waste remediation 
10% 7% 

Education & Healthcare 19% 18% 

Arts, Recreation, Accommodation 6% 6% 

Other 10% 11% 

Agriculture
16%

Oil & Gas
6%

Manufacturing
5%

Utilities, Transport,
Construction,
Warehousing

14%

Retail & 
Wholesale

14%Finance, Insurance, 
Real Estate

4%

Professional, Scientific, 
Management, 

8%

Education & 
Healthcare

15%

Arts, Recreation, 
Accommodation

7%

Other
11%

Employment by Industry

Coaldale’s 
manufacturing 

industry 
accounts for 

14% of 
employment; 
almost double 
the SouthGrow 

Region. 
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6 Town of Coaldale:  Economic Development Community Profile 

Transportation Infrastructure 

Facility Details 

Highways and 

Traffic Counts 

2014 Average Annual Daily Traffic on Highway 3 (Crowsnest 

Trail).  Measured on west side of Coaldale near Range Road 203: 

• West bound: 8,380

• East bound: 8,150

2014 Average Annual Daily Traffic on Highway 3 (Crowsnest 

Trail).  Measured on east side of Coaldale near 8th Street: 

• West bound: 4,920

• East bound: 4,390

2014 Average Annual Daily Traffic on Highway 845.  Measured 

on south side of Coaldale near 23rd Avenue: 

• North bound: 1,350

• South bound: 980

2014 Average Annual Daily Traffic on Highway 845.  Measured 

on north side of Coaldale near 14th Avenue: 

• North bound: 1,480

• South bound: 1,530

Rail Served by the Canadian Pacific Railway mainline 

Regional 

Airport 
Lethbridge Airport 

International 

Airport 
Calgary International Airport 

Coaldale is located near the CANAMEX Trade Corridor.  The Corridor 
includes approximately 1,150 km of Alberta’s provincial highway 

network, including parts of Highways 4, 3, 2, 216, 16, and 43, linking the 
Alberta/ Montana border crossing to the Alberta - British Columbia 

border on Highway 43.  
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Municipal Tax and Utility Rates 

Service Rate 

Property Tax: Residential 10.5014 (2015 Mill rate) 

Property Tax: Non-Residential  13.6882 (2015 Mill rate) 

Residential/ Commercial Water Rate $21.10 monthly plus $1.00/ m3 

Residential/ Commercial Waste Water Rate 
$14.33 monthly plus $0.945/ m3  plus $6.44/ 

month storm drainage surcharge 

Residential Garbage and recycling (weekly) $23.69 monthly plus $3.07 (blue box) 

Commercial Garbage and recycling (2 pickups/week) $47.38 monthly plus $6.24 (blue box) 

Utility Providers 

Service Provider 

Gas Enmax or Atco Gas 

Electricity Enmax, Epcor, Fortis, or Just Energy 

Telephone/ Internet Telus or Vonage 

Education 

Coaldale residents have access to a wide range of quality educational facilities that provide schooling from the nursery 

and preschool levels through high school, as well as adult education programs. 

Facility Details 

Pre-school and Kindergarten • Contact the Barons-Eureka-Warner FCSS

Elementary School 

• Jennie Emery (K-Grade 4)

• John Davidson School (K-Grade 9)

• St. Joseph School (K-Grade 9)

Secondary (Middle/ High) School 

• R.I. Baker Middle School (Grades 4-6)

• Kate Andrews High School (Grades 9-12)

• PASS Outreach School

• Coaldale Christian School (K-Grade 12)

Post-Secondary 

• University of Lethbridge

• Lethbridge College

• University of Calgary

• Southern Alberta Institute of Technology (Calgary)

Further Education • County of Lethbridge Community Learning Council
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Health Care and Emergency Services 

The Coaldale Health Centre is a continuing care and community support facility offering palliative care, respite services, 

radiology, laboratory services, occupational and physical therapy, and a public health unit.  Though Coaldale has much to 

offer in the way of medical services, Lethbridge is only 11 kilometres away and offers specialized services as required. 

Other health services in Coaldale include: doctors, medical clinic, chiropractor, optometrist, massage therapist, mental 

health and social workers, and pharmacies. 

Facility Details 

Doctors, Clinics 
• Coaldale Medical Clinic

• Campbell Clinic Coaldale

Long-term care, radiology, 

palliative care, laboratory 
• Coaldale Health Centre

Seniors Housing 
• Long-term care – Coaldale Health Centre

• Independent living to assisted living – Sunny South Lodge, Manor, and Villas

Police (911) • Royal Canadian Mounted Police

Fire and Ambulance  (911) 

• Coaldale and District Emergency Services consists of 2 full time and 30

volunteer members.  All members of the volunteer fire and emergency first

response team have certifications and accreditations.

For those thinking of choosing Coaldale as a place to retire, Coaldale is 
ideally suited.  Coaldale offers most seniors’ services and residential 

housing to meet the varied needs of retirees.  Lodges and assisted living 
residences are operated by Green Acres Foundation and Chinook Health. 
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Recreation 

If you’re looking for fun-filled activities, the Alberta Birds of Prey Center and the Gem of the West Museum are must-see 

attractions; and Land-O-Lakes Golf and Country Club is a premier golfing destination.  Our spray park and outdoor 

wading pool has become an ideal hotspot for children and young families, while our refurbished outdoor swimming pool 

provides an excellent locale for more advanced fitness, lessons and fun.  To cap it off, we have a fully functional library 

and senior’s center, a newly renovated curling facility and skating arena, as well as many parks and playgrounds.  Don’t 

forget to check out “Rotary Park,” our state-of-the-art sports field complex at the Quads. 

Facility Details 

Pools 
• Outdoor Pool

• Spray Park and Wading Pool

Golf 
• Land-O-Lakes Golf & Country Club (18hole)

• Indian Hills Golf Course (9 hole)

Parks and 

Playgrounds, 

Sports fields 

• Kin skateboard and bike park

• McCain Park, Rotary Memorial Park, Millennium Park-

Veterans’ Cenotaph

• Garden Grove Park, Eastview Park, Kinship Park, Parkside

Park

• Coaldale Quads (4 softball and 3 baseball diamonds)

Arena • Coaldale Ice Arena

Curling • Coaldale Curling Rink

Facilities 

• Coaldale Community Centre

• Kin Picnic Shelter

• The HUB Multipurpose facility

• Gem of the West Museum

Campgrounds 
• Owl’s Nest Campground

• Indian Hills Campground
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Coaldale is truly becoming a recreational and commercial Hub of Southern Alberta.  Indeed, the number of events 

hosted each year provides an excellent opportunity to showcase our growing municipality. 

Cultural Attractions and Events 

Facility / Event Details 

Alberta Birds of Prey 

Centre 

A world-renowned conservation organization, the Centre is dedicated to preserving Alberta’s 

wildlife heritage — and, especially, birds of prey.  Visitors can learn more about owls, eagles, 

hawks and falcons through wildlife exhibits and demonstrations that encourage hands-on 

participation with free hourly flying demonstrations. There’s also a 70-acre wetland and park area 

on-site. 

Gem of the West 

Museum 

Focuses on preserving local historical information and artifacts that tell the story of Coaldale and its 

residents.  The facility can also be booked for cultural events and meetings. 

Coaldale Public Library 

The Coaldale Library is a member of the Chinook Arch Regional Library System and offers inter-

library loan services to patrons.  The Library is also home to the McCain Gallery, a facility hosting 

various exhibits and is available for small workshops or events 

Annual Events 

• Settlers Days/Candy Parade – Canada Day Holiday (early July)

• Kinsmen Carnage in Coaldale (Demolition Derby early June)

• Coaldale Custom Cruisers-Car Show (late May)

• Country Christmas Night of Lights Parade/Christmas Market (November)
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Local Clubs and Organizations 

• Coaldale and District Chamber of Commerce

• Kinsmen Club of Coaldale

• Kinettes Club of Coaldale

• Rotary Club of Coaldale

• Sunny South Speakers – Toastmasters

Area Attractions 

Attraction Details 

MD Taber Park http://www.albertaparks.ca/park-lake.aspx 

The Galt Museum 

Located in Lethbridge, the renovated former 

Galt Hospital is the largest museum in 

Southern Alberta. www.galtmuseum.com 

Taber Irrigation 

Impact Museum 

Focuses on the impact of irrigation on Taber’s 

development.  

Fort Museum 

A replica of the original NWMP outpost built 

in 1874 in Fort Macleod; daily Musical Ride 

in July & August. www.nwmpmuseum.com 

Nikka Yuko 

Japanese Garden 

Take an unforgettable walk through an 

authentic Japanese garden in the city of 

Lethbridge.  www.japanesegarden.ab.ca 

Waterton-Glacier 

International 

Peace Park 

The world’s first international peace park. 

Known as “The Crown of the Continent” the 

combined park is a UNESCO World Heritage 

Site. www.pc.gc.ca/eng/pn-

np/ab/waterton/natcul/inter.aspx 

Writing on Stone 

Provincial Park 

One of the largest areas of protected prairie in 

the Alberta park system. 

www.albertaparks.ca/writing-on-stone.aspx 

Head Smashed in 

Buffalo Jump 

Interpretive 

Centre 

A UNESCO World Heritage Site which 

attracts about 60,000 visitors per year.  

www.head-smashed-in.com 

Remington 

Carriage Museum 

The largest collection of horse-drawn vehicles 

in North America is located in Cardston, AB.  

http://www.history.alberta.ca/remington/  

Bellevue Mine 

Put on an authentic miner’s helmet and lamp 

and tour the actual corridors taken by early 

coal miners. 

www.crowsnestpass.com/Tourism/historic/bel

levuemine.html  

Frank Slide 

Interpretive 

Centre 

Experience what it was like to be in the coal 

mining town of Frank before, during and after 

the great rock avalanche.  

www.frankslide.com  

Active since 1982, 
the Birds of Prey 

Foundation is 
Alberta’s first 

privately licensed 
raptor rescue and 

conservation 
organization. 
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Contact Information 

Town of Coaldale SouthGrow Regional Initiative 

Kalen Hastings, CAO Peter Lovering, Manager 

1920 – 17th Street 

Coaldale, AB T1M 1M1 

P.O. Box 27068,  

Lethbridge AB, T1K 6Z9 

Ph: (403) 345-1300 

Fax: (403) 345-1311 

Phone: (403) 394-0615 

cao@coaldale.ca 

www.coaldale.ca  

pete.lovering@southgrow.com 

www.southgrow.com  

June 2015 
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To:  Peter Lovering
From: Mark Baxter, Cathy Goulet 
Date: January 23, 2018
Re: Community Business Retention, Expansion and Marketing Plans Master Report 

Dear Pete,  

We are pleased to present our report for the SouthGrow Regional Initiative Community Business 
Retention, Expansion and Marketing Plans Project. 

Thank you for your willingness to accept our Report.

Sincerely, Warmest Regards, 

Mark Baxter,  Cathy Goulet 
Outlook Market Research & Consulting Ltd Killick Leadership Group Ltd.  

1455 Toshack Road West St. Paul, Manitoba R4A 8A6
Phone: 204-229-8190 • Fax: 204-896-4606
Email: mark@outlookmarketresearch.com

www.outlookmarketresearch.com
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2.1. PURPOSE

In recent years, SouthGrow engaged in projects on investment attraction plan and leads, community 
profile development, and the investment readiness of the region. This Community Business Retention, 
Expansion and Marketing Plans Master Report synthesizes the information from these last three projects 
with new community interviews, analysis, providing marketing recommendations to specific communities 
and to the overall regional alliance. 

Each of the 24 SouthGrow member communities was provided with a document called Interview 
Take-Aways that summarized the outcomes of the interviews, and provide some insight from the lead 
interviewer Cathy Goulet, an experienced economic development practitioner. Much of that content, 
along with previous studies conducted by SouthGrow, and marketing analysis, forms the basis of 
Findings in this Master Report.

2.2 FINDINGS

The 24 reports synthesize the research and findings from each phase of work to form a picture of the 
communities BRE situation. Each report is separated into the following sections:

A. Community Overview
B. Community Assets
C. Opportunity Analysis
D. Marketing Go-Forwards 

The Marketing Go-Forwards sections are limited to more community-specific recommendations. But 
many marketing actions are applicable across multiple SouthGrow communities due to geographic 
proximity, and similarities in demographics, assets, opportunities, and value propositions. Therefore, 
some actions are included in Section 5. Regional Marketing Recommendations. These recommenda-
tions will be cross-community, and sometimes regional in nature. 

2. Executive Summary
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There were a wide variety of observations about BRE strategy and marketing recommenda-
tions across the 24 communities, but here are some common themes that emerged:  

COMMUNITY WEBSITES LACK SUFFICIENT BRE INFORMATION

This was a common theme noted in the 2016 Rainmaker Global Business Development 
report on the Investment Readiness of the region. Our team reviewed all community websites 
and reaffirm this finding. However, we do not believe this is necessarily an indictment on the 
communities, rather each community has to look at its own economic development goals to 
decide what level of resources should/can be applied to BRE. 
Some considerations:
• At least two communities have very strong BRE content on their websites, but these are

also larger communities with dedicated EDOs. Small communities cannot afford this type
of staffing – and it is the staffing that is the key requirement for good BRE content being
developed and maintained on a website.

• If investment attraction is a priority of these smaller communities, working with an
organization like SouthGrow is imperative to have the BRE content supplied to their
websites. Whether it be through simple links, downloads, and/or special initiatives.
Examples of special initiatives are support of SouthGrow in development of Community
Profiles, or this BRE study – projects that used the REDA’s economy of scale to develop
content that is specific to each community, and often applicable across many member
communities.

• Often the architecture and design of a community website is meant to deliver municipal
information, not for investment attraction. That is okay. But it is advisable that at least some
community profile information and BRE related information be included on the website.
Many of those ideas are listed in this report, and the Investment Readiness report. Most
websites have a Business section. Leveraging content from SouthGrow and Alberta
Municipal Affairs (e.g. Regional Dashboard) is simple and provides at least a baseline of
BRE content. Intense investment attraction may not be a high priority in every community,
but BRE should be.

• There is little excuse for an unattractive website these days. Incredibly cheap templates
are available that are graphically sophisticated and can effectively host municipal content.
A website is the information gateway to the world about a community – especially more
remote communities. Councils and CAO’s should support moderate funding for website
design upgrades. SouthGrow should be a supporting organization to help steer member
communities to the right information and resources to undertake these upgrades. A website
design upgrade training course(s) organized by SouthGrow for its members would be
useful and effective in helping communities, especially smaller ones, upgrade their web
presence.
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BEDROOM COMMUNITIES - BRANDING

A number of communities are very open about their desire to be bedroom communities – in 
other words, resident attraction is their main priority. BRE is still important, but it alters the 
nature of investment attraction activities. Priorities become attracting new service-based 
businesses like restaurants and retail, maintaining or expanding existing service-based 
businesses, and having a strong recreation sector.

The field of economic development is often tilted towards industrial investment attraction. 
Resident attraction is a slightly different pursuit, where community branding is as important as 
in-depth sector analysis, opportunity analyses, and businesses cases for new investment. New 
residents need to be courted with good information about services and quality of life, but that 
information needs to be properly packaged and delivered.

These communities should place extra emphasis on branding, website design, marketing 
material design, road signage, and targeted marketing campaigns. New residents want 
services first and foremost, but they are also persuaded be how belonging to a community 
makes them feel. While they may not outwardly admit this, many potential residents ask 
themselves, “What does belonging to this community say about me?”. Much like what driving a 
particular car or wearing particular cloths says about them.

When engaging in BRE activities, bedroom community policy makers and economic developers 
must pay attention to marketing an image, as well as services. 

UNDERSTANDING YOUR TRADE AREA

In BRE, the ability to provide prospective industry and business with a legitimate and credible 
trading area calculation is more than an important data point. Realistically understanding what 
businesses and services can/should be supported in your community versus in surrounding 
communities should be the foundation of a BRE Strategy.  The baseline information required to 
make such an assessment starts with a Trade Area Analysis.

The use of trading area as a selling feature has a long history in economic development. Over 
fifty years ago, in 1966, William Applebaum defined a primary trade area as encompassing a 
geographic region accounting for between 75 and 80 percent of relevant consumers.  Others 
have added additional definitions based on drive time:
1. Primary trade area: 50-80% within 10 minutes of drive time
2. Secondary trade area: 15-25% of customers less than 20 minutes’ drive time
3. Fringe or tertiary trade area: the remainder of customers who must travel 15 – 50 minutes

to reach the shopping destination
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No matter how closely the area is defined, the basic definition has not changed and, in fact, 
most of the methods for calculating trade area have also not changed over the years. What has 
changed is the ease of gathering data with the advent of GIS and data, which marries distance 
to income levels.

The Regional Marketing Recommendations section provides an overview of various Trade 
Area Analysis methodologies. These can be carried out by local EDOs or consultants. Once 
this type of analysis is done it forms the backbone of the value proposition to attract new 
services and businesses. A Traffic Pattern Analysis is also a useful investment attraction tool. 
Approaching chain restaurants, hotels of other service businesses without more than just 
anecdotal trade area information makes the investment attraction process very challenging.  

CLUSTER DEVELOPMENT – BUILDING ON SUCCESS

Another common theme noted in the 2016 Rainmaker Global Business Development report 
on the Investment Readiness of the region was capitalizing on exiting economic development 
successes. 

Actively seeking complimentary companies to invest in a community is one of the strongest 
methods of investment attraction. The Investment Promotion and Attraction Process is an 
internal EDO process designed to react to the Site Selection Process used by relocating 
companies, but also be proactive by generating and converting investment leads. 

At the beginning, the Site Selection Process is aimed at gaining an understanding of the 
region’s level of economic development and its national economic policies, and depends 
upon the type of investment. For example, is the investor seeking resource-based locations, 
strategic market locations or product efficiency locations? The site selection process continues 
to become increasingly detailed as decision makers narrow the list of possible locations. Key 
factors during the site selection process generally fall into the following categories:

• Complimentary businesses or clusters
• Market characteristics (local and regional)
• Costs (labour, transportation and other)
• Natural resources (availability and quality)
• Infrastructure
• Policy structure
• Business support and promotion

Good investor information, a solid marketing (web) presence, and a leads handling protocol are 
all important. Section 5, Regional Marketing Recommendation touches more on leads handling 
protocol and investment attraction best practices. 
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But the key point for local policy makers and EDO’s is to build on your successes. It is often 
very difficult for rural communities to attract significant business investment. When that 
happens, build on it within that cluster – diversification is great, but diversification is much 
easier for larger communities with more infrastructure, labour base, and market. 

OTHER THEMES

Many findings, observations and recommendations arose out of the research and analysis in 
this study. Some other BRE themes of note:

Maximize Membership in SouthGrow Regional Economic Development Alliance 
• Communities should leverage their SouthGrow members as much as possible. Regional

projects can have local impacts.

Investment Attraction Strategy
• If investment attraction is a significant part of a community’s BRE Strategy, forming a

customized local Investment Attraction Strategy is advisable.

Investment Attraction Tools
• BRE-focused websites and marketing collateral can benefit greatly from the development

of tools such as: Site Selector Profile, Community Brand, Communications Plan, Sector
Profiles, Business Cases.

Chain Hotel Attraction 
• Several communities mentioned lack of accommodations as an issue. Some communities

had excellent sports facilities or other tourism assets top draw visitors, but no hotel or not
enough hotel space. Understanding hotel franchisee requirements and site selection criteria
is important.

Land Needs Assessment – Area Develop Plan
• When undergoing site selection research, investors typically look at land availability,

taxation/incentives, labour pool, existing business clusters, and infrastructure. Without
available land, none of the other factors matter. Land Needs Assessments and Area
Develop Plans are common baseline tools to address this issue. However, the assessment
is not as important as the will of political and business stakeholders to find compromises
and solutions to make land available for servicing and investment.
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3.1. BACKGROUND

More than three years ago, SouthGrow commissioned a study by MNP called Targeted 
Investment Attraction Plan and Leads. When that study was completed, it became obvious 
that, in order to embark on this plan, SouthGrow members each required an updated profile to 
properly describe their communities.

In 2015, Schollie and Associates prepared profiles for the members at that time, which are 
currently in the process of being updated with new census and tax information.

In early 2016, Rainmaker Global Business Development finalized group training and a report 
on the Investment Readiness of the region.

This Community Business Retention, Expansion and Marketing Plans Master Report 
synthesizes the information from these last three projects with new community interviews, 
analysis, and marketing recommendations.

3.2 LITERATURE REVIEW

The first step in the Work Plan is to collect and review all relative secondary data. This begins 
with a request to the client to provide data pertinent to the project, and to review data sources 
on websites or elsewhere as deemed necessary.

In the initial stages of this project, the literature review focused on individual community 
information that has been gathered about investment opportunities, local assets, and 
development planning.

We closely reviewed:
• Targeted Investment Attraction Plan and Leads Study
• 2015 Community Profiles
• 2016 Group Training and a Report on Regional Investment Readiness

3.Methodology
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We wanted to ensure that the SouthGrow Regional Initiative Community Business Retention, 
Expansion and Marketing Plans Project is informed by these previous projects so there is 
continuity between all the phases of this economic development initiative. And so that previous 
research investments are fully leveraged.

3.3 PRIMARY RESEARCH

Primary research (i.e. working with communities to gather and vet data) is a core specialty of 
Outlook Market Research and Killick Leadership Group. Primary research is performed in a 
BRE project to:

• Fill data gaps from the secondary research process.
• Inject a more precise, rich information package into the project; this can only result from

local knowledge.
• Help determine the value proposition for each community based on investment

opportunities and local assets.
• Demonstrate the commitment of the REDA to its member communities.

We met with each member community and, using the above-mentioned studies, work with 
each to determine a Business Retention and Expansion strategy. The primary research 
component started soon after the secondary research was completed for the first few 
communities. The secondary and primary research efforts can also run concurrently. 

Every effort was made to communicate efficiently with community contacts to respect their 
valuable time, and to ensure the information collected is accurate and representative of the 
community. Most primary research was done in person, although the communities had the 
option to be interviewed via phone or skype. 

The following BRE/Marketing Reports are based on three phases of work by SouthGrow:

1. 2015: Schollie and Associates prepared Economic Development Community Profiles for
SouthGrow members.

2. 2016: Rainmaker Global Business Development finalized group training and a report on
the Investment Readiness of the region. This included a series of community interviews.

3. 2017: Outlook Market Research and Killick Leadership Group conducted BRE interviews
and background research as part of the Community Business Retention, Expansion and
Marketing Plans project.
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The Reports synthesize the research and findings from each phase of work to form a picture 
of the communities BRE situation. Interview comments from Rainmaker Global Business 
Development’s December 18th, 2015 report entitled “SouthGrow Investment Readiness And 
Attraction Review” is used in conjunction with Outlook Market Research’s 2017 interviews to 
produce the 24 reports. 

Each report will be separated into the following sections:

A.   Community Overview
B.   Community Assets
C.   Opportunity Analysis
D.   Marketing Go-Forwards 

NOTE: The Marketing Go-Forwards sections are limited to more community-specific 
recommendations. But many marketing actions are applicable across multiple SouthGrow 
communities due to geographic proximity, and similarities in demographics, assets, 
opportunities, and value propositions. Therefore, some actions will be included in Section 5. 
Regional Marketing Recommendations. These recommendations will be cross-community, and 
sometimes regional in nature. 
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VILLAGE OF ARROWWOOD

A) COMMUNITY OVERVIEW

The Village of Arrowwood, surrounded by choice farmland, lies between the east and west 
Arrowwood Creeks with the Bow River 5 km to the north and the Buffalo Hills to the south. This 
area, with an abundance of good water and many thousands of acres of good grass, was utilized 
by many of the early ranchers. Arrowwood is the northernmost village in Vulcan County. The 
town site was a part of the Siksika Reserve until it was sold at the Blackfoot Indian Reserve Sale 
in 1911. A. M. Grace bought the E½ 32-20-23 and later sold it to the Canadian Pacific Railway. 
Part of this became the Village of Arrowwood. Arrowwood was incorporated into a village in 
1926. The June 2011 population of the village is 188 persons. Local history states that the name, 
Arrowwood, was taken from the Blackfoot Indian words “Mista Katpiskoo”, which means Wood 
Village.  
- Village of Arrowwood Economic Development Community Profile

2017 Community BRE Interviews:
• Charming village, proximity to Gleichen First Nation is a competitive advantage.
• Community has history of driving growth through creativity.

B) COMMUNITY ASSETS

2017 Community BRE Interviews:
• Anchors for drawing people into the community:

o Arrowwood School – people come to Arrowwood to drop kids off and that creates track in
the community. 
o Co-op, a new hardware store, draws people into the community.

• Siksika Nation residents shop in Arrowwood. Their population supports the community and
Siksika has a large population. Present services to rural and First Nation community include:
o ATB
o Centrest eatery
o Co-op

• Arrowwood is like a little movie set. It has a western feel and a great rodeo.
• No commercial tax rate – flat rate of 11.6m.

4.Community Findings
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• Transportation
o P & H Truck Depot
o Train track to Arrowwood wants to extend
o Welding shop and car wash

• Spa
• Aspen Crossing – tree farm, fully serviced campground, railway centre, restaurant in old rail

car, mystery room. Aspencrossing.com
• There is growth potential in home based businesses.
• 12 Residential lots - village owned. Partially serviced (7 could be done).
• Tourism proximity is an asset:

o Aspen Crossing – tree farm, fully serviced campground, railway centre, restaurant in old
rail car, mystery room. Aspencrossing.com
o 40 minutes to Okotoks
o 60 minutes to Calgary
o 30 minutes to MacGregor Lake

C) OPPORTUNITY ANALYSIS

Arrowwood is a picturesque community close to the Siksika Nation with an on-reserve 
population of 3,589. Arrowwood’s hardware store and car wash are opportunities to expand 
on the current trading pattern between the two communities. These also represent potential to 
increase tourist service traffic with flow-through nearby lakes. 

Arrowwood has been proactive in leveraging its “western style” strip mall including its business 
centre. One potential to be explored is a small grocery store. The local population may not 
provide the critical mass needed, however, the nearby population at Siksika may be supportive. 
This consumer offering could leverage the daily traffic to the community created by the local 
school and a preliminary viability scan would be helpful.

2017 Community BRE Interviews:
• Co-op Hardware store was the result of community action.
• ATB Financial is an asset. Temporary business centre, gave ATB a temporary place to start.

The Business Centre was a village initiative. Business centre needs fibre access. Meeting
space, document centre, working space.

• Although people are very mobile, people still want to buy local. Time is important. You don’t
want to drive forever for services.

• Relationships are what have brought business to Arrowwood.
• Agriculture based community. Cattle and crops. Irrigation district supports crop production.
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D) MARKETING GO-FORWARDS

Website
• The Arrowwood website needs updating. The site design and architecture is good. Much

of that work that needs to be done is internal content management focused on BRE.
• Arrowwood’s website does not sufficiently market the business community. If an investor

was to look at this website for useful information, there is not enough information to make
an initial impression on the pros and cons of setting up a business. Consider developing
an “investor” area for the website where potential investors can locate key information.
This area could be a subheading on the economic development page. Include important
documents such as Area Structure Plans, Land Use Maps, Municipal Development Plans,
etc. Within this area, also consider using language that promotes an “open for business”
attitude.
-  Investment Readiness and Attraction Review

Highway Signage
• One of the interviewees said “How do we market the place?”, and that they could use help

with advisory services.
• Highway signage is a very good marketing tool. It needs to be visually appealing, but also

succinct in promoting specific community assets, events, and locations. The key is to think
like a visitor when designing signage.

• A good source of information on this topic was done by the Tourism Research Innovation
Project (TRIP) out of BC. Here is their report: http://ruraltourismmarketing.com/
Community_signage_new.pdf

Opportunity Assessment
• Asking, as one of the interviewees did, “what would make a business locate here?” is

important.  But even more important is asking what business is 1. Needed, and 2. Viable.
• This type of Opportunity Analysis is most often done by external Economic Development

Consultants. It is part of the investment attraction research process. The typical steps are:
1. Situation Analysis: As seen in this report.
2. Opportunity Analysis: High level research and analysis on specific businesses that are

needed in the community and make sense based on the situation.
3. Feasibility Study: Investigates the marketing, operational and financial viability.
4. Business Plan: Builds on the Feasibility Study with full pro forma financials. This

document is used as a blueprint to operate the business, and secure financing.
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VILLAGE OF BARNWELL 

A) COMMUNITY OVERVIEW

Barnwell is a village with a population nearing 1,000. It is located eight (8) km west of Taber, 
Alberta, and 43 km east of the city of Lethbridge. The community is located in the Municipal 
District of Taber, a diversified and prosperous agricultural area that includes vegetable and 
sugar beet agri-business along with the traditional agricultural production of grain, oilseeds, 
legumes, and livestock. 
- Barnwell Economic Development Community Profile

2017 Community BRE Interviews:
• Community has a tremendous volunteer base and capacity to set and achieve community

based goals. See school development.
• Barnwell is a small town that is welcoming.
• Community School opened in 2017. Grades K-9. Draws students from surrounding area.

Has a double-sized gymnasium. Public library is onsite and a fitness centre open to the
public. The Village contributed to the school to get a recreation centre. Playground at the
school includes an outdoor fitness facility and basketball court.

• A community strength is the ability to work together. This has meant they have completed
ambitious projects. All the playgrounds were purchased and assembled by the community.

• There are three parks in the Village and one is available to the public for rent.
• A hurdle to development has been a lack of industrial and commercial land. Local land is

privately owned so that limits the ability to attract new business.

B) COMMUNITY ASSETS

2017 Community BRE Interviews:
• Highway access – Highway 3 and 3A are assets.
• Rail line is adjacent to community with spur line.
• Business climate is good because taxes are reasonable and businesses like the

community.
• Home based businesses are growing – trades, online sales.
• Water capacity – new water treatment plant in 2016 and sewer system is in place but need

additional lines for expansion.
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C) OPPORTUNITY ANALYSIS

Located on Highway 3 between Taber, Coaldale and Lethbridge, Barnwell has exceptional 
transportation access including a rail spur as well as access to a parcel of land suitable 
for industrial development. This set of assets is potentially marketable in the value-added 
agriculture sector, but the regional market is very competitive. Barnwell’s challenge is how 
to attract attention of a developer in this environment. Being active in regional economic 
development agencies will be an important part of Barnwell’s strategy. The community may also 
consider having a preliminary engineering study completed on the parcel of land to determine its 
potential.

As with a number of other communities near-in to Lethbridge, Barnwell has potential to attract 
investment in residential development as a cost-effective and easily commutable location. 
Barnwell’s competitive strength in this market is its new K-9 community school. The story of 
how the school was supported by Barnwell’s residents is very engaging and can be used in 
marketing the community to potential residents who have school aged children. An effective 
marketing narrative could be built around commitment to children and creating safe learning and 
play opportunities.

2017 Community BRE Interviews:
• Potential to develop industrial land east side of Barnwell, between Highways 3 and 3A.

Truck traffic would not have to go through residential area of Barnwell to access those
industrial lots.

• A low tax base with ready access to transportation assets makes for a good business
environment.

• Industrial development is of more interest to the community than commercial development
because of it job creation potential.

D) MARKETING GO-FORWARDS

Website
• The website is well organized and easily navigable.
• There is little in terms of economic development or investment attraction information on

the website. At minimum there should be refence to SouthGrow where there is capacity
to gather and disseminate economic development information. This would be leveraging
Barnwell’s membership in SouthGrow.

• In addition, the website could feature information that would be appealing to investors
because there is currently almost no information for investors or companies looking to locate
in the Village. Where investors will be looking for economic and community information, use
language that promotes an “open for business” attitude. Consider developing an “investor”
area for the website where potential investors can locate key information.
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Marketing Education
• The new K-9 school is what could be the core of Barnwell’s marketing effort – its core value

proposition. It appears that resident attraction is a better economic development path than
facing heavy competition for industrial attraction.
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BLOOD TRIBE 

A) COMMUNITY OVERVIEW

The Blood Tribe (Kainai) is the largest First Nation Reserve in Canada, with an area covering 
356,755 acres of prime agricultural land. The Bloods are signatories to Treaty 7 (1877) and 
part of the Blackfoot Confederacy that spans most of southern Alberta and northern Montana 
and includes the Siksika, the Piikani and the Blackfeet (US). The Blood Reserve consists of 
three main community areas: Standoff, Lavern, and Moses Lake. The Blood Tribe’s major 
economic base has traditionally been the agricultural sector. Farming (both irrigated and 
non-irrigated), and oil and gas exploration also provide employment for Tribal members.  
- Blood Tribe Economic Development Community Profile

2017 Community BRE Interviews:
• Lack of housing on reserve. Many would prefer to live on reserve. CMHC allocates only

so many housing starts a year, and they are behind in the number of houses needed and
those being built.

• Note: Understanding land designation process is the key to understanding their ability to
attract investment.

• Can’t rent on reserve to non-tribe members.

B) COMMUNITY ASSETS

2017 Community BRE Interviews:
• Entirely self-supporting as a community. Blood Tribe has their own fire service, schools,

healthcare, bank, recreation facilities.
• 80,000 sq ft manufacturing facility.
• 30 new business starts annually – 20 business grants and 10 elder grants. Business starts

can be off-reserve. Open to non-resident members. Not based on residency on-reserve.
Designated land required in order to secure for bank loans.

• But once a corporation is registered, it becomes non-Indian and, therefore, presents
problems for expanding business base.

• Service industry – garage, car wash, beauty salons, retailers. Few store fronts. Many gas
stations.

• Well developed, good water, infrastructure.
• Community has many cottage industries such as beauty salons in homes.
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C) OPPORTUNITY ANALYSIS

Local businesses that employ community members and support community needs are the 
priority for economic development. There is potential to support small “cottage” industries 
through small business training and Tribe administered loans. An Economic Impact Study 
was previously completed, and this work could be revisited. There is also potential to build 
and strengthen the existing network of truckers on reserve. These could be pulled together to 
respond to external opportunities. This could be a way to move into a larger market and gain 
knowledge on business practices.

The Blood Tribe also has a tremendous asset in the BTH Building. The near success with 
Morgan USA and its housing unit construction for the energy sector was a good experience. 
With a turn in the US economy, it could be good timing to revisit some of those contacts.

2017 Community BRE Interviews:
• Morgan USA, based in Texas, was interested in building housing units for CNRL. Building

units were to be built at the manufacturing facility, Kainai Industries. Blood Tribe had
agreement to construct the modular units.  It took one year to negotiate with INAC for the
commercial lease for a land designation. Found Morgan USA through SouthGrow site
selection process. Deal fell through because of US economy and energy sector.

• Blood Tribe Agricultural project (tribally owned corporation) – irrigation project. Head lease
– for agricultural purposes. Has potential for expansion.

• AIIC (Alberta Indian Investment Corporation) – can work with a BCR (Band Council
Resolution) guarantee to allow business to operate if it defaults.

• Economic impact Study suggested clothing because of lack of transportation for people
into urban centres.

• Can pull from surrounding areas (Hutterite communities) but Reserve is primary market.
Looking to reduce leakage. Their aim is to build their own economy.

• Business park plan awaiting land designation. INAC only funds infrastructure on
designated lands.

• Economic Development supports businesses with training. Blood Tribe Employment and
Skills training. Safety training, large scale training for example Heavy Duty Equipment
Operators. ASETS provides funds to Economic Development to deliver training on how to
start a business.

• CF Treaty Seven – offers training programs. They also partner with Lethbridge Economic
Development on targeted programming as well as Business Link through the Aboriginal
Business Development Services program.

• Lots of external people coming in to the reserve to work. Professionals – teachers,
pharmacists, doctors, lawyers.

• Schools – K-6, middle school and high school. Red Crow College campus. Operates on
reserve and also a Lethbridge campus.
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D) MARKETING GO-FORWARDS

Small Business Training 
• It is understandable that Blood Tribe is more focused on getting businesses started,

than on attraction. Investment attraction on a First Nation can be tricky due to the Land
Designation Process, taxation and incorporation issues, housing, etc.

• Outlook Market Research has worked extensively with Western Canadian First Nations on
building economic development capacity, which almost always focuses on new business
development or business expansion on-reserve. The cornerstone for success in this field is
training and education. Particularly management and financial training.

• Blood Tribe Economic Development already supports businesses with training and is linked
into ASETS funding. Another avenue they can consider is bringing in specialized business
trainers in five functional areas of small business development: Management, Marketing,
Finance, Operations, and Human Resources.

• Hiring trainers with real world experience in these areas is vital. Provincial and Federal
agencies are good partners for funding and secondary information. But private sector
trainers with actual small business experience can be an invaluable resource to new small
business owners.

• If these trainers have small business experience on First nations, even better.

Website
• The economic development website, http://btecdev.org, is offline.
• Even if investment attraction is not a major priority, the communications assets of the

Economic Development Department can be important resources for community members
looking to open businesses.

• Small business training materials could be hosted on the website. We would encourage
a ‘link-light’ strategy. When viewers look for information on a website and moved off in a
series of links to other sites they lose attention, can get confused, or frustrated. Building
a website with the necessary training materials on site is more appealing to the viewer,
although slightly more work.
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TOWN OF CARDSTON

A) COMMUNITY OVERVIEW

On May 1, 1887, wagons belonging to Latter Day Saint immigrants from Utah, led by Charles 
O. Card, arrived in the Cardston area and set up camp along the Lee Creek, starting the 
settlement that was named Cardston after the man who led the immigrants. While still 
crowded in their first mud-chinked log houses and barely able to eke out an existence, the 
settlers were making plans to build a great temple. And build it they did; first building a large 
church followed by a great brick tabernacle, and finally in 1913 started construction on the 
magnificent granite temple around which the town nestles today. 

It was the first Latter Day Saint temple built outside of the United States and above and 
beyond its architectural beauty and uniqueness, it has enormous religious significance for 
Latter Day Saint church members. Cardston and area provide a great place to live, work and 
raise a family. This is a family centered, safe community that provides a great quality of life for 
those who reside here. 
- Town of Cardston Economic Development Community Profile

2017 Community BRE Interviews:
• Mormon community, which constrains some types of business attraction activities.

Community is 70% Mormon.
• Mormon population also makes it unique.
• High level (skill level) of secondary school sports.
• The entire County (Cardston County) is dry (alcohol-free).
• Can’t use recreational facilities except the golf course on Sundays.
• People move to Cardston for a conservative community atmosphere.
• People retire in Cardston.
• Average age is close to provincial average (42.1 years)

B) COMMUNITY ASSETS

2017 Community BRE Interviews:
• The Town is a hub for surrounding communities with 10,000 in regional trading area.
• Proximity to Blood Reserve. Estimated $20m leakage to Cardston.
• Six Hutterite colonies close by contributing to local economy.
• Route 2, 20 minutes south to the Piegan/Carway border crossing.
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• Intersection of HWY 5 and HWY 2 is an asset.
• Town has 60 acres of land being considered for development. A four-phase approach to

development including incremental servicing.
• Population is stable, creates predictability.
• MASH sector. School division #1, hospital, Town office, County office, with large number of

employees adds to stability.
• Businesses are planning expansion.

C) OPPORTUNITY ANALYSIS

Cardston is dominated visually and culturally by the Church of Latter Day Saints. The culture 
is key to attracting people who are looking for the conservative environment, whether they 
are followers or not. Unlike many of the other communities in SouthGrow, Cardston is distant 
enough from Lethbridge to have a fairly robust small business community. In fact, the main 
street area appears quite active although many of the buildings are in need of upgrading. For 
most small purchases, consumers are unwilling to drive the 55 minutes. Between the Town’s 
population, the County’s and the population on the neighbouring Blood Reserve, Cardston’s 
businesses benefit from a reasonably large trading area. 

One contributor to retail leakage is travel for medical and professional services. Cardston 
currently has a full complement of these offerings and should work aggressively to maintain and 
grow this sector. This will retain local consumers and also attract from the surrounding trading 
area. It would be useful to determine service levels on the Blood Reserve and if there is a gap 
that can be addressed through partnership arrangements with Cardston practitioners.

Residents are very interested in increased restaurants, however, without the ability to sell 
alcohol, with those high margins compensating for low margins per plate, attracting a new 
sit-down restaurant will be challenging. Particularly with the sales volume likely for a midrange 
establishment. A potential solution may be a local operator who is supportive of the community’s 
values who, with coaching and support, might take on the challenge.

With a strong MASH sector, Cardston can offer institutions that are attracted to stable, 
conservative locations. In the past, several efforts have been made in this regard. These should 
continue in a very targeted, strategic manner.

2017 Community BRE Interviews:
• Remington Museum – Tourism potential.
• Campaign for restaurants. Looking for sit down restaurants. Alcohol prohibition is an issue.

Have reached out to chains where alcohol is not part of the business model. “flagged”
restaurant??
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• Industrial sector – See BVS. There was a skew for oil and gas based on high levels of
exploration. There are predictions of resurgence in the area.

• Service sectors.
• Senior focused services.
• Services to existing ag industry.
• 10 acre and hobby farms (light agriculture and retail agricultural).
• RV sales and service.
• Truckstop.
• Latter Day Saints College. Southern Virginia University was considering expansion. Spent

three years pursuing – from 2014-2016. There was also potential for partnership with
Harvard. There is no current activity on the file presently. “On the backburner”.

• Electrical distribution system is owned by the Town (Medicine Hat has an exemption).
Businesses were working with regulator to get discretion in distribution also looking at
creating electrical generation potential. The community could reduce fixed cost charges for
local users. Provincial regulation does not allow local distribution network at this time.

D) MARKETING GO-FORWARDS

Website
• The website has a clean, graphically sophisticated look.
• Its Local Attractions section is superb. This is highly conducive to visitors and tourists.
• The site is light on economic development and investment attraction information. The

links to economic development partners is good, but the site should contain some value
proposition and economic asset information.

• Consider consolidating all the important investor and economic development information in
the Economic Development section of the website. Include important documents such as
Area Structure Plans, Land Use Maps, Municipal Development Plans, etc.
-  Investment Readiness and Attraction Review

Restaurant Business Case  
• Restaurants, particularly branded chains, are excellent attractors of tourists, workers,

and help greatly in attracting new investment. Site selectors look at quality of life and
economic cluster as important determinants of investment. In addition, more restaurants
are of course always welcomed by existing residents. So wanting new restaurants is
understandable, but not having liquor revenues is a serious challenge.
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• Approaching potential investors willing to consider a midrange restaurant that does not
serve alcohol is a good idea. But the Town should be armed with as much information as
possible. A business case showing successful alcohol-free restaurants would be a powerful
marketing tool. There are hundreds of alcohol-free communities across North America, and
attracting restaurants is a challenge (https://en.wikipedia.org/wiki/List_of_dry_communities_
by_U.S._state). Southern New Jersey has dozens of such communities that reference the
same situation.  A consultant or local economic developer could research and reach out to
these communities to help form the business case.

• The case should also be delivered in a graphically sophisticated manner. The case should
not just provide information, but create some excitement about the possibilities.
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CARDSTON COUNTY 

A) COMMUNITY OVERVIEW

Cardston County is tucked away in the Southwest corner of the province and embodies the 
western life style with its open ranges, wandering cattle, farm land with swaying wheat fields, 
and its rugged timberland on the edge of the Rocky Mountains. Cardston County is in an ideal 
location for trade with three border crossings to Montana, and a major North-South Highway 
(Hwy #2) running through, and an East-West trade route only a few miles away. Cardston 
County is the “Heart of the Southwest”. From outdoor adventure to live theatre, trail rides to 
country dances, there is so much to do and discover. 
- Cardston County Economic Development Community Profile

2017 Community BRE Interviews:
• The County is in the early process of economic development; we have mostly partnered

with Towns.
• Colony – Hutterites do metal work, produce pancake mix and build pallets. There are 14

Hutterite colonies in the County.
• The communities in Southwest Alberta, which are heavily influenced by LDS Church

(Mormon Trail – Cardston, Magrath, Stirling and Raymond), could be a source of advice on
economic development.

• Workforce is limited but hardworking. Goal is to bring people to be part of local culture.
• County is aligned to US interests and values based on its history. Cardston County

was settled by groups sent by the Church of Latter Day Saints to create communities in
Canada.

B) COMMUNITY ASSETS

2017 Community BRE Interviews:
• There is a strong agricultural base - feed lots, one seed plant.
• Land viable for commercial development.
• Major corridor with Highways 2 and 5, connecting to 3. Two main border crossings.
• Several welding and mechanical shops.
• Tourism – Bed and breakfasts, trail rides, cowboy experiences, mountain view, gas stations

and barn store.
• Agricultural economic development is a strong possibility.
• Water rights bought – 144-acre ft. with Magrath; 110 acre ft with Cardston. Available for

residential, commercial or industrial development.
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• Good relationships for potential intermunicipal partnerships around development.
• Land mass and irrigation available and abundant.
• There is a huge opportunity for wind farm development, as several studies have concluded

that Cardston County shows great wind potential.
-  Investment Readiness and Attraction Review

C) OPPORTUNITY ANALYSIS

The County is a mix of unique demographic influences: the 1,420 sq. km. Kainai Blackfoot 
Reserve is home to 10,000 people; a socially and economically influential Mormon community 
has its origin in settlement in the late 1800’s; and there are several Hutterite colonies that trace 
directly to the 16th-century Reformation. This mix of markets is a local strength. 

In interviews, Cardston County acknowledged its several challenges to industrial and 
commercial growth. These include the lack of a major border crossing, lack of rail access 
and lack of qualified labour. These conditions do create a difficult environment for creating 
economic growth. Cardston County has, however, been identified as a potential site for wind 
energy facilities. This industry is not reliant on transportation and a large labour force, once 
installations are complete. As a potential augmentation to the municipal tax base, this may be a 
good place to start in the County’s economic development efforts.

2017 Community BRE Interviews:
• Hemp mill
• Straw processing
• Donkey breeding
• Pallet construction
• Enhancements to agriculture but not new implement dealers
• Tractor shops are not viable due to low volume of sales
• Smaller ag supply shops that address more immediate needs

D) MARKETING GO-FORWARDS

Community Profile
• It was noted in interviews that the SouthGrow community profile needs updating and

the County does not have expertise to do data collection. This updating is underway by
SouthGrow.
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Local BRE Survey
• It was noted in the interviews that some business survey work that could be enhanced for

BRE purposes would be useful. BRE work can be done successfully by local employees,
but it is advisable that the survey instrument and survey plan be designed professionally by
an economic development consultant, or perhaps in partnership with organizations that the
County is a member of such as SouthGrow or Alberta SouthWest. Some tips:
o In small communities, the sample size should approach the population’s size. So, you
will want to survey as many businesses as realistically possible.
o The survey must be relatively short to respect the interviewees’ time and get better
response rates. An electronic or paper survey should be a page long, or just a few minutes. 
An in-person interview should be kept under 15-20 minutes unless the interviewee wants to 
talk longer. On that note…
o Make sure there are a few ‘key’ questions included. Find out what you really want to
know, don’t waste time.
o If it is an electronic or paper questionnaire, try and make most questions close-ended
(or quantitative) in nature. E.g. Yes/No; Scale of 1-5; etc. Open ended questions make the 
survey longer, and make it harder to analyze the data. 

• BRE data is an excellent cornerstone to building a full economic development strategy/plan
that is grounded in the realities of what businesses need to succeed.

Website
• The website needs a section dedicated to attracting investors, or at least answering basic

investor inquiries.
• It is not easily navigable. It needs a single navigation architecture, not sets of rollovers and

links that reside at the top, left side, and in the body.
• The main page is much too long in content; use bounce-downs. And the logo does not

appear on the home page upper left corner.
• Cardston County website only gives contact information for Government employees,

which could be difficult for investors who need to contact someone for business purposes.
The information regarding marketing and messaging needs to be improved, including
the aesthetics. Under the “About Cardston County”, there are three additional links that,
when you click, are empty. This website needs more information and wording that would
be appealing to investors because there is currently almost no information for investors
or companies looking to set up in Cardston County. Where investors will be looking for
economic and community information, use language that promotes an “open for business”
attitude. Consider developing an “investor” area for the website where potential investors
can locate key information. This area could be a subheading on the economic development
page. Include important documents such as Area Structure Plans, Land Use Maps,
Municipal Development Plans, etc.
-  Investment Readiness and Attraction Review
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Wind Development
• Cardston County should be identifying which part of its 350,000 hectares is the most

suitable place for wind farm development, and engage with landowners to create a
strategy for how to handle wind farm developers. The County should begin identifying and
targeting wind farm companies with informational materials about the benefits of setting up
in Cardston County.
-  Investment Readiness and Attraction Review
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VILLAGE OF CARMANGAY

A) COMMUNITY OVERVIEW

With a beautiful blend of prairie, river valley, and mountains, the Village of Carmangay is 
the perfect place for any couple to raise a family. Carmangay offers unlimited opportunities 
for business, industrial or residential projects. Affordable, fully serviced lots, low taxes and a 
unique geographical location provide opportunities galore for you and your family.

Carmangay is the oldest municipality in Vulcan County. C.W. Carman and his wife (nee Gay), 
settled in 1907. The Canadian Pacific Railway (CPR) branch line made Carmangay a “boom 
town” in its’ early years. During this time, the rail line extended only as far as Carmangay. The 
prosperity ended in 1911 when the bridge over the Little Bow River was completed, and the 
rail line then extended north. Nevertheless, Carmangay continues to progress. Carmangay 
is the “Home of Southern Hospitality” and offers an excellent quality of life with family and 
country-style living, fresh air, blue skies and a progressive community spirit. 
- Village of Carmangay Economic Development Community Profile

2017 Community BRE Interviews:
• Carmangay has a quieter lifestyle that people enjoy. Some are retired from the City but

later they have to move back to a larger centre to access medical services. The past 6 – 12 
months have seen several younger families move to Carmangay. Housing prices are low. 
Modular homes must be under 10 years old. Building lots are inexpensive - $14,000 for 11’ 
x 115-120’ deep lot.

• Diverse, good cross-section of people – semi-retired and young people in the workforce.
Adults 18-65 yrs – 130 residents; 65+ yrs  - 82 residents.

• Community is very accepting of people from other cultures.

B) COMMUNITY ASSETS

2017 Community BRE Interviews:
• Reasonably priced land. Some serviced or serviceable – commercial and industrial. $140

sq ft frontage.
• Fibre Optic lines are installed throughout the community, which should help attract IT and

home based businesses. No business taxes.
• Highway and rail access. CP spur line.
• Close to cities – 45 min to Lethbridge, 25 minutes to Claresholm, 15-20 minutes to Vulcan.
• Seed cleaning plant.
• Garage, Restaurant, Bar and Hotel.
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• Seniors group – organize outings to attractions and events; different activities that appeal
to semi-retired.

• Mennonite community has brought lots of children to the area. 65 children in grades 7-12 in
Carmangay. School pulls from area 45 minutes away and into Picture Butte and Barons for
Mennonite children.

C) OPPORTUNITY ANALYSIS

At under 30 minutes from the towns of Vulcan and Claresholm, Carmangay has good 
opportunity to provide well priced housing to workers from both communities. The Village is 
focused on older adults with activities for that demographic. Marketing that interest and its 
competitive housing and land costs in the immediate region may be a good first step in growing 
the community. 

The proximity to the two towns is an impediment to growing a local retail or service sector. 
There is local interest in re-creating a local general store with lunch counter café partially 
based on flow through traffic to the seed cleaning plant. The Village could ask Community 
Futures or the Vulcan Business Development Society to do a pre-feasibility study to test this 
business idea.

Carmangay has good transportation assets with highway exposure and a CP spur line. It 
would be helpful to work closely with Vulcan County in the pursuit of alternative energy and 
value-added agriculture projects.

2017 Community BRE Interviews:
• Starfield Centre – geothermal greenhouse with 15-year expansion plan.
• Big issue is cost of infrastructure and its age. Best case would be to attract a developer.
• A general store with a lunch counter. People have wanted a general store for a long time.

Need to sell household, grocery, lottery, liquor, and have a lunch counter. Needs to be
diverse but only minor grocery. In the past a general store with a lunch counter did well (10
-15 years ago).

• Gas card lock.
• Truck traffic goes through Village to seed cleaning plant.
• Large animal veterinary serving agriculture industry, farming community.
• Includes crops, cattle producer, 16 Hutterite colonies and pet owners.
• Don’t have vacant buildings so company needs to have financing to build from the ground

up.
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D) MARKETING GO-FORWARDS

Website
• There is little in terms of economic development or investment attraction information on the

website. At a minimum, there should be reference to SouthGrow where there is capacity
to gather and disseminate economic development information. This would be leveraging
Carmangay’s membership in SouthGrow.

• In addition, the website could feature information that would be appealing to investors
because there is currently almost no information for investors or companies looking
to locate in the Village. Where investors will be looking for economic and community
information, use language that promotes an “open for business” attitude. Consider
developing an “investor” area for the website where potential investors can locate key
information.

Logo
• The Village has a very strong, well-designed logo. It is unique, which is always a good

asset for a small community, as rural villages often struggle to differentiate themselves.
The design of the website doesn’t match the quality of the logo. If a re-design is done at
some point, a style sheet or template that matched the feel of the logo is recommended.
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TOWN OF COALDALE

A) COMMUNITY OVERVIEW

The Town of Coaldale is an emerging community located in the heart of southern Alberta. 
With state-of-the-art recreational facilities, and a diversity of amenities and tourist attractions, 
our municipality combines the benefits of small town living with the service provision of larger 
urban centres. Council’s mission is to ensure that Coaldale continues to be a preferred place 
to live, work and play. Whether you’re a developer or business owner seeking the “Coaldale 
Advantage,” a prospective homebuyer looking for a friendly neighbourhood or a couple looking 
to retire, our community has something for everyone. If you’re new to Town, or simply visiting 
for the weekend, we encourage you to stay a little longer. What attracts many people to the 
Town is the friendliness and security that comes with small-community living. This is rarely 
found these days and something Coaldale residents are truly proud of. That makes Coaldale 
especially welcoming. – Town of Coaldale Economic Development Community Profile

2017 Community BRE Interviews:
• People like the large neighbourhood feel, the stores, recreation facilities per capita is high,

good walkability, local identity. Local government is close to the people. 505 of Coaldale
residents work in Lethbridge or surrounding area. Real estate is good value. Average 60
new homes per year.

• Development and growth has been consistent.
• Younger community (average age 36 yrs) and this is growing.

o 10 minutes from Lethbridge which helps with access to goods and services for
business.
o Getting lots of transplants (new residents) and need to educate on the offerings of
Coaldale. For example “Taste of Coaldale” featuring local culinary artists.

B) COMMUNITY ASSETS

2017 Community BRE Interviews:
• Non-residential millrate is 13.6/ Lethbridge is 18.8.
• No Machinery and Equipment tax, a policy decision.
• Real estate – industrial park is significantly less cost. Town is the developer. Goal is to

cover costs of development. Payoff is tax revenue.
• Safety and security: 25,000 sq ft RCMP regional depot including specialty units which will

be working from that facility. It will be the RCMP “beehive” starting in 2018.
• Emergency response is very strong. Faster response time than the city.
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• Strong support at municipal level for economic development. They facilitate well, are
nimble, relationship-based, and keep track of companies looking for land.

• Road access highways 3 and 845.
• High visibility and traffic.
• Commercial development – high volume of traffic on HWY 3 (30K vehicles daily) .
• Shop local marketing program.
• Spur line potential.
• CP main line.
• Gem of the West Museum.

C) OPPORTUNITY ANALYSIS

While its proximity to Lethbridge and lower cost of living makes it a likely location for city-based 
workers, Coaldale, at 8,215 residents is now becoming large enough to sustain its own 
business community. This business community is more likely to be locally owned with fewer 
national chains. This creates an opportunity for Coaldale to develop a boutique or specialty 
market. Careful consideration should be given to commuters who drive to the city for work all 
week, who may welcome the opportunity to stay home on the weekend.

It is often repeated that “the highway runs both ways”. While this is true, large population 
centres tend to create their own “pull” and city dwellers are less likely to travel to smaller 
centres. There are examples that run counter to this pattern, however, usually centered around 
an accessible and unique experience. Coaldale might review its attractions including the Birds 
of Prey Centre and the Gem of the West Museum and determine if they are close enough 
to the dominate shopping and hospitality nodes in the community to create supportive traffic 
to those businesses. The Town is already working on campaigns to build awareness among 
residents about local retail and entertainment options. These efforts have potential to support a 
vibrant town core but requires partnerships with the business community and persistence. 

The location of Polymax into Coaldale, is a potential leverage point for increased investment 
in Coaldale. The Town should maintain ongoing relationships with Polymax and initiate 
discussions about the potential to attract complementary or similar businesses. A very clear 
understanding of Polymax’s decision making process in selecting Coaldale will be critical 
to moving forward with a strategy to increase participation in this sector. Transportation 
infrastructure, attractive land costs, proximity to urban services and an available labour pool 
appear to be reasonable starting points for discussion.
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2017 Community BRE Interviews:
• Health services and optometrist.
• Larger retailers are wanted – but the population base must support it.
• Need a trade area analysis done.
• Industrial growth – we are not recruiting to a particular sector. Our main criteria is job

creation and tax base contribution.

D) MARKETING GO-FORWARDS

Capitalizing on Success – Cluster Building
• The establishment of Polymax in Coaldale is an excellent opportunity to demonstrate the

Town’s ability to build successful subsidiaries. Polymax undoubtedly has relationships
with complementary businesses at the headquarters in Quebec as well as other locations
around Canada. These businesses could be enticed to locate subsidiaries in Coaldale if
Polymax is deemed a success. -  Investment Readiness and Attraction Review

• Actively seeking complimentary companies to invest in Coaldale is one of the strongest
methods of investment attraction. The Investment Promotion and Attraction Process is an
internal EDO process designed to react to the Site Selection Process used by relocating
companies, but also be proactive by generating and converting FDI leads.

• At the beginning, the Site Selection Process is aimed at gaining an understanding of the
region’s level of economic development and its national economic policies, and depends
upon the type of investment. For example, is the investor seeking resource-based
locations, strategic market locations or product efficiency locations? The site selection
process continues to become increasingly detailed as decision makers narrow the list of
possible locations.

• Key factors during the site selection process generally fall into the following categories:
o Complimentary businesses or clusters
o Market characteristics (local and regional)
o Costs (labour, transportation and other)
o Natural resources (availability and quality)
o Infrastructure
o Policy structure
o Business support and promotion

• Good investor information, a solid marketing (web) presence, and a leads handling
protocol are all important. As stated in the interviews, “It would be good to have a base of
good market information. We need the base data. Good looking templates, better online
presence leading to more hits and more calls.”

• Section 5, Regional Marketing Recommendation will touch more on leads handling protocol
and investment attraction best practices.
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Website
• There is plenty of useful information throughout Coaldale’s website regarding community

facilities and services, business development and general information about the Town.
However, it needs to be cleaned up and reorganized to make it easy for investors to
navigate. Having Twitter and Facebook showcases a proactive strategy and is an effective
tool. Also, the statistics found under the economic development page are very useful for
potential investors. The business directory is currently under construction and needs to be
completed. Consider providing testimonials from business leaders to highlight the Town.
-  Investment Readiness and Attraction Review

• The website is clean and easily navigable. And it is good that it has an Economic
Development section. But it needs updated information and significantly more data for site
selectors.

• Linking into the SouthGrow Town of Coaldale Economic Development Community Profile is
advisable.

• Working with Polymax to understand their internal site selection process is a great
opportunity to build up the investment attraction website content and messaging.

Highway Signage
• Too many people travel through Coaldale daily on the highway with the vast majority of

them not stopping on their way through. More businesses are needed, but also some clear
signage, so these 30,000+ commuters become potential customers.

• Highway signage is a very good marketing tool. It needs to be visually appealing, but also
succinct in promoting specific community assets, events, and locations. The key is to think
like a visitor when designing signage.

• A good source of information on this topic was done by the Tourism Research Innovation
Project (TRIP) out of BC. Here is their report: http://ruraltourismmarketing.com/Community_
signage_new.pdf.
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TOWN OF COALHURST

A) COMMUNITY OVERVIEW

If you are looking for a residential town with quiet streets, good schools, caring people and 
lots of potential - this is the place for you. Our proximity to the City of Lethbridge and access to 
their shopping, post-secondary, medical, seniors and recreational facilities gives us the best of 
two worlds - city amenities and small town living. We have residential developments offering 
a choice of building lots. Owning a home in Coalhurst is a reality. Our growth is steady and 
without many of the problems being experienced by communities who are outgrowing their 
infrastructure. Combined property tax and utility rates are one of the lowest in Alberta. The 
servicing of our long term debt takes only 7.8% of our total operating budget. Entrepreneurs 
are always happy to hear we have no business tax. Coalhurst is physically located within the 
boundary of Lethbridge County. It is situated only 8 kilometres from the City of Lethbridge 
(with more than 85,000 consumers) and 200 kilometres from the City of Calgary (with more 
than one million consumers). Additionally, it is conveniently located along Highway 3 ― the 
principal highway through southern British Columbia and Alberta, and part of the CANAMEX 
Corridor linking Canada to Mexico through the United States. 
– Town of Coalhurst Economic Development Community Profile

2017 Community BRE Interviews:
• It is a bedroom community; we aim to be the “best bedroom community in the area”.
• Development is currently 95% residential.
• Commercial development will evolve as population grows.
• Enquiries are generally coming for smaller scale businesses - Very family oriented.
• Young population with a low crime rate.
• Small town atmosphere; kids can ride bikes in town safely.
• Water capacity is licensed. Regionally that is an issue. Having a growing population and

increased manufacturing and a lot of dry land farming puts pressure on water capacity.
This is an issue that will need to be addressed going forward.

• Usually businesses approach the Town. The Town doesn’t actively pursue business.

B) COMMUNITY ASSETS

2017 Community BRE Interviews:
• Our main marketing concept is “the best bedroom community in Alberta”.
• Mayor comments – don’t necessarily want to see major industrial/commercial growth.

More focused on good utopia community for families.
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• We are really growing without trying – fastest growing community in Alberta and been in
top 10 for past 10 years.

• Southern Alberta climate, family connections, proximity to Lethbridge.
• Most sunshine hours, helps with morale.
• We have space – Industrial park – negotiating shared industrial park with the County.

Hope is for slightly lower land costs. Town has water and sewer capacity.
• Current businesses - Prairie Cedar – very specialized product.
• Provide for more immediate resident needs: Two liquor stores, two convenience stores, a

pub. A dollar store that struggles.
• City of Lethbridge is expanding towards Coalhurst.
• Recreational facilities are in the City and close by.
• We have access to medical services, financial institutions, dental services.
• Town has annexed a ¼ section for commercial development. And constructed alternate

access to Town to service. Looking at County collaboration.

C) OPPORTUNITY ANALYSIS

It’s leadership and administration has identified that focusing on enhancing Coalhurst 
liveability is key to its continued growth and success. It’s very close proximity to the City of 
Lethbridge is a significant constraint on retail and services development, but also presents 
opportunity. Coalhurst has embraced its role as a bedroom community and maintains good 
productive relationships with its neighbours. 

Understanding Coalhurst’s demographics will help the Town determine which medical and 
health services might be most useful to its residents. Best opportunities exist in goods and 
services which are relatively immediate, not warranting a highway trip, albeit a short one. 
These tend toward lower margin items that require high volumes for business profitability. 
However, local residents are also likely to pay a reasonable premium for convenience.
With lower development costs, this community could be well positioned for attracting younger 
residents looking for the opportunity to access the housing market. As young families 
are established and grow, Coalhurst’s safety and educational opportunities will become 
increasingly valuable in attracting investment. The Town is aware of issues with access off and 
onto Highway 3 and is addressing those concerns.

A challenge for Coalhurst, if it continues to emphasize residential development, with minimal 
commercial or industrial growth, may be managing affordability of property tax. Partnerships 
with Lethbridge County involving fringe area land may assist with this going forward. 
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Maintaining close working relationships with the County’s economic development office will be 
beneficial.

2017 Community BRE Interviews:
• Medical services, pharmacy, doctors, dentists.
• Eating establishments.
• Another service station on annexed land.
• Very little opportunity for value-added agricultural processing. Have feedlots in the area but

very little potatoes or sugar beets.
• Potential for large scale greenhouses given land availability and climate.
• Large industrial development based on space, potential land development, transportation

infrastructure.

D) MARKETING GO-FORWARDS

Embracing Your Brand
• It is refreshing to hear a community embracing the concept of being a bedroom community.

This is a solid value proposition, and juxtaposes many communities who are focused
strictly on industrial development.

• But from a marketing perspective, this economic development concept is more consumer-
focused than business-focused. It relies on attracting businesses through the attraction of
residents. It is basically a Pull Through Marketing Strategy.

• Being focused on the consumer requires a higher level of attention to Community Branding.
Businesses are often more focused on economic data, while potential residents can be
influenced by the ‘feeling’ they get from being part of a certain community.

• The focus on attracting residents means that the Coalhurst brand needs better
development. This will mainly be realized on the website, but also in other marketing
materials.

Website
• Coalhurst’s website has plenty of useful business and community information. However,

aesthetically, the website needs to be updated and the marketing and messaging needs
to be improved to better market the town. The front page of this website is too cluttered.
Consider consolidating all the important investor and economic development information in
the Business section of the website. Include important documents such as Area Structure
Plans, Land Use Maps, Municipal Development Plans, etc.
-  Investment Readiness and Attraction Review

• Ensuring that its resident’s information and attraction information, both in print and online
will be helpful. Adding a “Move to Coalhurst” tab on the town website with a one-page
summary of the town’s amenities may be helpful.
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• As mentioned above, new brand development focused on being the “the best bedroom
community in Alberta” is advised.  And then a refresh of the website based on this new
brand. The ‘Live Work Play’ construct is  often used by small communities in brand and
website development. Strongly embracing “the best bedroom community in Alberta” right on
the Home Page would make a clear, effective message for viewers and businesses.
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VILLAGE OF COUTTS

A) COMMUNITY OVERVIEW

Coutts is a warm and friendly place to live and provides a safe environment in which to work, 
raise a family and retire. The quality of life is enhanced by the recreational facilities, affordable 
housing, low taxes, and an excellent volunteer fire and ambulance service. The Village of 
Coutts is located on the Alberta/Montana border, 1 hour south of Lethbridge. Coutts has the 
only 24-hour port of entry in Alberta, with over 750,000 travelers passing through every year. 
– Village of Coutts Economic Development Community Profile

B) COMMUNITY ASSETS

2017 Community BRE Interviews:
• The border crossing the primary local asset.
• Border location is #1, and so the Transportation and Logistics sector is most important to

the Village.
• Gas station/convenience store/restaurant right on the highway.
• Brokers (7) here because of border crossing. We must work to retain that business.
• The community also has a very low crime rate.
• Low property tax.

C) OPPORTUNITY ANALYSIS

The closure of a number of brokerages in the Village has had a negative effect on the 
community. Further challenges include the absence of high quality broadband service and 
restricted access to water. Past efforts to attract Tim Horton’s were unsuccessful and this was 
attributed to the lack of understanding by developers of the nature of the traffic flow into the 
United States. Intuitively a Tim’s at the border seems to make sense. It would be useful to look 
at other busy border crossings to see what services are offered on the Canadian side. If those 
have been successful in attracting coffee shops, and particularly Tim Horton’s, a comparative 
of traffic patterns and the nature of the vehicles and drivers would be useful.

The Village has noted that there may be an opportunity for locating summer homes for 
snowbirds in the community based on the cost of land and housing and a very low crime rate. 
A traffic count of recreational vehicles travelling into the US might indicate an opportunity for 
RV storage at the border. This would be the first step to develop a business case. Secure 
RV storage has a lower capital investment and low maintenance costs. It may represent a 
business opportunity for a local entrepreneur.
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2017 Community BRE Interviews:
• Server farm would be a good idea.
• IT – Milk River Cable and ShockWave but poor service. Trying to get Axia in town to

provide broadband.
• Snowbirds are locating in Coutts for cheap property and a Canadian address with ease of

access to the US.
• Businesses don’t understand traffic flow through Coutts and make decisions based on the

Village’s population base.

D) MARKETING GO-FORWARDS

Website
• The Village of Coutt’s website is out-dated. There is no information that is applicable for

investors or other businesses looking for guidance in setting up in the Village. In addition,
there is not enough information for anyone looking to find general data about Coutts.
Consider developing an “Investor” area with key information all in one place. Provide
important statistics, charts, land use maps, and tables within the “Investor” or Economic
Development section of the website. Lastly, consider including statistics that may be
appealing to the US demographic because of the proximity to the US border crossing.
-  Investment Readiness and Attraction Review

• The website has an awkward architecture. The navigation system is not very intuitive.
• More information about the community’s primary value position – the border crossing –

needs to be on the home page.
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LETHBRIDGE COUNTY

A) COMMUNITY OVERVIEW

Lethbridge County is located in south central Alberta neighbouring five other rural municipalities. 
Running east through the centre of the municipalities is the Oldman River that eventually joins 
with the Bow River to form the South Saskatchewan River. There are several reservoirs in 
the County presenting ample water-based tourism activities. The Crowsnest Highway (#3) is 
a divided highway that bisects the County from east to west and connects the BC border to 
eastern Alberta at Medicine Hat. It then connects to the TransCanada Highway system. It also 
intersects with Highway 2 near Fort Macleod, which is the major north/south route to Northern 
Alberta and the United States. Highway 4 (also divided) connects with Highway 3 at Lethbridge 
and continues down to the United States where it connects with Interstate 15. Highway 5 goes 
straight south through Cardston and provides easy access to many recreation activities. Other 
major roads include Highways 25, 512, 519, 520, 521, 843 and 845. The south line of the 
CP Railroad connects to both the west coast of Canada and the St Lawrence Seaway. It also 
provides easy access to the US system of railroads going through the northern states. There is 
an ample supply of land along both rail and highway corridors for commercial development as 
well as space at the Lethbridge Airport. The Lethbridge Airport is jointly operated by both the 
City and the County and offers passenger operations, flight schooling, hangers, aerial spraying, 
etc. There is also exciting potential for air freight and additional consumer services.  
– Lethbridge County Economic Development Community Profile

2017 Community BRE Interviews:
• Lethbridge is home. But can be challenging to find entry level jobs with a defined career path

in Lethbridge and there are relatively few companies with well-developed career paths.
• County population stable – 10,000. Not a lot of movement. Rural, heavily agricultural.

For people who enjoy that lifestyle but with the advantage of proximity to city. Don’t have
manufacturing or large employers.

• Many people who work in the county live in the City of Lethbridge or other municipalities.

B) COMMUNITY ASSETS

2017 Community BRE Interviews:
• Excellent transportation infrastructure. Road, rail, air. HWY 3, 4 and 5 and secondary’s.
• Proactive about keeping road network well maintained to keep good transportation

infrastructure.
• Coutts border, four highways from County to border. Special rail section for bulk shipping–

CP turns over to Burlington Northern Santa Fe.
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• Private rail facility – Transmark – Highway 14, 15 minutes south by Viterra, unloading site.
Railcar storage, could have potential for growth. County has good working relationship with
Transmark.

• 150 acres at site that could be easily served by rail. Needs water and waste water service.
• Intermunicipal development plan – the City of Lethbridge and County recognize that

agri-food should be in the County.
• Pro-business attitude – willing to propose innovative solutions to development challenges.
• Council understands, recognizes and supports business. Sees business as “undergirds” of

county. Within MGA and land use bylaws are positive towards business.
• Easy access and relationship with research institutes.
• University of Lethbridge, College, Federal government agricultural research station, animal

communicable disease research station, Dupont Pioneer Corn Research.
• Developing a “super-cluster” proposal to federal government around agricultural research

expertise. Expect to submit by early 2018.
• Agropure Cheese Factory – 80 employees near Diamond City (hamlet) – this may not be

unique.
• Lots of land. Good soil. Irrigation, fertile land and market access. Long, sunny, warm days

in the summer months. Good research/R&D support through the university, college and ag
research station.

• Proximity to Lethbridge. Residents are source of labour for County businesses.
• Stability in leadership and administration and approach to business gives predictability.
• Competitive millrate.
• Positive – Council and administration have written economic development into 2017

strategic plan. Citizens can see that as part of County’s vision.
• County has competitive advantages in grain, canola, barley – bulk shipping – unit train and

elevator capacity.

C) OPPORTUNITY ANALYSIS

Lethbridge County has a well-developed economic development strategy that centres on the 
agricultural food industry, alternative energy and transportation. Transportation industry diver-
sification efforts may be constrained by the location of the regional inter-modal site to Calgary. 
Analysis of those impacts on both the transportation industry and movement of agricultural 
products would be helpful.

The County’s ability to develop an agri-food and alternative energy sector is well supported 
by existing primary production and excellent transportation networks. A stable political 
and administrative environment is helpful in sustaining the relationships needed to attract 
meaningful investment. 
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Continued work with learning and research institutions could lead to new opportunities in 
agricultural processing, packaging and technology supported innovation in the sector. The 
County has identified that its current strength is in the primary agriculture production industry. 
Assertive investment attraction efforts to attract packaging and other processing opportunities 
are suggested. These efforts are well supported by superior growing conditions and a 
well-developed supply-chain network.

A key decision point for site selectors is the availability of local labour and supporting housing 
and services infrastructures. Lethbridge County may wish to approach specific opportunity 
attraction efforts collaboratively with neighbouring urban municipalities in order to offer a 
complete package.

2017 Community BRE Interviews:
• Number one priority is Agri-food development. Value-added agriculture. Great at primary

production. There is already some value-added ag here, but need to do more.
• Bio-industrial, example hemp fibre, and could be more coming.
• Alternative energy – would like to see development of viable wind and solar projects, so far

lots of inquiries and tire kicking, but no one has “pulled the trigger” on a project (yet).
• Bio-digester – Lethbridge Bio-Gas.
• Don’t have shovel ready land lots. County does not have land, so almost all private land.
• Taking more passive approach. Responsive not aggressive due to lack of land under

County Control.
• We stay out of the land deals. Do some pre-work suggesting potential sites, and then

working with the landowner/realtor/company if the process moves forward.
• Need a head start, timing is important.
• Both non-traditional crops/foods and traditional food, bio-industrial products.

D) MARKETING GO-FORWARDS

Website, Data, and Marketing Materials
• The website is visually appealing and relatively easy to navigate.
• The Economic Development section of the website is very strong.
• The County Business Investment Profile is a well-designed, informative document.
• The Canada Census Population Data needs updating.
• In short, without extensive in-depth analysis it would be difficult to provide investment

attraction advice to a well evolved economic development program in the County of
Lethbridge. However, some of the recommendations in section 5. Regional Marketing
Recommendations may be applicable to the County.
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VILLAGE OF LAMOND

A) COMMUNITY OVERVIEW

Lamond has excellent recreational facilities, clean parks, well equipped playgrounds, and 
all the amenities and recreational opportunities. Community clubs and committees are 
very active, energetic and family oriented. Agriculture and the Oil and Gas Industry are the 
largest employers. Traditional values, determination and an eye to the future keep the Village 
prospering. Lamond is the easternmost village in Vulcan County, 49 km directly east of Vulcan 
on Highway 534 and 45 minutes west of Brooks. It is a short drive from Lake McGregor, 
Badger Lake, Travers Reservoir and Little Bow Reservoir, so Lamond is a fisherman’s 
paradise.  
– Lamond Economic Development Community Profile

2017 Community BRE Interviews:
• We are small town people with farm roots.
• The Agriculture and the Oil and Gas industries are the largest employers.

B) COMMUNITY ASSETS

2017 Community BRE Interviews:
• Good highway access. Heavy equipment moves through Lamond . HWY 845 N/S and

HWY 531. Heavy loads – energy, houses, semi’s, etc.
• Commercial lots – some are serviced, some not. Estimate 10 acres unserviced, 2 acres

easily serviced, 150’ hwy frontage lots fully serviced. And all easily accessible from the
highway.

• All businesses have highway access: serving population in County Division 7, about 400
people.

• Credit Union.
• Fertilizer plant – started 38 years ago, grew it over the years.
• Surrounded by lakes. West – Lake MacGregor, Traverse Dam, Little Bow Reservoir,

Badger Lake. People camp and recreation. Lots of fishermen, water-skiing, water sports.
Tourism development.

• Little Bow – Provincial Park, Little Bow resort development, Lake MacGregor Estates (3).
• Travers Dam – 2 provincial parks – Village sees some spinoff from tourism.
• Lamond has a very stable business community. Grocery and hardware changed hands but

within the community.
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• Except for fertilizer facility, other businesses change hands within the community. Strong
community spirit to support local businesses.

• Population is changing because family farms are consolidating.
• Farms hire German Mennonite workers who use some of the services in Lamond.
• Manufacturing, welding shop, which would use highway transportation infrastructure and

access.
• No rail, lost three grain elevators and rail line about 10-15 yeas ago. Big loss in tax revenue

but not in population.

C) OPPORTUNITY ANALYSIS

Geographically removed, relatively speaking, from other SouthGrow communities, Lamond is 
surrounded by lakes in an active tourism node. Lamond’s geo-position off major thoroughfares 
translates into lower levels of flow-through or commuter traffic but also is a favoured route for 
larger loads. With available highway frontage there is opportunity to offer some services to this 
industrial truck traffic. 

Lamond currently sees “some” spinoff from recreational users of the lakes and reservoirs in 
the area. There may be opportunities to leverage this traffic with promotion into those parks 
and recreational areas. It appears that water skiing and boating are attractions in this area. An 
area to explore may be recreational vehicle storage and boat servicing and repair. Information 
needed includes number of users, estimates of annual expenditures on servicing and storage 
costs in major centres such as Lethbridge, Calgary, Brooks and other sources of users. 

Lamond should stay apprised of development opportunities within Vulcan County in order to 
leverage secondary business opportunities as well as residential relocations.

2017 Community BRE Interviews:
• Fertilizer facility was bought by outside community. There was a ready market for the

business. It was a unique business, based on the personal relationships of the owner with
his clients.

• ATB sub-branch of Vulcan, largest fertilizer facility in the area (resale and delivery, mostly
inputs), automotive garage, Lamond carwash, South Country Co-op, Harvest Moon and T
and T is owned by community co-op partnership.

• Proximity to Vulcan (30 minutes away), Brooks ( 45 minutes away) Lethbridge (60 minutes
away) means people can get goods and services elsewhere.
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D) MARKETING GO-FORWARDS

Website
• The Village of Lamond has a visually appealing and distinct logo that works well on the

home page of the website.
• There is a link to the SouthGrow Village of Lamond Economic Development Community

Profile which is good, as there is little other economic development information on the
website. Making the profile link more prominent would be a good idea.

• It would be helpful for BR&E efforts if the website could feature information that would be
appealing to investors because there is currently almost no information for investors or
companies looking to locate in the Village. Where investors will be looking for economic
and community information, use language that promotes an “open for business” attitude.
Consider developing an “investor” area for the website where potential investors can locate
key information.

Traffic Pattern Analysis 
• As stated above, with available highway frontage, there is opportunity to offer some

services to this industrial truck traffic. Greater understanding is required about this traffic.
What is the distance to the next viable truckstop? How does this route and potential stops
relate to regulations about driver hours? Answers to these questions and others related to
the trucking industry will determine the viability of highway commercial development related
to that industry.

• The types of analyses can be done with a mix of secondary data (https://www.
transportation.alberta.ca/3459.htm) and primary data. Another valuable source of
information can be Alberta Motor Transport Association. The primary data may require
physical traffic counts and an analysis of what types of vehicles/loads are running through
the region. Conducting interviews with the trucking companies working in the region is
the best source of load data. But this can be time consuming work, and some companies
are very restrictive about what data they share. However, if successfully complete, a
Traffic Pattern Analysis or Transportation Study can become a powerful tool to develop
Opportunity Analyses and make a case to site selectors about investment.

• It is recommended that such a study be done on a regional level, with an organization such
as SouthGrow. Such studies are costly, and are regional in nature as they look at traffic
moving in and around local communities.
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TOWN OF MAGRATH

A) COMMUNITY OVERVIEW

Magrath was founded in 1898 and has been known since its founding as “The Garden City.” 
The Community is also known for its excellent schools, its natural beauty and its outstanding 
quality of life. Historically Magrath is unique in the sense that it is based on the two model 
community traditions: the “plat of Zion” and the British “Garden City” tradition. Magrath is 
an outlier in many ways and is continuing to reinforce and learn from these two utopian 
approaches to community building. It continues to focus on its Vision Statement. The Town 
of Magrath is an inclusive Oasis-like community at the edge of the Canadian Prairie. It also 
serves as a gateway along the Alberta Highway 5 to one of the worlds most pristine and 
visually stunning natural areas called “The Crown of the Continent Ecosystem,” which includes 
both Waterton Lakes National Park in Canada and the contiguous Glacier National Park in the 
United States. 

Magrath is one of the fastest growing communities in Southern Alberta and its environmental 
quality and sustainability in economic, social, and other terms is outstanding. The National 
Film Board of Canada is currently completing a short documentary on the unique quality and 
history of our community, which will be screened to local residents and made available in 2016. 
Magrath is an entrepreneur and learning-centered community as well, and the $20,000,000 
Modernization of Magrath Schools that is currently underway is catalyzing a number of new 
corporate ventures in the community and the establishment of The Sustainable Agriculture 
Education Partnership in conjunction with the University Of Lethbridge and major corporate 
and other partners. 
– Magrath Economic Development Community Profile

2017 Community BRE Interviews:
• See “Plat of Zion”, which is a key to understanding community capacity for growth based

on land use.
• Community is embracing the model concept (British Garden City concept). Council is

resourcing Canada 150 to restore historic sites.

B) COMMUNITY ASSETS

2017 Community BRE Interviews:
• History is economic engine. Innovation and leadership in agriculture in particular.
• Magrath is a “model community” see Plat of Zion and we are working with that model.
• Beauty of natural setting. It is the Gateway to the Crown of the Continent.
• “Garden City” theme – oasis type community, intimacy with the environment.
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• Axia fibre optic an asset.
• Aesthetics of the community, Sense of place. People want to be part of that. “It just feels

right” is embedded in planning.
• Proximity to Lethbridge is a strength.
• Incubator being put together.
• Encouraging local entrepreneurs for services.
• Trying to zone and develop smaller lots for younger residents (see Plat of Zion concept for

limitations large lot sizes place on current development).
• Stirling, Raymond and Magrath and Cardston have a common Mormon history that has

shaped their municipal land use and development. These four have a natural boundary
and are in the same school division. They have formed a sub-regional alliance called The
Mormon Trail (http://www.themormontrail.ca), which needs stronger economic development
resources. Needs a more sophisticated approach, more horsepower, a coordinator with
passion and experience.

• The Sustainable Agriculture Education Partnership (SAEP) was incorporated by the Town
of Magrath in January 2016. This partnership was initiated by the Town of Magrath and
Westwind School Division in collaboration with representatives from leading agriculture
corporations, the University of Lethbridge and Lethbridge College. The capital portion of
this project is also being supported by Cardston County.

• The standalone Career and Technology Studies facility that is currently under construction
near the high school will be housing the partnership both during and after completion of our
schools’ modernization. The main goals of the SAEP are to develop curricula and programs
that will enable young people to catch a higher vision of the future of global agriculture and
that will encourage them to take up careers in the increasingly international and technolo-
gy-dense agriculture sector. Its wider goal is to encourage the increasing diversification of
our local and regional agricultural economy in collaboration with other regional private and
public-sector business and education partners. Adult education and specialized training are
other areas of focus.

• It is expected that this Magrath-based pilot project will eventually serve as a prototype for
other similar initiatives throughout Western Canada and beyond. If you have questions
about any aspect of this project, please don’t hesitate to contact a member of Council or
call the Town office.

C) OPPORTUNITY ANALYSIS

The community of Magrath has very deliberately and intentionally pursued the garden city 
development model. This model appeals to a very specific type of investor and resident. The 
local economic development program is driven by cultural resource models. This approach is 
incremental, and not surprisingly fits well with Magrath’s vision. This approach is transforma-
tional and will require sustained leadership politically and administratively. 
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There have been successes in attracting knowledge based investment, much based on the 
personal network and connections of the community leaders. It will be important to carefully 
cultivate support with residents. This will include educational efforts on the role of history and 
place in economic development. 

The attraction of research facilities and incubation resources requires focused and sustained 
attention to building collaborative relationships. This cannot be project driven and/or short 
term. As part of Magrath’s economic development strategy, a relationship map of the network 
is needed to create the envisioned garden city supported by research and knowledge based 
“clean” industry is critical.

2017 Community BRE Interviews:
• Starfield Centre – greenhouses. 50 acres under development. In Magrath anticipate 5 -10

people in management. Currently working on proof of concept.
• Surex – direct sales online of insurance. Is world leader in the field. 80 employees in

Magrath and taking up commercial space.
• Agricultural diversification is important.
• Education – the Sustainable Agriculture Education Partnership –Partners include Agrium,

Perish and Heinbecker and Prairie.
• Housing development is a priority as well.

D) MARKETING GO-FORWARDS

Website
• Overall, Magrath has one of the better websites of the SouthGrow member communities. It

is aesthetically appealing and the information is very well organized. Under the “Business
Development” tab, there is enough information for investors regarding directory, plans,
land use bylaw, application forms and development. Consider providing testimonials from
business leaders and families to highlight the Town. If possible, find a testimonial that ties
together local business and a high quality of life for a family. Highlight the quality of life in
the area. Consider developing a Community Profile. Add more information under “About
Magrath” to promote the benefits of both working and living in the community.
-  Investment Readiness and Attraction Review

• The website has good architecture and is easy to navigate.
• The Statistics section need to be expanded.

PAGE 103 OF 169



SOUTHGROW MARKETING PLANS master report

Page 51

Agriculture Sector
• Partnerships between agriculture facilities, corporations, and the Town of Magrath are

helping to position Magrath as an incubation centre for innovation in agriculture. This is
one of the most tangible near- term and future opportunities in SouthGrow that could attract
the eyes and ears of the entire global agricultural community. Research and development
in agriculture is a multi- billion dollar industry globally. Create a promotional package that
highlights the various R&D and agricultural projects in the Town inviting other agricultural
businesses and investors to come experience what the Town has to offer.
-  Investment Readiness and Attraction Review

The Mormon Trail
• The Mormon Trail website is visually appealing with strong brand imagery.
• And while the concept is strong, it is unclear how the four communities might further

monetize tourism opportunities.
• Data on events and Trail traffic is a key starting point. There are many questions: It is a

self-guided trail so how many people do it? Data on the Chattaqua event. Who came?
Local people or tourists? How many? Is there enough accommodation and services in the
four communities?

• This type of benchmarking data can be the foundation of a Marketing Plan.
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MD OF TABER

A) COMMUNITY OVERVIEW

We have access to primary highways 3, 36 and 25, as well as a number of secondary 
highways that provide key transportation corridors within the M.D. of Taber. These highways 
provide great access and routing to all major centres. Within the M.D. of Taber are five hamlets:
• Grassy Lake, on Highway 3, 2.5 miles from the east boundary
• Hays, at the intersection of Highway 875 and 524
• Enchant, along Highway 526 in the northwest corner of the M.D.
• Johnsons Addition, adjacent to the west side of the Town of Taber
• Purple Springs, on Highway 3, approximately 10 miles east of Taber

The Towns of Taber and Vauxhall, plus the Village of Barnwell are also located within the M.D. 
of Taber’s boundaries. The brown soils in the M.D. vary from clay to sandy loams of a medium 
texture, which combine with a relatively level topography to make the area ideally suited to 
irrigation farming. The foundation for the present and future prosperity of the M.D. was laid in 
1920 when the introduction of irrigation water changed area farming from a gamble to a reliable 
industry as rainfall was the principal limiting factor in crop production. 
The continual improvement and expansion of water supplies via the Taber, Bow River and 
St. Mary Irrigation District systems has paved the way to more intensive crop production 
techniques. The result has been the development of sugar beet and vegetable processing 
industries, plus livestock confinement operations, which need an abundance of hay, pasture 
and crop by-products for feed.  
– MD of Taber Economic Development Community Profile

2017 Community BRE Interviews:
• We do whatever it takes to get developers here and to keep them here.
• Open to anybody. Help them find funding and opening those doors.
• We pride ourselves in being able to fit round pegs in square holes. We seek to clearly

understand the needs of those who express an interest in developing here and then work
to find the right property for them. Once a property is identified our municipality has a good
relationship with our citizens and we can put landowners in the room with developers and
allow them to make the deals.

• Have attracted diverse industry base in agricultural processing.
• We are fair and honest; always give correct information to developers. Transparent

processes are communicated up front. Development hearings are open and honest with
developers being informed in advance of potential questions to be asked.
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B) COMMUNITY ASSETS

2017 Community BRE Interviews:
• Irrigation and climate.
• Very progressive people. Farmers willing to grow new crops.
• Eight Hutterite colonies.
• Well established farming community, some consolidation has taken place.
• Industrial millrate is competitive.
• MD is very receptive to development and has developed a reputation with developers for

fairness and consistency.
o Diversification – strong Ag and Oil and Gas industries. Oil and Gas has been slow in
past two years with some smaller service companies closing or being bought out. Drilling
has been slow.
o Water – three irrigation systems -  and combined with high hours of sunshine makes for
good growing climate.

• The Municipal District of Taber is home to one-third of the irrigated acreage in the Province
of Alberta.  With near 400,000 acres of irrigation, the combination of plentiful irrigation
water, fertile land and innovative agricultural producers make this the epicenter for the
future development of primary and value added agricultural production and processing.

• Transportation network
o Proximity of inputs to production.
o Availability of markets.
o Transportation and intersection of HWY 3 and 36.
o Rail lines and two spurs for railcar movement. Other spurs present but privately owned.

• Relationships built between companies operating in the MD. They go the extra mile.
o An example of this is Lamb Weston / Conagra – in 1999 the MD of Taber, Conagra
and the province through Alberta Agriculture developed a tri-partite partnership for 
the development of water and waste water facilities for the potato processor. The $25 
million-dollar project was cost shared 3 ways. This major processor has transformed our 
region.  From 7,000 acres to 45,000 acres of potatoes in Alberta (35,000 in the MD of Taber 
alone) this industry has been the largest single driver and precursor for much development 
in the past 17 years. Our relationship with Conagra / Lamb Weston continues to this day 
with frequent discussions on a variety of subjects all meant to better our community.  

• Hamlets have industrial lots.
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C) OPPORTUNITY ANALYSIS

In ways like the Town of Taber, the MD of Taber is fortunate in its natural assets, location 
and transportation infrastructure. With an abundance of water, sunshine and arable land, its 
competitive advantage is apparent. Married to a progressive and development friendly attitude, 
the MD has done a very effective job of working with developers as those have emerged. 
At this point, there is a long list of potential opportunities open to the region in the primary 
production and value-added agriculture industries. Hemp processing, bio-fibre from various 
sources and protein from crops are all potential opportunities to support diversification as the 
traditional crops, particularly potatoes, reach their peak. 

The MD’s central challenge is to determine its role in the future development of its industry. 
With a wide range of potentials, it would be useful to develop a strategy to maximize the 
economic benefit yield of available acres and assets. At the same time, the MD can position 
itself as a national, and maybe international, value-added agriculture hub.

2017 Community BRE Interviews:
• Solar opportunities.
• Wind -  Based on knowledge of local wind patterns, two wind farms have located here and

one more is being considered.
• Agriculture

o Lots of hemp in the MD and processing under discussion. Long growing season
and high number of heat units. Ag industry is diverse in specialty crops. Several large 
processors and export of processed products to international markets. Hemp processing, 
have one of the largest growers in Canada. It’s the fibre processing that is emerging as 
an opportunity. Hemp seed has a market but the industry is still maturing in its marketing 
of the by product.  Hemp is a growing industry.  Right now hemp seed is the primary 
commodity, however hemp fibre is largely untouched.  Approximately 40 – 60,000 tonnes 
of hemp fibre produced annually is not utilized for any processing purpose.   This is due to 
many reasons. One of the issues we found was transportation costs – the cost to transport 
a relatively inexpensive item great distances to market where they are transformed into 
a manufactured item makes our area uncompetitive as compared to petroleum based 
substitutes. A great future ahead for hemp and over time the industry will mature to the 
point where biofibres will become more accepted or demanded by the consumer.
o Nutraceuticals – production of food that provides extra health benefits in additional to
the basic nutritional value of the food.
o Protein derived from crops will be a huge issue soon.  New varieties and processes
will advance the development of protein content in crops which will encourage the 
development of processing industries in this region.

PAGE 107 OF 169



SOUTHGROW MARKETING PLANS master report

Page 55

o Opiates.  Production of opium poppies for pain medication is possible.  Benefit is it’s a
great cash crop and reduces our dependence on central Asia, which uses the proceeds of 
the production of this crop to fund terror. 
o Bio fibre – hemp, cereals, corn, etc., lots of possibilities for the right business model.
o Technology that supports agriculture – precision agriculture / data based agriculture etc.

D) MARKETING GO-FORWARDS

Website
• The overall look and feel of the site, its brand, is very good. It is a solid municipal website,

but does lack many elements necessary for investment attraction viewers.
• The Municipal District of Taber’s website is very scattered in terms of where information is

placed. There is not a clear business directory, essential services are not listed, and the
marketing and messaging is poor. Information on the website needs to be reorganized and
easier to navigate. There is a substantial amount of good information but it should be made
easier for an investor or business to navigate Under the “Business” Tab, consider using
more key statistics, graphs and charts to market the business found in the MD of Taber.
-  Investment Readiness and Attraction Review

Marketing Materials
• It was noted in the interviews that the MD is “Actively seeking out opportunities – we need

development of economic development materials and to enhance our online presence for
the region.”

• Development of Business Cases, Company Profiles, Opportunity Fact Sheets, or Sector
Profiles are very useful tools for Economic Developers and the Site Selectors they want to
work with. You typically need at least a graphic artist to develop the Materials, and either an
economic development consultant or the local Economic Development Officer to create the
content.

• The Materials can be used to augment your website, at tradeshows, to answer site selector
inquiries, or to promote local business partners.

• Here are just a few examples of investment attraction marketing materials that have been
developed by Outlook Market Research:
o http://www.albertatradecorridor.com/resources-2/
o http://www.albertahub.com/investing-here/why-invest-in-alberta-hub/transportation/
o http://www.vegreville.com/business/investment-profile
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TOWN OF MILK RIVER

A) COMMUNITY OVERVIEW

Milk River is a full-service municipality with amenities you would usually find in much larger 
centres. Nestled in beautiful southern Alberta, we have many outdoor recreational opportunities 
and excellent schools. We have a local airport, golf course, curling rink, hospital, library, outdoor 
swimming pool, financial and professional institutions, and a number of churches, restaurants, 
retail stores, parks, campgrounds and more! We offer our citizens and tourist friends tremendous 
options. Also, situated less than 10 minutes from the United States border, and embedded on 
a major provincial transportation route close to the City of Lethbridge, Milk River is primed for 
success. Couple that with affordable housing, one of the lowest cost of living indexes in the 
province, and a strong economy, we are excited about what the future holds.  
– Milk River Economic Development Community Profile

2017 Community BRE Interviews:
• People are looking for good jobs for our kids to come back to.
• People are willing to help. Very Community oriented.
• It is an affordable place to live.

B) COMMUNITY ASSETS

Despite a population of just under 1,000, Milk River has been relatively successful at attracting 
businesses and services to set up shop. Everything from a bank, to a hardware store, and a 
large trucking company has set up in the Town. The Town’s nearby tourist attraction, “Writing On 
Stone” attracts over 25,000 people annually to visit its beautiful and historic prairie landscape, 
and observe ancient First Nations rock carvings and pictographs. -  Investment Readiness and 
Attraction Review    

2017 Community BRE Interviews:
• Writing on Stone Provincial Park.
• “Under the 8 Flags” historic positioning (Community has operated under 8 different countries).
• Proximity to US border (Coutts crossing).
• Canamex Highway.
• Housing under $150,000.
• Stable population.
• Wealthy Ag families.
• Idle land which is ideal for solar development but not good for other development.
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• Town is open to change.
• Cost of operating a business is low.
• Longstanding businesses are predominate.
• Commercial lots – 23.668 millrate x low cost of property makes development reasonable.
• Good motel operations.
• Strong business community – two implement dealers, hospital, two schools.
• Distance to Lethbridge is longer so Milk River does have a commercial sector.
• Milk River is the “south of Stirling” hub.
• Hughson Trucking has 40 employees.

C) OPPORTUNITY ANALYSIS

The economy of Milk River is supported by traffic on Highway 4, which terminates at the US 
border crossing at Coutts. There is potential to expand services to truckers, however, this is 
heavily influenced by hours-of-service regulations, which will determine where trucks must stop. 
Milk River could consult with the Alberta Motor Transport Association to quickly determine the 
feasibility of further trucking developments including a truck stop. 

While its highway location is important, it would be useful to understand the driving behaviours 
of private operators as well as professionals. With the border crossing close-by, is Milk River’s 
highway position a help or a hindrance in inviting more highway commercial investment? And if 
there are barriers, how could those be addressed?

Given that Milk River is situated right along a major trucking highway, and already has a trucking 
company in town, there could be potential for complementary businesses to set up. There 
already is a truck/RV wash in town, but given how much truck and RV traffic travel through the 
town already, there could be room for another one. Other types of trucking services such as 
blanket wrapping for freight, or truckload shipping businesses could be viable foreign targets to 
attract. 

With a population of around 1,000 residents, Milk River is the service and shopping node for 
the communities in the south-east of the region. The local population is older and business 
owners tend to be well established. This may lead to opportunity to attract new investment as 
retirements and resulting business sales happen. With competitive property costs, and close 
access to the United States, Milk River can present a good business case for investment in well 
established businesses.
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Finally, Milk River is only 42km from the Writing on Stone Provincial Park and its 25,000 
annual visitors. By marketing local business to these visitors, ease of access and “quick stop” 
advantages should be considered. It is unlikely that weekend visitors would back track to Milk 
River for shopping, however, exposure to what is available will maximize the small opportunity. 
More likely is the success of “what did you forget?” campaign for those headed into the park.

2017 Community BRE Interviews:
• Natural resources.

o Sunlight – leaders in # of days of sunlight annually – solar energy potential.
o Some wind energy potential.

• Medical marijuana.
• Highway commercial.

o Flying “J” truckstop was being considered by private operator.
o Tim Horton’s being pursued privately.
o Tim Horton’s and Flying J – not enough traffic on the highway to support. Business
case was not there (3.5 years ago). Note – Flying J is impacted by allowable driver hours 
for truckers. Fitness centre.

• Another gas station – extended hours.
• No branded food outlets in town – could be a market for that.

D) MARKETING GO-FORWARDS

Website
• Milk River’s note from the Mayor on the front page of the website promotes an active,

engaged community. However, this website needs to be upgraded, aesthetically. In terms of
content, this website is probably one of the better ones for providing a substantial amount
of information, making it appealing for investors and businesses. Consider making the
Community Booklet easier to find and access. Under the “Doing Business” section, items
need to be organized more simply for an investor to read and understand.
-  Investment Readiness and Attraction Review

• The Town should be given credit for having and Economic Development section on the
website, and including the Community Profile link. The Community Booklet should be in
this section, and some of the high-level content should sit on the Economic Development
section, or in sub-links.
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Traffic Pattern Analysis 
• With an active trucking sector in the area there is opportunity to offer some services to

this industrial truck traffic. Greater understanding is required about this traffic. What is
the distance to the next viable truckstop? How does this route and potential stops relate
to regulations about driver hours? Answers to these questions and others related to the
trucking industry will determine the viability of highway commercial development related to
that industry.

• The types of analyses can be done with a mix of secondary data (https://www.
transportation.alberta.ca/3459.htm), and primary data. Another valuable source of
information can be Alberta Motor Transport Association. The primary data may require
physical traffic counts and an analysis of what types of vehicles/loads are running through
the region. Conducting interviews with the trucking companies working in the region is
the best source of load data. But this can be time consuming work, and some companies
are very restrictive about what data they share. However, if successfully completed, a
Traffic Pattern Analysis or Transportation Study can become a powerful tool to develop
Opportunity Analyses and make a case to site selectors about investment.

• It is recommended that such as study be done on a regional level, with an organization
such as SouthGrow. Such studies are costly, and are regional in nature as they look at
traffic moving in and around local communities.
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VILLAGE OF MILO

A) COMMUNITY OVERVIEW

In 1907, Ontario-born Milo Munroe homesteaded north of Vulcan and opened a post office in 
his farmhouse the following year. Despite his brief tenure as postmaster, this railway village 
retains Munroe’s first name. Milo is a clean, close-knit thriving community that has grown and 
prospered over the years. A beautiful new Community Hall was opened in 1985 and in 1998 
a new kitchen, lobby and bar where added to the Curling Rink. The local Lions Club operates 
and maintains a grassed and well-treed playground for the children, which with its automatic 
sprinklers, is a busy spot for picnickers as well. There are several businesses serving the 
community. The Village of Milo is just off the shore of the northernmost tip of Lake McGregor, 
which is about a 5-minute drive away and can also be reached by walking path. Milo offers all 
the advantages of small-town living with many amenities and many more just a short distance 
away.  
– Village of Milo Economic Development Community Profile

2017 Community BRE Interviews:
• Message – you can get the good services, a good lifestyle and make a living in Milo.
• UofMilo.com is an asset.
• Active community – curling club very active. “Meat Spiel”.

B) COMMUNITY ASSETS

2017 Community BRE Interviews:
• McGregor Lake – recreation area. 35km long, generates traffic in Milo.
• Less than one hour to Calgary.
• Local school generates traffic.
• Unique history – “Majorville Medicine Wheel” Canada’s Stonehenge. Could do bus tours, is

somewhat remote and hard to find. We might do an observatory at the old school house.
• Grocery store.
• Milo Hotel – 5 rooms Milohotel.com. Billiards table belonged to William Van Horne.
• Sustainability Community.
• Village has residential lots next to the lake. 20 are serviced and five more to be serviced.
• Strong Lions Club (also Arrowwood) and Ag societies, which generate funds for community

initiatives.
• Library has video-conference capacity.
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• Calgary and District Target Shooters Association have shooting range near Milo on ¼
section of land. Currently operational.

• Zoned industrial and commercial land – could be easily serviced (see attachments).
• Village owns 4 acres and also some privately owned Industrial land. Vacant commercial

space and open lots.
• Business centre:

o ATB was looking for opportunities coming in behind Scotiabank, which was closing
small market branches. Business centre made it possible for ATB to get started prior to 
official opening.
o Graphic designer and photographer relocated from Toronto. Was originally from
Lethbridge. They needed high speed internet.
o Technical writer uses the business centre.
o Crop Production staff also use the business centre.

C) OPPORTUNITY ANALYSIS

Milo has unique and historic features that could appeal to businesses and entrepreneurs 
attracted to a rural lifestyle with a cultural edge. The community should consider leveraging 
the U0fMilo.com website to establish a brand with creatives. The community has had small 
successes in attracting entrepreneurs who require good quality broadband and reasonable 
access to urban centres. While this is in early stages, a value proposition for knowledge 
economy workers could be developed. Cost of living and access to airports and urban services 
should be part of the analysis. The availability of commercial and industrial and the potential for 
increased residential lots supports the potential for a small node of knowledge-based industry.

Unique features could contribute to tourist attractions that leverage Milo’s proximity to 
McGregor Lake. With the major metropolitan area of Calgary 135 km to the northeast, and 
the city of Lethbridge 140 km to the south, Milo is well positioned for weekend getaway and 
cottage development. The Majorville Medicine Wheel, which has been described as “Canada 
Stonehenge”, could create an educational and tourism destination. School tours could build 
awareness that may, if thoughtfully promoted, transition into interest in the Milo area. 

Because this artifact is difficult to access, the opportunity for staging areas at a historic school 
house and interpretive tours may exist. When combined with “add-on” attractions, such as 
the William Van Horne billiard table (billiards tournaments?), at the local hotel, tourism and 
summer cottages seem worthy of further investigation. Our analysis does not provide adequate 
information to determine if the Majorville Medicine Wheel has potential to create a tourism 
destination opportunity. There does appear to be potential to leverage existing tourism traffic to 
create a secondary industry, which would supplement the dominant agriculture industry in the 
surrounding area.
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2017 Community BRE Interviews:
• Recreational businesses that support lake development.
• Golf course.
• Boat and RV storage, serviced campgrounds.
• Village could take on contract from AB parks to operate.

D) MARKETING GO-FORWARDS

Website
• The Village of Milo has a basic website that could use some design upgrades. The basic

architecture is okay as a municipal government website, but it is not visually appealing. The
logo needs better integration with the home page.

• There is a link to the SouthGrow Village of Milo Economic Development Community Profile
which is good, as there is little other economic development information on the website.
Making the profile link more prominent would be a good idea.

• It would be helpful for BR&E efforts if the website could feature information that would be
appealing to investors because there is currently almost no information for investors or
companies looking to locate in the Village. Where investors will be looking for economic
and community information, use language that promotes an “open for business” attitude.
Consider developing an “investor” area for the website where potential investors can locate
key information.
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VILLAGE OF NOBLEFORD

A) COMMUNITY OVERVIEW

Nobleford is a modern vibrant growing community near the Canadian Rockies. Nobleford 
maintains quality city-like infrastructure such as paved streets and concrete sidewalks 
complimented by a 2 km long paved walking path that wanders through its parks, recreation 
facilities, natural environments and numerous interpretive sites. In 2003, The Village of 
Nobleford was recognized as a pleasant, comfortable Village to live in but was facing 
sustainability issues. Property taxes were on the rise and there was a stagnant population of 
615, and generally negative growth issues. The Village, economy and business growth, along 
with jobs in Nobleford were on the decline. Since 2003, Nobleford has doubled its population, 
geographic size, and has successfully self-developed and sold over 200 new residential 
properties. With two manufacturers, one of which has expanded for the oil industry - building 
large tanks, and many other businesses locating in Nobleford, the employed workforce is 300. 
Nobleford owns and operates a high quality water treatment facility and also provides water to 
regional pipelines. Nobleford property taxes have been consistently reduced annually to nearly 
half of 2005 levels, while maintaining healthy financial reserves, infrastructure and service. In 
a 2014 municipal spending report, the Canadian Federation of Independent Businesses rated 
Nobleford as the second most sustainable municipality in Alberta.  
– Nobleford Economic Development Community Profile

B) COMMUNITY ASSETS

The Village of Nobleford’s CAO, Kirk Hoffman, has investment attraction as a high priority:

Mr. Hoffman has the proper tools and packages readily available for any investor interested in 
the Nobleford area. Not only is Mr. Hoffman prepared with a sound business case for setting up 
in Nobleford, but also he shows legitimate pride and enthusiasm in the town that makes him an 
excellent ambassador for the village, and great first point of contact for prospective businesses. 
Nobleford’s economic development team also has an excellent ability to leverage grants at 
every level of government, and raise private funds in the community for infrastructure projects 
and other desired amenities. -  Investment Readiness and Attraction Review  

2017 Community BRE Interviews:
• Lifestyle, safe according to the RCMP, modern and high-quality services according to

province, low taxation according to province. Sustainable modern strong infrastructure.
• Low taxation and fees.
• Minimal bureaucracy.
• High assets value with low debt and low taxes and good modern everything.
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• No hidden taxes.
• Fibre optic (500mbs) to everyone. As of November 2017, up to 1 gbps for $99 pm.
• Minimal bureaucracy and red tape “we get most of our business growth from frustrated

business people dealing with other municipalities”. Nobleford is easy to work with and
quick.

• 20 – 30 new or expanded businesses since 2005. In 2000 there were 30 jobs in Nobleford,
in 2017 there are 300.

• We must be organized, ready, CAO needs to be able to make quick decisions, make it look
easy, wasting time is what everyone wants to avoid. Know what you are dealing with and
learn, learn, learn. Red tape and delay kills.

• From a municipal perspective, Nobleford governance/admin/operation model is effective.

C) OPPORTUNITY ANALYSIS

Nobleford has adopted a very progressive and long-range economic development program. 
The community has effectively identified its strengths and addressed weaknesses. A steadily 
increasing population base is addressing earlier concerns about labour availability. And 
Nobleford’s proximity to other municipalities augments the available labour pool. 

As the community continues to grow, there may be increased demand for services locally 
offered. It will be beneficial to maintain close contact with residents to understand what 
services they currently travel for and what might be offered in Nobleford. While local 
entrepreneurs may identify those organically, sometimes trends are not apparent to individuals 
who may emerge to someone with a community-wide perspective. 

With a current population of 1,278, and close proximity to several towns, as well as the city of 
Lethbridge, Nobleford has limited opportunity to grow a robust retail sector and is well advised 
to continue to focus development work on light industry, particularly in the agricultural sector. 
However, the presence of high quality fibre optics opens an opportunity to attract knowledge 
workers based on low property taxes and reasonable housing costs and proximity to a major 
urban centre. These new businesses will diversify the local economy although light industrial 
development will likely continue to dominate.

2017 Community BRE Interviews:
• Commercial and retail needed.
• Agriculture related. Viability is something determined by those investing and operating

the business. A municipality should not tell a businessman a business is viable. Good,
ambitious businessmen can make a business work that someone else would fail at.
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D) MARKETING GO-FORWARDS

Website
• Nobleford’s website has good information specific to economic development. It is also

inviting to see how easy it would be for an investor to set up a business in the community.
Nobleford’s Business Directory is also resourceful to an investor, in that it specifies
address, contact person, phone number, and description. However, too much information
can sometimes hinder investors if there is an overwhelming amount of information.
Consider combing certain parts. For example, under the section “Maps” is found under both
the About section and Land and Economic Development section.
-  Investment Readiness and Attraction Review

• The information on the website is very good, and the architecture lends itself to adequate
navigability. It is well organized. These are the most important strengths on a municipal
website that features economic development information. But the design could be more
visually appealing. Development of a new style sheet or template is rather inexpensive,
seeing as all the content is in place. The website has so much to offer, it would be a shame
that a viewer might have a negative first impression before looking at the content.

Agricultural Sector Profile
• Nobleford should target more agriculture-based companies that could service multiple

sub-sectors within the agriculture industry. Businesses that compliment the AG Growth
supply chain in Nobleford could be excellent targets. One way to begin this process would
be to look at other locations where AG Growth has established business and do some
research on what other complimentary businesses have also set up there.
-  Investment Readiness and Attraction Review

• The point made in the interviews about telling a businessman what venture will work in a
community is well taken. But providing an analysis of the existing cluster might help that
businessman with background information or context rationalizing a new agri-business in
the community.

• Development of Business Cases, Company Profiles, Opportunity Fact Sheets, or Sector
Profiles are very useful tools for Economic Developers and the Site Selectors they want to
work with. You typically need at least a graphic artist to develop the Materials, and either an
economic development consultant or the local Economic Development Officer to create the
content.

• The Materials can be used to augment your website, at tradeshows, to answer site selector
inquiries, or to promote local business partners.

• Here are just a few examples of investment attraction marketing materials focused on the
agriculture sector that have been developed by Outlook Market Research:
o Hemp Profile: http://www.albertahub.com/wp-content/uploads/2017/05/AB_HUB_Ag_
Hemp_Case_web.pdf
o Company Profile: http://www.albertatradecorridor.com/wp-content/uploads/2014/02/
EATC_Profile_Himark.pdf.zip
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TOWN OF PICTURE BUTTE

A) COMMUNITY OVERVIEW

Two historic events were largely responsible for the founding and development of Picture Butte 
- the building of the Lethbridge Northern Irrigation System in 1923 and the building of a railroad 
in 1925, which would provide access to markets. These two events precipitated an influx of 
settlers from the dryland areas of Southern Alberta. A post office was opened in 1926 and the 
hamlet sprang to life. Another milestone was marked with the turning of sod for a sugar factory 
in 1935. The hamlet attained village status in 1943 and was incorporated as a town in 1960. 
Today Picture Butte is a safe, clean community which offers exceptional recreational facilities 
and services. We offer the complete package. Several restaurants, a wonderful bakery, 
hardware store, three tremendous schools, a grocery store, automotive service shops, financial 
institutions and an urgent health care facility will ensure that people who choose to call Picture 
Butte home have access to all they need. Our arena, swimming pool, Lions Park, state of the 
art archery range, regional camp ground, Walk on the Wild Side nature trail, and top tier golf 
course provide recreational opportunities for folks of all ages and interests.  
– Picture Butte Economic Development Community Profile

2017 Community BRE Interviews:
• Businesses have found Picture Butte. Individuals from within the community have attracted

businesses.

B) COMMUNITY ASSETS

2017 Community BRE Interviews:
• People could bypass Picture Butte in favour of Lethbridge, but Picture Butte has a historic

connection to agriculture industry. That is growing and supports other local business
growth.

• We are close to and surrounded by land that is favourable to the growing industry of
feedlots as well as fertile soil with irrigation.

• Small town, familiarity, trust relationships, long standing inter-relationships.
• Picture Butte is a full-service community which is a distinguishing feature. Fuller suite of

municipal services. Has full suite of life services including medical and pharmacy.
• Strong growing community with a number of successful businesses.
• Trading area – The Old Man River and north.
• Businesses that support Ag feed lots.

o Long standing business - Rocky Mountain Equipment – Agricultural implements.
o Masterfeeds Fertilizer.
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• Cattle hauling.
o Double V Trucking.

• Grocery Store, Home Hardware, 6 -7 restaurants, Long standing tire shop.
• Greenhouses 2km outside of town.
• Trading area – Old Man River and north.
• Competitive taxation.

C) OPPORTUNITY ANALYSIS

With a strong existing business community, and an active agricultural sector, Picture Butte 
is focused on providing good, competitive municipal services. As a growing community, its 
ability to provide a high quality of life for its residents has translated into good social and 
health services. With a lack of available land for development, and a young population, Picture 
Butte could concentrate on providing a supportive environment for local entrepreneurs, either 
those currently in business or those interested in investing in the community. This would 
include a continued close working relationship with Community Futures. As well, a review of 
current bylaws and zoning could support business development if any barriers to business 
development are identified.  

2017 Community BRE Interviews:
• Need the land. Current demands for land have exhausted supply.
• Commercial, industrial. Have some vacant highway commercial.
• Agricultural service businesses.

D) MARKETING GO-FORWARDS

Website
• Picture Butte’s website requires some attention regarding the aesthetics and information if

they are seeking to attract investment. Currently, there is very limited information regarding
the community itself (about, history, events, services, etc.), therefore, the website does not
promote the community strengths as well as it could. For a foreign investor, this website
does in fact provide a lot of useful business information; however, this component of the
website is very text heavy. It is important to remember that some investors are not going to
spend longer than they feel necessary to locate important information about their potential
investment. Adding in charts or graphs could be easier for an investor to read along with
some strategic info graphics.
-  Investment Readiness and Attraction Review
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• The website is functional with good municipal information, but little in the way of information
for site selectors or investors.

• As noted in the Investment Readiness and Attraction Review, the website needs to have
effective marketing materials for investors that may be looking at Picture Butte for a place to
set up business.

• Development of Business Cases, Company Profiles, Opportunity Fact Sheets, or Sector
Profiles are very useful tools for Economic Developers and the Site Selectors they want to
work with. You typically need at least a graphic artist to develop the Materials, and either an
economic development consultant or the local Economic Development Officer to create the
content.

• The Materials can be used to augment your website, at tradeshows, to answer site selector
inquiries, or to promote local business partners.

• Here are just a few examples of investment attraction marketing materials that have been
developed by Outlook Market Research:
o http://www.albertatradecorridor.com/resources-2/
o http://www.albertahub.com/investing-here/why-invest-in-alberta-hub/transportation/
o http://www.vegreville.com/business/investment-profile

Land
• There could be opportunities to bring value added agricultural businesses to the region (ie:

meat packing plant) if Picture Butte can work with the County to annex surrounding land.
-  Investment Readiness and Attraction Review

• Lack of commercial and industrial land was noted over several studies, including this
one. There is little that can be suggested from a marketing standpoint, as this is an issue
for policy makers and land owners. But it is worth noting that this is a common problem,
faced by many communities beyond Picture Butte. Without developable land, most new
investment is not possible.

• When undergoing site selection research, investors typically look at land availability,
taxation/incentives, labour pool, existing business clusters, and infrastructure. Without
available land, none of the other factors matter.

• There are many examples of Land Needs Assessments:
o https://www.orangeville.ca/get-file/3723
o http://www.northcowichan.ca/files/%7B66BB9452-39A6-4158-8328-
F5AE9F9BBB2F%7DCommercial%20Industrial%20Land%20Needs%20Analysis_
Landworks_Final.pdf 

• However, the assessment is not as important as the will of political and business
stakeholders to find compromises and solutions to make land available for servicing and 
investment.  
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TOWN OF RAYMOND

A) COMMUNITY OVERVIEW

The Town of Raymond is a small community situated on the vast expansive prairie in southern 
Alberta. Founded by a prominent member of the Church of Jesus Christ of Latter-day Saints, 
Jesse Knight in 1901, Raymond has a rich and complex history deeply rooted with the Church.
The Church of Jesus Christ significantly influenced the planning and development of the Town, 
which mirrored other Mormon communities in southern Alberta. The area’s history spans 
thousands of years encompassing First Nations groups in the region, and later, early settlers, 
who harnessed the agricultural potential of the open rugged prairie through the development of 
large-scale irrigation projects.

The community’s positioning along the railway, roughly halfway between Magrath and Stirling, 
the Church of Jesus Christ’s presence, available arable land, extensive irrigation systems, and 
the establishment of the Knight Sugar Factory in 1903, made Raymond highly attractive to 
immigrants from the United States, Europe and neighbouring provinces.

Today the Town is a growing urban centre with state of the art recreation facilities, a 
competitive tax rate and a strong sense of community. Our schools are the largest in the school 
division, new houses are growing and many new professional services are locating within our 
community.

The hard work and determination of our pioneer settlers have established an expectation of 
excellence and respect for our heritage and these values will see us through as we see what’s 
in store for Raymond over the next hundred years.  
– Raymond Economic Development Community Profile

2017 Community BRE Interviews:
• Raymond engages in a two-phase economic development approach – let SouthGrow and

Community Futures do the big projects (major projects); Local Economic Development
Committee focuses on local business development.

• It is accepted that Raymond is a bedroom community.
• We contract out municipal services to other communities. Example: Chief Financial Officer

also acts for 11 other communities. This model allows Raymond to keep their tax rates low.
• Residential growth was slow until it got to a point where private investment could be

profitable. It has rippled out to realtors and to schools.
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B) COMMUNITY ASSETS

2017 Community BRE Interviews:
• Existing business reinvest in new opportunities.
• Self- generated businesses are what we focus on, we don’t chase smoke stacks.
• Fibre connectivity added to good group of incumbent internet service providers. TEDC has

excellent proposals on lowering non-red tax rates, strong medical professional services
accepting new patients. Gigobytes available.

• High quality of life, excellent amenities. TEDC has excellent proposals on lowering non-res
tax rates. Strong medical professional services accepting new patients.

• Historically Raymond was settled by entrepreneurs.
• Current economic development strategy is focused on residential development.
• Fibre, aquatic centre, VSP, strong medical professional services accepting new patients.

C) OPPORTUNITY ANALYSIS

Raymond is a striking community, with a sense of calm and safety. At the same time, the town 
has embraced technology with Wifi hotspots. Experiencing rapid residential growth, there are 
many opportunities for business growth. With reasonable projections for a population of over 
5,000 in another 10 years. 

While a demographic review is beyond the scope of this project, scrolling through the census 
report raises many questions.
• What is the average age of residents? Is that trending up or down over time?
• The population of Warner County is trending down. Is that a source of Raymond’s growth

and if so to what extent?
• How extensive is the attrition of high school graduates and is there a “rebound” effect in late

twenties?
• Of the people locating to Raymond, how many have family ties in the area? How many could

or are likely to move aging parents into Raymond for proximity? Anecdotally was suggested
this is the case. For those who were not drawn by friends and family, what brought them to
Raymond?

There is a wealth of information in the census data that will inform economic development 
activity. If not already completed, a deep dive into the municipal census married to the 2016 
Stats Canada Census and Household data for the 2011-2016 period will be very useful. This is a 
period of rapid growth for the community. In order to support this pattern, it will be really helpful 
to understand the past five years. 
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Raymond faces the same challenges as other small urbans in the SouthGrow region – 
Lethbridge is a tremendous economic driver, which also pulls business activity towards it. 
Raymond is, however, approaching a critical mass that will support more retail and hospitality 
services than appear to be currently available. It may be that the Town has expanded more 
quickly than the ability of the local business community to respond. It would be helpful 
to examine other communities of a similar size and proximity to a larger urban centre. 
Communities like Lacombe and Vermilion come to mind as having a similar “feel” with about a 
30-minute drive to a major urban centre. These communities are located on more significant 
transportation routes than Raymond but there may be similarities. Both are anchored by a 
predominance of locally owned retailers, drug stores and restaurants.

In addition to the opportunities that will emerge from an increased population base, Raymond 
is well suited to increasing its health care offerings. The Town should work actively with Alberta 
Health Services to establish a local centre of excellence. A number of smaller urban centres 
have had tremendous success with this model. In particular, Westlock (Population 5101, 91 km 
to Edmonton) established an orthopaedic surgery centre in 2004. It would be interesting to find 
out what the pinch points were in Lethbridge’s healthcare system and see how Raymond might 
be part of that solution.

The community is exploring the concept of a “campus of care” for dementia patients. This 
is a fascinating idea, and Raymond does seem to have some assets that suit it to this type 
of development. This is a long term venture, and will take many years to fully research 
and develop out. In the meantime, there may be an opportunity to develop out the existing 
hospital’s offerings and to leverage the lodge being developed.

Tourism development, whether building off the Mormon Trail initiative or creating more sporting 
events, will have more impact on the community when there are more opportunities to buy 
and shop in Raymond. It is, therefore, critical to work with local businesses who have a 
demonstrated desire to be part of the community’s success, to identify immediate opportunities. 

Raymond administration reports that the community is entrepreneurial in nature, and this 
seems supported by our research. The number of sporting events, attendees, their pace 
of origin, and buying habits in the community needs close observation and data collection. 
Without a local hotel, impact is limited, however, visitors still need to eat and still have down 
time during the events. How is this leveraged and how does it benefit local businesses?

2017 Community BRE Interviews:
• Very strong sports minded community. Working on economic development sports strategy.

No hotel, so need to partner with Lethbridge on events. Looking for a hotel and wondering
“what is the business case”.

• New lodge being constructed. Swapped land for old lodge with provincial approval. Looking
at re-purposing the old lodge to accommodation. 32 beds.

PAGE 124 OF 169



SOUTHGROW MARKETING PLANS master report

Page 72

• Fibre Telecom provider, Health Services Cluster.
• Council lead initiative, ad hoc committee formation, met with different telecoms,

commissioned feasibility studies, actively campaigned for investment selection.
• Fibre telecom initiative was successful. Health services cluster is work in progress.
• Restaurant, additional bank.
• Residential services business, tech start-ups, health services support industries.
• 15-year program to increase number of residential lots. Town developed developments

which attracted more developers. Growth has been 30% in last 5 years.
• Snowbird attraction – bring your trailer unit to a 70-lot park, stay in Raymond over the

summer and then migrate south for the winter. Raymond has land and preliminary plans,
next to a golf course.

• Dementia care model – a community based model from the Netherlands. Also looking at
research. Model includes partner housing close to dementia housing.

• Healthcare system – have a hospital. Working towards a campus of care to retain seniors.
• Tech start-up HUB -  Bringing in ISPs. Telus, Shaw, Bell, Axia. Have setup wifi hotspots in

town facilities and hoping to expand to other areas.
• Residential support businesses (business that support residential development).
• Professional services such as accounting.

D) MARKETING GO-FORWARDS

Website
• Having recently updated the website, Raymond’s website looks modern and attractive

making it appealing for investors who may be looking to do business in the community.
The information provided is easily accessible and sectioned into different areas
appropriately. Adding a portion on the fibre network is a good idea and markets the
community well above others that do not mention the fibre network. Consider adding a tab
under the “Business” section around who to contact for certain business inquiries.
-  Investment Readiness and Attraction Review

• The site is easy to navigate and visually appealing.
• The “Why Invest in Raymond?” is a bit buried in the website. Such a document/content

could be more front and centre, although it is apparent that resident attraction is a focus
for the community – and this information is well positioned on the website.

Business Cases for Sports and Accommodations 
• Raymond has excellent sports facilities. Such facilities, particularly rink and ball diamond,

can be excellent draws for tournaments and other events – which are excellent revenue
generators, and raise the profile of the community.
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• The key to success in sports marketing is services – namely accommodations and
restaurants. Branded hotels and restaurants are particularly good attractors.

• Each hotel chain has an extensive set of site selection protocols, as finding suitable
location is the very nature of their business.

• Often besides location, one of the key success indicators in attracting a chain hotel is the
availability and willingness of a franchisee.

• Outlook Market Research has conducted numerous sports facility feasibility studies,
and undergone hotel franchise attraction research. Recently we looked the Wyndham
franchise hotels that provides property management services around the world.  They are
the world’s largest lodging franchisor, as measured by the number of franchised hotels
and the franchisor of 10 lodging brands that include the upscale through to economy
accommodations. Their brands include more than 8,000 franchised hotels and more than
600,000 rooms on six continents, which constitute more than 10% of all U.S. hotel-room
inventory.

• One of their brands is Ramada Worldwide. In section 5. Regional Marketing Recommenda-
tions, we will provide an overview of the franchisee requirements for franchisees looking to
open a Ramada hotel.
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VILLAGE OF STIRLING

A) COMMUNITY OVERVIEW

The Village of Stirling is nestled between Lethbridge and Waterton in the heart of southern 
Alberta. While it is a village of just over 1,000 people, its small population lends itself to a 
friendly, welcoming attitude expressed by everyone. Tourists are always welcome, and there 
is not a shortage of things to do in Stirling. Being thirty minutes away from Lethbridge, Stirling 
offers easy accessibility to all major amenities and even more fantastic Alberta tourism 
destinations. Stirling is located in Warner County and is relatively close to the communities 
of Raymond, Magrath, and Warner. The Village of Stirling, a National Historic Site by 
Parks Canada, is one of the last surviving and best preserved Canadian examples of early 
20th-century Mormon settlement patterns. Also known as a Mormon Agricultural Village or the 
Plat of Zion, the streets are wide and there are large farmstead lots with barns.  
– Stirling Economic Development Community Profile

2017 Community BRE Interviews:
• 2007 – 900 population; 2016 - 1,300 population. Majority of people are from elsewhere.

This is a bedroom community to Lethbridge. Plat of Zion community that influences land
use for commercial development and availability of commercial lots. Small amount of
commercial zoning and little room for growth. No industrial land base. As Stirling expands,
looking for opportunity to add commercial and industrial land base.

• Convenience store, gas station, gift shop, daycare and fitness centre, storage facility.
• Home based business – hair salon, chiropractor, mobile dental hygiene, accounting.
• Home based business is a priority and they issue permits.
• People chose to live here. Village opened ATB agency, opening a business service centre

with meeting space and training space.
• Focus for now is on sustaining and supporting existing businesses.
• $14m school modernization of K-12 school is underway.
• There are 3-4 new single-family dwellings built every year.
• Average 20 building permits annually.
• Attracting people for lifestyle who will operate businesses from home and who will also

leverage internet service.
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B) COMMUNITY ASSETS

2017 Community BRE Interviews:
• Off HWY 4 which is twinned. Cannamex connector to I15 to California and Mexico.
• Close to US border. Proximity and connectivity to the U.S.
• Rail line is adjacent to the community.
• Axia fibre. Gigabyte service to every home. Affordable.
• Water – Raymond and Stirling partnered on water commission for $14m system, which is

gravity flow system.
• National Historic Village. The original layout is based on the Plat of Zion model. Stirling

is the best retained site of this type of settlement. Village owns provincial site that shows
how community was setup so that each lot was big enough that the landowner could be
self-sufficient.

• Strong inter-community partnerships.

C) OPPORTUNITY ANALYSIS

As with the other communities constructed with a Plat of Zion footprint, Stirling has limitations 
to its ability to develop commercial and industrial lands. Its focus is on home based business 
and particularly those which rely on broadband. In a competitive market of communities 
that circle Lethbridge and attract commuters with lower cost housing and land, Stirling has 
several competitive advantages. The Stirling School is in the process of being modernized 
and provides education from K – 12. This provides an attractive option for families, particularly 
those who prefer a quieter, small town environment. Secondly, the large lots in Stirling are 
well priced, so that residents can be in a town environment with still increased privacy. 
The community has worked with Axia to deliver gigabyte service to every home for a very 
reasonable price.

Stirling has a unique character as a historic community. This combination of historic 
significance, revitalized education facilities and excellent broadband access is a way to 
differentiate the community in a competitive market. The focus on business development, 
further strengthens the messaging that Stirling is very serious about attracting knowledge 
workers.

As an economic diversification strategy, Stirling should maximize its tourism traffic and potential 
by maintaining its partnership with McGrath, Raymond and Cardston in the Mormon Trail. 
Without available commercial lots, the economic impact of this program will be constrained 
in the short term. However, the tourism promotion has potential to help retain the existing 
businesses as well as support the community’s unique character of a historic community 
attracting knowledge economy workers. Stirling has done effective work to date with its 
promotion and in particular with a very effective website.
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2017 Community BRE Interviews:
• Development is constrained by lack of available commercial and industrial land. See Plat of

Zion and village map.
• Sitrling has an active recreation committee – three festivals and Chattaqua event.
• Stirling, Raymond, Cardston and Magrath partner on the Canadian Mormon Trail.

D) MARKETING GO-FORWARDS

Website
• Stirling’s website is one that should be benchmarked by other communities in the area.

It provides suitable information, is organized and is aesthetically done very well. The
one suggestion for the site would be to add more content on the business aspect of the
community. References to support companies in the community would be good additions
to the site. This would make it more appealing for investors and start up, home based
businesses.
-  Investment Readiness and Attraction Review

• The website is easy to navigate and integrates its logo well.

The Mormon Trail
• The Mormon Trail website is visually appealing with strong brand imagery.
• And while the concept is strong, it is unclear how the four communities might further

monetize tourism opportunities.
• Data on events and Trail traffic is a key starting point. There are many questions: It is a

self-guided trail so how many people do it? Data on the Chattaqua event. Who came? Local
people or tourists? How many? Is there enough accommodation and services in the four
communities?

• This type of benchmarking data can be the foundation of a Marketing Plan.
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TOWN OF TABER

A) COMMUNITY OVERVIEW

Taber is a growing community centrally located in southern Alberta’s agricultural heartland. 
The community is a regional service centre noted for its full range of recreation facilities, 
shopping, and events such as Cornfest and rodeos. Taber is a centre for both food processing 
and the oil-field servicing industries. Basking in the sunshine of Alberta’s sunbelt, Taber is 
located next to the beautiful Oldman River and a short drive from Waterton National Park and 
the US border. The Town of Taber is centrally located in an agricultural belt, which also has 
extensive oil and gas activity. 

Taber has great transportation links including Highways 3 and 36, and the main CP rail line. 
Lethbridge, Medicine Hat, and the US border are within easy driving distance. 
– Taber Economic Development Community Profile

2017 Community BRE Interviews:
• Family oriented. Good schools and recreation facilities.
• Existing strong agricultural industry.
• Lifestyle, community is very safe, low crime rate. Taber has its own police force.
• Proportion of industrial development 50/50 split with residential development.

B) COMMUNITY ASSETS

2017 Community BRE Interviews:
• Economic development and planning in one department allows Town to tighten up on

timelines. CAO instills “find a way to get it done” and Council has been very supportive.
• Competitive commercial millrate.
• Access to water – Taber Irrigation District.
• Highway 3 and 36 intersection.
• Large agricultural and oil and gas sectors. Lots of oil in the MB (Bakkan field) so very

diverse economy.
• Ag processing hub.

o Rogers Sugar employs 100-150 people in low season and 300-350 people from
October to February. 
o Potato chip factory
o Gouw Quality Onions
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o Roland Seeds (hemp)
o In the region- Lamb and Weston, McCains
o Sunrise Poultry Producers

• Don’t have a rail spur but addressing that.

C) OPPORTUNITY ANALYSIS

With a population of 8,428 citizens, Taber has the critical mass required to sustain a 
reasonable offering of goods and services. Its position on Highway 3, east of Lethbridge by 54 
km, however, creates significant headwinds for local retailers. The lack of significant population 
base to the north and east of Taber on major transportation routes provides limited regional 
opportunity for growth in this sector. The predominance of locally owned stores and shops is 
reflective of this challenge as major chains focus their efforts in the larger urban municipality of 
Lethbridge.

Local retailers will continue to thrive by offering competitive pricing and by nurturing highly 
personal relationships and customized offerings. The presence of Walmart may support other 
shopping as customers are kept local, however, this trading pattern requires examination.

Taber and the surrounding Municipal District have both expressed relative ease in attracting 
investment, particularly in the agri-food industry. This relative ease may have contributed 
to lack of strategic clarity in economic growth and diversification. An option for Taber going 
forward may be to leverage its competitive position in the industry to foster partnerships 
between industry and research and learning institutions to widen the industry in the community. 
That is, to leverage processing and production presence into more research and development 
opportunities and growth. As a diversification strategy, Taber should also consider the role of 
hemp production and processing in future development. With a strong sector, Taber is well 
placed as a value-added agriculture hub and should assertively brand its community as such. 

With an active oil and gas sector, Taber’s economy is diversified, however, the stability of the 
agri-food sector smooths the boom and bust cycles that energy towns are known for.

With a median age of 35.2 years, Taber is a very young community and will need to assess 
its ability to provide good employment opportunities for those graduating into the workforce. 
This very young population will also require affordable housing solutions, which may be a 
growth opportunity for the community. It may also be useful to review the commuter patterns 
exiting and entering Taber to examine traffic volumes and characteristics. This close-on review 
will provide further information to support a strategic approach to economic development. 
Commuters to Lethbridge may, for example, welcome the availability of local entertainment and 
dining opportunities on weekends. 
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Overall, Taber has been able to successfully leverage the opportunities that have flowed to it 
based on natural assets, location and transportation infrastructure. Harnessing those assets, 
identifying a strategic focus and creating a focused business attraction strategy will maximize 
the benefits to the community.

2017 Community BRE Interviews:
• Highway 3 corridor is heavily used for agriculture sector production.
• Trucking and transport – locational advantage and potential for inter-modal.
• Retail, outside of Walmart (have a Walmart). Currently have mostly mom and pop stores.

People go to Lethbridge.
• Entertainment options to attract people.
• Tech or innovation. Have invested in fibre. Telus invested $9m to connect Town to network.
• Need an anchor in the oil and gas sector. Businesses tend to be smaller and in the oil

service sector.
• 2016 – Co-op built large truck stop.
• Ag businesses supporting primary production in the MD of Taber. In the #1 custom growing

region, and need to do more processing.
• Trades for residential markets and buildings.

D) MARKETING GO-FORWARDS

Website
• Taber Economic Development Website -  Overall, this website is done well. Consider adding

Baker Hughes and Husky Energy under the featured oil and gas companies -  these are
better known companies. The “Tools” portion of this website is very useful for any investor
who needs information on setting up a business in Taber. Consider making this tab more
prominent on the main page for investors who may need information on how to set up a
business in Taber.
-  Investment Readiness and Attraction Review

• Taber is one of the few communities in the region that have a dedicated economic
development website. It’s Site Selector information is strong, particularly its easy access to
a variety of maps.

• The website is well designed, easily navigable and visually appealing. Having a dedicated,
well informed economic development staff is evident from the information and organization
of the website.

• In short, without extensive in-depth analysis it would be difficult to provide investment
attraction advice to a well evolved economic development program in the Town of Taber.
However, some of the recommendations in section 5. Regional Marketing Recommenda-
tions may be applicable to the Town.
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TOWN OF VAUXHALL

A) COMMUNITY OVERVIEW

The Town of Vauxhall is a place for everyone. It is well situated between the Bow River and 
Oldman River along Highway #36 in southern Alberta. The Town is in a thriving agricultural 
area, with abundant water for irrigation and progressive, innovative farming operations. Oil 
resources are abundant with the resulting economic benefits to the area including entrepre-
neurial opportunities and stable jobs. The best kept secret about Vauxhall is the Vauxhall 
Academy of Baseball operated in partnership with the Vauxhall High School. The accomplish-
ments of this partnership include successfully graduating 97 academy athletes over the past 8 
years of which 15 have been Major League Baseball (MLB) draft picks and 33 Canadian Junior 
National Team Invitees.  
– Vauxhall Economic Development Community Profile

2017 Community BRE Interviews:
• People accept you here and it is safe. Vauxhall is an extremely caring community with a

friendly and supportive atmosphere.
• The Town of Vauxhall has approximately 1,200 residents and services a market area of

roughly 8,500 people. Our local economy is diversified with a variety of services and retail
businesses, and the oil and agricultural industries.

• We are in the process of making new residential lots to attract new business we hope.
• Vauxhall Academy of Baseball as well as being a small community, we have amazing

recreation facilities. There is a very good working relationship with the MD of Taber.
• More likely to attract families than businesses. A safe place to have a family.
• Seniors have moved here based on cost of housing.
• There is a sense in some people that they want to stay at the slow pace.

B) COMMUNITY ASSETS

2017 Community BRE Interviews:
• Cost of housing is lower.
• Taxes may be lower.
• Not a lot of industrial buildings and industrial lots are not serviced.
• Visitor information centre.
• Prairie Gold Produces fresh packed potatoes and dried potato granules for export markets.
• Columbia Seeds – dried peas.
• Farming community supports local professional businesses and other businesses.
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• Residential lots are developed by the Town (19).
• Vauxhall Academy of Baseball. Baseball academy – has not had an impact on the local

economy. Tuition is high.
• Brand new pool.
• Have been focused on upgrading public facilities.
• The beautification project has been done and that changed people’s perspective. Now

need to move on to a new goal. Maybe Business retention and expansion.
• Recent business openings:

o Tire shop on the highway
o RV Repair
o Nails, Spa
o Welding shop re-opened
o M and K Store
o Bakery re-opened as diner

C) OPPORTUNITY ANALYSIS

With just over 1,200 residents, Vauxhall is challenged to support a retail sector, but has 
nonetheless several local businesses that contribute to a feeling of potential in the community. 
The Town has focused recently on opening residential lots and creating an attractive 
community for residents and visitors. With its closeness to the Town of Taber, this is a very 
viable growth strategy for the community. Particularly given its low-cost housing and land and 
easy access to an employment and service centre. 

Ongoing collaborative work through the Joint Economic Development Committee 
and discussions with the MD of Taber are encouraged. These conversations will build 
understanding of new opportunities in the value-added industry, and potential positive impacts 
to Vauxhall. These benefits could include increased tax base through increased residential 
development and continued support for town businesses from the surrounding agricultural 
community.

2017 Community BRE Interviews:
• Small engine repairs.
• Medical and dental services.
• Fibre optics not in Vauxhall. Internet service is from satellite.
• Solar development.
• Did a strategic plan. People wanted franchises, gaming, move theatre (15 responses).
• Hotel for sports travel and weddings.
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D) MARKETING GO-FORWARDS

Website
• Vauxhall’s website does not promote a strong business community. Currently there is

no information that is available for a business or outside investor that may need help
understanding the community’s business environment. Instead of having a separate
website for the business directory, it should be listed on the main website for people to see.
-  Investment Readiness and Attraction Review

• It is a nice clean municipal website, but has little to offer to site selectors or investors. If
BRE is the next priority for the community, as mentioned in the interviews, it is imperative to
add more business and investment information on the website.

• The easy access to Vauxhall Economic Development Community Profile by SouthGrow
is a good start. Although the link appears to run to a paper copy that was scanned and
uploaded as a PDF. Simply download from: http:// SouthGrow.com/sites/ SouthGrow.com/
files/VauxhallProfileFinal_1.pdf and then upload to the Vauxhall website.

Business Cases for Sports and Accommodations 
• Vauxhall’s baseball facilities are a unique asset. Such facilities, particularly rink and ball

diamond can be excellent draws for tournaments and other events – which are excellent
revenue generators, and raise the profile of the community.

• The key to success in sports marketing is services – namely accommodations and
restaurants. Branded hotels and restaurants are particularly good attractors. This was
mentioned in the interviews.

• Each hotel chain has an extensive set of site selection protocols, as finding a suitable
location is the very nature of their business.

• Often besides location, one of the key success indicators in attracting a chain hotel is the
availability and willingness of a franchisee.

• Outlook Market Research has conducted numerous sports facility feasibility studies,
and undergone hotel franchise attraction research. Recently we looked at the Wyndham
franchise hotels that provide property management services around the world. They are
the world’s largest lodging franchisor, as measured by the number of franchised hotels
and the franchisor of ten lodging brands that include the upscale through to economy
accommodations. Their brands include more than 8,000 franchised hotels and more than
600,000 rooms on six continents, which constitute more than 10% of all U.S. hotel-room
inventory.

• One of their brands is Ramada Worldwide. In section 5. Regional Marketing Recommenda-
tions, we will provide an overview of the franchisee requirements for franchisees looking to
open a Ramada hotel.
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TOWN OF VULCAN

A) COMMUNITY OVERVIEW

Originally named after the Roman God of fire by a CPR surveyor in 1910, the Town of Vulcan 
is a progressive and thriving community that serves as the economic hub and trading centre 
for Vulcan County. The Town is located midway between Calgary and Lethbridge on Highway 
23. Vulcan’s economic stability is enhanced by its proximity to high yielding agricultural land,
and major natural gas and oil deposits. The Town of Vulcan offers all the amenities of a large 
city while maintaining a warm rural atmosphere. Quality of life, culture, recreation, education, 
medical and protective services are of the highest standard. Golfing, camping, fishing and 
a view of the Rocky Mountain Foothills are just a few of the many year-round recreational 
activities. Vulcan has affordable, serviced residential and commercial lots available, as well 
as a developed industrial park to accommodate new industry. Promoting the science fiction 
application of its name, the Town of Vulcan holds many events that attract international visitors 
as well as visitors from other galaxies!  Be sure to stop by the Tourism and Trek Station, where 
we have information on all of our county communities. The Town of Vulcan offers its residents 
a balanced quality lifestyle making this community a great place to call “home”.  
– Vulcan Economic Development Community Profile

2017 Community BRE Interviews:
• Everything we need is here. The majority of housing turnover here is seniors and young

families. Local daycare numbers are increasing; there may be a lag in families starting.
2016 population has increased by 4% to 1,917.

• Business incentive policy.
• Work closely with the County.
• Community has success in attracting business when it works together to identify a need

and bring it in.
• To succeed as “new to Vulcan owners” a new business needs to be very present in the

community.
• Pet supply store opened 2 years ago is doing well.
• Jewelry store on main street has been very successful. They do great customer service

and by invitation sales events.
• More and more 30-year olds are staying in town.
• As towns grow larger, they want to gain back the “small town feel”. Vulcan still has that.

“We are fortunate to have that”.
• Hospital employes 130 people.
• County and town partnered to fund $2.4m towards hospital expansion. Clinic and wellness

centre. Hospital will be viable for 25 years.
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B) COMMUNITY ASSETS

2017 Community BRE Interviews:
• Affordable property.
• Vulcan Business Development Society has $80k in support. Invested in Vulcan Business

Development Society – town, villages and the County.
• 3rd generation of local people now taking on businesses.
• Developing an industrial land use strategy with Vulcan County.
• 30 acres for industrial needs, need to invest $1.1m to free up 8 industrial lots.
• 60 acres slated for long term residential development.
• Fibre optic in town – Axia. Wifibre is the ISP.
• Direct access to the customer, local expertise in agriculture industry is highly valued and

utilized.
• Local retail gets good support from local people and surrounding area.
• Solar park (demonstration park next to tourism centre) promotes industry in area.
• Star Trek Tourism.

C) OPPORTUNITY ANALYSIS

With a population of 1,913, and with the Town of Strathmore under an hour away and Calgary 
128 km’s away, Vulcan has struggled to maintain a retail sector. With increased mobility and 
access to online shopping, this circumstance is not unlike many smaller urban centres in 
Alberta and beyond. The local business community’s competitive advantage is its personal 
connection with clients and customers. Targeted local and regional retail campaigns should 
emphasize “where everybody know your name” themed promotions. 

Vulcan’ s older demographic may be more supportive of local and more personalized services 
and goods. It would be useful to do a retail and service leakage study to determine if there 
are missed opportunities tied to this market. Consideration could be given to aging in place 
facilities. If this were pursued, the Town should consider proactive strategies to attract 
relocation of workers for these facilities. Competitive cost of living may be a factor for new 
professionals, beginning careers and family life. 

The recent expansion of the hospital may represent an opportunity to attract more residents to 
permanent and well-paying positions. It would be helpful to understand how many employees 
commute, where from and what might incentivize more relocation for new and existing hires.
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There is significant traffic on Highway 23, however, as is often the case, drawing this destina-
tion-oriented consumer off the major thoroughfare, in the absence of a national or internation-
ally branded stop, is tremendously challenging. Vulcan has several truck/gas stops on the 
highway, which does slow down some traffic. Other establishments are clearly visible from the 
highway and accessible via a service road. It would be useful to review highway signage on 
Highway 23, north and south of Vulcan for an opportunity to increase “turn out” traffic. 

The Town currently works with Vulcan County and the Vulcan Business Development Society 
on industrial development. An anticipated land use study will be very helpful. The Town should 
work closely with the County to identify opportunities for secondary goods and services 
opportunities arising from any close-in industrial development. As well, a close working 
relationship will lead to opportunities to pursue increased residential development within Town 
limits.

2017 Community BRE Interviews:
• All kinds, agriculture, commercial.
• Factories – agriculture.
• District heating study.
• Meat packing plant.
• Flax plant.
• Oil pressing.
• Diverse community-based mom and pop shops.
• Commercial – most needed here is mom and pop stores. People here like to ask questions

and get answers based on trust relationships.
• Shoe store, but might not be viable.

D) MARKETING GO-FORWARDS

Website
• The Town website is well designed, and easily navigable with a good architecture. It

doesn’t have a lot of site selector information, but that is a task that resides with the
Vulcan Business Development Society, which does have prominent placement of the town
website.

• Vulcan Business Development-   The Vulcan Business Development Society has plenty
of useful information for both businesses looking to set up in the area, as well as people
looking to live/move to the area. The information is organized appropriately.
-  Investment Readiness and Attraction Review
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• The Vulcan Business Development Society is a good example of a well-organized regional
economic development website. It promotes its member communities well, and links in with
information assets of the larger regional partner of SouthGrow.

• The “messaging” popup is a unique feature.
• There is a good Projects section, but it would be useful to see more information about viable

business opportunities specific to the Vulcan County region.

Opportunity Assessment
• Asking  “what would make a business locate here?” is important.  But even more important

is asking what business is 1. Needed, and 2. Viable.
• The “Industrial Land Strategy” underway can be an important stepping stone to further

business development. And understanding land availability and usage is the cornerstone to
identifying new opportunities for investment.

• When undergoing site selection research, investors typically look at land availability,
taxation/incentives, labour pool, existing business clusters, and infrastructure. Without
available land, none of the other factors matter.

• This type of Opportunity Analysis is most often done by external Economic Development
Consultants. It is part of the investment attraction research process. The typical steps are:
1. Situation Analysis: As seen in this report.
2. Opportunity Analysis: High level research and analysis on specific businesses that are
needed in the community and make sense based on the situation.
3. Feasibility Study: Investigates the marketing, operational and financial viability.
4. Business Plan: Builds on the Feasibility Study with full pro forma financials. This
document is used as a blueprint to operate the business, and secure financing. 

• The types of Opportunity Analysis documents listed on http://www.vulcanbusiness.ca/about/
regional-information/ are the right idea. But some that are specifically Vulcan-focused and 
placed prominently on the website are recommended.

Star Trek
• Vulcan has established a Star Trek brand and annually hosts Vul-Can which attracts several

thousand visitors to a two-day event. This annual infusion of cash could be maximized with
more hospitality businesses. however, a two-day event does not provide the sustained
revenue required to support a full service offering year-round. To increase the impact of the
Vulcan brand, the community should consider opportunities to increase its branded goods
and experiences year-round. Nonetheless, the existing branding, with a potential refresh
does create a uniqueness that assists in attracting attention to the community. This name
recognition can be exploited in marketing the community for relocation supporting other
economic attraction efforts.
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VULCAN COUNTY

A) COMMUNITY OVERVIEW

Vulcan County is conveniently located one hour from Calgary and Lethbridge in Alberta’s 
southwest. Vulcan County covers an approximate area of 545,000 hectares and encompasses 
the Town of Vulcan, the Villages of Carmangay, Champion, Lamond, Milo and Arrowwood, and 
the Hamlets of Brant, Ensign, Kirkcaldy, Shouldice, Queenstown, Mossleigh Herronton, and 
Travers. 
– Vulcan County Economic Development Community Profile

2017 Community BRE Interviews:
• Rural lifestyle; Everything is essentially agriculturally based.
• Spent time on land use bylaw to sure it is “development friendly”.
• Labour base – County has population of 3,900.
• A lot to manage for road impacts with industrial developments. County and contractors

needed to build good personal relationships in order to work through some of the problems.
• Best to have one development officer who sees project through from beginning to end.
• Proactive on land use. Trying to promote. One successful project which is leading to others.

Enbridge/EDF (Blackspring) has a great community granting program.

B) COMMUNITY ASSETS

2017 Community BRE Interviews:
• On CP mail line – North/South trunkline.
• Tax base is agriculture and agriculturally based development.
• Engaged council.
• Reviewing land use plan to ensure it is business friendly.
• Southern Alberta Energy from Waste. Central incinerator, currently completing site

assessment.
• Regional water line (Twin Valley Regional Water Commission), Vulcan to Carmangay.

County has substantial potable water allocation.
• Centrally located between Calgary and Lethbridge.
• Business is expanding. Farming business is changing. Some of the younger generation are

coming back to the farm and modernizing farming practices with updated technology.
• Alternative energy is important. Blackspring Ridge did a good communications consultation.
• 690 acres is going to solar energy farm.

PAGE 140 OF 169



SOUTHGROW MARKETING PLANS master report

Page 88

• Wind farm is also under consideration.
• Reservoirs with residential development around them.

C) OPPORTUNITY ANALYSIS

Vulcan County is exploiting its available land in efforts to attract alternative energy industry. 
This seems a reasonable and likely road to economic diversification. Past successes in working 
with industrial developers should be used to promote and attract new opportunities. Ease of 
development is an important element of site selection decisions. During construction phases 
and, to a lesser degree, in to operations, good road access is a competitive advantage for 
Vulcan County. 

The access to affordable potable water in good quantities is also a competitive advantage 
to be leveraged. The County should look at an agricultural diversification study, particularly 
in processing. With good rail access and servicing, the County is well positioned to consider 
agricultural diversification.

While working on industrial and processing opportunities, the County should continue to work 
effectively with the Town of Vulcan, as well as the villages within County boundaries, to develop 
good housing opportunities that would encourage a sustainable local labour pool.

2017 Community BRE Interviews:
• Alternative energy is a diversification strategy.
• Pursuing alternative energy. Blackspring approved and then will move on solar component.
• Have an application before Alberta Energy Regulator for InterEnergy for a solar array.
• Agriculture based seem viable – fertilizer plants. Seed cleaning, oils,  fuel, parts and

supplies.
• Tourism “Aspen Crossing” started as a campground. Owner bought a train, uses an

abandoned spur line (12 miles). Does Polar Express, Ales and Rails. Year-round attraction.
Winter light displays. Dining Car restaurant.

• Researching number of serviced lots for industrial land. Study ready for January 2018.

D) MARKETING GO-FORWARDS

Website
• The County website is easily navigable with a good architecture – it mirrors the structure

of the Town of Vulcan website. It doesn’t have a lot of site selector information, but that
is a task that resides with the Vulcan Business Development Society, which does have
prominent placement of the town website.
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• Vulcan Business Development -  The Vulcan Business Development Society has plenty
of useful information for both businesses looking to set up in the area, as well as people
looking to live/move to the area. The information is organized appropriately.
-  Investment Readiness and Attraction Review

• The Vulcan Business Development Society is a good example of a well-organized regional
economic development website. It promotes its member communities well, and links in with
information assets of the larger regional partner of SouthGrow.

• The “messaging” popup is a unique feature.
• There is a good Projects section, but it would be useful to see more information about viable

business opportunities specific to the Vulcan County region.

Agriculture Opportunity Assessments/Marketing Materials
• Asking  “what would make a business locate here?” is important.  But even more important

is asking what business is 1. Needed, and 2. Viable.
• Looking at Agricultural Process Opportunity Assessments and Marketing Materials would be

recommended for Vulcan County. The County’s agricultural base, water supply, energy, rail,
etc makes Agricultural Processing the cluster to focus on.

• Here are just a few examples of investment attraction research/marketing materials focused
on the agriculture sector that have been developed by Outlook Market Research:
o Hemp Profile: http://www.albertahub.com/wp-content/uploads/2017/05/AB_HUB_Ag_
Hemp_Case_web.pdf
o Company Profile: http://www.albertatradecorridor.com/wp-content/uploads/2014/02/
EATC_Profile_Himark.pdf.zip

• This type of Opportunity Analysis is most often done by external Economic Development
Consultants. It is part of the investment attraction research process. The typical steps are:
1. Situation Analysis: As seen in this report.
2. Opportunity Analysis: High level research and analysis on specific businesses that are
needed in the community and make sense based on the situation.
3. Feasibility Study: Investigates the marketing, operational and financial viability.
4. Business Plan: Builds on the Feasibility Study with full pro forma financials. This
document is used as a blueprint to operate the business, and secure financing. 

• The types of Opportunity Analysis documents listed on http://www.vulcanbusiness.ca/about/
regional-information/ are the right idea. But some that are specifically Vulcan County - 
focused and placed prominently on the website are recommended.
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VILLAGE OF WARNER

A) COMMUNITY OVERVIEW

If you are simply passing through our little Village, there are many things in the area that may 
peak your interest.  We have a wonderful museum that showcases a Dinosaur Egg finding by 
a local lady. The Warner Hockey School boasts some of the best female hockey players in the 
Country. Our arena has many options for families to come and enjoy some ice time or during 
“dry floor” season for special events (i.e. home/garden shows, flea markets, farmers markets, 
etc.) or our bowling alley (featuring glow in the dark lanes) is available to knock down some 
pins. We have a curling rink in town, two restaurants, a hotel, a RV Park, a library and a state 
of the art athlete centre that can be used 24/7, 365 days a year.  We have a lot to offer local 
residents – young and “seasoned” alike!!  We have an active Seniors population that meet at 
the Seniors’ Centre throughout the week for a variety of things like cards, woodworking, bingo, 
scrapbooking, exercise, weight maintenance and much more. There are two playgrounds in 
Warner that children can enjoy. 
– Warner Economic Development Community Profile

2017 Community BRE Interviews:
• Lots of small home businesses.
• People who locate businesses to Warner seem to figure out solutions for business location

problems i.e. need for high speed internet access.
• Ability to have land and space. People move here for housing/school/safety/proximity.
• K-12 has 120 students.

B) COMMUNITY ASSETS

2017 Community BRE Interviews:
• Access to rail.
• Village owned lot close to rail – could be sold.
• Good supply of water.
• 110’ by 120’ lots which are well priced.
• Residential sales $1,000 per lot (have 7 which are 100’ x’ 120’) serviced. Must build on the

lot within one year.
• Competitive utilities.
• 15 millrate.
• Local road improvements.
• Utilities rate is low.
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• Provide good standard of living for business employees.
• Have room for industrial expansion with servicing adjacent.
• At the intersections of highways 4 and 36.
• Land availability and lot size; and very affordable living costs.
• Agriculture based workforce. Young, adaptive, entrepreneurial, mechanically inclined.
• Community is self-sustaining.

C) OPPORTUNITY ANALYSIS

Warner’s competitive advantage is in its transportation infrastructure and availability of serviced 
industrial, commercial and industrial land. A good water supply also means that industry which 
has need for that resource will find Warner attractive. A small population may create some 
concern in attracting new investment, however, with a very mobile labour force, businesses in 
the SouthGrow region tend to pull from a wide area. It is not likely, however, that Warner would 
attract a major employer.

A good starting point would be to determine why the two larger employers, Viterra and Volker 
Stevin, have remained in Warner. Given that Volker Stevin’s business is road construction 
and maintenance, its location may be a simple function of distances between other centres. 
With Viterra, its location is likely tied to the proximity to mustard crop production. An analysis 
of the competitive advantage of this region’s mustard crop production is a good starting point. 
Additionally, an understanding of any tertiary processing opportunities should be sought.  

Considering the Viterra mustard seed plant and the abundance of mustard crops in the region, 
Warner could identify and target mustard- related, value- added businesses such as French’s or 
other mustard processing and packaging firms.  
- Investment Readiness and Attraction Review

2017 Community BRE Interviews:
• Need high speed internet.
• Need more retail.
• Oil and gas service companies – advantage in location because next location for this type of

business is Taber.
• Water haulers.
• Part-time medical and pharmacy services (1-2 days a week).
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D) MARKETING GO-FORWARDS

Website
• On Warner’s website, the top banners are very effective. However, the business directory

is not complete, and more information is needed throughout the website, specific to
providing information on economic development and business. Although very simple, it
is aesthetically pleasing and easy to navigate. It needs to provide more information for
investors who could potentially be interested in Warner. Currently there is no information or
help available. Consider promoting the Women’s Hockey Club as a world- class facility.
 - Investment Readiness and Attraction Review

• There is no link to the SouthGrow Village of Warner Economic Development Community
Profile. As there is little other economic development information on the website, making
the profile link a prominent feature in the Business Section would be a good starting point
for providing baseline investor information.

• It would be helpful for BR&E efforts if the website could feature information that would be
appealing to investors because there is currently almost no information for investors or
companies looking to locate in the Village. Where investors will be looking for economic
and community information, use language that promotes an “open for business” attitude.
Consider developing an “investor” area for the website where potential investors can
locate key information.
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5.Regional Marketing
Recommendations

5.1 INTRODUCTION

Many of the communities in the SouthGrow region are close in geography, and feature 
strong similarities in demographics, assets, opportunities, and challenges. Therefore, many 
of the BRE marketing go-forwards, or recommendations, are equally applicable to multiple 
communities. Therefore, the purpose of this Regional Marketing Recommendations section is 
to:

1. Suggest BRE marketing activities that may be undertaken by any number of SouthGrow
communities on their own, or,

2. Suggest BRE marketing activities that may be undertaken by SouthGrow on a regional
basis on behalf of member communities.
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5.2 MAXIMIZE MEMBERSHIP IN SOUTHGROW REGIONAL ECONOMIC 
DEVELOPMENT ALLIANCE (REDA)

Leverage regional data and information gathered and promoted by SouthGrow REDA via their 
website and other mediums. Create cross-references within your own local marketing platforms 
to provide investors with access to relevant and current data on the region. 

Showcase your community and target investors jointly with SouthGrow REDA at investor 
conferences and trade shows. Promoting your working relationship with SouthGrow, 
demonstrates to investors that you have regional backing in areas that may be deemed 
important to investors, such as economic development expertise, regional data, and ability to 
speak holistically to the success of the region, as well as reaffirm your community’s investment 
readiness.

Create additional connectivity points via SouthGrow’ s media channels for investors to connect 
with your local economic development lead, to identify potential investment opportunities in 
your community.

Training: Community Website Improvement Project

When analyzing the 24 community websites, a common challenge was basic graphic design 
and navigability. This was also a common theme in the 2016 Rainmaker Global Business 
Development report on the Investment Readiness of the region.

A website is the information gateway to the world about a community – especially more 
remote communities. Councils and CAO’s should support moderate funding for website design 
upgrades.

Incredibly cheap templates are available that are graphically sophisticated and can effectively 
host municipal content. There are thousands of WordPress templates that are for sale, and 
some are free. Information can be found at https://en-ca.wordpress.org. 

SouthGrow should be a supporting organization to help steer member communities to the 
right information and resources to undertake these upgrades. Hiring a website development 
consultant to hold training session(s) for communities on website upgrades would be a highly 
beneficial service to community members. Ensure that the consultant is empowering the 
community to develop well designed websites with minimal resources – not a consultant that is 
trying to sell his/her own website development services.  
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5.3 INVESTMENT ATTRACTION STRATEGY 

Investment Attraction (IA) Strategy Overview

It is advisable to build on active strategy development (in progress) or develop an individual, 
comprehensive, and fully executable Investment Attraction Strategy that is based on the 
community’s level of investment readiness (Proactive, Opportunistic, Reactive). Revisit 
the analysis and recommendations for your respective community that are outlined in the 
Investment Readiness and Attraction Review (Rainmaker Global Business Development).

An IA Strategy can include many elements, and much of its content will be guided by whether 
the Strategy is regional or local in nature. Possible inclusions may be: 

• A review of Basic Investor Attraction Practices that can guide the development of the
Strategy and help inform local EDO’s or community members on widely accepted best
practices in the field.

• Advice on the most effective ways for the community to be promoted at such events as
conferences, trade shows, and other opportunities aimed at generating investment leads.

• Advice on how best to take advantage of the Government of Alberta’s investment
attraction assets, staff, and information as it relates to local opportunities.

• Recommendations on the investment value proposition that will inform the design of
collateral materials including marketing messages, graphics and images (not logos) that
can be produced in print and electronically for incorporation into web sites.

• Implementation plan for the IA Strategy including timeline, outline of required resources,
roles that individual municipalities might play, potential sources of funds/revenues to
execute the IA strategy, and established performance measures to indicate what success
will look like.

• Recommendations for complementary next steps related to IA activities that could be
undertaken by a community, or REDA and their member communities.

• Establish practical leads handling protocol suitable for use by the community including but
not limited to lead generation, lead response, lead incubation and lead conversion. This
process must be detailed in a written document. This should be informed by a discussion
of Best Practices in Investor Inquiry Handling.

As a preview of what a full Investment Attraction Strategy might contain, here are two sections 
that would be recommended for inclusion: Overview of Basic Investor Attraction Practices, and 
Best Practices in Investor Inquiry Handling.

PAGE 148 OF 169



SOUTHGROW MARKETING PLANS master report

Page 96

Overview of Basic Investor Attraction Practices

This list of suggested processes and best practices is culled from: 
• Outlook Market Research
• Investment Climate Advisory Services of the World Bank Group
• Canadian Department of Foreign Affairs and International Trade
• The Multilateral Investment Guarantee Agency
• Economic Development Association of British Columbia
• The Australian Trade Commission
• Government of Alberta

The Investment Promotion and Attraction Process is an internal EDO process designed to 
react to the Site Selection Process used by relocating companies, but also be proactive by 
generating and converting FDI leads. 

At the beginning, the Site Selection Process is aimed at gaining an understanding of the 
region’s level of economic development and its national economic policies, and depends upon 
the type of investment. For example, is the investment seeking resource-based locations, 
strategic market locations or product efficiency locations? The site selection process continues 
to become increasingly detailed as decision makers narrow the list of possible locations.

Key factors during the site selection process generally fall into the following categories:
• Market characteristics (local and regional)
• Costs (labour, transportation and other)
• Natural resources (availability and quality)
• Infrastructure
• Policy structure
• Business support and promotion

Figure 1 outlines a general Investment Promotion and Attraction Process that allows EDOs to 
proactively seek investment and also be ready to respond to ad hoc Site Selector inquiries:
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Chart culled from the Australian Trade Commission
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Best Practices in Investor Inquiry Handling

Best-practice Economic Development Officers (EDOs) address the four key dimensions of 
inquiry-handling—availability and contactability, responsiveness and handling, response 
quality, and ongoing customer care—in an integrated system that is continuously monitored 
for improvement.

The following basic tips will improve EDO interaction with companies:

1. Expedite Investor Communications: Expedite the investor’s communication with the
EDO. Ensure correct and complete contact information on the EDO web site. Ensure that
an investor can contact an appropriate project manager as the key liaison throughout a
project. Having a single point of contact makes communications easier for the investor.

2. Target Your Data: Ensure that your data and overall response to an inquiry is highly
targeted. Understand what is important for the investor: have a clear understanding of
their target markets and their competitive positioning in those markets. Then gather the
information and relevant promotional facts that will impress the investor.

3. Be Professional: Use business practices that demonstrate the EDO’s professional-
ism. Train staff to respond to inquiries in proper ways to answer and direct telephone
calls. Encourage them to announce the EDO’s name and their own. Include electronic
signatures on all emails.

4. Brand Your EDO: The professionalism of the EDO is often evaluated (especially at first)
by developing branded, well-written, professional-looking materials. The finished materials
should be distinctive and as impressive as resources allow.

5. Target Your Website: The EDO’s Investment Attraction website and marketing materials
should be reasonably focused on key target markets.

6. Promote Your Advantages: Have materials available on key features and advantages
about the location, such as labor costs of key positions, employment regulations or costs
for key sectors and subsectors, and names of existing investors, for quick response to
investors.

7. Customize Response Information: Customize information for the particular inquiry.
The customized information should answer all questions asked in the inquiry and take
into account feedback received during the discussion and clarification stage. The best
customized information goes beyond merely dealing with the original inquiry questions and
demonstrates the EDO’s knowledge of the sector in question and experience in handling
corporate location projects.
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8. Meet or Beat Deadlines: Investment inquiries are often highly time sensitive. Meet
deadlines–or respond even sooner. If research for an investor takes longer than expected,
inform the investor and propose another date. Whether inquiries are received by email or
telephone, a rapid reaction to the initial contact is necessary.

9. Organize Your Response: Respond to investor inquiries in a way that is efficient,
informative and promotes the location:
• Organize responses according to the company’s specific questions. Provide responses

in a single report or presentation with a table of contents.
• Make sure to discuss and clarify. After receiving the inquiry and assigning an advisor,

the EDO should contact the investor in order to discuss the project and clarify the
information required. Preferably this should be carried out by telephone.

• Include germane, accurate, and comparative data, visuals, case studies about current
investment in the location, and testimonials from well-known companies doing business
there, to demonstrate the viability of the location.

• Anticipate and answer questions that the company has not yet asked. This
demonstrates the EDO’s expertise and understanding of the company’s needs.

10. Develop a Response Template: Develop a template for responses so that documents
look professional, are branded, and follow a standard format including a table of contents,
executive summary, and business case:
a. Include a summary, at the beginning or the end of the document that specifies why the
EDO’s location is the best one for investment. Investors often use this summary in their
own reports – so by providing it, the EDO saves the investor time and ensures that the right
arguments about the location are made.
b. Email or call the investor to confirm receipt of the sent information.
c. Follow up in 1-2 weeks to ascertain what more the EDO can do to support the project
and offer to meet or arrange a site visit for the investor (budget permitting). This can be 
carried out by email or telephone depending on circumstances.

11. Cooperation Standards: If you are going to work with another EDO, ensure there are
common standards of professional service, so that the foreign investor can be satisfied at
every step of the investment process.

12. Train Your Staff to Respond Effectively: Train project managers to discuss a project and
anticipate issues that may arise. Staff should know enough about the location to be able to
suggest where projects could go, and what infrastructure, universities, and so forth will be
available to the investor. Staff also need customer relationship management skills so they
can effectively build “trusted advisor” relationships with investors.
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13. Work with Government: Work in close coordination with high levels of government to
assess their country’s business climate and economy, and identify the sectors in which the
EDO can realistically compete for investment. This assessment of their sector comparative
attractiveness should be the foundation for the EDO’s investment strategy, and thus for all
research and promotion activities, including facilitation.

14. Follow Up: Follow up on selection process. A follow-up call to check on the investor’s
analysis of the response and to offer further assistance is an essential step in the process.
Timing of the call is dependent on the location selection timetable. This follow up should
be made by telephone in order to extract the maximum feedback on the response from the
investor. Even if the investor has chosen another location, finding out why your region did
not succeed is vital to your EDO’ future efforts.
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5.4 INVESTMENT ATTRACTION TOOLS

Site Selector Profile

Enhance community’s investment readiness to inform - and field inquiries from – potential 
investors through the development of local community site selector attraction information:

• Market characteristics (local and regional)
• Costs (labour, taxes, transportation, other)
• Taxes (corporate taxes, sales taxes, property taxes, mill rates, etc.)
• Labour (availability, skilled and unskilled)
• Natural Resources (availability and quality of raw materials)
• Land availability (cost, size, site readiness, etc.)
• Infrastructure (electric rates, telecommunications)
• Policy structure
• Quality of life
• Business support and promotion

Collaborate with other SouthGrow region communities and the SouthGrow REDA on the 
development of a Regional Site Selector Profile and updated Industry Quick Fact Sheets that 
leads to more in depth information (eg. industry profiles - http:// SouthGrow.com/investing/
key-industries).

Create a dedicated Economic Development/Investment online experience for potential 
investors alongside, or within, your current community website. See Communications Strategy 
and Tools section below.

Community Brand 

Advocate with your sister communities within the SouthGrow region to put forward a 
collaborative effort to creative impactful local community brands (managed locally) within an 
umbrella regional brand, managed by SouthGrow REDA. The value of having cohesive brand 
connections with SouthGrow REDA is that your community brand will resonate faster with 
potential investors, businesses and residents, as there is increased frequency of which the 
brand will be seen locally, regionally and globally. This approach still allows your community 
brand to remain unique in terms of what makes you appealing, while benefiting from the 
strength of being part of a larger entity that portrays to the investor marketplace that you are 
committed to community growth and sustainability.
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Even without a link to a regional brand, at a minimum, strengthen your own local community 
brand to clearly define its community value proposition and how it benefits residents, 
businesses and investors. By doing so, site selectors and investors will more immediately 
grasp how your community views itself and its vision for growth. This is further supported by 
consistently branded marketing and communications tools.

Brand development can include:
• Community Brand Review (current state analysis and establish brand vision and goals).
• Develop Community Value Proposition and Key Messages to Investors (demonstrating

evidence or lure to invest).
• Brand Visual Elements (logo, tagline, colour scheme, visual imagery) that best

communicates your Value Proposition.
• Brand Implementation Across Platforms (web, print, communications).
• Brand Visual Identity Guide to manage brand within and outside the community.

Communications Strategy and Tools

Build a focused Communications Strategy and Implementation Plan (the “Plan”) to 
communicate with, and attract, new investors into your community.  

An ongoing engagement process between community government leaders, local business, 
and industry associations and partners will be paramount in ensuring the Plan is supported. 
This process will also encourage all stakeholders to take ownership of their role in Plan 
implementation.

Major components of the Plan will include:

• Target Audience and Markets - Identify clear target sectors, markets and investors to
enable focussed messaging and communications tactics to get desired results.

• Communication Messages (What will we say?), Methods (How will we deliver the
message?), Channels (Where will the messages get delivered? Across what platforms?),
and Timing (When and how frequent?).

• Explore ways to encourage engagement in the communications plan at a community level
through incentives and showing community pride; Leverage other businesses to act as
brand champion, “spread the word” and promote the brand.

• Roles and Responsibilities for specific communications activities to maximize ownership
and meet deliverables.
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Minimum recommended Strategic Initiatives within a Communications Plan are:

Outreach Communications 
1. Proactively engage with
target investors.

• Attend or host Economic Development and Investor events
and/or tradeshows.

• Join Economic Development/Investor Associations for
networking opportunities.

• Stay connected with Investment Community by joining
relevant social media discussion groups (eg. Possible
LinkedIn groups “Global Investment Network”, “Alberta Angel
investor network group”, “Canada Business and Professional
Network”).

• Create your own Social Media Investor discussion group
(eg. Cardston County Investor Forum) or partner with other
SouthGrow communities (eg. Alberta SouthGrow Investor
Network) to identify and engage with investment community
on ongoing changes and opportunities within your
community.

Communication Tools
1. Develop high value, tangible
communication tools for the 
investor community. 

• Community Site Selector Profile.
• Extend your reach by collaborating with all SouthGrow

communities to produce – in partnership with  SouthGrow
REDA – a Regional Site Selector Profile.

• Investment Promotional Package to present to visiting
investors or at investor events including information on land
for sale, local businesses, and relevant community
statistics and various community features that could be
incentives for the potential investor.

• Continue to review and update existing Community Profiles
that emphasize the community’s attractive local assets,
quality of life, and the strengths of its business community
and support infrastructure.

• Land Use Maps
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2. Build a “work-ready” labour
force and profitable business 
community.

• Connect employers and residents in smaller communities to
educational centres such as Training Inc. Vocational School
with locations in Lethbridge, Cardston and Pincher Creek
and Lethbridge College, to strengthen the labour market skill
set and align them to high demand industries and
occupations that would also appeal to SouthGrow investors.
For example, Renewable Energies, Agriculture, Technology,
Professional Services.

• Maximize success of your business community by providing
access to standardized resources and corporate training for
business managers and entrepreneurs on all areas of the
business life cycle*. Investors invest in successful, growing
communities.

* Incorporation, start-up, marketing, financing, human resources,
e-business, exporting, importing, government programs, and 
more.

Website Presence
1. Community Website Review
and Enhancement.

• Revisiting local community website design, structure and
content to be more “on-brand” and “on-trend” to appeal to
future residents, visitors and investors.

• Collaborate with all SouthGrow communities to create some
layout and navigation continuity across sites to create a
positive investor user experience, for those who are
looking at multiple locations across SouthGrow. This will
enable them to find information faster on your site when they
are accustomed to a consistent navigation structure.

• Add or enhance economic development section with
information deemed most important to investors:
- Recent projects and investments
- Current businesses by sector
- Major businesses along major routes or corridors
- Site Selector data
- Investor Incentives
- Major Industries
- Investment Opportunities

• Extend your reach by collaborating with all SouthGrow
communities to produce – in partnership with SouthGrow
REDA – a dedicated regional Economic Development/
Investment website that serves all communities, and cross-
promotes your local community’s economic development
webpage/site.
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5.5 CHAIN HOTEL ATTRACTION

Several communities mentioned lack of accommodations as an issue. Some communities had 
excellent sports facilities or other tourism assets top draw visitors, but no hotel or not enough 
hotel space. The key to success in sports marketing is services – namely accommodations 
and restaurants. Branded hotels and restaurants are particularly good attractors. 
Each hotel chain has an extensive set of site selection protocols, as finding a suitable location 
is the very nature of their business. Often besides location, one of the key success indicators 
in attracting a chain hotel is the availability and willingness of a franchisee. 

Outlook Market Research has conducted numerous sports facility feasibility studies, and 
undergone hotel franchise attraction research. Recently, while working for a rural community, 
we looked at Wyndham franchise hotels that provide property management services around 
the world. They are the world’s largest lodging franchisor, as measured by the number of 
franchised hotels and the franchisor of 10 lodging brands that include upscale through to 
economy accommodations. Their brands include more than 8,000 franchised hotels and more 
than 600,000 rooms on six continents, which constitute more than 10% of all U.S. hotel-room 
inventory. 

One of their brands is Ramada Worldwide. With nearly 875 hotels in more than 35 countries, 
Ramada Worldwide is global. It began in 1954, when a group of investors opened a Ramada 
Inn in Flagstaff, Arizona. Positioned to appeal to mid-market leisure and business travelers, 
Ramada Hotels aims to offer a blend of comfort and affordability to its customers. Ramada 
also has a strong presence in many rural Western Canadian communities.

The following in as overview of how a major hotel chain assesses the viability of a location and 
franchisee, and what the major costs for a franchisee are:

Ramada Franchisee Application Guidelines: 

Marketing

Target Markets
Most Ramada hotels tend to be mid-range facilities much like a family oriented Holiday Inn, 
however, they do have some more upscale brands. They have developed four tiers of hotels in 
the chain:

• Ramada Limited:
Ramada Limited hotels offer high-quality accommodations at value prices. Guests will enjoy 
free continental breakfast, newly enhanced with more variety and swimming pools at most 
locations. 
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• Ramada Inn:
Ramada properties are high-quality hotels that feature attractive accommodations for 
the mid-market traveler.  Amenities include swimming pools (at most locations), on-site 
restaurants or a-la-carte food service and enhanced continental breakfast. 

• Ramada Plaza:
Ramada Plaza takes the Ramada experience one step further in terms of service and style.  
Designed for today’s most discerning travelers, these premier properties have a unique flair 
and feature a contemporary décor that is both attractive and comfortable. 

Ramada Hotel - Canada only: 
Ramada Hotels are mid-priced full-service properties, conveniently located near either city 
centers or airports (Canada Only). Ramada Hotels have on-site restaurants and lounges, 
enhanced continental breakfast, and swimming pools (at most locations). For business 
travelers, meeting rooms and boardrooms are also available. 

Advertising
Wyndham will handle the advertising, but the franchisee may conduct their own local 
marketing program provided that all materials meet with corporate system standards.  
Franchisees must also participate in certain mandatory marketing programs and may be 
required to purchase specified promotional materials.

Finance

Initial Franchise Fee
• Must pay $1,000 “application Fee” when submitting “Franchise Application”
• Must pay initial fee equal to the greater of $35,000 or $350 for each guest room

Property Management System
Must purchase computer hardware and software to communicate with Central Reservation 
System Cost ranging from $30,000 - $100,000 depending on:
• # of guest rooms
• Food and beverage or catering services
• Amount of group and convention business anticipated
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Operations

Purchasing from Approved Suppliers
To assure consistency among Chain Facilities, each facility must purchase equipment from  
Wyndham’s list of approved suppliers that meet Wyndham’s standards for:

• Construction • Furnishings
• Equipment • Draperies
• Decor • Bedspreads
• Amenities • Carpet
• Guest Room Size • Wall Coverings
• Signage • Lighting
• Bath & Bed Linens • Ice Machines
• Fixtures • Telephone Systems

Other important factors and equipment that must be either purchased directly from Wyndham 
or their approved suppliers include:
• Insurance from approved supplier.
• Must purchase certain training and marketing material from Wyndham.
• Must purchase a computer system to function as the facility’s PMS (Property Management

System) from Wyndham or designated supplier.
• Facility must be equipped with a telecommunications system approved by Wyndham.
• Facility must be equipped with fully integrated electronic locking system including

electronic card keys providing a room entry audit trail.
• Facility must be equipped with both wired and wireless high speed Internet access in all

guest rooms and meeting rooms from LodgeNet Entertainment Corporation (LEC).
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Other Fees:

Name of Fee Amount
Royalty 4% of Gross Room Revenues
Services Assessment Fee 4.5% of Gross Room Revenues
Loyalty Program Charge Up to 5% of Gross Room Revenues
Taxes Amount assessed by federal, provincial and 

local tax authorities on Royalties and  
Services Assessment Fees

Interest 18% per annum

Extension fee $2.00 per room per month
Training Fees and Expenses General Manager = $1,250 and Owner = 

$825
Public Offering Fee $15,000
GDS and Internet Booking Fees $5.35 per reservation booked through global 

distribution systems
Chain Conference Fee $995 and additional charge for each attendee
Rooms Addition Fee $350 for each guest room added to facility
Audit Fee $1000 subject to increase
Dispute Resolution Costs Costs, expenses, reasonable attorney's fees
Re-inspection Fee and Costs $1000 for the first re-inspection
PMS Maintenance Fees $39.90 - $52.50 per room per year plus 

$1,100 per year for credit card interface
Fee for Broadband Internet Access Service $150-$160 per month for 36 month term
Guaranteed Best Available Rate Processing 
Fee

$60 plus you must match the lower Internet 
rate less 10%

RMA Fees Currently $24 per guest per room per year
ResCentral Call Handling Fee $1.65 per transferred call with $50 min per 

month
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Estimated Expenditures for a 150 Room Ramada Plaza Construction:

Item Amount
Application Fee $53,500
Market Study $5,000 - $12,000
Phase 1 Environmental Survey $2,500 - $5,000
Design & Testing Fees $25,000 - $75,000
Facility Construction $7,735,301 - $8,925,346

Furniture, Fixtures & Equipment $1,452,639 - $1,676,121
Signage $20,150 - $43,000
Opening Inventory & Supplies $30,000 - $45, 000
Utility Deposits $5,000 - $10,000
Grand Opening & Advertising $20,000 - $31,600
Insurance $13,521 - $17,277
Training Expenses $2,700 -$4,900
Technical Systems $120,500 - $196,000
Miscellaneous, Non-Tangible Asset Costs $55,000 - $100,000
Construction Contingency $386,765 - $446,267
Additional Funds for 3 Month Initial Period $60,000 - $80,000
Land Acquisition Varied - need approximately 3.5 acres for 

building and parking
Total Estimated Initial Investment $9,987,576 - $11,719,012
Total Cost Per Room $66,584 - $78,127

Human Resources

Training Fee
• All general managers must attend orientation program called Strategic Training and

Exceptional Performance (S.T.E.P.) – cost $1,250
• Owners orientation program – cost $825
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Business Administration

Permits and Licenses
All franchisees are subject to the laws of general application in respect of the operation of a 
business in Alberta including such factors as:
• Register the name of the facility in accordance with The Business Name Act.
• Sign up as a GST registrant under the Excise Tax Act (Canada).
• Make necessary remittances to federal government on behalf of employees in respect to

Unemployment Insurance and Canada Pension Plan.
• Make necessary remittances to provincial government on behalf of employees in respect

to Workers’ Compensation.

In accordance with local municipality requirements, the franchisee must obtain the following 
necessary permits:
• Building and Development Permits
• Fire Safety Permit
• Plumbing and Electrical Authorizations
• Elevator Permit
• Road or Highway Access Agreement
• Operating and Maintenance Permit for Swimming Pool and Waterslide
• Local Health Authority Authorization
• Local Business License

Obligation to Participate in the Operation of the Business
Although the franchisee is not required to take an active role in the operation of the facility, a 
management company or individual manager with significant training and experience must 
manage the facility. The manager must complete the training program offered by Wyndham 
and must remain available for supplemental or remedial training as needed.

Territorial Rights
The franchisee will be assigned a “Protected Territory” in which neither Wyndham nor its 
affiliates will own, operate or manage another Chain Facility without the franchisee’s consent.  
Wyndham will negotiate the territory with the franchisee, which will take into account one or 
more of the following:
• The nature of the market the facility will serve (urban/suburban/rural)
• Population Density
• Demographics

PAGE 163 OF 169



SOUTHGROW MARKETING PLANS master report

Page 111

• Natural Travel Boundaries (i.e. Rivers or impassable lands)
• The ‘seasonal’ versus year-round nature of the anticipated occupancy of the facility
• The weekend versus weekday anticipated occupancy of the facility
• What public and private facilities will generate lodging demand including:

o Airports
o Highways
o Sports facilities
o Recreation venues
o Entertainment venues
o Colleges
o Military bases
o Tourist attractions
o Hospital
o Shopping malls
o Commercial activities
o Industrial activities
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5.6 TRADE AREA ANALYSIS

Introduction 

In investment attraction, the ability to provide prospective industry and business with a 
legitimate and credible trading area calculation is an important data point. The use of trading 
area as a selling feature has a long history in economic development. Over fifty years ago, 
in 1966, William Applebaum defined a primary trade area as encompassing a geographic 
region accounting for between 75 and 80 percent of relevant consumers. Others have added 
additional definitions based on drive time:

1. Primary trade area: 50-80% within 10 minutes of drive time
2. Secondary trade area: 15-25% of customers less than 20 minutes’ drive time
3. Fringe or tertiary trade area: the remainder of customers who must travel 15 – 50 minutes

to reach the shopping destination

No matter how closely the area is defined, the basic definition has not changed and, in fact, 
most of the methods for calculating trade area have also not changed over the years. What 
has changed is the ease of gathering data with the advent of GIS and data, which marries 
distance to income levels.

It is important to know that the customer density population dataset will vary by industry, 
subsector and even by individual business. A trading area analysis is at best a general 
indicator, which should be carefully reviewed before use in a business location decision. When 
making a location decision, retailers will want to know specifics about the composition of that 
trade area in terms of demographics, income levels and other factors that will provide a more 
reliable basis for decision making than a gross number of potential customers. 

Trading area analysis is rooted in an assumption that the business to be attracted is rooted 
geo-spatially. That is, that physical location is important. In fact, as transportation networks 
improve both for travelers and for shippers, business is becoming less and less rooted in 
location. 

Trading Area Calculation

As a first line in attracting investment, a well-developed trading area calculation is important 
and, therefore, is fundamental to any community’s economic development tool kit. In general, 
there are several factors which affect trade area calculation:
• Size and retail mix of the town.
• Size and retail mix of competing locations.
• Transport network around the host town, particularly as it relates to roads in rural areas.
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• Physical barriers such as: rivers, oceans, lakes, railway tracks, motorways or national
parks and forests.

• Social and political barriers such as traditional or historic trading patterns.
• Strength of product differentiation.

And further, a general rule for calculating trade areas is that the smaller the town, the more 
compact its trading area and its drawing power. Therefore, all calculations should be reflective 
of the characteristics of the host community and, when possible, the actual industry and/or 
product being assessed.

There are three recognized methods of estimating trading area representing a wide range of 
complexity and, therefore, wide range of cost to produce. Those are:
• Radial or ring studies
• Gravity Models
• Drive time analysis

1. Radial or Ring Studies
This is the most simplistic and easiest-to-complete trade area estimation. It generally involves 
deciding how wide an area is and if its reasonable for a customer to travel to a destination, 
drawing a corresponding circle on a map and pulling statistical data to arrive at a number of 
potential clientele. This model is, however, flawed because it makes some base assumptions 
that are easily disputed. 

As an example, an investor might, drawing from the 2016 Census, use a base number of 
50,000 population within 100km of a community as a definition of the regional trading area. If 
that investor was considering opening a liquor store in a market with many other similar outlets, 
it may not be reasonable to assume that everyone within 100km of the community is a likely 
customer. However, if a large outlet such as a national chain was considering the trade area, 
within 100km may be reasonable. Potentially a car dealership or an implement dealership, both 
businesses where purchases are large and/or specialized, may have clientele who would travel 
up to 100km. As a first level of investment attraction, this data serves a purpose, however, 
sophisticated investors will drill down past this rough estimate.

You can apply two different approaches to estimating a trading area estimate based on a 
radial model. The first uses GIS data and is drawn from the Government of Alberta’s Regional 
Dashboard. The second is based on population centres.
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2. Gravity Model
This is probably the most complicated and the most precise method of calculating trading area. 
It integrates population and income data with competitiveness of the proposed location. It is 
used by retailers to determine how attractive one site is over another based on:
• The presence and relative strength of competitors
• Competitor point of sale data

One weakness of this method is that it doesn’t account for logistic barriers and consumer 
response to those.

This model accounts for the “gravitational pull” created by other businesses or other trading 
centres. As mentioned previously, the smaller a centre, most often, the lower its ability to 
pull clientele. To conduct a gravity model for a smaller population centre is unlikely to yield a 
substantive or satisfying result. Creating a gravity model for a single business would have to be 
justified by a large potential return on investment. 

3. Drive-Time Analysis
This is a reasonably straight forward analysis that estimates how long people are likely to drive 
for a commodity and looks for population centres within that drive time. It is widely used for 
“convenience store” types of analysis, meaning purchases when people would spend less than 
ten minutes’ drive time to reach. This analysis is very applicable to urban centres, including 
small towns, and less useful for rural populations where drive times to most conveniences are 
more than 10 minutes. However, this model could be used if a potential investor has access 
to point of sale data from other locations, which would suggest how long people are willing to 
drive for a more costly or specialized purchase.

If we use travel distance as a proxy for travel time, given the unpredictability of road conditions 
and driver behaviour, we can arrive at two different trade area estimations. Our assumption 
is that it takes approximately 30 minutes to travel 50km and 60 minutes to travel 100km. This 
may not be a perfect proxy but does assume travelling at posted speed limits.

4. Drive-Time Analysis with Limited Gravity Modeling
Finally, you can do an analysis of the trading area, which merges driving time with one aspect 
related to the gravity model. The gravity model assumes that a larger centre will pull greater 
distances than a smaller urban centre. Intuitively we know this to be true. Consumers will drive 
further to access the larger buying opportunities of Calgary than to a community that is quite a 
bit smaller. 

This data compares travel distances to a community to the next shopping destination, which 
may have more gravitational pull based on a larger base population and a broader shopping 
experience potential. If we pull out all those communities that are closer to a larger shopping 
community than it is to the town in question, we arrive at a trading area of potential consumers.
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APPENDIX 1: INTERVIEW SCRIPT
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SEPTEMBER 04, 2018 REGULAR COUNCIL MEETING 

BORROWING BY-LAW 743-B-09-18 

PURPOSE:  

The purpose of this borrowing bylaw is to offset the Firehall renovation and expansion project
that has just started. 

BACKGROUND: 

As we were able to identify revenue sources to service the debt, we elected to finance a 
significant portion of the project, freeing up capital reserves and MSI grant dollars for other 
projects.

OVERVIEW: 

2017 

Total debt limit $ 26,800,133 

Total debt $ 4,357,150 

Total debt under limit $22,442,983 

Service on debt limit $4,466,689 

Service on debt $465,805 

Total Under Service on Debt Limit $4,000,884 

PUBLIC ENGAGEMENT: 

This bylaw is advertised for two weeks after first reading.

RECOMMENDATION:  

THAT Council give first reading for Borrowing Bylaw 743-B-09-18 for the Firehall

renovation and expansion project.

STAFF REPORT 

AGENDA ITEM #: 6.1
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Respectfully Submitted: 

Michelle Overbeeke,  CPA CMA 

Director of Financial Services 

Department Signature 

Administration 
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Town of Coaldale 

Borrowing Bylaw for Firehall Renovation 743-B-09-18 
September 4, 2018 

BYLAW 743-B-09-18 

TOWN OF COALDALE 

PROVINCE OF ALBERTA 

BEING A BYLAW OF THE TOWN OF COALDALE IN THE PROVINCE OF 

ALBERTA TO AUTHORIZE A COUNCIL TO INCUR INDEBTEDNESS BY THE 

ISSUANCE OF DEBENTURE(S) IN THE AMOUNT OF $2,100,000.00 FOR 

THE EXPANSION AND RENOVATIONS TO THE FIREHALL.

WHEREAS the Council of the Municipality has decided to issue a bylaw pursuant to 

Section 256 of the Municipal Government Act to authorize the financing, undertaking and 

completion of the above noted project. 

The total cost of the Firehall expansion and renovation is estimated to be THREE 
MILLION, THREE HUNDRED THOUSAND DOLLARS ($3,300,000.00) and the 
Municipality estimates the following grants and contributions will be applied to the 

project: 

Project Estimated Cost 
Borrowing 

Funding 

Grant 

Funding 
Internal 

Funding 

Firehall Reno’s $3,300,000.00 $2,100,000.00 $657,000.00 $543,000.00

Totals: $3,300,000.00 $2,100,000.00 $657,000.00 $543,000.00

In order to complete the Firehall renovation and expansion, it will be necessary for the 
Municipality to borrow the sum of TWO MILLION, ONE HUNDRED THOUSAND 

DOLLARS ($2,100,000.00) for a period not to exceed 30 years, from the Alberta 

Capital Finance Authority or another authorized financial institution, by the issuance of 

debentures and on the terms and conditions referred to in this bylaw. 

The estimated lifetime of the development financed under this bylaw is equal to, or in 

excess of 30 years. 

The principal amount of the outstanding debt of the Municipality at December 31, 2018, 

is FOUR MILLION, THREE HUNDRED AND FIFTY-SEVEN THOUSAND AND ONE 

HUNDRED AND FIFTY-THREE DOLLARS ($4,357,153.00) and no part of the principal 

or interest is in arrears.

All required approvals for the project will be obtained and the projects will comply with all 

Acts and Regulations of the Province of Alberta. 
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Town of Coaldale 

Borrowing Bylaw for Firehall Renovation 743-B-09-18
September 4, 2018 

NOW THEREFORE, the Municipal Council of the Town of Coaldale, Alberta, duly 

assembled, hereby enacts as follows: 

TITLE: This bylaw may be cited as the “Borrowing Bylaw for Firehall renovation and expansion”.

DEFINITIONS:

 (a) “MUNICIPALITY” means reference to the Town of Coaldale. 

1. That for the purpose of purchasing equipment as noted above for the sum of TWO

MILLION, ONE HUNDRED THOUSAND DOLLARS ($2,100,000.00) be borrowed from

the Alberta Capital Finance Authority or another authorized financial institution by way of

debenture on the credit and security of the Municipality at large, of which amount the full

sum of TWO MILLION, ONE HUNDRED THOUSAND DOLLARS ($2,100,000.00) is to

be paid by the Municipality at large.

2. The proper officers of the Municipality are hereby authorized to issue debenture(s) on

behalf of the Municipality for the amount and purpose as authorized by this bylaw,

namely the infrastructure improvements as outlined in this Bylaw.

3. The Municipality shall repay the indebtedness according to the repayment structure in

effect, namely semi-annual or annual equal payments of combined principal and interest

installments not to exceed THIRTY (30) YEARS calculated at a rate not exceeding the

interest rate fixed by the Alberta Capital Finance Authority or another authorized financial

institution on the date of the borrowing, and not to exceed TEN (10%) PERCENT.

4. The Municipality shall levy and raise in each year municipal taxes sufficient to pay the

indebtedness.

5. The indebtedness shall be contracted on the credit and security of the Municipality.

6. The net amount borrowed under the bylaw shall be applied only to the project specified

by this bylaw.

7. Bylaw 743-B-09-18 shall come into force when it receives THIRD and FINAL reading

and is duly signed.

READ a FIRST time this ______ day of __________________, 2018. 

___________________________ ___________________________ 
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Town of Coaldale 

Borrowing Bylaw for Firehall Renovation 743-B-09-18 
September 4, 2018 

Mayor – Kim Craig CAO – Kalen Hastings 

Motion #_________ 

READ a SECOND time this ______ day of _____________________, 2018 

___________________________ ___________________________ 
Mayor – Kim Craig CAO – Kalen Hastings 

Motion #__________ 

UNANIMOUS CONSENT to hold THIRD and FINAL reading this _______ day of 

_____________, 2018. 

____________________________ __________________________ 
Mayor – Kim Craig CAO – Kalen Hastings 

Motion #__________ 

READ a THIRD and FINAL time this _______ day of _______________, 

2018. 

____________________________ __________________________ 
Mayor – Kim Craig CAO – Kalen Hastings 

Motion #__________ 
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SEPTEMBER 4, 2018 - REGULAR COUNCIL MEETING 

PROPOSED CANNABIS CONSUMPTION BYLAW 745-R-09-18

PURPOSE: 

The purpose of the following report is to present Council with a draft bylaw regulating the 
consumption of cannabis (the Cannabis Consumption Bylaw) 745-R-09-18 within the Town of 
Coaldale for their consideration. 

BACKGROUND: 

Bill C-45 has been passed by Senate and received Royal Assent on June 21, 2018. The Prime 
Minister has indicated as of the date of the preparation of this report that the date cannabis may 
be sold and consumed in Canada is October 17, 2018.  

At the July 9th, 2018 regular meeting of Council, administration provided Council with a legal 
opinion from Brownlee LLP on the subject of the Town’s options with respect to the prohibition 
of sales and/or consumption of cannabis in Town.  At the special council meeting of July 24th, 
2018, Council directed staff to prepare a bylaw to regulate the consumption of cannabis in line 
with the information outlined in the legal opinion. 

DRAFT CONSUMPTION BYLAW: 

The proposed Cannabis Consumption Bylaw is attached to this report. As a point of note, the 
bylaw has within it a proposed fine schedule that allows for the Community Peace Officers to levy 
fines against those who choose not to abide by the bylaw. The fines are in line with activities 
within the Community Standards Bylaw (725-R-03-17) that may be considered to cause a similar 
level of nuisance.  

RECOMMENDATION: 

1. a) THAT Council pass the cannabis consumption bylaw (Bylaw 745-R-09-18) for 1st reading 
and if so desired for 2nd and 3rd readings. 

______________________________________________________________________________ 

Respectfully Submitted: 

Cameron Mills 
Manager of Economic & Community Development 

Request for Decision 

AGENDA ITEM #: 6.2

PAGE 1 OF 7



This report has been prepared in consultation with the following listed departments: 

Department Signature 

ATTACHMENTS: 

- Cannabis Consumption Bylaw no. 745-R-09-18 
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Town of Coaldale 

Cannabis Consumption Bylaw 745-R-09-18 
September 4, 2018 

BYLAW 745-R-09-18 

TOWN OF COALDALE 

PROVINCE OF ALBERTA 

BEING A BYLAW OF THE TOWN OF COALDALE IN THE PROVINCE OF 
ALBERTA, TO RESTRICT THE CONSUMPTION OF CANNABIS IN PUBLIC PLACES 

WHEREAS the House of Commons has given three readings to the Cannabis Act (Bill C-45, An Act 

respecting cannabis and to amend the Controlled Drugs and Substances Act, the Criminal Code 

and other Acts, 1st Sess, 42nd Parl, 2017) which will permit persons to possess cannabis if 

purchased from an authorized person; 

AND WHEREAS it is anticipated that the Cannabis Act will come into force on October 17, 2018; 

AND WHEREAS the Province of Alberta has enacted An Act to Control and Regulate Cannabis, 

S.A. 2017, c. 21 which will place restrictions on the smoking or vaping of cannabis in public places; 

AND WHEREAS pursuant to section 7 of the Municipal Government Act, R.S.A. 2000, c. M-26, 
Council may pass bylaws respecting: 

a) the safety, health and welfare of people and the protection of people and property;
b) people activities and things in, on or near a public place or place that is open to the

public; and
c) the enforcement of bylaws made under the Municipal Government Act or any other

enactment;

AND WHEREAS Council deems it necessary to impose additional restrictions on the smoking, 
vaping and other forms of consumption of cannabis in public places to prevent behaviours and 
conduct that may have a negative impact on the enjoyment of public places; 

NOW THEREFORE, the Council of the Town of Coaldale duly assembled, enacts as follows: 

1.0     TITLE: 

1.1 This Bylaw may be cited as the Cannabis Consumption Bylaw. 

2.0     DEFINITION & INTERPRETATION 

2.1 In this Bylaw: 

(a) CANNABIS has the meaning given to it in the Cannabis Act; 

(b) CANNABIS ACT means Bill C-45, An Act respecting cannabis and to amend the 

Controlled Drugs and Substances Act, the Criminal Code and other Acts, 1st Sess, 

42nd Parl, 2017; 
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Town of Coaldale 

Cannabis Consumption Bylaw 745-R-09-18 
September 4, 2018 

(c) ELECTRONIC SMOKING DEVICE means an electronic device that can be used to 

deliver a vapour, emission or aerosol to the person inhaling from the device, 

including but not limited to an electronic cigarette, cigar, cigarillo or pipe; 

(d) OFFICER means a peace officer appointed pursuant to the Peace Officer Act, S.A. 

2006, c. P-3.5 or a member of the RCMP; 

(e) PUBLIC PLACE includes any place to which the public has access as of right or by 

invitation, express or implied; 

(f) SMOKE or SMOKING means 

(i) inhaling or exhaling the smoke produced by burning or heating 

cannabis; or 

(ii) holding or otherwise having control of any device or thing containing lit 

or heated cannabis; 

(g) VAPE or VAPING means 

(i) inhaling or exhaling the vapour, emissions or aerosol produced by an 

electronic smoking device or similar device containing cannabis, or 

(ii) holding or otherwise having control of an electronic smoking device that 

is producing vapour, emissions or aerosol from cannabis. 

2.2 All schedules attached to this Bylaw form part of this Bylaw. 

2.3 Headings or sub-headings are inserted for ease of reference and guidance purposes only 

and do not form part of this Bylaw. 

2.4 Where this Bylaw cites or refers to any act, regulation, code or other bylaw, the citation 

or reference is to the act, regulation, code or other bylaw as amended, whether 

amended before or after the commencement of this Bylaw, and includes reference to 

any act, regulation, code or other bylaw that may be substituted in its place. 

2.5 Each provision of this Bylaw is independent of all other provisions and if any provision is 

declared invalid for any reason by a court of competent jurisdiction, all other provisions 

of this Bylaw remain valid and enforceable. 

2.6 Nothing in this Bylaw relieves a person from complying with any provision of any federal, 

provincial or municipal law or regulation or any requirement of any lawful permit, order 

or licence. 

3.0 PROHIBITION 

3.1 A person must not smoke, vape or consume cannabis in any public place. 
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Town of Coaldale 

Cannabis Consumption Bylaw 745-R-09-18 
September 4, 2018 

4.0 MEDICAL CANNABIS 

4.1 A person who is entitled to possess cannabis pursuant to a medical document issued 

pursuant to the Access to Cannabis for Medical Purposes Regulations, SOR/2016-230, or 

any successor or replacement regulation is not subject to this Bylaw. 

4.2 A person referred to in subsection (1) is subject to the Tobacco Reduction Bylaw. 

5.0 OFFENCES 

5.1 Any person who contravenes any provision of this Bylaw by doing any act or thing which 

the person is prohibited from doing, or by failing to do any act or thing the person is 

required to do, is guilty of an offence pursuant to this Bylaw. 

6.0 ENFORCEMENT 

6.1 Where an officer believes that a person has contravened any provision of this Bylaw, the 

officer may commence proceedings against the person by issuing a violation ticket in 

accordance with the Provincial Offences Procedure Act, R.S.A. 2000, c. P-34. 

6.2 This section shall not prevent an officer from issuing a violation ticket requiring a court 

appearance of the defendant pursuant to the Provincial Offences Procedures Act or from 

laying an information instead of issuing a violation ticket. 

7.0 PENALTY 

7.1 Where there is a specified penalty listed for an offence in Schedule A to this Bylaw, that 

amount is the specified penalty for the offence. 

7.2 Where there is a minimum penalty listed for an offence in Schedule A to this Bylaw, that 

amount is the minimum penalty for the offence. 

7.3 In this section, “specified penalty” means an amount that can be paid by a person who 

is issued a violation ticket and is authorized to make a voluntary payment without a 

Court appearance. 

8.0 COMING INTO FORCE 

8.1 This bylaw comes into force on the day the Cannabis Act comes into force. 

READ a FIRST time this ____ day of _____, 2018. 

___________________________________ _______________________________ 

Mayor – Kim Craig CAO – Kalen Hastings 

Motion # _____ 
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Cannabis Consumption Bylaw 745-R-09-18 
September 4, 2018 

READ a SECOND time this ____ day of ____, 2018. 

___________________________________ _______________________________ 

Mayor – Kim Craig CAO – Kalen Hastings 

Motion # ______ 

UANIMOUS CONSENT to hold THIRD and FINAL reading this ______ day of _____, 2018. 

___________________________________ _______________________________ 

Mayor – Kim Craig CAO – Kalen Hastings 

Motion # _______ 

READ a THIRD and FINAL time this ____ day of _____, 2018. 

___________________________________ _______________________________ 

Mayor – Kim Craig CAO – Kalen Hastings 

Motion # _________ 
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Town of Coaldale 

Cannabis Consumption Bylaw 745-R-09-18 
September 4, 2018 

SCHEDULE “A” 

Infraction / Offence 
First 

Offence 
(specified 
penalty) 

Second 
Offence 

Third & 
Subsequent 

Offence 

Failure to comply with provisions of the Cannabis 
Consumption Bylaw 

$115.00 $230.00 $500.00 
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STAFF REPORT 
SEPTEMBER 4, 2018 – REGULAR COUNCIL MEETING 

LAND USE BYLAW 746-P-09-18 
PROPOSED AMENDMENT TO THE LAND USE BYLAW 677-P-04-13 

PURPOSE:  

To amend Land Use Bylaw 677-P-04-13 to incorporate the following: 

a. Recognize the adoption of the South Saskatchewan Regional Plan and its replacement of the
Provincial Land Use Policies;

b. Address the determining of completeness of development permit and subdivision approval
applications within a twenty (20) day period;

c. Address the requirement to issue a development permit on the date the decision was given;

d. To clarify that the appeal period is twenty-one (21) days from the date the decision was given;

e. To establish and clarify the powers and duties of the Subdivision Authority;

f. To clarify that a Cannabis Retail Sales use and a Cannabis Lounge use, are prohibited uses in
commercial (and all other) land use districts;

g. Delete the Medical Marihuana and Medical Marihuana Production Facility definitions, add a
definition for Cannabis Production Facility along with associated development standards, and
list Cannabis Production Facility as a discretionary use in the Industry – I land use district;

h. To address other minor administrative matters.
. 

BACKGROUND: 

Recent updates to the Municipal Government Act require amendments to the Land Use Bylaw in order 
for the Bylaw to comply with new required standards.  Items A through E, and H, address these 
requirements. 

Item F listed above will ensure the Land Use Bylaw clearly articulates that no Cannabis Retail Sales 
establishments will be permitted within the Town, in line with the legal opinion provided to Council at the 
July 9, 2018 meeting. 

AGENDA ITEM #: 6.3
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Item G serves two purposes; first, to remove the existing definitions dealing with medical marihuana and 
associated production facilities in order to incorporate them into the updated Cannabis definitions, and 
furthermore to allow for the Cannabis Production Facility as a discretionary use in the Industry - I district. 
Note that the Cannabis Production Facility use does not allow for the retail sales of cannabis, and is 
provided the following definition in Schedule 14 of the Bylaw: 

CANNABIS PRODUCTION FACILITY means a building where federally approved cannabis plants, for 
either medical or recreational use, are grown, processed, packaged, tested, destroyed, stored or 
loaded for shipping, and that meets all applicable federal and provincial requirements. 

RECOMMENDATIONS: 

Option #1: 
THAT Council move first reading of Bylaw #746-P-09-18 to amend Land Bylaw #677-P-04-13.  Further, that 
Council establishes a public hearing date, in accordance with its obligations under section 606 of the 
Municipal Government Act [2000], for the Council meeting of October 9, 2018. 

Option #2 
That Council amend Bylaw #746-P-09-18 to remove Cannabis Production Facility as a discretionary use in 
the Industry - I district, and that Council move first reading of Bylaw #746-P-09-18 to amend Land Bylaw 
#677-P-04-13. Further, that Council establishes a public hearing date, in accordance with its obligations 
under section 606 of the Municipal Government Act [2000], for the Council meeting of October 9, 2018. 

Respectfully Submitted: 

Cameron Mills 
Manager, Economic and Community Development 

ATTACHMENTS: 

1. Bylaw #746-P-09-18

This report has been prepared in consultation with the following: 

Department/Agency Signature 

ORRSC 
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BYLAW 746-P-09-18 
TOWN OF COALDALE 

PROVINCE OF ALBERTA 

BEING A BYLAW OF THE TOWN OF COALDALE IN THE PROVINCE OF ALBERTA, 
TO AMEND BYLAW 677-P-04-13, BEING THE MUNICIPAL LAND USE BYLAW. 

WHEREAS the municipal council wishes to amend the municipal Land Use Bylaw. 

AND WHEREAS the purpose of proposed Bylaw 746-P-09-18 to amend the municipal Land Use Bylaw 
in response to recent amendments to the Municipal Government Act, address cannabis related land 
uses, and to address other minor administrative matters. 

AND WHEREAS the municipality must prepare an amending bylaw and provide for its consideration 
at a public hearing. 

NOW THEREFORE, under the authority and subject to the provisions of the Municipal Government 
Act, Revised Statutes of Alberta 2000, Chapter M-26, the Council of the Town of Coaldale, in the 
Province of Alberta, duly assembled does hereby enact the following: 

1. The Land Use Bylaw 677-P-04-13 is amended by making the additions and deletions as illustrated
and is available during business hours at Town of Coaldale office, 1920 – 17th Street, including
the following matters:

a. Recognize the adoption of the South Saskatchewan Regional Plan and its replacement of
the Provincial Land Use Policies;

b. Address the determining of completeness of development permit and subdivision
approval applications within a twenty (20) day period;

c. Address the requirement to issue a development permit on the date the decision was
given;

d. To clarify that the appeal period is twenty-one (21) days from the date the decision was
given;

e. To establish and clarify the powers and duties of the Subdivision Authority;

f. To clarify that a Cannabis Retail Sales use and a Cannabis Lounge use, are prohibited uses
in commercial (and all other) land use districts;

g. Delete the Medical Marihuana and Medical Marihuana Production Facility definitions,
add a definition for Cannabis Production Facility along with associated development
standards, and list Cannabis Production Facility as a discretionary use in the Industry – I
land use district;

h. To address other minor administrative matters.

2. Bylaw No. 677-P-04-13, being the municipal Land Use Bylaw, is hereby amended.
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3. This bylaw comes into effect upon third and final reading and is duly signed.

READ a FIRST time this ______ day of ________________________, 2018. 

___________________________________ _______________________________ 
Mayor – Kim Craig  CAO – Kalen Hastings 

Motion #: ________ 

READ a SECOND time this ______ day of _________________________, 2018. 

___________________________________ _______________________________ 
Mayor – Kim Craig  CAO – Kalen Hastings 

Motion #: _______ 

READ a THIRD and FINAL time this ______ day of _______________________, 2018. 

___________________________________ _______________________________ 
Mayor – Kim Craig  CAO – Kalen Hastings 

Motion #: _______ 
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STAFF REPORT 
SEPTEMBER 4, 2018 – REGULAR COUNCIL MEETING 

PROPOSED LAND USE RE-DESIGNATION – BYLAW #744-P-09-18 
AMENDMENT TO THE LAND USE BYLAW 677-P-04-13 

PURPOSE:  

To review proposed Bylaw #744-P-09-18 to re-designate lands presently designated as “Rural Urban 
Fringe - RUF” to “Industrial - I” to accommodate the existing use as well as potential future development. 

BACKGROUND: 

Civic Address 

Legal Description: Plan 8610846; Lot 1; Block 1 

Current Zoning: Rural Urban Fringe - RUF 

Proposed Zoning: Industrial - I 

Proposed Development 
should the re-zoning be 
approved: 

Development of the site potentially to handle materials related to 
recycling and composting, and other materials storage as required 
by the Town of Coaldale operations department. 

Surrounding Area: The lands to the South East are currently zoned Industrial – I.  The 
lands directly South of the subject property are currently zoned 
Rural Urban Fringe but are anticipated to be considered for future 
industrial development.  The lands to the East, North, and West 
are located in Lethbridge County and are currently used for 
agricultural purposes. 

A public hearing is required before Council can consider second and third reading of this Bylaw. 

The lands in question are currently zoned Rural Urban Fringe – RUF from the Lethbridge County Land Use 
Bylaw and have recently been brought within the Town boundaries by annexation which took place in 
April 2018.  All of the lands that were brought into the Town boundaries will require rezoning in order to 
comply with the Town of Coaldale Land Use Bylaw.  This proposal is being pursued in advance of rezoning 
other properties that were incorporated during the recent annexation because the Town owns the lands, 
and also because the Industrial use allow for public and/or private utilities to accommodate the existing 
lagoon.  The southern portion of the lands (located between the existing lagoon and the Lethbridge 
County Waste Transfer Station) are being considered as a possible site for an organics and recycling 
holding and sorting facility. 

AGENDA ITEM #: 6.4
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RECOMMENDATIONS AND/OR OPTIONS: 

Option #1: 
THAT Council move first reading of Land Use Re-designation Bylaw #744-P-09-18.  Further, that Council 
establishes a public hearing date, in accordance with its obligations under section 606 of the Municipal 
Government Act [2000], for the Council meeting of September 24th 2018. 

Option #2 
THAT Council amend Land Use Re-designation Bylaw #744-P-09-18 from Industrial – I to a zone which 
Council deems more suitable to meet the needs of the subject area, and move first reading of Land Use 
Re-designation Bylaw #744-P-09-18. Further, that Council establishes a public hearing date, in accordance 
with its obligations under section 606 of the Municipal Government Act [2000], for the Council meeting 
of September 24th 2018. 

Option #3 
THAT Council request administration comes back with additional information prior to giving first reading 
to Land Use Re-designation Bylaw #744-P-09-18. 

Respectfully Submitted: 

Cameron Mills 
Manager, Economic and Community Development 

ATTACHMENTS: 

1. Land Use Re-designation Bylaw #744-P-09-18.
2. Map

This report has been prepared in consultation with the following: 

Department/Agency Signature 

ORRSC 
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BYLAW 744-P-09-18 
TOWN OF COALDALE 

PROVINCE OF ALBERTA 

BEING A BYLAW OF THE TOWN OF COALDALE IN THE PROVINCE OF ALBERTA, 
TO AMEND BYLAW 677-P-04-13, BEING THE MUNICIPAL LAND USE BYLAW 

WHEREAS the municipal council wishes to redesignate lands within the municipality. 

AND WHEREAS the purpose of proposed Bylaw 744-P-09-18 is to redesignate lands legally described as: 

Lot 1, Block 1, Plan 861 0846 within the SW¼ 23-9-29-W4M 

from “Rural Urban Fringe” (Lethbridge County Land Use Bylaw Designation) to “Industry – I” to bestow a 
zoning from the Town of Coaldale Land Use Bylaw for this recently annexed land (containing the Town’s 
sewage lagoons) and to provide for the opportunity to develop the lands in compliance with the municipal 
Land Use Bylaw. 

AND WHEREAS the said lands are illustrated on the map in Schedule “A” attached hereto. 

AND WHEREAS the municipality must prepare an amending bylaw and provide for its consideration at a 
public hearing. 

NOW THEREFORE, under the authority and subject to the provisions of the Municipal Government Act, 
Revised Statutes of Alberta 2000, Chapter M-26, the Council of the Town of Coaldale, in the Province of 
Alberta, duly assembled does hereby enact the following: 

1. Lands legally described and illustrated on the map in Schedule “A” attached hereto shall be
redesignated from “Rural Urban Fringe” (Lethbridge County Land Use Bylaw Designation) to
“Industry – I”.

2. Bylaw 677-P-04-13, being the municipal Land Use Bylaw, is hereby amended.

3. This bylaw comes into effect upon third and final reading and is duly signed.

READ a FIRST time this ______ day of ________________________, 2018. 

___________________________________ _______________________________ 
Mayor – Kim Craig  CAO – Kalen Hastings 

Motion #: ________ 
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READ a SECOND time this ______ day of _________________________, 2018. 

___________________________________ _______________________________ 
Mayor – Kim Craig  CAO – Kalen Hastings 

Motion #: _______ 

READ a THIRD and FINAL time this ______ day of _______________________, 2018. 

___________________________________ _______________________________ 
Mayor – Kim Craig  CAO – Kalen Hastings 

Motion #: _______ 
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SCHEDULE "A"
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SEPTEMBER 4, 2018 REGULAR COUNCIL MEETING 

FIREHALL BUDGET AND PROJECT SCOPE UPDATE 

PURPOSE: 

Following multiple meetings at the Joint Emergency Services Committee level, it 
respectfully requested that Council authorize administration to post the Fire Hall 
Renovation and Expansion project to tender.   

BACKGROUND: 

Procurement of architectural services: 

In April 2018, Administration posted a formal request for proposal (RFP) for architectural 
design services for the Firehall Renovation and Expansion Project on the Alberta 
Purchasing Connection (APC).  After an interdisciplinary panel – which included 
representatives from Lethbridge County – reviewed the merits, completeness and costs 
associated with the proposals received, Ian Moxon Architects emerged as the low bidder 
while also meeting all of the requirements set forth in the RFP.  

Needs Assessment: 

Prior to retaining its architectural consultants, administration conducted a detailed needs 
assessment of the existing building, while also factoring in the objectives contained within 
Council’s strategic mandate.  It is our view that the Fire hall Renovation and Expansion 
project, as presented, addresses the limitations and deficiencies of the existing space 
while providing the Town with much needed capacity for the future.  The project also 
sets us up to capitalize and build upon budding partnerships with other agencies.   

The Firehall Renovation and Expansion project addresses the limitations of the existing 
hall by creating capacity and improvements as follows:  

• Ventilation and filtration of hydrocarbons in the garage area;

• Sufficient infrastructure for industrial washing;
• Additional administrative space for staff (support staff, CPO’s Emergency

Management, additional Deputy Fire Chief);

   Request for Decision 

AGENDA ITEM #: 7.1 
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• Oversized garage bay doors to accommodate new, incoming apparatus –
specifically, the Elevated Master Stream;

• Enhanced training areas for the Coaldale and District Emergency Services
Department.

The Firehall Renovation and Expansion project builds capacity and sets us up for 
additional opportunities as follows: 

• With a dedicated training area, the Town is able to broker an educational
partnership with Palliser Regional Schools, where members of the Coaldale and
District Emergency Services Department will instruct a for-credit / dual-credit “Fire
/ Emergency Services Academy” on behalf of Kate Andrews High School and
surrounding area.  This will not only provide students an exciting for-credit course
option, but given them an opportunity to acquire skills that provide them with an
inside track to post-secondary programs in this field.  Having the necessary training
infrastructure in the Firehall Renovation and Expansion project allows us to make
this happen.

• With more space, it follows that we will be positioned to enter into new or
enhanced partnerships within the region.

Progress to date: 

Since retaining the Architects in April 2018 administration has undertaken a number of 
steps to ensure that the project is “shovel ready.”   

To this end, we have: 

• Engaged an environmental firm to take soil samples of the bare land portions to
the east of the existing Fire Hall so that the civil works and foundation of the
expansion portion of the project is designed appropriately;

• Conducted a structural and hazardous materials assessment of the existing Fire
Hall to see the extent to which the current space can be repurposed (and under
what conditions in particular); and,

• Demolished the old house on the corner of 20th avenue and 15th street.

With the direction of Council, administration proceeded with detailed architectural (and 
engineered) design of the Fire Hall, which is laid out as follows: 
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Site layout 

The below images show how the block upon which the current firehall sits will look after 
the renovation and expansion project is complete.   

PAGE 3 OF 7



BUDGET / FINANCING 

The estimated project budget is $3.3 M. 

The proposed funding structure for this project is as follows: 

• Firehall building reserve (joint Town / County): $800,000

• MSI Capital: $400,000

• Debenture: $2,100,000 (amortized over 30 years), which creates an annual
payment of $108,691, which we propose to service, without increasing our
operating budget, as follows:

o Utilize the $60,000 / year payment from the annual (and existing) joint
Town / County building replacement reserve;

o $30,000 / year from other stakeholders who utilize the facility (be that
educational partnerships with Palliser Regional Schools, the Province,
enhanced regionalization efforts);

o $18,691 / year from renting out the existing EOC at the HUB to a longer-
term tenant (as we plan to rebuild the EOC in the newly renovated hall).

Explanation and rationale: 

One of the exiting parts about the innovative funding model we have chosen is that it 
does not increase the size of our annual operating budget.  In addition, the $2.1 M loan 
we will be undertaking will be fully serviced.   
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ALIGNMENT WITH COUNCIL’S STRATEGIC VISION 

An expanded scope and vision for the Firehall Renovation and Expansion project is 
consistent with a number of Council’s strategic objectives.   

Strategic 
Area 

Priority /  
Focus Area 

How it links to expanding the 
scope of the proposed project 

Public Safety: 

Making Coaldale a 
safe and secure 

place to live, work 
and play no matter 
the season, place or 

time 

Continue to provide 
resources required by the 

Coaldale and District 
Emergency Services 

Department to achieve and 
maintain elite status 

Make community service and 
outreach a central pillar in 
the Town’s Peace Officer 

Program 

Be a model community with 
respect to emergency 

preparedness and emergency 
management 

The Firehall Renovation and 
Expansion project is consistent with 
the key focus areas contained within 
the Public Safety umbrella.   

The CPO’s will be located in the 
Firehall and will have a proper entry, 
complete with reception, for public 
access and inquires;  

A newly designed EOC that is properly 
sized will help facilitate our goal of 
becoming a model community with 
respect to emergency preparedness.  

The creation of adequate space will 
allow the Department to achieve elite 
status by setting them up to create 
new, and to enhance, existing 
partnerships within the region.  

Finance: 

Providing Good 
Value for Money 

Emphasis on Developing 
diverse revenue streams. 

Making strategic investments 
that will pay long term 

dividends. 

Explore regional business 
ventures. 

The citizens of Coaldale receive good 
value for their money when we are 
able to turn an existing asset (like the 
HUB) which is losing money, into an 
asset that generates revenue, in order 
to partially fund a project (like the 
firehall renovation and expansion) 
that would otherwise tap into the tax 
base to carry out. 

By investing in our emergency 
services infrastructure, we set 
ourselves up to broker additional 
partnerships with entities like AHS, 
Palliser and Lethbridge County, which 
will produce additional revenue in the 
future.  If we build it, they will come!  
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Economic 
Development: 

Continue making 
Coaldale a vibrant, 

innovative and 
inviting commerce 

center 

Injecting life into stagnated 
areas to kickstart certain 
elements of Coaldale’s 
community/economy 

Invest in Main Street 

An expanded firehall – with expanded 
offerings – will bring foot traffic to 
Main Street.  It will also provide more 
reasons for outsiders to come to 
Coaldale if the Firehall becomes a 
destination facility and regional 
training headquarters.   

Investing in emergency services 
provides a strong signal to future 
industrial and commercial enterprise 
that we are open for business and 
able to protect their assets.  

Stakeholders and 
Partnerships: 

To embark upon 
Open, constructive 
and collaborative 
dialogue with all 
stakeholders and 
partners within 

Coaldale and the 
regional community, 
and across all levels 
of government, for 
the betterment of 
the Town and the 

region 

Develop and maintain strong 
municipal relations within 

Southern Alberta 

Continue constructive 
dialogue with the health and 

education sector to 
strengthen community 

advocacy for these essential 
services 

Collaborate with the 
education sector to identify 

and implement ways to retain 
students 

Work with local clinics and 
Alberta Health Services to 

acquire and share 
information that will allow the 
Town to advocate for better 
quality healthcare in Coaldale 

Palliser is excited at the thought of 
partnering with the Town on a 
potential Fire School / joint credit 
option for students at Kate Andrews 
and surrounding region.  This is 
indeed exciting because we see its 
power to retain students.  

We are also positioned to broker 
additional partnerships with other 
regional stakeholders (be that 
municipal or provincial, like AHS). 

Communication, 
marketing and 
engagement: 

Encourage, 
emphasize and 

practice proactive 
and meaningful 

community 
engagement 

Enhance Coaldale’s profile 
and “put us on the map” 

The expanded vision of the firehall 
accomplishes this goal.  
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RECOMMENDATION 

1. THAT Council give authorization to administration to post the Fire Hall Renovation
and Expansion project to tender.

Respectfully submitted: 

Kevin McKeown 
Fire Chief 

This report was prepared in consultation with the following members of administration: 

Kalen Hastings, Chief Administrative Officer 

Kelly L’Hirondelle, Deputy Fire Chief of Operations 

Gary Gettman, Deputy Fire Chief of Support Services 

Andrea Koester, Director of Infrastructure and Engineering 

Michelle Overbeeke, Director of Financial Services 
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STAFF REPORT 

SEPTEMBER 4, 2018 REGULAR COUNCIL MEETING 

2ND QUARTER 2018 CAPITAL/OPERATING BUDGET VARIANCE 

PURPOSE:  

To identify quarterly variances from current year capital and operating budgets, to analyze the 
variances and review them with Council 

BACKGROUND:  

Attached are the summarized capital and operating budget variance reports for the month 
ending June 30, 2018. 

OVERVIEW: 

The variances from the budget have been highlighted by shading on the attached report.  In 
addition, the attached report indicates explanations for the variances identified.  Should Council 
require further explanation or clarification, administration will be available at the regular 
meeting to answer any questions. 

PUBLIC ENGAGEMENT: 

N/A 

RECOMMENDATION:  

THAT Council approves the 2nd Quarter 2018 Capital and Operating Budget Variance reports as 
presented. 

Respectfully Submitted: 

Michelle Overbeeke,  CPA CMA 
Director of Financial Services 

ATTACHMENTS: 

- Budget Variance Reports

This report has been prepared in consultation with the following listed departments: 

Department Signature 

Administration 

AGENDA ITEM #: 7.2
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TOWN OF COALDALE - G/L SYSTEM

CAPITAL PROJECTS

Jan - June 2018 Threshold for Capital Expenses = 100%

PROJECT DESCRIPTION ANNUAL Y.T.D.

W/O # BUDGET AMOUNT % REASON FOR VARIANCE

2306 Land Purchase 450,000 438,536.45 97.45

2307 Accounting software 112,000 0.00 0.00

2307 Ops software 42,277 17,622.25 41.68

2533 Fire Laddertruck (split between 2018/19) 600,000 1,218,746.00 203.12 Paid full amount in 2018 instead of splitting between two years

2309 CPO Truck 54,000 0.00 0.00

2310 Inventory Racking 20,000 0.00 0.00

2311 Mower/Sweeper - Unit 9775 40,000 61,409.71 153.52 This does not include the trade in value that we received for the mower

2312 Unit 9006 1 tonne unit 75,000 2.50 0.00

2313 Bobcat lease 3,800 49,016.80 1289.92 Once fixed asset and trade in amount are calculated will be $3800

2314 Ice painter 12,250 0.00 0.00

2315 Arena floor scrubber 5,000 6,918.04 138.36 Higher than was budgeting

2319 Replace pumps in reservoirs 55,000 12,513.20 22.75

2322 Gate at lagoon 8,000 0.00 0.00

2323 Outfall pump c/w variable drive 50,000 0.00 0.00

2332/3546/3

549 Arena upgrade 245,000 21,397.32 8.73

2333 Curling rink upgrade 8,500 0.00 0.00

2366 Pool Repair 50,000 29,478.63 58.96

2367 Swimming pool upgrade 16,400 0.00 0.00

2368 Quads concession 13,000 0.00 0.00

2369/3497 Community centre upgrade 52,200 19,325.00 37.02

2370/2698/2

699/2700/27

01 Fire Hall addition 1,800,000 5,250.00 0.29

2571 TOC Design 30,000 8,520.00 28.40

2372 Design of waste water treatment 650,000 0.00 0.00

2373 Sewer lift station upgrade 600,000 0.00 0.00

2375 Malloy Drain 2b design 15,000 0.00 0.00

2376/2720 Malloy drain 2a 100,000 10,297.08 10.30

2378 17 st & Hwy 3 emergency access 125,000 0.00 0.00

2379 8th St North rehab 75,000 0.00 0.00

2381 Hyway corridor aesthetic improvements 25,000 0.00 0.00

2382 Regional link trail system 100,000 0.00 0.00

2383 Storage shed at quads 21,000 0.00 0.00

2384 FDC 9200 turf dethatcher 7,200 6,080.00 84.44

2387 Safety trails 30th ave 175,000 0.00 0.00

2388 Entrance upgrade & sign 25,000 0.00 0.00

2320/2321 Replace fire hydrant program 30,000 0.00 0.00

Cottonwood Pond 185,000 0.00 0.00

2790 Park Signs 7,880.00

2512 Natural Playground - Hub (2017) 24,651.98 0.00

2513 Library Pocket Park 6,966.95 0.00

3437 Land purchase 1805 -1807 20 Ave 145,535.64 0.00

2531 NE Industrial Phase 4 15,000.00 0.00

5,875,627 2,105,148 35.83
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TOWN OF COALDALE - G/L SYSTEM

OPERATING REVENUE & EXPENDITURES BY FUNCTION

Jan - June 2018 Threshold --> 6 /12  = 50.00%

DESCRIPTION ANNUAL Y.T.D. ANNUAL Y.T.D.

BUDGET AMOUNT % BUDGET AMOUNT % REASON FOR VARIANCE

00 GENERAL MUNICIPAL -11,801,021.00 -11,191,727.17 94.84 3,155,481.00 894,158.49 28.34

11 COUNCIL AND OTHER LEGISLATIVE -27,300.00 -979.08 3.59 484,231.00 148,731.16 30.71 YE transfers done end of the year

12 GENERAL ADMINISTRATION -383,230.00 -72,146.37 18.83 1,380,202.00 853,199.45 61.82

YE transfers done end of the year, MSI Op grant not received yet, budget labor 

and actual allocation do not match right now.  Will be fixed for the next quarter.

19 OTHER GENERAL GOV'T SERVICES 0.00 0.00 0.00 0.00

21 POLICE PROTECTION -791,720.00 -198,977.14 25.13 2,057,278.00 71,320.70 3.47 YE transfers done end of the year

23 FIRE PROTECTION -499,905.00 -204,605.50 40.93 1,315,086.00 336,825.99 25.61 YE transfers done end of the year

24 EMERGENCY MEASURES -78,800.00 -4,000.00 5.08 199,226.00 49,435.24 24.81 YE transfers done end of the year

26 BY-LAW ENFORCEMENT -599,345.00 -101,130.18 16.87 874,598.00 356,231.13 40.73 YE transfers done end of the year

31 COMMON SERVICES & EQUIP POOL -7,854.00 -9,699.48 123.50 516,336.00 250,071.75 48.43

32 ROAD TRANSPORT (M/S) -168,348.00 -707.50 0.42 1,370,357.00 410,704.18 29.97 YE transfers done end of the year, MSI Op grant not received yet

33 FLEET SERVICES -517,695.00 -35,489.94 6.86 712,426.00 180,718.40 25.37 YE transfers done end of the year

34 FACILITY SERVICES -1,090,633.00 -672.26 0.06 984,846.00 241,726.56 24.54 YE transfers done end of the year

35 RECREATION OPERATIONS -407,920.00 0.00 0.00 459,961.00 55,169.95 11.99 YE transfers done end of the year

37 STORM SEWERS & DRAINAGE -309,632.00 -151,436.76 48.91 377,910.00 104,373.99 27.62 YE transfers done end of the year

41 WATER SUPPLY & DISTRIB. (U/S) -1,907,321.00 -866,971.16 45.45 1,405,125.00 363,452.89 25.87 YE transfers done end of the year

42 SANITARY SEWAGE SERVICE &TREATMENT -1,093,270.00 -556,152.00 50.87 826,851.00 176,377.13 21.33

43 GARBAGE COLLECTION & DISPOSAL -1,403,265.00 -542,944.82 38.69 1,412,459.00 529,192.49 37.47 YE transfers done end of the year

55 INFRASTRUCTURE SERVICES -375,000.00 -462.27 0.12 588,183.00 111,367.00 18.93

56 CEMETERIES & CREMATORIUMS -22,750.00 -5,394.23 23.71 93,569.00 12,566.84 13.43

66 PLANNING & DEVELOPMENT -369,678.00 -1,006,392.25 272.23 872,093.00 364,512.03 41.80

66 DEVELOPMENT - OFF SITE LEVIES 0.00 -56,479.50 0.00 0.00 0.00

69 ECONOMIC DEVELOPMENT -7,000.00 0.00 86,183.00 10,324.78 11.98

69 TRUST ACCOUNTS 0.00 0.00 0.00 2,631.56 0.00

72 RECREATION BUILDINGS & FACIL. -457,793.00 -167,024.27 36.48 2,310,690.00 524,387.71 22.69 YE transfers done end of the year

73 COMMUNITY SERVICES -74,185.00 -18,728.83 25.25 426,807.00 132,897.08 31.14 YE transfers done end of the year

74 CULTURAL BUILDINGS & FACILITY -188,720.00 -15,000.63 7.95 596,463.00 201,495.77 33.78 YE transfers done end of the year

75 CULTURAL EVENTS -200.00 -74.00 37.00 76,122.00 2,987.23 3.92

-22,582,585.00 -15,207,195.34 67.34 22,582,483.00 6,384,859.50 28.27

OPERATING EXPENDITURESOPERATING REVENUES
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SEPTEMBER 04, 2018 REGULAR COUNCIL MEETING 

FEBRUARY 2018 BANK RECONCILIATION 

PURPOSE: 

To approve the attached Bank Reconciliation for the month of February 2018.   

BACKGROUND: 

On a monthly basis Council is presented with our cash position on any bank accounts that are 
open.  These account balances usually decrease in the first half of the year while there is a large 
increase in June every year when property taxes are due. The balance continues to decrease 
from July until the end of the year. 

Over the years that the TIPP program has been in place we are establishing a more consistent 
cash flow reducing the drastic increases and decreases on a monthly basis. 

Every quarter Council will also be given a breakdown on our investments that we currently have 
in place. 

OVERVIEW:  

N/A 

PUBLIC ENGAGEMENT: 

N/A 

RECOMMENDATION: 

THAT Council Approve the Preliminary Bank Reconciliation for the month of February 
2018. 

Respectfully Submitted: 

Michelle Overbeeke, CPA,CMA 
Director of Financial Services 
ATTACHMENTS: 

- February 2018 Bank Reconciliation 

Request for Decision 

AGENDA ITEM #: 7.3
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This report has been prepared in consultation with the following listed departments: 

Department Signature 
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       BANK RECONCILIATION STATEMENT ATB

FOR THE MONTH ENDED Febrary 28, 2018

BOOK Balance at end of Prev. Month Current ATB Account $ 7,116,717.56

ADD:  Receipts for the Month

      Interest Earned during month 10,634.54 $ 10,634.54

      Investment during month 0.00

LESS: Disbursements for the month

Drafts for land sale 0.00 $ 0.00

CURRENT ATB ACCOUNT BALANCE AT END OF MONTH $7,127,352.10

   CAO - Kalen Hastings MAYOR - Kim Craig

TOWN OF COALDALE
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TOWN OF COALDALE

       BANK RECONCILIATION STATEMENT ATB GIC     
FOR THE MONTH ENDED February 28, 2018

BOOK Balance at end of Prev. Month Current ATB Account $ 109,026.76

ADD:  Receipts for the Month

      Interest Earned during month 0.00 $ 0.00

      Investment during month 0.00

LESS: Disbursements for the month

Drafts for land sale 0.00 $ 0.00

CURRENT ATB ACCOUNT BALANCE AT END OF MONTH $109,026.76

 CAO - Kalen Hastings  MAYOR - Kim Craig
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TOWN OF COALDALE
       BANK RECONCILIATION STATEMENT

FOR THE MONTH ENDED Febrary 28, 2018

BOOK Balance at end of Prev. Month Current BNS Account $ 8,627,304.26 BANK Balance at end of Month

     Current Account - BNS $ 8,938,857.90

ADD:  Receipts for the Month

Pool 0.00 8,938,857.90

Library 2,175.65

Museum 1,025.15

General 349,058.33

DEFT/TIPP/Telepay 498,218.52

ADD:  Outstanding Deposits 125,142.00

850,477.65

      Alberta Treasury Direct Deposit 65,742.53

      Gov't of AB Transport Grant 707.50 LESS: Outstanding Cheques -335,084.72

      Gov't of AB Disaster Recovery 9,842.00

      Interest Earned during month 11,542.10 -209,942.72

      Fortis Franchise Fee 68,436.25

      Atco Gas Franchise Fee 66,007.01 YE  Adj 0.00

      Library rental 1,252.00

      GST Refund December 2017 129,246.00

      Eventbrite 1,643.26

      Alberta Capital Finance Authority 0.00
1,204,896.30 BALANCE END OF MONTH $ 8,728,915.18

LESS: Disbursements for the month

Accounts Payable 857,481.84

Council Payroll 10,111.17

Payroll 193,790.99

1,061,384.00 Balancing $0.00

      Bank of Nova Scotia Service Charges 329.09

      Bank  Visa Payment 22,625.29

      ATB Mastercard Payment 0.00

      Alberta School Foundation Fund 0.00

      Group RRSP 4,697.33

      Canada Savings Bonds payments 0.00

      Alberta School Foundation Fund 13,468.03

     3X Drafts Mathews Dinsdale, Maclauchlan McNab 0.00

      Debenture - Payments 0.00

      Returned Cheques: 781.64

(1,103,285.38) 

101,610.92 CAO - Kalen Hastings MAYOR - Kim Craig

CURRENT BNS ACCOUNT BALANCE AT END OF MONTH $ 8,728,915.18
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TOWN OF COALDALE

       BANK RECONCILIATION STATEMENT BNS GIC 
FOR THE MONTH ENDED February 28, 2018

BOOK Balance at end of Prev. Month Current ATB Account $ 1,003,320.55

ADD:  Receipts for the Month

      Interest Earned during month 0.00 $ 0.00

      Investment during month 0.00

LESS: Disbursements for the month

Drafts for land sale 0.00 $ 0.00

CURRENT ATB ACCOUNT BALANCE AT END OF MONTH $1,003,320.55

 CAO - Kalen Hastings   MAYOR - Kim Craig

PAGE 6 OF 6



SEPTEMBER 04, 2018 REGULAR COUNCIL MEETING 

MARCH 2018 BANK RECONCILIATION 

PURPOSE: 

To approve the attached Bank Reconciliation for the month of March 2018.   

BACKGROUND: 

On a monthly basis Council is presented with our cash position on any bank accounts that are 
open.  These account balances usually decrease in the first half of the year while there is a large 
increase in June every year when property taxes are due. The balance continues to decrease 
from July until the end of the year. 

Over the years that the TIPP program has been in place we are establishing a more consistent 
cash flow reducing the drastic increases and decreases on a monthly basis. 

Every quarter Council will also be given a breakdown on our investments that we currently have 
in place. 

OVERVIEW:  

N/A 

PUBLIC ENGAGEMENT: 

N/A 

RECOMMENDATION: 

THAT Council Approve the Preliminary Bank Reconciliation for the month of March 2018. 

Respectfully Submitted: 

Michelle Overbeeke, CPA,CMA 
Director of Financial Services 
ATTACHMENTS: 

- March 2018 Bank Reconciliation

Request for Decision 

AGENDA ITEM #: 7.4
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This report has been prepared in consultation with the following listed departments: 

Department Signature 
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       BANK RECONCILIATION STATEMENT

FOR THE MONTH ENDED March 31, 2018

BOOK Balance at end of Prev. Month Current ATB Account $ 7,127,352.10

ADD:  Receipts for the Month

      Interest Earned during month 10,712.91 $ 10,712.91

      Investment during month 0.00

LESS: Disbursements for the month

Drafts for land sale 0.00 $ 0.00

CURRENT ATB ACCOUNT BALANCE AT END OF MONTH $7,138,065.01

   CAO - Kalen Hastings MAYOR - Kim Craig

TOWN OF COALDALE
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       BANK RECONCILIATION STATEMENT ATB GIC

FOR THE MONTH ENDED March 31, 2018

BOOK Balance at end of Prev. Month Current ATB Account $ 109,026.76

ADD:  Receipts for the Month

      Interest Earned during month 0.00 $ 0.00

      Investment during month 0.00

LESS: Disbursements for the month

Drafts for land sale 0.00 $ 0.00

CURRENT ATB ACCOUNT BALANCE AT END OF MONTH $109,026.76

 CAO - Kalen Hastings  MAYOR - Kim Craig

TOWN OF COALDALE
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TOWN OF COALDALE
       BANK RECONCILIATION STATEMENT

FOR THE MONTH ENDED March 31, 2018

BOOK Balance at end of Prev. Month Current BNS Account $ 8,728,915.18 BANK Balance at end of Month

     Current Account - BNS $ 7,636,628.24

ADD:  Receipts for the Month

Pool 0.00 7,636,628.24

Library 4,880.51

Museum 150.15

General 315,319.37

DEFT/TIPP/Telepay 536,495.45

ADD:  Outstanding Deposits 194,963.38

856,845.48

      Alberta Treasury Direct Deposit 43,365.47

      Scotia Telepay put into Oct 2017 0.00 LESS: Outstanding Cheques -230,275.55

      Police Grant 0.00

      Interest Earned during month 11,536.74 -35,312.17

      Fortis Franchise Fee 35,408.99

      Atco Gas Franchise Fee 25,858.30 Adj -696.54

      Annexation Hearing Lunch 0.00

      Eventbrite 819.00

      Grant in place of taxes 550.61

      Disaster recovery grant 4,000.00
978,384.59 BALANCE END OF MONTH $ 7,600,619.53

LESS: Disbursements for the month

Accounts Payable 1,230,189.47

Council Payroll 10,656.29

Payroll 196,233.72

1,437,079.48 Balancing $0.00

      Bank of Nova Scotia Service Charges 325.59

      Bank  Visa Payment 32,765.95

      ATB Mastercard Payment 251.97

      Alberta School Foundation Fund 0.00

      Group RRSP 4,723.87

      Canada Savings Bonds payments 0.00

      Alberta School Foundation Fund 484,591.51

     Bank Draft Colin May Law 145,535.64

      Debenture - Payments 0.00

      Returned Cheques: 1,406.23

(2,106,680.24) 

(1,128,295.65) CAO - Kalen Hastings MAYOR - Kim Craig

CURRENT BNS ACCOUNT BALANCE AT END OF MONTH $ 7,600,619.53
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       BANK RECONCILIATION STATEMENT BNS GIC

FOR THE MONTH ENDED March 31, 2018

BOOK Balance at end of Prev. Month Current ATB Account $ 1,003,320.55

ADD:  Receipts for the Month

      Interest Earned during month 4,980.82 $ 4,980.82

      Investment during month 0.00

LESS: Disbursements for the month

Drafts for land sale 0.00 $ 0.00

CURRENT ATB ACCOUNT BALANCE AT END OF MONTH $1,008,301.37

 CAO - Kalen Hastings   MAYOR - Kim Craig

TOWN OF COALDALE
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SEPTEMBER 04, 2018 REGULAR COUNCIL MEETING 

APRIL 2018 BANK RECONCILIATION 

PURPOSE: 

To approve the attached Bank Reconciliation for the month of April 2018.   

BACKGROUND: 

On a monthly basis Council is presented with our cash position on any bank accounts that are 
open.  These account balances usually decrease in the first half of the year while there is a large 
increase in June every year when property taxes are due. The balance continues to decrease 
from July until the end of the year. 

Over the years that the TIPP program has been in place we are establishing a more consistent 
cash flow reducing the drastic increases and decreases on a monthly basis. 

Every quarter Council will also be given a breakdown on our investments that we currently have 
in place. 

OVERVIEW:  

N/A 

PUBLIC ENGAGEMENT: 

N/A 

RECOMMENDATION: 

THAT Council Approve the Preliminary Bank Reconciliation for the month of April 2018. 

Respectfully Submitted: 

Michelle Overbeeke, CPA,CMA 
Director of Financial Services 
ATTACHMENTS: 

- April 2018 Bank Reconciliation

Request for Decision 

AGENDA ITEM #: 7.5

PAGE 1 OF 6



This report has been prepared in consultation with the following listed departments: 

Department Signature 
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BOOK Balance at end of Prev. Month Current ATB Account $ 7,138,065.01

ADD:  Receipts for the Month

      Interest Earned during month 11,878.56 $ 11,878.56

      Investment during month 0.00

LESS: Disbursements for the month

Drafts for land sale 0.00 $ 0.00

CURRENT ATB ACCOUNT BALANCE AT END OF MONTH $7,149,943.57

   CAO - Kalen Hastings MAYOR - Kim Craig

TOWN OF COALDALE

BANK RECONCILIATION STATEMENT ATB

FOR THE MONTH ENDED April 30, 2018
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       BANK RECONCILIATION STATEMENT ATB GIC

FOR THE MONTH ENDED April 30, 2018

BOOK Balance at end of Prev. Month Current ATB Account $ 109,026.76

ADD:  Receipts for the Month

      Interest Earned during month 0.00 $ 0.00

      Investment during month 0.00

LESS: Disbursements for the month

Drafts for land sale 0.00 $ 0.00

CURRENT ATB ACCOUNT BALANCE AT END OF MONTH $109,026.76

 CAO - Kalen Hastings  MAYOR - Kim Craig

TOWN OF COALDALE
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TOWN OF COALDALE
       BANK RECONCILIATION STATEMENT

FOR THE MONTH ENDED April 30, 2018

BOOK Balance at end of Prev. Month Current BNS Account $ 7,598,902.13 BANK Balance at end of Month

     Current Account - BNS $ 7,922,535.32

ADD:  Receipts for the Month

Pool 0.00 7,922,535.32

Library 1,341.69

Museum 1,026.28

General 1,021,367.29

DEFT/TIPP/Telepay 497,149.69

ADD:  Outstanding Deposits 93,303.56

1,520,884.95

      Alberta Treasury Direct Deposit 537,914.41 LESS: Outstanding Cheques -329,148.25

      Eventbrite 196.88

      Interest Earned during month 11,454.34 -235,844.69

      Fortis Franchise Fee 0.00

      Atco Gas Franchise Fee 0.00 Adj 1,020.86

      Annexation Hearing Lunch 0.00

      US Draft Overage 38.20

      Bank credit (correction) 0.00

      Alberta Capital Finance Authority 0.00
2,070,488.78 BALANCE END OF MONTH $ 7,687,711.49

LESS: Disbursements for the month

Accounts Payable 1,197,241.73

Council Payroll 10,548.86

Payroll 195,572.25

1,403,362.84 Balancing $0.00

      Bank of Nova Scotia Service Charges 448.08

      Bank Visa Payment 20,044.98

      ATB Mastercard Payment 208.28

      Alberta School Foundation Fund 0.00

      Group RRSP 4,668.88

      Canada Savings Bonds payments 0.00

      ATB Loan Payments 16,014.00

      Draft 4/27/2018 North and Co 436,920.75

      Debenture - Payments 98,676.58

      Returned Cheques: 1,335.03

(1,981,679.42) 

88,809.36 CAO - Kalen Hastings MAYOR - Kim Craig

CURRENT BNS ACCOUNT BALANCE AT END OF MONTH $ 7,687,711.49
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       BANK RECONCILIATION STATEMENT BNS GIC

FOR THE MONTH ENDED April 30, 2018

BOOK Balance at end of Prev. Month Current ATB Account $ 1,008,301.37

ADD:  Receipts for the Month

      Interest Earned during month 0.00 $ 0.00

      Investment during month 0.00

LESS: Disbursements for the month

Drafts for land sale 0.00 $ 0.00

CURRENT ATB ACCOUNT BALANCE AT END OF MONTH $1,008,301.37

 CAO - Kalen Hastings   MAYOR - Kim Craig

TOWN OF COALDALE
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SEPTEMBER 04, 2018 REGULAR COUNCIL MEETING 

MAY 2018 BANK RECONCILIATION 

PURPOSE: 

To approve the attached Bank Reconciliation for the month of May 2018. 

BACKGROUND: 

On a monthly basis Council is presented with our cash position on any bank accounts that are 
open.  These account balances usually decrease in the first half of the year while there is a large 
increase in June every year when property taxes are due. The balance continues to decrease 
from July until the end of the year. 

Over the years that the TIPP program has been in place we are establishing a more consistent 
cash flow reducing the drastic increases and decreases on a monthly basis. 

Every quarter Council will also be given a breakdown on our investments that we currently have 
in place. 

OVERVIEW:  

N/A 

PUBLIC ENGAGEMENT: 

N/A 

RECOMMENDATION: 

THAT Council Approve the Preliminary Bank Reconciliation for the month of May 2018. 

Respectfully Submitted: 

Michelle Overbeeke, CPA,CMA 
Director of Financial Services 
ATTACHMENTS: 

- May 2018 Bank Reconciliation 

Request for Decision 

AGENDA ITEM #: 7.6
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This report has been prepared in consultation with the following listed departments: 

Department Signature 
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BOOK Balance at end of Prev. Month Current ATB Account $ 7,149,943.57

ADD:  Receipts for the Month

      Interest Earned during month 11,514.52 $ 11,514.52

      Investment during month 0.00

LESS: Disbursements for the month

Drafts for land sale 0.00 $ 0.00

CURRENT ATB ACCOUNT BALANCE AT END OF MONTH $7,161,458.09

   CAO - Kalen Hastings MAYOR - Kim Craig

TOWN OF COALDALE

BANK RECONCILIATION STATEMENT ATB

FOR THE MONTH ENDED May 31, 2018
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       BANK RECONCILIATION STATEMENT ATB GIC

FOR THE MONTH ENDED May 31, 2018

BOOK Balance at end of Prev. Month Current ATB Account $ 109,026.76

ADD:  Receipts for the Month

      Interest Earned during month 0.00 $ 0.00

      Investment during month 0.00

LESS: Disbursements for the month

Drafts for land sale 0.00 $ 0.00

CURRENT ATB ACCOUNT BALANCE AT END OF MONTH $109,026.76

 CAO - Kalen Hastings  MAYOR - Kim Craig

TOWN OF COALDALE
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TOWN OF COALDALE
       BANK RECONCILIATION STATEMENT

FOR THE MONTH ENDED May 31, 2018

BOOK Balance at end of Prev. Month Current BNS Account $ 7,687,711.49 BANK Balance at end of Month

     Current Account - BNS $ 6,284,314.95

ADD:  Receipts for the Month

Pool 5,249.50 6,284,314.95

Library 2,380.08

Museum 2,784.70

General 347,619.10

DEFT/TIPP/Telepay 517,413.61

ADD:  Outstanding Deposits 57,041.00

875,446.99

      Alberta Treasury Direct Deposit 12,166.84 LESS: Outstanding Cheques -190,483.33

      Eventbrite 538.13

      Interest Earned during month 10,109.73 -133,442.33

      Fortis Franchise Fee 35,632.12

      Atco Gas Franchise Fee 0.00 Adj 1,020.86

      Annexation Hearing Lunch 0.00 114.89

      US Draft Overage 15.82 -80.00

      GST Refund 46,146.57

      Gov't of AB Grant 1,215.00
981,271.20 BALANCE END OF MONTH $ 6,151,928.37

LESS: Disbursements for the month

Accounts Payable 2,134,820.73

Council Payroll 10,326.84

Payroll 328,161.03

2,473,308.60 Balancing $0.00

      Bank of Nova Scotia Service Charges 315.88

      Bank Visa Payment 27,521.24

      ATB Mastercard Payment 0.00

      Alberta School Foundation Fund 0.00

      Group RRSP 6,532.23

      Canada Savings Bonds payments 0.00

      ATB Loan Payments 8,007.00

      Draft 4/27/2018 North and Co 0.00

      Debenture - Payments 0.00

      Returned Cheques: 1,369.37

(2,517,054.32) 

(1,535,783.12) CAO - Kalen Hastings MAYOR - Kim Craig

CURRENT BNS ACCOUNT BALANCE AT END OF MONTH $ 6,151,928.37
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       BANK RECONCILIATION STATEMENT BNS GIC

FOR THE MONTH ENDED May 31, 2018

BOOK Balance at end of Prev. Month Current ATB Account $ 1,008,301.37

ADD:  Receipts for the Month

      Interest Earned during month 0.00 $ 0.00

      Investment during month 0.00

LESS: Disbursements for the month

Drafts for land sale 0.00 $ 0.00

CURRENT ATB ACCOUNT BALANCE AT END OF MONTH $1,008,301.37

 CAO - Kalen Hastings   MAYOR - Kim Craig

TOWN OF COALDALE
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SEPTEMBER 04, 2018 REGULAR COUNCIL MEETING 

JUNE 2018 BANK RECONCILIATION 

PURPOSE: 

To approve the attached Bank Reconciliation for the month of June 2018. 

BACKGROUND: 

On a monthly basis Council is presented with our cash position on any bank accounts that are 
open.  These account balances usually decrease in the first half of the year while there is a large 
increase in June every year when property taxes are due. The balance continues to decrease 
from July until the end of the year. 

Over the years that the TIPP program has been in place we are establishing a more consistent 
cash flow reducing the drastic increases and decreases on a monthly basis. 

Every quarter Council will also be given a breakdown on our investments that we currently have 
in place. 

OVERVIEW:  

N/A 

PUBLIC ENGAGEMENT: 

N/A 

RECOMMENDATION: 

THAT Council Approve the Preliminary Bank Reconciliation for the month of June 2018. 

Respectfully Submitted: 

Michelle Overbeeke, CPA,CMA 
Director of Financial Services 
ATTACHMENTS: 

- June 2018 Bank Reconciliation

Request for Decision 

AGENDA ITEM #: 7.7
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This report has been prepared in consultation with the following listed departments: 

Department Signature 
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BOOK Balance at end of Prev. Month Current ATB Account $ 7,161,458.09

ADD:  Receipts for the Month

      Interest Earned during month 11,917.51 $ 11,917.51

      Investment during month 0.00

LESS: Disbursements for the month

Drafts for land sale 0.00 $ 0.00

CURRENT ATB ACCOUNT BALANCE AT END OF MONTH $7,173,375.60

   CAO - Kalen Hastings MAYOR - Kim Craig

TOWN OF COALDALE

BANK RECONCILIATION STATEMENT ATB

FOR THE MONTH ENDED June 30, 2018
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       BANK RECONCILIATION STATEMENT ATB GIC

FOR THE MONTH ENDED June 30, 2018

BOOK Balance at end of Prev. Month Current ATB Account $ 109,026.76

ADD:  Receipts for the Month

      Interest Earned during month 0.00 $ 0.00

      Investment during month 0.00

LESS: Disbursements for the month

Drafts for land sale 0.00 $ 0.00

CURRENT ATB ACCOUNT BALANCE AT END OF MONTH $109,026.76

 CAO - Kalen Hastings  MAYOR - Kim Craig

TOWN OF COALDALE
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TOWN OF COALDALE
       BANK RECONCILIATION STATEMENT

FOR THE MONTH ENDED June 30, 2018

BOOK Balance at end of Prev. Month Current BNS Account $ 6,151,928.37 BANK Balance at end of Month

     Current Account - BNS $ 12,707,110.30

ADD:  Receipts for the Month

Pool 12,701.00 12,707,110.30

Library 1,277.01

Museum 4,353.50

General 5,855,068.12

DEFT/TIPP/Telepay 2,435,552.83

ADD:  Outstanding Deposits 972,571.63

8,308,952.46

      Alberta Treasury Direct Deposit 54,030.00 LESS: Outstanding Cheques -316,385.13

      Eventbrite 0.00

      Interest Earned during month 10,966.52 656,186.50

      Fortis Franchise Fee 77,666.23

      Atco Gas Franchise Fee 53,520.99 Adj Missing deposit - February 1,020.86

      Miscellaneous 2,224.50 Museum deposits - May -80.00

      Senior Benefit Program 26,132.01 NSF Utilities - June 74.25

      Policing Grant 365,720.00 O/S Library deposit - June 28.55

Post dated cheques - June 8,121.83

8,899,212.71 Telepay Scotia - June -2,249.74

LESS: Disbursements for the month

Accounts Payable 806,073.64
Council Payroll 10,656.29 BALANCE END OF MONTH $ 13,370,212.55

Payroll 248,278.20

1,065,008.13

      Bank of Nova Scotia Service Charges 652.78

      Bank Visa Payment 29,095.33

      ATB Mastercard Payment 637.66 Balancing $0.00

      Alberta School Foundation Fund 484,591.51

      Group RRSP 4,152.16

      Canada Savings Bonds payments 0.00

      ATB Loan Payments 0.00

      Debenture - Payments 95,351.27

      Returned Cheques: 1,439.69

(1,680,928.53) 

CURRENT BNS ACCOUNT BALANCE AT END OF MONTH 7,218,284.18 

$ 13,370,212.55

CAO - Kalen Hastings MAYOR - Kim Craig
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       BANK RECONCILIATION STATEMENT BNS GIC

FOR THE MONTH ENDED June 30, 2018

BOOK Balance at end of Prev. Month Current ATB Account $ 1,008,301.37

ADD:  Receipts for the Month

      Interest Earned during month 5,036.16 $ 5,036.16

      Investment during month 0.00

LESS: Disbursements for the month

Drafts for land sale 0.00 $ 0.00

CURRENT ATB ACCOUNT BALANCE AT END OF MONTH $1,013,337.53

 CAO - Kalen Hastings   MAYOR - Kim Craig

TOWN OF COALDALE
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SEPTEMBER 04, 2018 REGULAR COUNCIL MEETING 

MAY 2018 ACCOUNTS PAYABLE CHEQUE LISTS 

PURPOSE: 

To approve the attached Accounts Payable Cheque List(s).  By approving the accounts payable 
lists, Council is informing the citizens that they have reviewed the documentation and have asked 
any questions that they wished to have answered. 

BACKGROUND:  

Attached are cheque lists for cheque numbers:  072902 to 072960; 072961 to 072999; 073000 
to 073048; 072049 to 073092; and 073093 to 073136.   

OVERVIEW:  

Does Council require any more information about any of the cheques in the attached cheque 
lists? 

PUBLIC ENGAGEMENT: 

N/A 

RECOMMENDATION: 

THAT Council approve the Accounts Payable Cheque Lists for cheque numbers: 072902 to 

072960; 072961 to 072999; 073000 to 073048; 073049 to 073092; and 073093 to 073136.   

Respectfully Submitted: 

Michelle Overbeeke, CPA CMA 
Director, Financial Services 

ATTACHMENTS: 
- Accounts Payable Cheque Lists as outlined above. 

This report has been prepared in consultation with the following listed departments: 

Department Signature 

Request for Decision 

AGENDA ITEM #: 7.8
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SEPTEMBER 04, 2018 REGULAR COUNCIL MEETING 

JUNE 2018 ACCOUNTS PAYABLE CHEQUE LISTS 

PURPOSE: 

To approve the attached Accounts Payable Cheque List(s).  By approving the accounts payable 
lists, Council is informing the citizens that they have reviewed the documentation and have asked 
any questions that they wished to have answered. 

BACKGROUND:  

Attached are cheque lists for cheque numbers:  073137 to 073208; 073209 to 073247; 073248 
to 073369; and 073370 to 073391.   

OVERVIEW:  

Does Council require any more information about any of the cheques in the attached cheque 
lists? 

PUBLIC ENGAGEMENT: 

N/A 

RECOMMENDATION: 

THAT Council approve the Accounts Payable Cheque Lists for cheque numbers: 073137 to 

073208; 073209 to 073247; 073248 to 073369; and 073370 to 073391.   

Respectfully Submitted: 

Michelle Overbeeke, CPA CMA 
Director, Financial Services 

ATTACHMENTS: 
- Accounts Payable Cheque Lists as outlined above. 

This report has been prepared in consultation with the following listed departments: 

Department Signature 

Request for Decision 

AGENDA ITEM #: 7.9
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SEPTEMBER 04, 2018 REGULAR COUNCIL MEETING 

JULY 2018 ACCOUNTS PAYABLE CHEQUE LISTS 

PURPOSE: 

To approve the attached Accounts Payable Cheque List(s).  By approving the accounts payable 
lists, Council is informing the citizens that they have reviewed the documentation and have asked 
any questions that they wished to have answered. 

BACKGROUND:  

Attached are cheque lists for cheque numbers:  073392 to 073429; 073430 to 073510; 073511 
to 073551; and 073552 to 073609.   

OVERVIEW:  

Does Council require any more information about any of the cheques in the attached cheque 
lists? 

PUBLIC ENGAGEMENT: 

N/A 

RECOMMENDATION: 

THAT Council approve the Accounts Payable Cheque Lists for cheque numbers: 073392 to 

073429; 073430 to 073510; 073511 to 07373551; and 073552 to 073609.   

Respectfully Submitted: 

Michelle Overbeeke, CPA CMA 
Director, Financial Services 

ATTACHMENTS: 
- Accounts Payable Cheque Lists as outlined above. 

This report has been prepared in consultation with the following listed departments: 

Department Signature 

Request for Decision 
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STAFF REPORT 
SEPTEMBER 4, 2018 – REGULAR COUNCIL MEETING 

REQUEST FOR LETTER OF SUPPORT: TOWN OF CARDSTON REQUEST TO EXPAND THE 
SOUTHERN ALBERTA TRADE CORRIDOR 

PURPOSE:  

The Town of Cardston is seeking support from area municipalities to expand the operating hours and 
capacity of the Carway/Piegan border crossing. 

BACKGROUND: 

The Town of Coaldale received correspondence from Alex Schow, Economic Development Officer for the 
Town of Cardston, on June 28 2018.  In this correspondence, Mr. Schow outlines the case for expanding 
the border crossing and provides data to justify his conclusions.  The letter, along with the supporting 
information, are attached to this report. 

Mr. Schow has requested that the Town provide a letter of support for the proposal, indicating that the 
Town of Coaldale support the two stated goals of the initiative, namely: 

• First, to have the Canadian and United States Border crossings, respectively Carway and Piegan,

extend their hours of operations from 16 hours a day (7:00-23:00) to 24 hours a day.

• The second goal is to expand each border's capacity to fully include the processing of

commercial truck traffic.

There is no information provided indicating why the proposal would benefit the Town of Coaldale 
specifically.  Conversely, there would be no direct monetary cost associated with complying with the 
request. 

OPTIONS: 

1. Council directs administration to prepare a letter to the Town of Cardston indicating the Town’s
support for the outlined initiative.

OR 

2. Council directs administration to respond to Mr. Schow’s request indicating that the Town is not
in favor of the outlined request at this time.

AGENDA ITEM #: 7.11
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Respectfully Submitted: 

Cameron Mills 
Manager of Economic & Community Development 

Attachments: 

1. Letter of request from Mr. Schow on behalf of the Town of Cardston with supporting
documentation.

This report has been prepared in consultation with the following listed departments: 

Department Signature 
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SEPTEMBER 4, 2018 REGULAR COUNCIL MEETING 

AB RECREATION & PARKS ASSOCIATION 
ELECTED OFFICIALS WORKSHOP   

PURPOSE: 

The following report is to request decision from Council if they would like to attend and/or 
participate in a workshop for elected officials, hosted by Alberta Recreation & Parks 
Association. 

BACKGROUND: 

This workshop is complimentary to the Elected Officials Education Program of AUMA 

and RMA and provides a certificate upon successful completion. The workshop will 

provide Council members with an understanding of the national framework documents, 

Framework for Recreation in Canada 2015 - Pathways to Wellbeing and Parks for All - 

An action Plan for Canada's Parks Community and Common Vision for Increasing 

Physical Activity and Reducing Sedentary Living as well as the linkages to the 

Municipal Government Act and other applicable legislation. A significant portion of the 

day will be devoted to exploring practical examples that you can implement in our 

community. 

Recently retired Mayor of Leduc, Greg Krischke is the instructor. There are three 

methods of receiving the training; 

1) In our community:

Greg will travel to our community to deliver the workshop as an in service for

our council, senior managers and if Council so wishes, neighbouring council

members. Cost is $4,000 for up to 10 participants, and $340 per additional

participant (up to a maximum of 20 people per workshop).

2) At events:

Greg will deliver the course at the ARPA Conference and Energize

Workshop on Thursday October 25, 2018 at the Fairmont Jasper

Park Lodge, Jasper Alberta. Cost is $339 per person, with a

minimum of 10 participants to run the workshop.

Request for Decision 

AGENDA ITEM #: 7.12
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3) Online:

You can learn at your own pace through two online course

options. Greg will available to answer questions via email in one of

the options. Cost is $250 per person with email access to

instructor, or $135 with no access to instructor.

PUBLIC ENGAGEMENT: 

n/a 

RECOMMENDATION: 

1. THAT Council decide to participate in the workshop; further choosing one of the three
methods of: 

1) Organize workshop in our community:

Cost is $4,000 for up to 10 participants, and $340 per additional participant (up

to a maximum of 20 people per workshop).

2) Attend event in Jasper, Alberta:

Attend the ARPA Conference and Energize Workshop on Thursday

October 25, 2018 at the Fairmont Jasper Park Lodge, Jasper,

Alberta. Cost is $339 per person. One-night hotel stay would be

required.

3) Online:

Learn at your own pace through two online course options.

Instructor will be available to answer questions via email in one of

the options. Cost is $250 per person with email access to

instructor, or $135 with no access to instructor.

OR 

2. THAT Council decline the invitation to participate in the workshop.

Respectfully Submitted: 

Lana Unger 
Legislative Coordinator 

This report has been prepared in consultation with the following listed departments: 

Department Signature 
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SEPTEMBER 4, 2018 REGULAR COUNCIL MEETING 

COALDALE PUBLIC LIBRARY BOARD 

PURPOSE: 

The following report is to request a motion from Council to support a grant application 
that the Coaldale Public Library is applying for through the Public Library Services Branch. 

BACKGROUND: 

At the Organizational Meeting on October 22, 2017, Councillor Simpson and Lethbridge 
County Councillor Tory Campbell were appointed to the Coaldale Public Library Board, as 
Board representatives for the Town of Coaldale, for their Council terms of 4 years, ending 
on October 25, 2021. 

OVERVIEW: 

The Libraries Act states that each municipality is entitled to appoint up to 2 Councillors 
from the municipality that established the Board and that no Council or Trustee member 
can be assigned a term more than 3 years. As both Councillor Simpson and Councillor 
Campbell were appointed by Coaldale Town Council for 4-year terms, an amending 
motion needs to be done to reflect that both representatives are appointed for 3-year 
terms or less. At the conclusion of 3-year terms on October 26, 2020, they can both be 
appointed for 1-year terms to conclude their Council terms. 

In discussion with Lethbridge County on this matter, they have shared that they are 
currently reviewing their Committee and Boards appointments for their Councillors and 
are respectfully requesting that Councillor Tory Campbell have an amending appointment 
to the Coaldale Library Board for the term ending October 18, 2018, and then to be 
reviewed at that time for future appointments and involvement. 

PUBLIC ENGAGEMENT: 

N/a 

RECOMMENDATION: 

1. THAT Council support and appoint Councillor Briane Simpson to the Coaldale Library
Board for a three (3) year term, concluding on October 26, 2020. 

AND 

Request for Decision 
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2. THAT Council support and appoint Lethbridge County Councillor Tory Campbell to the
Coaldale Library Board for the term ending October 18, 2018, and to be reviewed for 
future involvement by Lethbridge County at that time. 

Respectfully Submitted: 

Lana Unger 
Legislative Coordinator 

This report has been prepared in consultation with the following listed departments: 

Department Signature 

- Attachment: Roles & Responsibilities for Municipal Councils & Library Boards 
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Municipal Councils and Library 
Boards: Roles and Responsibilities 

.ca 
Page 1 of 7 

Public Library Service in Alberta: 

An Overview 

In Alberta, public library service is 

municipally based. A municipality may choose 

to provide public library service at a local level 

by having a library in the community, and/or 

having library service at a regional level by 

joining a library system. 

A municipality makes the decision to have 

public library service in their community via 

a local library. Council passes an establishment 

bylaw under the Libraries Act (Part 1, Section 3) 

to create a library board for the provision of 

public library service. Upon its creation, a library 

board is a governing board and is a corporation 

with full management and control of the public 

library (Part 1, Section 7).  

Municipalities may join a regional library 

system. A library system is made up of member 

municipalities working in partnership to provide 

regionally based centralized library service to 

enhance and support local library service. Being 

a part of a library system means municipalities 

and municipal libraries receive numerous 

benefits, such as: professional training for library 

staff, resource sharing, access to electronic 

resources and being part of the provincial Public 

Library Network.  

Legislation: The Libraries Act and 

the Libraries Regulation 

In Alberta, public library service is governed by 

the Libraries Act and Libraries Regulation.  

The Libraries Act sets the legal framework for 

public library service through the establishment 

of library boards, who manage library service on 

behalf of the municipality. 

The Libraries Regulation sets out sound 

management practices for library boards. 

The Municipal Government Act (MGA) and the 

Libraries Act are two distinct pieces of 

legislation. Neither is superior to the other 

because the MGA and the Libraries Act do two 

separate things: 

 The MGA is the law under which

municipalities in Alberta operate, govern and

are governed.

 The Libraries Act and Libraries Regulation

form the legal basis for public library service

in Alberta.

Did you know? 
The Libraries Act was one of the first 

pieces of legislation passed by the newly 
formed Alberta government in 1907. 
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Public library boards in Alberta are not 

subject to the MGA, e.g. library trustees are 

appointed by the terms outlined in the Libraries 

Act, not the MGA. There are only three 

references to public libraries in the MGA: 

 The first is section 648 (2.1) which includes

libraries as being eligible for off-site levies.

 The second is section 362(1)(j), which states

that municipalities cannot tax public library

boards.

 The third is section 271(2.1)(a) which states

that a municipality may use a community

services reserves for public libraries.

The Public Library Services Branch (PLSB) 

of Alberta Municipal Affairs is the provincial 

body that administers public library 

legislation and the provincial Public Library 

Network. PLSB staff are responsible for the 

administration of the Libraries Act and Libraries 

Regulation, delivering operating grants to 

municipal and system library boards, plus 

building and maintaining the provincial Public 

Library Network. PLSB staff members are 

available to consult with library boards, library 

staff and municipal councils. For more 

information about PLSB, visit 

www.albertalibraries.ca.   

The Public Library Network links public 

libraries at a provincial level and enables 

sharing. In Alberta, the Public Library Network 

links public libraries and enables sharing by two 

different means: a provincial policy framework 

and a technological infrastructure. The purpose 

of the Network is to support equitable and 

seamless access to library resources for 

Albertans, and does so through things such as 

SuperNet connectivity, resource sharing, and the 

centralized acquisition of electronic content.  

The Roles and Responsibilities of 

a Municipal Library Board 

The municipal library board is the legal entity 

that manages and controls the library. Its 

formation is defined by the Libraries Act – it is 

created via bylaw passed by municipal council.  

The library board is a governing board, not 

an advisory board – it has full management 

and control of the library. This is defined in 

legislation (Libraries Act, Section 7). Note that 

library boards are different from other non-profit 

boards formed under other legislation (e.g. the 

Societies Act or the Municipal Government Act). 

The library board is a corporate body, a legal 

entity able to sue or be sued, enter into contracts 

and employ staff. 

Upon establishment, the library board is a 

corporation administered under the Libraries 

Act with full management and control of library 

service in the municipality.  

The library board is a governing board. The 

library manager is employed by and reports to 

the board, and the board is accountable not only 

to council, but to all citizens of the municipality 

and to the provincial government. 

The library board passes safety and use bylaws 

and policies to enable the provision of public 

library service delivery. 

The library board determines library service 

priorities and creates a plan of service based on 

community needs assessments. 

PAGE 4 OF 9

http://www.albertalibraries.ca/


Municipal Councils and Library Boards: 
Roles and Responsibilities 

Page 3 of 7 

The library board is responsible for acquiring 

library funding, requesting the funds from council 

and applying for provincial grants.  

The library board keeps financial records and 

bank accounts, and prepares and manages the 

budget. The library board selects and hires a 

financial reviewer (who is not a library board 

member).  

The library board may operate one or more 

public library service points, or, with the 

permission of the minister, may enter into 

agreements with other boards to share the 

operation of one or more library service points 

(intermunicipal library boards). 

The library board is responsible for providing the 

space and staff required for public library service 

delivery. 

The 9 Roles and Responsibilities 

of Municipal Councils 

Unlike boards established under the Municipal 

Government Act, the Libraries Act sets out a 

specific relationship between council and the 

municipal library board and system library board. 

1. ESTABLISHMENT OF A MUNICIPAL

LIBRARY BOARD 

The decision of whether or not to have a public 

library in the community is made by the local 

municipal council. If council decides that it would 

be beneficial to have a public library, council 

must pass a bylaw under the Libraries Act 3(1) 

to establish a library board. Once established, 

the library board can only be dissolved by order 

of the Court of Queen’s Bench, or if the 

municipality itself dissolves.  

Upon establishment, the library board has 

full management and control of the public 

library and public library service in the 

community. It is a corporation under the 

Interpretation Act with all the rights and 

responsibilities that comes with that 

designation.  Library boards may operate one or 

more public library service points, or, with the 

permission of the minister, may enter into 

agreements with other boards to share the 

operation of one or more service 

points.  Municipalities may also enter into 

agreements with up to two additional 

municipalities to form an intermunicipal library 

board. Once formed, the intermunicipal library 

board is also a corporation with full management 

and control of public library service in the 

municipalities.   

The library board is a governing board.  Library 

staff report to the board, and the board is 

accountable not only to council but to all citizens 

of the municipality.  The board has decision 

making authority and through regional initiatives, 

generally participates in providing services 

beyond its local community. 

Section 3(4) of the Libraries Act states that, on 

being established, the municipal library 

board’s legal name is “The (name of 

municipality) Library Board”. This name 

should be used on all documents. Upon 

establishment, an intermunicipal library board is 

able to choose the legal name.  
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2. APPOINTMENTS TO A MUNICIPAL

LIBRARY BOARD 

Council appoints and unappoints municipal 

library board members (trustees) to municipal 

library boards under the terms set out in the 

Libraries Act (sections 4, 5, 12.3, and 31), and 

the Libraries Regulation (section 17.1). 

A municipal library board must have a minimum 

of 5 and a maximum of 10 board members. 

Intermunicipal library boards must have a 

minimum of 7 and a maximum of 10 board 

members. 

Upon appointment, a board member is a 

trustee, governing the delivery of public library 

service in the community, making decisions that 

are in the best interest of the public and 

providing quality municipal library service. 

Trustees are also subject to common law 

principles and must act accordingly.  

Council may appoint up to two board 

members who are also councillors on their 

council (i.e. councillors of the municipality that 

established the library board).  

 If a councillor is appointed to the library

board, they have the same role and

responsibilities as the other board members

and should not be referred to as a “Council

Rep” or something similar.

 Councillors from neighbouring municipalities

may be appointed to the library board and do

not count against the limit of two councillors

(i.e. councillors from municipalities that did

not establish the library board).

 Council may also choose to not appoint

councillors to the library board.

An employee of the library board cannot be 

appointed to the library board. 

Alternates are not allowed on a municipal 

library board. 

All appointments to the municipal library board 

shall be for a term of up to three years. 

A library board member is eligible to be 

reappointed for up to two additional 

consecutive terms. If council wishes to appoint 

a board member for more than three terms, at 

least 2/3 of the whole council must pass a 

resolution stating that the member may be 

reappointed as a member for more than 3 

consecutive terms. This must be done for each 

time the member is reappointed beyond three 

consecutive terms. 

A library board member is disqualified from 

remaining a member of a board if the person 

fails to attend, without being authorized by a 

resolution of the board to do so, three 

consecutive regular meetings of the board.  

The term of office of a board member continues 

until a new board member is appointed by 

council in that member’s place.  

The appointments of the members of the 

municipal board shall be made on the date fixed 

by council. Any vacancy arising from any cause 

must be filled by council as soon as reasonably 

possible for council to do so.  

Best practices for appointments 

 When appointing board members, make

sure the motion includes the length of term

(one, two, or three years).
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 Send the library board a list of appointments

including the length of terms.

 Send a letter to the appointee with their term

length and expiry date.

 Collaborate with the library board to develop

a recruitment strategy that meets the needs

of the council, the library board and the

community.

3. FUNDING MUNICIPAL LIBRARY SERVICE

The Libraries Act (section 8) states that 

municipal library boards must prepare and 

submit their budget, along with an estimate of 

the money required during the ensuing fiscal 

year to operate and manage the municipal 

library, to municipal council before December 

31.   

This estimate is known as local appropriation, 

and is money provided to the library board from 

local taxes to deliver local public library service. 

It is the responsibility of council to approve, in 

whole or in part, the estimate of local 

appropriation requested by the library board. 

Council does not approve the library board’s 

budget.  If council is unable or unwilling to 

provide the requested estimate in full, the library 

board must make adjustments to their budget to 

reflect their funding situation. 

4. PROVIDING FOR LIBRARY BUILDING AND

EQUIPMENT 

The Libraries Act (Section 10) states that library 

boards may request funding from council for 

acquiring property for a library building, or for 

erecting, repairing, furnishing and equipping a 

building to be used as a municipal library. The 

council may provide the funds, or a portion of the 

funds, as council considers expedient.   

These capital funds may be borrowed by council 

under the authority of a borrowing bylaw, as 

outlined in the terms of the Municipal 

Government Act (MGA).  

5. DETERMINING FINANCIAL REVIEW

Section 9(b) of the Libraries Act states that the 

municipal library board must have a person who 

is not a member of the library board, and whose 

qualifications are satisfactory to council, review 

the library board’s accounts each calendar year, 

and the financial report shall be in a form 

satisfactory to council. Upon completion, the 

library board must submit the financial report to 

council.  

Because local library service is a municipal 

service funded by tax dollars, it is up to council 

to decide the level of financial review (e.g. a full 

audit, a notice to reader, or an accountant 

review), and to accept (or deem satisfactory) the 

person the library board wishes to have review 

their accounts.  

If or when financial reviewers change, council 

must pass a motion accepting the new reviewer. 

6. RECEIVING LIBRARY BOARD BYLAWS

Council receives the library board’s bylaws for 

the safety and use of the library after they have 

been passed by the library board. Council may 

disallow a bylaw if they are not in keeping with 

comparable municipal bylaws. 
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7. RECEIVING LIBRARY BOARD REPORTS

Required management practices of boards 

under the Libraries Regulation state that library 

boards must have certain policies, including 

confidentiality of user records, finance, and 

personnel policies.  A municipal library board 

must also develop a Plan of Service based on a 

community needs assessment, and submit an 

annual report to the province. Council may 

receive these reports and policies, as well as 

meeting minutes, from the library board for 

information purposes.  

8. BEING A MEMBER IN A REGIONAL

LIBRARY SYSTEM 

Council has the authority to join a library system, 

become a party to a library system agreement at 

the regional level, and appoint a member to the 

library system board. (All municipalities, with the 

exception of Edmonton and Calgary, are eligible 

to join a library system.) 

Library system boards are also created under 

the Libraries Act. Library systems are 

established by the Minister of Alberta Municipal 

Affairs when municipalities in an area agree to 

jointly provide library system services.  

There are seven library system boards in the 

province.  

System boards are a corporation under the 

Interpretation Act with all the rights and 

responsibilities that comes with that 

designation.  

Library systems provide professional and 

technical support to public libraries within the 

system area so that even the smallest library 

has access to advice and assistance, along with 

the cost effectiveness and cooperation made 

possible by working through a larger unit. They 

also manage library resource development and 

sharing at the regional level. As well, library 

systems function as nodes within the provincial 

Public Library Network, connecting resources 

available provincewide to residents using 

municipal libraries in small rural communities. 

9. APPOINTMENTS TO LIBRARY SYSTEM

BOARDS 

Appointments to a library system board are 

different than appointments to a municipal library 

board. When appointing to a library system 

board, council must adhere to the following, as 

set out in the Libraries Regulation (Section 32): 

 A single term cannot exceed three years.

 Council shall not appoint a library system

board member to serve for more than 9

consecutive years without the approval of

2/3rds of all the members of that council.

 Any vacancy in the membership of a library

system board shall be filled by council as

soon as reasonably possible.

 Council may appoint an alternate to a library

system board if the library system board

member is unable to attend a library system

board meeting and has given notice to the

library system board that an alternate

member will attend. (This is not allowed for

municipal library boards).

 The alternate member shall not act in place

of the library system board member at more

than two consecutive meetings except by

resolution of the library system board.
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Structure of Public Library Service in Alberta 

Support and Resources 

If you have any questions please contact the Public Library Services Branch by phone at 780-427-4871 

(toll free by dialing 310-0000 first), or by email at libraries@gov.ab.ca. Information is also available on the 

PLSB website at www.albertalibraries.ca.  

Albertans 

Government of 

Alberta  

Municipal Affairs 

Public Library 

Services branch 

Library  

(service point) 

Library System 

Municipal Library 

Board 

Library System 

Board 

Libraries Act & 

Libraries Regulation 

Municipal Council 
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MONTHLY TOTAL 

VALUE

H
o

m
e

 O
cc

.

Si
gn

U
se

 C
h

an
ge

O
th

e
r MONTHLY 

TOTAL 

PERMITS

January 3 $534,000 3 $17,500 1 $210,000 1 1 $300,000 5 $1,500,000 0 $0 0 $2,561,500 2 1 1 1 18

February 0 $0 2 $65,000 2 $37,000 0 0 $0 0 $0 0 $0 0 $102,000 3 0 0 1 8

March 0 $0 5 $267,000 1 $200,000 0 0 $0 0 $0 1 $14,000,000 0 $14,467,000 1 1 0 0 9

April 2 $725,000 3 $34,000 0 $0 0 0 $0 1 $178,800 0 $0 0 $937,800 0 4 1 5 16

May 3 $899,000 12 $114,620 5 $895,000 0 0 $0 0 $0 0 $0 0 $1,908,620 3 6 1 2 32

June 1 $400,000 14 $160,588 0 $0 0 0 $0 1 $250,000 0 $0 0 $810,588 0 1 0 1 18

July 3 $1,126,450 5 $114,700 1 $171,000 0 0 $0 2 $705,000 1 $250,000 0 $2,367,150 1 6 0 1 20

August 0 $0 0 $0 0 $0 0 0 $0 0 $0 0 $0 0 $0 0 0 0 0 0

September 0 $0 0 $0 0 $0 0 0 $0 0 $0 0 $0 0 $0 0 0 0 0 0

October 0 $0 0 $0 0 $0 0 0 $0 0 $0 0 $0 0 $0 0 0 0 0 0

November 0 $0 0 $0 0 $0 0 0 $0 0 $0 0 $0 0 $0 0 0 0 0 0

December 0 $0 0 $0 0 $0 0 0 $0 0 $0 0 $0 0 $0 0 0 0 0 0
TOTAL 12 $3,684,450 44 $773,408 10 $1,513,000 1 1 $300,000 9 $2,633,800 2 $14,250,000 0 $23,154,658 10 19 3 11 121

January 9
February 8
March 5
April 13
May 12
June 8
July 7
August
September
October
November
December
TOTAL

3

Other Areas (In-fill) 1

Station Grounds 1

1
The Seasons - Phase IB
The Seasons - Phase I

2

0

TOTAL APPLICATIONS FOR SUBDIVISION

NEW HOUSING STARTS BY SUBDIVISION

NEW HOME VALUE

RESIDENTIAL 

ADDITION OR 

RENOVATION 

VALUE

MOBILE HOME 

VALUE
INDUSTRIAL VALUE

MULTI-FAMILY UNITS 

VALUE

COMPLIANCE LETTERS

$0

$0

$0

$0

$0

$0

$0

$0

Cottonwood Estates - Phase I, Stage VI and VII

DEVELOPMENT PERMITS

COMMERCIAL 

VALUE
INSTITUTIONAL VALUE

Cottonwood Estates – Phase I, Stage I
Cottonwood Estates – Phase I, Stage II

TOTAL VALUE ALL DEVELOPMENT PERMITS

YEAR TO DATE

TOTAL NEW DWELLINGS / DWELLING UNITS

$23,154,658

Waterfront Harbour - Phase I
Parkside Acres – Phase V
Parkside Acres – Phase IV

Cottonwood Estates - Phase I, Stage V
Cottonwood Estates – Phase I, Stage IV

Cottonwood Estates - Phase I, Stage VIII 1

TOTAL NUMBER OF RE-ZONING APPLICATIONS

24
Cottonwood Estates - Phase I, Stage VIIII & X 3

South Coaldale Country Residential 

6Westgate Landing

$0

$0

$0

$0
$0

2018 Development Summary

JULY

AGENDA ITEM #: 8.1

PAGE 1 OF 1



MONTH
MONTHLY TOTAL 

VALUE
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TOTAL 

PERMITS

January 3 $534,000 3 $17,500 1 $210,000 1 1 $300,000 5 $1,500,000 0 $0 0 $2,561,500 2 1 1 1 18

February 0 $0 2 $65,000 2 $37,000 0 0 $0 0 $0 0 $0 0 $102,000 3 0 0 1 8

March 0 $0 5 $267,000 1 $200,000 0 0 $0 0 $0 1 $14,000,000 0 $14,467,000 1 1 0 0 9

April 2 $725,000 3 $34,000 0 $0 0 0 $0 1 $178,800 0 $0 0 $937,800 0 4 1 5 16

May 3 $899,000 12 $114,620 5 $895,000 0 0 $0 0 $0 0 $0 0 $1,908,620 3 6 1 2 32

June 1 $400,000 14 $160,588 0 $0 0 0 $0 1 $250,000 0 $0 0 $810,588 0 1 0 1 18

July 3 $1,126,450 5 $114,700 1 $171,000 0 0 $0 2 $705,000 1 $250,000 0 $2,367,150 1 6 0 1 20

August 2 $455,000 4 $31,000 2 $450,000 0 0 $0 0 $0 1 $3,200,000 0 $4,136,000 2 5 0 4 20

September 0 $0 0 $0 0 $0 0 0 $0 0 $0 0 $0 0 $0 0 0 0 0 0

October 0 $0 0 $0 0 $0 0 0 $0 0 $0 0 $0 0 $0 0 0 0 0 0

November 0 $0 0 $0 0 $0 0 0 $0 0 $0 0 $0 0 $0 0 0 0 0 0

December 0 $0 0 $0 0 $0 0 0 $0 0 $0 0 $0 0 $0 0 0 0 0 0
TOTAL 14 $4,139,450 48 $804,408 12 $1,963,000 1 1 $300,000 9 $2,633,800 3 $17,450,000 0 $27,290,658 12 24 3 15 141

January 9
February 8
March 5
April 13
May 12
June 8
July 7
August 7
September
October
November
December
TOTAL

$0

$0

$0

$0
$0

7Westgate Landing

TOTAL NEW DWELLINGS / DWELLING UNITS

$27,290,658

Waterfront Harbour - Phase I
Parkside Acres – Phase V
Parkside Acres – Phase IV

Cottonwood Estates - Phase I, Stage V
Cottonwood Estates – Phase I, Stage IV

Cottonwood Estates - Phase I, Stage VIII 1

TOTAL NUMBER OF RE-ZONING APPLICATIONS

28
Cottonwood Estates - Phase I, Stage VIIII & X 3

South Coaldale Country Residential 

Cottonwood Estates - Phase I, Stage VI and VII

DEVELOPMENT PERMITS

COMMERCIAL 

VALUE
INSTITUTIONAL VALUE

Cottonwood Estates – Phase I, Stage I
Cottonwood Estates – Phase I, Stage II

TOTAL VALUE ALL DEVELOPMENT PERMITS

YEAR TO DATENEW HOUSING STARTS BY SUBDIVISION

NEW HOME VALUE

RESIDENTIAL 

ADDITION OR 

RENOVATION 

VALUE

MOBILE HOME 

VALUE
INDUSTRIAL VALUE

MULTI-FAMILY UNITS 

VALUE

COMPLIANCE LETTERS

$0

$0

$0

$0

$0

$0

$0

$0

2

0

TOTAL APPLICATIONS FOR SUBDIVISION

3

Other Areas (In-fill) 2

Station Grounds 1

1
The Seasons - Phase IB
The Seasons - Phase I

2018 Development Summary

AUGUST
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The annual Minister’s Awards for Municipal Excellence is to 
celebrate local projects that make life better for Albertans. 

Winners for 2018 are: Calgary, Drumheller, Coaldale, Lethbridge and Smoky Lake. 

The annual awards are presented to municipalities in the categories of partnership, innovation, 
safe communities, and for larger and smaller municipalities. They are a way for municipalities to 
share best practices so they can learn from each other and improve services they provide to 
Albertans.    

“One of my favourite things is getting to hear about the great things happening in Alberta’s 
municipalities. With these awards, we get to share those great stories with the rest of the 
province and recognize the hard work, dedication and out-of-the-box thinking demonstrated by 
these communities. This is a true celebration of local government.” 

Shaye Anderson, Minister of Municipal Affairs 

Town of Coaldale (Safe Communities award) 

The Town of Coaldale established an effective, well-rounded and collaborative emergency 
management training program that has improved the level of emergency preparedness and 
public safety. In 2017 the town implemented training initiatives that increased the level of 
confidence, skills and knowledge of its emergency management agency and town staff to 
prepare for, respond to and recover from emergencies and disasters. This has added greatly to 
public safety in Coaldale. 
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Town of Coaldale 

Policy#C-018-0718 
Street Naming Policy 

July 9, 2018 

POLICY NUMBER:  C-018-0718 
POLICY SUBJECT: STREET NAMING POLICY 
DEPARTMENT: COUNCIL 
INITIAL EFFECTIVE DATE: July 9, 2018 
EFFECTIVE DATE:  July 9, 2018 
REVISION DATE (s): N/A 
REVISION NUMBER: N/A 
__________________________________________________________________ 

POLICY STATEMENT: 
Street names are critical for municipal addressing and emergency response purposes. This 
Policy establishes criteria to name or rename a street or assign a ceremonial name to a Street. 

ISSUE BACKGROUND: 
Street naming, the process to legally name a municipal address, is an important municipal 
function that enables people to locate properties quickly and effectively.  Street naming should 
be simple, easy for the public to understand and enable the effective management of municipal 
street networks and the delivery of municipal services, including emergency response.  

Ceremonial street naming involves assigning a secondary name to a street usually to honour an 
individual, event or organization. A ceremonial street name does not replace the legal street 
name and is symbolic. 

CRITERIA FOR NAMING OR RENAMING A STREET OR ASSIGNING A CERAMONIAL 
NAME TO A STREET: 

a. The Town will consider proposals for street naming but is under no obligation to accept

a proposal to name, or rename a street, or assign a ceremonial name to a Street.

b. Street names, including ceremonial Street names should portray a strong positive image

and have historical, cultural or social significance or contributions to the community, the

Town, the Province of Alberta or Canada.

c. Street names shall not impair the ability of First Responders to respond to emergencies

or impair the Town’s ability to deliver services.

d. Streets that have been named, renamed, or assigned a ceremonial name within the

previous ten years will not be renamed.

e. Suffixes for Street names are assigned by Infrastructure Services to ensure the

appropriate suffix is used to describe the type, function, length and configuration of the

Street.

f. All Town costs involved in renaming a Street shall be the responsibility of the individual

requesting a street name or renaming or ceremonial name.

g. Street names, including ceremonial names, shall not:

AGENDA ITEM #: 11.2
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i. Result in, or be perceived to confer, any competitive advantage, benefit or

preferential treatment or advertisement to the named party, or a development,

product, service or a particular business;

ii. Be or be perceived to be discriminatory or derogatory of race, colour, ethnic

origin, gender identity or expression, sex, sexual orientation, creed, political

affiliation, disability or other social factors;

iii. Result in inappropriate abbreviations or acronyms;

iv. Duplicate or be similar sounding to an existing Street name;

v. Place the Town in conflict with any agreements established in the acquisition or

management of the street; and

vi. Make a direct or indirect reference to recent events or recently deceased

individuals, except where the event or the individual had a legacy or significant

contribution to the Town of Coaldale. Names of recent events or recently

deceased individual may be considered after two years.

h. Street signs must comply with the Town’s corporate identity and the physical location of

the sign shall be determined by the Town.

i. Naming or renaming a Street, or assigning a ceremonial name to a Street, on behalf of

an individual, event, or an organization requires the written consent of the named party

or the named party's representative.

i. In circumstances where consent has not been received, despite reasonable

efforts, the Town, in absence of any refusal to provide consent or legal concerns,

may approve the name if the applicant is able to demonstrate efforts to obtain

consent to the satisfaction of the

NAMING AN UNNAMED TOWN STREET: 
A proposal to name an unnamed Street is to be made by written request through Infrastructure 
Services and at minimum is to include:  

a. The proposed name;

b. Rationale for naming the Street;

c. Documented support from property owners/ residents who directly abut the unnamed

street or local community members and/or organizations, and

d. A map or an illustration, including major intersections of the unnamed street.

If the proposed name complies with this Policy, the Town shall give public notice on its 
intention to name the street including the proposed name in compliance with its Public 
Participation Policy. 

If the proposed name does not comply with this Policy, the Division Head of Infrastructure 
Services will report to Council; 
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RENAMING TOWN STREETS: 
A proposal to rename a Street is to be made by written request through Infrastructure Services 
and at minimum is to include:  

a. Rationale for changing the name and significance of the proposed name;

b. Relevance of the proposed name to the Street;

c. Documented support, including but not limited to petitions and support letters, from at

least 75 percent of property owners that abut the street; and

d. A map or an illustration, including major intersections of the street to be renamed.

If the proposed name complies with this Policy, the Town will provide public notice on its 
intention to rename an existing street and the proposed name in compliance with the Town’s 
Public Participation Policy. 

If the proposed name does not comply with the Policy, the Division Head of Infrastructure 
Services will report to Town Council.  

ASSIGNING A CEREMONIAL NAME TO A TOWN STREET: 
Assigning a ceremonial name to a street is symbolic and should be reserved for honouring 
individuals, events or organizations that have made a significant positive contribution to their 
local community, the Town of Coaldale, Alberta or Canada. Assigning a ceremonial name to a 
street needs to consider the impact of multiple signs on the street, the broader street network, 
and the public realm, to ensure that signage is not confusing to the public.   

A proposal to assign a ceremonial name to a Street is to be made by written request and at 
minimum is to include:  

i. The Street proposed for the ceremonial name;

ii. Rationale and significance of the proposed name;

iii. Relevance of the proposed name to the Street, community and Town;

iv. Documented support from the local community, including but not limited to petitions

and support letters; and

v. A map or an illustration, including major intersections of the Street.

The proposed name will be considered by Town Council in accordance with the criteria set out 
in this Policy.  If the proposed name complies with this Policy, the Town will provide public 
notice on its intention to assign a ceremonial name and the proposed name in compliance with 
the Town’s Public Participation Policy. 

In circumstances, where a specific Street or location is not identified, Infrastructure Services will 
provide Street location options in a report to Council. 

PAGE 3 OF 3
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BYLAW 741-R-06-18 
TOWN OF COALDALE 

PROVINCE OF ALBERTA 

BEING A BYLAW OF THE TOWN OF COALDALE IN THE PROVINCE OF 
ALBERTA, TO AMEND BYLAW #725-R-03-17, 

RESPECTING COMMUNITY STANDARDS. 

WHEREAS, Section 7, Part 2, Division 1 of the Municipal Government Act, Revised 
Statutes of Alberta 2000 Chapter M-26 and amendments thereto, authorizes a council to 
pass bylaws for municipal purposes respecting the safety, health and welfare of people 
and the protection of people and property; 

AND WHEREAS, Section 7, Part 2, Division 1 of the Municipal Government Act, Revised 
Statutes of Alberta 2000 Chapter M-26 an/d amendments thereto, authorizes a council 
to pass bylaws for municipal purposes respecting nuisances, including unsightly 
premises or property; 

AND WHEREAS, pursuant to Sections 542, 543, 545, 546 (0.1), 546.1, 547, 549, and 
550 of Municipal Government Act, Revised Statutes of Alberta 2000 Chapter M-26 and 
amendments thereto, Council believes the regulation through a Community Standards 
Bylaw would benefit the community as a whole; 

AND WHEREAS, it is desirable for regulations affecting community standards of property 
within Coaldale to be located, as much as possible, in one bylaw; 

NOW THEREFORE, the Municipal Council of the Town of Coaldale, Alberta duly 
assembled, hereby enacts as follows: 

TITLE: This bylaw may be cited as the "Community Standards Bylaw". 

PART I - INTERPRETATION 

Definitions: 

a) “BUILDING” means any structure used or intended for supporting or sheltering
any use or occupancy and includes a structure and any part of a building or
structure placed in, on or over land whether or not it is so affixed to become
transferred without special mention by a transfer or sale of the land;

b) “BUILDING MATERIAL” means any construction material which may result
from the construction, renovation, or demolition or any structure and includes,
but is not limited to, wood, gypsum, vinyl siding, metal, bricking, packaging
material and containers of construction material, gravel, concrete and asphalt
and any earth, rocks and vegetation displaced during such construction,
renovation or demolition of any structure;

c) “CHARITY COLLECTION SITE” means an area accessible to the public,
which is marked by signs identifying the name of the charity and identifying the

AGENDA ITEM #: 11.3
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area for the collection of donated goods, and which contains a receptacle or bin 
for the collection of donated goods; 

 
d) “CHIEF ADMINISTRATIVE OFFICER (CAO)” means the Chief Administrative 

Officer of the Town of Coaldale, or the Director(s) or Department(s) designated 
by the Chief Administrative Officer; 

 
e) “CHILD” means a person who is under sixteen (16) years of age; 

 
f) “COMMUNITY SPECIAL EVENT” means any event that is operated, 

coordinated, or sanctioned by the Town of Coaldale or by resolution of Council 
and is meant for the unhindered enjoyment and benefit of all residents (e.g. 
Settler Days, festivals, parades, special events, sporting events 

 
g) “COMMERCIAL VEHICLE” - means a vehicle operated on a highway by or on 

behalf of a person for the purpose of providing transportation but does not 
include a private passenger vehicle; 

 
h) “CONSTRUCTION EQUIPMENT” means and includes but is not limited to a 

riveting machine, concrete mixer, gravel crusher, steam shovel, dragline, 
backhoe, air or steam compressor, jack-hammer, pneumatic drill, truck, dump 
truck, vac truck, tractor, other than a tractor used in agriculture, bulldozer, front- 
end loader, bob-cat, scraper, motor grader, or any other tool, device or machine 
if of a noisy nature; 

 
i) “CONSTRUCTION NOISE” means noise caused by construction equipment; 

 
j) “COUNCIL” means the duly elected Municipal Council of the Town of 

Coaldale; 
 

k) “DEBRIS” means building material or refuse arising from building construction 
or development; 

 
l) “FENCE” means a vertical barrier which is used to prevent or restrict passage, 

to provide visual screening, sound attenuation, protection from dust or other 
elements, or to mark a boundary; 

 
m) “FIREARM” includes a gun, an air-gun, a spring-gun, a pellet gun, a paint ball 

gun, a crossbow, a long-bow or any class or type thereof; 
 

n) “FIREWORKS” means fireworks, fireballs, squibs, crackers, pyrotechnic 
devices or any other noisy, offensive or dangerous substances or articles; 

 
o) “GOOD REPAIR” means maintaining the condition of an object or Structure 

such that it does not become untidy, unsightly or dangerous and such that the 
object or Structure can continue to be used in the means that it was originally 
intended; 
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p) “GRAFFITI” means words, figures, letters, drawings, initials, symbols, marks 
or slogans scribbled, scratched or sprayed on a surface of a premise or 
property; 

 
q) “GUARDIAN” means a parent, legal guardian, or foster parent; a temporary 

guardian means an adult person who has been given prior permission by a 
guardian to look after a child for a specified time period and; a proper adult 
guardianship means under the care and control of, and accompanied by a 
guardian or temporary guardian; 

 
r) “HIGHWAY” means the same as in the Traffic Safety Act, Revised Statutes of 

Alberta 2000 Chapter T-6 and amendments thereto; 

 
s) “JUNKED VEHICLE” means any vehicle that is not located in an enclosed 

structure such that the vehicle, or any portion thereof, would be visible from a 
highway or another premises or property and: 

 
1. the whole of any part of any vehicle which are not currently registered or 

licensed in accordance with Alberta Motor Vehicle Registries for the 
current year; 

 
2. are inoperative or incapable of movement under its own power by reason 

of disrepair, removed parts or missing equipment; or 
 

3. does not form part of the business enterprise with a valid business license 
lawfully being operated on that premises or property; 

 
t) “LANE” means a public thoroughfare, which provides a secondary means of 

access to a lot or lots; 
 

u) “LAND USE BYLAW” means the Town of Coaldale Land Use Bylaw, and 
amendments thereto; 

 
v) “LEGITIMATE REASON” includes only the following in relation to the curfew 

provisions: 
 

1. travelling directly to and from a place of employment whether paid or 
volunteer work; 
 

2. working at a job whether paid or volunteer that requires the child to be in a 
public place; or 
 

3. travelling directly between home from an organized sporting or other 
event which has been supervised by proper adult guardianship; 

 

w) “MINOR” means an individual who has yet to reach the age of majority, as 
described by the Age of Majority Act, Revised Statutes of Alberta 2000 Chapter 
A-6 and amendments thereto; 
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x) “MOTOR VEHICLE (MV)” means the same as in the Traffic Safety Act, 
Revised Statutes of Alberta 2000 Chapter T-6 and amendments thereto; 

 
y) “MEDICAL OFFICER OF HEALTH” means the individual that holds that 

position for the Health Region at any given time and includes any person 
authorized to act for and in the name of that individual; 

 
z) “MUNICIPAL GOVERNMENT ACT {MGA)” means the Municipal Government 

Act, Revised Statutes of Alberta 2000 Chapter M-26 and amendments thereto; 

 
aa) “NUISANCE” means any activity or thing which arises from unreasonable, 

unwarranted or unlawful use by any person on a premises or property so as to 
produce a material annoyance, inconvenience or discomfort to the public or 
create annoyance or inconvenience to people living, working or  pursuing 
activities in the vicinity of the premises or property; and, anything by act or 
omission that causes or permits a condition to exist which injures or endangers 
the public health, safety or welfare, or may reasonably be anticipated to be 
likely to injure or endanger public health, safety or welfare; 

 
bb) “NOISE” means any sound having regard for all circumstances, including the 

time of day and the nature of the activity generating the sound, likely to 
unreasonably annoy or disturb persons or to injure, endanger or detract from 
the comfort, repose, health, peace and safety of persons within the boundary 
of the Town of Coaldale; 

 
cc) “OCCUPANT” means residing on or to be in apparent possession or control of 

premises or property or; property pursuant to a written or verbal rental or lease 
agreement, license or permit; 

 
dd) “ORDER TO REMEDY” means written notice issued pursuant to this Bylaw to 

remedy a condition that is not in compliance with any provision of this Bylaw or 
any applicable Bylaw within The Town of Coaldale including the Land Use 
Bylaw or an order written pursuant to Section 545 of the Municipal Government 
Act, Revised Statutes of Alberta 2000 Chapter M- 26 and amendments thereto; 

 
ee) “OWNER” means a person: 

 
1. who is registered under the Land Titles Act, Revised Statues of Alberta 2000 

Chapter L-4 and amendments thereto as the owner of a parcel of land; 
 
2. who is recorded as the owner of a premises or property on the tax 

assessment roll of the Municipality of Town of Coaldale; 
 

3. who has purchased or otherwise acquired a parcel of land, whether he or 
she has purchased or otherwise acquired the land directly from the owner 
or from another purchaser, and has not yet become the registered owner 
thereof; 
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4. holding himself or herself out as the person having the powers and 
authority of ownership of a premises or property or who for the time being 
exercises the powers and authority of ownership; 
 

5. in possession or control of a premises or property under construction; 
 

ff) “PANHANDLING” means to ask for a gratuitous donation of money, food, or 
goods of any kind, whether by spoken or printed work, or bodily gesture, but 
does not include the solicitation of charitable donations allowed or authorized 
pursuant to the Charitable Fundraising Act, Revised Statutes of Alberta 2000 
Chapter C-9. And amendments thereto or any other legislation permitting the 
solicitation of charitable donations; 

 
gg) “PARK” means any development specifically designed or reserved for the 

general public for active or passive recreational use. It includes all natural and 
man-made landscaping, facilities, building, playing fields, and other structures 
consistent with the general purposes or purposes of public parkland, whether 
or not such recreational facilities are publicly operated or operated by other 
entities pursuant to arrangements with the public authority owning the park; Any 
land acquired by Coaldale as a municipal reserve and/or school reserve, public 
utility lots, or environmental reserve as defined in the Land Use Bylaw; Any land 
designated by Council as a park or recreational area for the purposes of this 
Bylaw; Any land developed or designated by the Town of Coaldale as a trail 
system including pathways other than sidewalks; 

 
hh) “PEACE OFFICER” has the same meaning as in the Provincial Offences 

Procedure Act, Revised Statutes of Alberta 2000 Chapter P-34 and 
amendments thereto. This includes a Town of Coaldale Community Peace 
Officer, as well as Bylaw Officer duly appointed by the Town of Coaldale 
Council; 

 
ii) “PERSON” means any individual, firm, partnership, association, corporation, 

trustee, executor, administrator, or other legal representative; 
 

jj) “PREMISES” means any external surfaces of all structures and the whole or 
part of any parcel of real property, including property immediately adjacent to 
any structure and includes all forms of vegetation and including any property or 
structures owned or leased by the Municipality, including up to the center of 
lanes or alleys at the rear or side of the premises; 

 
kk) “PROPERTY” means: 

 

1. in the case of land, a parcel of land including any structures; or, 
 

2. in other cases, personal property; 
 

ll)  “PUBLIC PLACE” means any premises or property, whether publicly or 
privately owned, to which members of the public have access as a right or by 
express or implied invitation, whether on payment of any fee or not and shall 
also mean: 
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1. a highway, road, street, sidewalk, lane, other thoroughfare or a parking lot; 
 

2. a place or building to which the public has or is permitted to have access 
(i.e.: coffee shops, restaurants, shopping malls, retail stores, movie 
theatres); 
 

3. a park or playground or any other place of public resort of amusement; 

 
mm) “REAR-YARD TO REAR-YARD FENCE” means a uniform fence erected by a 

developer intended to enclose an entire development or subdivision area, 
excluding sound Fences 

 
nn) “RECREATIONAL VEHICLE” means a vehicle or trailer that provides 

temporary accommodation for recreation or travel purposes and includes any 
motor home, travel trailer, fifth wheel trailer, tent trailer, any camper van, bus or 
truck converted for use as a recreation vehicle, campers mounted on a truck or 
any similar vehicle, but does not include small utility trailers, off-road vehicles 
or watercraft and trailers to transport them, unless they are being used as a 
dwelling unit, in which case they will be considered recreational vehicles for the 
purposes of this bylaw; 

 
oo) “REFUSE” means articles including, but not limited to, loose scrap or litter 

including cigarettes or cigarette "butts/ends", solid waste such as rubber, metal, 
glass, plastic, paper, cardboard, fabric, food, garbage bags, grass cuttings, 
shrubbery and tree pruning, weeds, garden waste, the whole or part of an 
animal carcass, animal or human feces, sewage, manure, dirt, soil, ash, gravel, 
rocks, or any other such waste of a decomposing or non-decomposing matter 
which may or may not harbor vermin or pests therein; petroleum products, 
hazardous materials, disassembled equipment and machinery, discarded 
household chattels or goods; and/or equipment or machinery which has been 
rendered inoperative by reason of disassembly, age or mechanical condition, 
including household appliances; 

 
pp) “SIDEWALK” means that part of a highway especially adapted to the use of or 

ordinarily used by pedestrians, and includes that part of a highway between the 
curb line, or where there is no curb line, the edge of the roadway and the 
adjacent property line, whether or not it is paved; 

 
qq) “SPECIAL PERMIT” means a written permit issued by the CAO (as defined) 

pursuant to this Bylaw and is designed to be temporary in nature; 
 

rr) “STRUCTURE” includes any Building, utility box, retaining wall, scaffolding, 
Receptacle, mobile home, shed or portable shack; 

 
ss) “STRUCTURAL MEMBER” means a support that is a constituent part of any 

Structure or Building; 
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tt) “UNTIDY AND UNSIGHTLY PREMISES OR PROPERTY” means any 
Premises or Property or part of it which is characterized by visual evidence of 
a lack of general maintenance and upkeep or the excessive accumulation on 
the premises or property of: 

 
1. garbage, animal or human excrement, sewage, weeds, tree pruning or 

dead grass, the whole or a part of an animal carcass, dirt, soil, gravel, 
rocks, petroleum products, hazardous materials, disassembled equipment 
or machinery, broken household chattels or goods, or 
 

2. the whole or any part of any vehicle or vehicles which are not registered 
with a Motor Vehicle Registry for the current year and which are inoperative 
by reason of disrepair, removed parts or missing equipment, or 
 

3. equipment or machinery which has been rendered inoperative by reason 
of disassembly, age or mechanical condition, including household 
appliances, or 
 

4. animal material, ashes, building material, refuse or debris as defined in this 
bylaw, or 
 

5. any other form of scrap, litter, trash or waste of any kind; 
 

uu) “VEHICLE” means the same as in the Traffic Safety Act, Revised Statues of 
Alberta 2000 Chapter T-6 and amendments thereto; 

 
vv) “VIOLATION TICKET” means the same as in the Provincial Offences 

Procedure Act, Revised Statutes of Alberta 2000 Chapter P-34 and 
amendments thereto; 

 
ww) “WEEDS” means the definitions found in the Weed Control Act, Statutes of 

Alberta 2011 Chapter W-5.1 and amendments thereto; 
 
For the purposes of this Bylaw, all terms referred to and not defined in this Bylaw are as 
defined in the Land Use Bylaw and amendments thereto. 

 
 

PART II - PROPERTY MAINTENANCE 
 

201. Untidy and Unsightly Premises or Property 
 

1. No owner of a Premises or Property shall cause, allow or permit the Premises 
or Property to become or continue to be an Untidy and Unsightly Premises 
or Property as defined by this bylaw. 
 

2. Whether or not a particular Premises or Property is “characterized by visual 
evidence of a lack of general maintenance” or as a result of the “excessive 
accumulation” of the materials listed in Part 1 (SS) of this bylaw are questions 
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of fact to be determined by a court hearing a prosecution pursuant to the 
provisions of this bylaw. 
 

3. When making the determination during a trial as to whether a particular 
premises or property constitutes an “Untidy and Unsightly Premises or 
Property” the Court’s considerations shall include any admissible evidence 
as to: 

 
a) The general condition and state of tidiness of the neighboring or 

surrounding premises or properties; and 
 

b) The location and permitted use of the Premises or property and whether 
or not the premises or property is located within a Residential 
Development; and 

 
c) The period of time the premises or property has been in the state 

complained of; and 
 

d) Whether or not the premises or property is undergoing construction 
or renovation, and the period of time that such activity has been 
ongoing; and 

 
e) Any other circumstances of factors relating to the premises or property 

which the court deems are relevant to the said determination. 
 
202. Appliances, Refrigerators and Freezers 

 
1. No owner or occupant of a premises shall allow a refrigerator or freezer 

to remain on the exterior of the premises without first ensuring that the 
hinges and latches, or lid or doors of the unit have been removed unless 
authorized by the Town; 
 

2. Without limiting the generality of Section 202(1), measures considered to 
be effective may include: complete removal of the door of the appliance; 
the removal of the door handle mechanism if this prevents opening and 
closing of the door; the removal of the door hinges; locking the appliance; or 
otherwise wrapping or containing the appliance so that the interior is 
inaccessible. 

 

203. Boulevards 
 

1. An owner or occupant of a premises shall maintain any boulevard adjacent 
to the premises or property by: 

 
a) keeping any grass on the boulevard cut to a length of no more than 15 

cm; 
 

b) removing any accumulation of fallen leaves or other refuse or debris; 
and 
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2. Subject to obtaining written permission from the Municipality, any owner who 
chooses to utilize any landscaping material other than natural grass (e.g. 
crushed rock, mulch, artificial turf, hard- surfacing, plantings, etc.) in 
the boulevard or any other publicly owned premises or property adjacent 
to their premises or property assumes responsibility for all maintenance 
of such landscaping material and the repair of damage to such landscaping 
material, regardless of cause. 
 

3. Notwithstanding the above, if the Municipality is responsible for the damage 
due to the repair of public utilities, the Municipality will only cover the cost 
to repair the damage with natural grass. 

 
204. Commercial Vehicle 

 
1. No owner or occupant of a premises shall keep in any part of any yard within 

any residential premises or property any vehicle that is registered for 
commercial use, loaded or unloaded, of a gross vehicle weight in excess 
of 5,000 kg. for longer than is reasonably necessary to actively load or 
unload the vehicle. 
 

2. Commercial vehicles with a town approved trucking permit are exempt from 
this bylaw provided they are following the conditions of the permit as per 
the Traffic Control Bylaw 570-R-11-06. 

 
205. Construction of Premises or Property 

 
1. An owner or occupant of a premises or property under construction shall 

ensure that building materials or debris on the premises or property are 
removed or contained and secured in such a manner that prevents such 
building material or debris from being blown off or scattered from the 
premises or property; 
 

2. No person shall keep or permit in any part of a premises or property, 
an excavation or debris during construction or renovation unless said 
excavation is properly secured or debris is stored in a container and 
removed within a reasonable period of time of being filled or required to 
complete the stage of renovation or construction, unless said excavation 
or debris is allowed pursuant to the Land Use Bylaw; 
 

3. Upon such container being filled, it must be completely secured in such 
a manner so that no portion of the load can escape, blow, drop, spill, or fall 
onto a highway or premises or property adjacent thereto. It must then be 
transported to an appropriate location designated for the disposal of such 
building materials or debris; or, 
 

4. An owner or a premises or property under construction or renovation shall 
not pile or store any building materials or debris related to the 
construction or renovation on the street, sidewalk or any premises or 
property owned by the Municipality or other landowners without written 
permission from the municipality to do so. 
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206. Control of Weeds and Unmaintained Vegetation on Premises or Property 
 

1. An owner or occupant of a premises shall, with the exception of farmland 
or natural grasslands or natural municipal sanctioned grasslands or 
garden projects: 

 
a) cut, mow, or carry out measures designed to inhibit propagation of 

nuisance or noxious weeds on the premises or property that is infested 
with weeds; 
 

b) cut, mow or carry out measures designed to inhibit propagation of 
uncontrolled grass or other vegetation on the premises from May 1st 
through to October 31st to ensure it does not exceed 15 cm in height; 
 

c) prune any and all trees or shrubs that interfere with any public utility 
or public works, traffic control devices or curb sight lines, that are/or 
could be a public safety hazard, including lines, poles, conduits, pipes, 
sewer or other works of the Town of Coaldale or utility company on 
their premise or property; 

 
d) No owner or occupant of private property shall allow any vegetation 

overhanging a sidewalk, boulevard, roadway or alley, or to reach a 
height no less than three (3) meters above the sidewalk, boulevard, 
roadway or alley. 

 
e) destroy the restricted weed if specified by a Peace Officer or Weed 

Inspector pursuant to the Weed Control Act, Statutes of Alberta 2008 
Chapter W-5.1 and amendments thereto; or, 
 

f) carry out other measures as prescribed by a Peace Officer or Weed 
Inspector pursuant to the Weed Control Act, Statutes of Alberta 2008 
Chapter W-5.1 and amendments thereto. 

 
g) Clear vision triangle for corner lots (all uses) – on a corner lot nothing 

shall be erected, placed, planted or allowed to grow in such a manner 
as to materially impede vision between a height of 0.9 m and 3.0 m 
above the centre line grades of the intersecting streets in the area 
bounded by the property lines of such corner lots and line joining 
points along the said property lines 7.6 m from the point of 
intersections. This restriction may apply in the commercial district at 
the discretion of the Designated Officer or Development Authority. 

Section 206 (1) 

(d) is amended 

as per Bylaw 

#741-R-06-18. 

Section 206 (1) 

(g) is amended as 

per Bylaw #741- 

R-06-18. 
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207. Graffiti, Flyers and Refuse 
 

1. An owner or occupant of a premises or property shall ensure that loose refuse 
or debris are collected and contained on the premises or property so that they 
do not escape onto adjacent or other neighboring properties; 
 

2. An owner or occupant of a premises or property is responsible for papers 
and flyers on their premises or property regardless of whether they 
solicited for the delivery of these papers or flyers; 
 

3. No person shall deposit commercial flyers on a premise or property where 
sign(s) or notice(s) have been posted and are clearly visible at the entrance 
to a dwelling unit indicating that such material is not wanted; 
 

4. No person shall create or apply graffiti and every owner or occupant of 
a premises or Property shall ensure that any graffiti placed on their premises 
or property is removed, painted over, or otherwise permanently blocked 
from public view; 
 

5. Notwithstanding Section 207(4), street painting, graphic art, street art, 
murals and other similar art work on buildings, specified areas and on 
sidewalks may be allowed where sanctioned and authorized by the 
Municipality in accordance with any applicable bylaws of the Municipality 
including any relevant provisions of the Land Use Bylaw; or, made with 
the consent of the owner of the Premises or Property, the onus of proving 
the owner's consent rests with the person relying on consent. 

 

208. Motor Vehicles 
 

1. No person may conduct any repair work on a Motor Vehicle, including 
mechanical repairs, auto body work, frame repair, collision repair, auto 
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painting or modifications to the body or rebuilding of a Motor Vehicle, on 
any premises in a residential district unless: 

 
a) the activity does not create a nuisance or noise complaints from the 

neighborhood; 
 

b) there is no escape of offensive, annoying, or noxious odors, fumes 
or smoke from the premises; 

 
c) vehicle fluids, oil, gasoline products or other hazardous material are 

properly disposed of and not swept or washed onto a highway or down 
storm or sanitary sewers; 

 
d) all discarded automobile parts and materials are properly stored and 

disposed of from the premises; and 
 

e) the activity is routine maintenance work done on any Motor Vehicle, 
provided that all building and fire code regulations are met. 

 
2. No owner or occupant of a premises shall allow the accumulation of 

automobile parts on the premises unless they are contained in a structure 
which has been approved by the Town. 
 

3. No owner or occupant of a premises shall allow the accumulation of 
any junked vehicles. 
 

4. No owner or occupant of a premises shall park or store a Motor Vehicle, 
Recreational Vehicle, trailer, ATV, snowmobile or boat in the front yard of 
a premises and wholly or partially on turf, lawn, or dirt. 
 

5. No owner of an undeveloped lot shall park or allow to be parked any motor 
vehicle, recreational vehicle, trailer, ATV, snowmobile, boat or the trailers 
used to convey the snowmobile or boat, on the underdeveloped lot until such 
time there appears on the lot a principle building as per the conditions of 
the Land Use Bylaw. 

 
209. Obligation to Maintain Property 

 
1. Any structure shall be kept in Good Repair and shall be free from health 

and fire hazards. 
 

2. In the event that an Owner or Occupant neglects to repair or maintain 
a damaged or deteriorating Fence, the Town may require the Owner 
of the subject Premises to repair, rehabilitate or replace their portion 
of fence through the enforcement of this bylaw. The maintenance and/or 
replacement of any Fence shall be the sole responsibility of the Owner. 
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3. The owner, agent, lessee, or occupant of a premise shall prevent stagnant 
water from remaining on any such Premises and becoming a breeding place 
for mosquitoes or other Pests. 

 
4. Once a Rear-yard to Rear-yard Fence has been constructed by a subdivision 

developer to the Town’s satisfaction, it shall become the property of the 
Owner of the lot or lots upon which it is situated, and maintenance shall be 
the responsibility of the respective Owner. Any maintenance, repairs shall be 
done to meet its original design. 

 
5. No owner or occupant of a premises shall permit any excavation, depression, 

drain, ditch, watercourse, pond, surface water, refuse or other matter of thing 
upon private land, street, road, or in or about any building to be or to remain 
a Nuisance or danger to public health or safety. 

 
6. With respect to eaves troughs and downspouts: 

 
a) an owner or occupant of a premises shall direct any rainwater 

downspout or eaves trough on the Premises towards the front or rear 
of the premises or a side yard which does not abut another Premises 
unless it is pre- existing, otherwise authorized or would be 
considered unreasonable or impractical to change. 

 
b) no owner or occupant of a premises shall allow a flow of water from a 

hose or similar device, rain water, downspout or eaves trough to be 
directed over a public sidewalk so as to be a hazard to any person. 

 
7. Every Person, Owner, or Occupant of a Premises shall ensure the following 

areas are maintained in Good Repair; 
 

a) Fences, and their Structural Members; and 
 

b) Structures including: 
 

i. foundations and foundation walls; 
 
ii. exterior walls and their components; 
 

iii. roofs; 
 
iv. windows and their casings; 
 
v. doors and their frames; 
 
vi. protective and decorative finishes of all exterior surfaces; and 
 
vii. exterior stairs, landings, porches, balconies and decks. 
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210. Unoccupied Buildings 

 

1. If a building normally intended for human habitation is unoccupied, any 
and all door openings, window openings or any other openings in the 
building are to be securely closed, or may be covered with a solid piece of 
wood, but only if the wood is: 

 
a) building. 

 
211. Recreational Vehicle 

 
1. No person shall park any Trailer (whether designed for occupancy by 

persons or for the carrying of property or equipment) upon any Highway 

unless said trailer is attached to a vehicle, by which it may be propelled 

or drawn and when so attached, the Trailer shall be deemed part of the 

vehicle and subject to the laws and regulations pertaining to vehicles. 

 
2. Notwithstanding subsection 2, a recreational vehicle that needs to be 

attached to a vehicle for its transportation, except truck campers, may 

be parked unattached to a vehicle from Victoria Day to Thanksgiving Day, 

as long as the parking of the unattached recreation vehicle meets the criteria 

set forth subsection 3. 

 
3. An owner or operator of a recreational vehicle for which its registration shows 

a Town of Coaldale address shall not park the recreation vehicle on a street 

in the Town, except: 

 
a) in the area of the street immediately adjoining the owner or 

operator’s primary place of residence, and; 

 
b) for more than seventy-two (72) consecutive hours following which 

the owner or operator shall move the recreation vehicle to an 

off-street location for a period of not less than forty-eight (48) 

consecutive hours before the recreation vehicle may be parked again 

in the same area of the street immediately adjoining the owner or 

operator’s primary place of residence. 

 
4. An owner or operator of a recreational vehicle for which its registration shows 

a non-Town of Coaldale address shall not park the recreational vehicle 

unattached on a street in the Town. 
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5. An owner or operator of a recreational vehicle that is parked on a street shall 

not have, if so equipped, its slide outs or trailer stairs open to extend into 

the street or over a sidewalk. 

 
6. An owner or operator of a recreational vehicle shall not live in or allow another 

to live in the said recreational vehicle while parked on a street. 
 

7. No owner or occupant of a premises or property shall have more than one 
(1) Recreational Vehicle parked on the premises or property ensuring that: 

 

a) the Recreational Vehicle shall not be used as a dwelling unit; and 
 
b) is located on a hard-surfaced parking area as defined in the Land 

Use Bylaw and is not overhanging the sidewalk or curb. 
 

212. Sidewalk (Snow Removal) 

1. A person shall maintain any sidewalk adjoining and adjacent to land they 
own or occupy and clear of any dangerous condition caused by snow or ice 
within 24 hours from which the dangerous condition was formed. 
 

2. For the purpose of greater certainty, a dangerous condition with respect 
to snow and ice accumulation means a condition that, a Peace Officer 
has reasonable grounds to believe, may cause someone to slip, trip or fall. 
 

3. No person shall remove snow or ice from any sidewalk or property by 
causing such material to be placed upon the Town of Coaldale property, 
other than the adjacent boulevard they occupy. 
 

4. Notwithstanding Section 212(3), where any portion of a building abuts 
a sidewalk, a person may clear snow or ice onto the side of the road, but 
only in a manner so as to avoid causing a dangerous roadway 
condition or obstruction. 
 

5. Where possible, any cost incurred by the Town of Coaldale while acting 
in accordance with Section 212(6) is the responsibility of the owner or 
occupant of a premises or property and may be added to the tax roll 
respecting the referenced property. 

 
6. If a person: 

 
a) fails to remove the snow or ice from the sidewalk as required in 

Section 211(1) or; 
 
b) permits or causes the snow or ice to be placed upon Town of 

Coaldale property in contravention of Section 211(3), the Town of 
Coaldale may cause the removal of that snow or ice. 
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PART Ill - PUBLIC BEHAVIOR 
 

301. Littering 
 

1. No person shall leave, place, deposit or throw upon any public place any 
refuse or debris except in a receptacle designated and intended for such use. 
 

2. A person who has left, placed, deposited or thrown any matter mentioned 
in Section 301(1) upon any public place shall forthwith remove it. 

 
302. Charity Collection Sites 

 

1. No Person shall dump or deposit household garbage or other litter at a charity 
collection site. 
 

2. No Person shall scavenge from or disturb any material, bag or box in or at 
a charity collection site, whether or not that material, bag or box is contained 
in a receptacle or resting upon the ground. 

 

303. Urination and Defecation 
 

1. No person shall urinate or defecate in public except in a facility designed and 
intended for such use. 

 

304. Fighting 
 

1. No person shall participate in a fight which a Peace Officer has reasonable 
grounds to believe is a physical or verbal confrontation in any public place or 
anyplace to which the public reasonably has access; this prohibition does not 
apply to participants of an organized sporting event who are governed by the 
rules of conduct of that sporting event. 

 
305. Panhandling 

 

1. No person shall engage in panhandling. 
 
306. Discharge of a firearm and other projectiles 

 
1. No person shall discharge, cause to be discharged or permit to be discharged 

a firearm within the limits of the Town. 
 

2. No owner or occupier of a property shall permit the discharge of a firearm on 
the property that they own or occupy, except as provided for in this bylaw. 
 

3. Despite the provisions of Section 306(1) of the bylaw, nothing in this bylaw 
shall serve to prohibit the discharge of a firearm; 

 
a) by a member of the R.C.M.P. or any other police officer during 

the performance of his/her duties as a police officer; 
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b) by an animal service officer during the performance of his/her duties 
as an animal control officer; 

 
c) by a Town employee or Town's contractor during the performance 

of his/her duties for animal control; 
 

d) a participant of an organized sporting event who is governed by the 
rules of conduct of that sporting event or a member of a recognized 
organization that promotes the instruction and safe handling of 
firearms. 

 
4. No person, within the Town of Coaldale, shall use a type of slingshot 

commonly referred to as a “wrist rocket”. 
 
307. Curfew 

 
1. No child shall be in a public place within the corporate limits of the Town of 

Coaldale after the hour of 11:00 pm on any day and before 6:00 am on the 
following day without Proper Adult Guardianship or a legitimate reason. 
 

2. Any child who is found in a Public Place after 11:00 pm and before 6:00 am 
without Proper Adult Guardianship or legitimate Reason will be warned to go 
home by a Peace Officer. 
 

3. Any child who is found in a public place after 11:00 pm and before 6:00 am 
without Proper Adult Guardianship or legitimate Reason is guilty of an offence. 
 

4. Any guardian whose child is in a public place after 11:00 pm and before 6:00 
am without proper adult guardianship or legitimate reason is guilty of an 
offence for lack of supervision. 
 

5. Any child, to whom this Bylaw applies, found in a public place within the Town 
of Coaldale during the hours specified in Section 307(4), without proper 
guardianship may be warned to go directly home by a peace officer. If after 
such warning the said child refuses or otherwise thwarts the directive to go 
home, the Peace Officer may take further actions, including escorting the child 
home. 

 
308. Fireworks 

 
1. Except with an approved fireworks permit, no person shall have in his 

possession, sell, offer for sale, give away or otherwise distribute, discharge, 
fire or set off any fireworks. 
 

2. The Fire Chief or his designate may grant a Fireworks Permit to any society 
or organization within the Town of Coaldale for the purposes of setting off any 
fireworks of any description for a fee of TWENTY-FIVE DOLLARS ($25.00) 
provided the permit issued is in accordance with this bylaw, the Alberta Fire 
Code, Safety Codes Act or any other regulations applicable thereto. 
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PART IV – NOISE 
 

401. Provisions, Infractions and General Abatement Provisions 
 

1. No person shall make, continue or cause, or allow to be made or continue any 
loud, unnecessary, or unusual noise or any noise whatsoever which either 
annoys, disturbs, injures, endangers, or detracts from the comfort, repose, 
health, peace, or safety of other persons within the limits of the Town of 
Coaldale. 
 

2. No person shall allow property they own or control to be used so that there 
originates from the property any loud, unnecessary, or unusual noise that 
disturbs the comfort or the repose of other persons in the vicinity of such 
property or generally within the limits of the Town of Coaldale. 
 

3. Except to the extent permitted by the Bylaw, no person shall: 
 

a) cause excessive noise within the Town of Coaldale; 
 

b) operate or permit any other person to operate within the Town of 
Coaldale a motor vehicle that causes noise; 

 
c) operate or permit any other person to operate within Town of Coaldale 

an off-highway vehicle that causes noise; 
 

d) operate or permit any person to operate within Town of Coaldale 
any vehicle or equipment contrary to the Traffic Safety Act, Revised 
Statutes of Alberta 2000 Chapter T-6 and amendments thereto; 

 

e) allow a domestic animal, which by reason of barking, howling, 
crying, screeching or other similar noise, to disturb a person in the 
vicinity of his home. 

 
402. Determination of unreasonable sound 

 
1. In determining if a sound is reasonably likely to disturb the peace of others, 

the following criteria may be considered: 
 

a) Type, volume, and duration of the sound; 
 
b) Time of day and day of week; 
 
c) Nature and use of the surrounding area; and, 
 
d) Any other relevant factor, such as multiple complaints. 

 
403. Vendors 

 

1. No person shall ring bells or knock on doors to advertise the sale of goods 
and services in a residential area between the hours of 8:00 pm and 9:00 am. 
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404. Operation of Equipment 
 

1. No person shall operate a power lawn mower, a snow removal device, or 
motorized model toy or any other power tool or mechanical device in a 
residential district between the hours of 11:00 pm and 7:00 am Monday thru 
Friday; Saturday and Sunday between the hours of 11:00 pm and 9:00 am 
Any such equipment must be properly maintained, operated in a normal 
manner for that type of equipment, and the noise must be temporary and 
intermittent in nature. Where an activity which is not specifically prohibited by 
any federal, provincial or municipal law or regulation or statute; including this 
Bylaw and which involves creating or making a sound which: 

 
a) is or may become; or, creates or produces or may create or produce noise, 
 
b) a person engaging in such activity shall do so in such a manner 

as to create as little sound as practicable under the circumstances. 
 

405. Construction 
 

1. No person shall carry on construction of any kind that can be heard beyond 
the boundary of the construction site between the hours of 11:00 pm and 7:00 
am Monday thru Friday; Saturday and Sunday between the hours of 11:00 
pm and 9:00 am. 

 
406. Sound Amplifying Equipment 

 
1. No person shall operate sound amplifying equipment from any premises, 

park, or other public space so as to unduly disturb residents of the Town of 
Coaldale. 

 

407. Noise Exemptions and Allowances 
 

1. A person may make a written application to the CAO for a special permit 
allowing for noise or sound levels that would otherwise violate this Bylaw. 
 

2. Any application made pursuant to this section must be made at least five (5) 
business days prior to the proposed activity and must contain the following 
information pertaining to the work or activity for which the exemption is sought: 

 
a) the name, address, and telephone number of the applicant; 
 
b) the address of the site; 
 
c) the building permit number (if applicable); 
 

d) a description of the source(s) of noise and sound levels; 

e) the period of time that the exemption is desired; 
 
f) the applicant's reason(s) why the exemption should be given; and, 
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g) a statement of the measures that will be taken to minimize the noise 

or sound levels. 
 
408. The CAO May In Their Sole Discretion; 

 
1. Waive any requirement of Part IV (Noise); 

 

2. Issue the special permit where a Peace Officer determines that 
circumstances make it impractical for the applicant to comply with this 
Bylaw; 
 

3. Revoke any special permit that has been issued where a Peace Officer or the 

R.C.M.P.  determine the applicant has not taken sufficient measures to 
minimize the noise of sound levels; or, 
 

4. Impose any conditions on the issuance that a Peace Officer or the 
R.C.M.P. considers appropriate. 

 
409. Any such special permit or permission shall be produced to a Peace Officer upon 

demand. 
 
410. Persons owning or controlling construction equipment, and persons owning or 

controlling land on which construction equipment is being operated shall be exempt 
from the provisions of this Bylaw if: 

 

1. the noise is generated pursuant to work done in the normal manner to 
the industry; 
 

2. the noise is not generated between the hours of 11:00 pm and 7:00 am; 
Monday thru Friday; Saturday and Sunday between the hours of 11:00 pm 
and 9:00 am; and 

 
3. all necessary federal, provincial and municipal permits, licenses, and 

approvals have been obtained and the work is not contrary to any federal, 
provincial or municipal laws, statutes, or regulations. 

 
411. Notwithstanding the Operation of Equipment Section, a person may at any time 

unload a vehicle containing: 
 

1. fresh fruit, produce and perishable merchandise including milk, milk 
products and baked goods, meat or; 
 

2. daily or weekly newspapers delivered to vendors; 
 

3. Canada Post deliveries; 
 

4. banking deliveries; and 
 

5. commercial merchandise either within the truck route or off of the route. 
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412. Coaldale Sanctioned Activities 

 
1. Activities of employees, servants, contractors and agents of the Town of 

Coaldale while acting in the course of their employment and duties are 
exempt from the provisions of this Bylaw. This provision includes, but is 
not limited to, activities such as snow removal, street cleaning and 
community special events. 
 

2. Activities of persons operating domestic equipment including without 
restricting the generality of the foregoing; lawn mowers, snow blowers, 
garden tillers, hedge trimmers, weed trimmers, and air blowers (gas or 
electric), and persons owning or controlling property upon which such 
equipment is used if the noise is of a temporary or intermittent nature, the 
equipment is properly maintained and operated in a normal manner for 
that type or equipment; and the noise occurs between the hours of 7:00 
am and 11:00 pm. Monday thru Friday and Saturday and Sunday between 
the hours of 9:00 am and 11:00 pm. 

 
413. Emergencies 

 
1. Any person performing work of an emergent nature for the preservation 

or protection of public safety, life, health, or property, may be exempt from 
this Bylaw. The onus will be on the person performing the work to 
demonstrate that the work was of an emergent nature to the satisfaction of a 
Peace Officer. This includes those acting in “good will”. 

 
414. Relaxations 

 
1. Notwithstanding the General Abatements Section, a person may operate 

a snow clearing device powered by an engine for the purpose of 
commercial, industrial and institutional removal of snow and ice from 
streets, parking lots and sidewalks during the 48-hour period following a 
snowfall, rain or freezing rain, subject to the right of the CAO to withdraw 
this relaxation on a site- specific basis. 

 
 

PART V – FIRES 
 

501. FIRE ON PREMISES 
 

1. For the purposes of this Part: 
 

a) “Fire Pit” includes a permanently affixed outdoor fire receptacle and 
a Portable Fire Receptacle; 

 
b) “Fire Place” means an enclosed and permanently affixed outdoor 

fire receptacle which incorporates a permanently affixed chimney or 
flue, and is constructed of brick, rock or other masonry; 
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c) “Portable Fire Receptacle” means an outdoor fire receptacle which is 
not permanently affixed. 

 
d) This section does not apply to fire pits that are fueled by natural 

gas or propane. 
 

502. General Prohibition. Except for a fire which is allowed by the Fire Chief or his 
designate, no Person shall burn, or allow to be burned, a fire on a Premises that 
does not comply with the requirements of this Bylaw. 

 

Exemption: Effective April 1, 2018, annexed lands with approval of a Town of 
Coaldale Burning Permit issued by the Fire Chief or designate, shall allow open 
burning outside of Item 506, for a period of three (3) years, ending April 1, 2021, or 
as otherwise directed by Council. 
 

Please note the Burning Permit referenced in this section can be found in Appendix 
A of this Bylaw and is for information purposes only and does not form part of this 
Bylaw. 
 
Upon declaration of a Fire Ban issued by the Town of Coaldale, all burning is 
prohibited and all Burning Permits are invalid. Any person who ignites or allows to 
burn a fire while a Fire Ban is in effect may be found in violation of this Bylaw and 
subject to penalties as described in Schedule A. 

 
503. All Fires Must be Supervised. A person who builds, ignites or allows a fire on a 

premise must be a minimum of 18 years of age and of competent ability. The fires 
must be supervised at all times. 

 
504. Restrictions Applying to All Fires Allowed Pursuant to This Bylaw 

 
1. No Person shall burn, at any time, on any premises, the following materials: 

 

a) treated or painted lumber; 
 
b) lumber products containing glue or resin; 
 
c) wet or unseasoned wood; 
 
d) leaves, brush or yard waste; 
 
e) garbage; 
 
f) rubber, tires or plastic; or 
 
g) any animal carcass or part thereof. 

 
2. No person shall ignite or allow a fire to burn on a premise between 1:00 am  

and 10:00 am. 
 

505. Fires in Fireplaces. A Person may build, ignite or allow a fire on a premises in an 

Section 502 is 

amended as per 

Bylaw #741-R- 

06-18. 

Section 

503 is 

amende

d as per 

Bylaw 

#741-R- 

06-18. 
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outdoor Fire Place, as long as that Person complies with Sections 503 and 504 of 
this Bylaw. 

 
506. Fires in Fire Pits 

 
1. A Person may build, ignite, or allow a fire on a Premises in a Fire Pit as 

long as that Person ensures that the fire is contained in a Fire Pit that: 
 

a) Is constructed of non-combustible material; 
 

b) Has an open flame area that does not exceed 1 metre at its widest 
point; 

 
c) Does not have walls which exceed 0.75 metres in height measured 

from the floor of the Fire Pit to the top of the wall of the Fire Pit 
excluding any chimney; 

 
d) Is set upon or built into the bare ground or a non-combustible material 

such as brick or stone; 
 
e) Is situated at least 3 meters from any house, garage or similar 

structure including wooden decks, porches and similar amenity space 
attached to a structure measured from the part of the Fire Pit which 
is closest to the structure or amenity space; 

 
f) is situated at least 3 meters from any other combustible material 

measured from the part of the Fire Pit which is closest to the 
combustible material; and 

 
g) is not located directly under any tree, overhanging branches or 

combustible material. 
 

2. Notwithstanding subsection 506(1)(e), a Person may build, ignite or 
allow a fire in a Portable Fire Receptacle on a wooden deck as long as 
that Person ensures that: 

 
a) a non-combustible material such as brick or stone is placed between 

the Portable Fire Receptacle and the wooden deck, which extends 
450mm in all directions beyond the receptacle measured from the 
outside edges. 

 

b) the Portable Fire Receptacle is situated at least 3 meters from any 
house, garage, similar structure or other combustible material, 
measured from the part of the receptacle which is closest to the 
structure or combustible material. 

 

3. Every Person who builds, ignites or allows a fire in a Fire Pit must ensure that: 
 

a) a means of extinguishing the fire is kept on hand at all times while the 
fire is burning; 
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b) the flames from the fire do not exceed 1 meter in height at any time; 
 
c) the fire pit must have a metal mesh grate with openings no more 

than 6mm; 
 

d) the fire is extinguished completely, leaving only cold ashes, prior 
to leaving the fire. 

 
507. Powers of The Fire Department. If, in the opinion of a Peace Officer or member 

of the R.C.M.P., or in the sole opinion of a member of the Fire Department, a fire 
poses a danger or does not comply with the requirements of this Bylaw, a member 
of the Fire Department may extinguish the fire and take any other steps that 
member of the Fire Department deems necessary to ensure that the fire and site 
of the fire no longer pose a danger. Any costs associated to extinguishing the fire 
will be charged to the home owner of the premises on which the fire was 
extinguished. 

 
508. Powers of the Peace Office and Fire Chief 

 

1. Notwithstanding any other provision in this Bylaw, the Fire Chief may, in 
his sole discretion, issue an order that prohibits a Person from building or 
igniting a fire in a Fire Pit or Portable Fire Receptacle on a Premises. 

 
2. No person shall contravene an order of the Peace Officer or Fire Chief 

that prohibits building or igniting a fire in a Fire Pit or Portable Fire 
Receptacle. 

 
3. The Peace Officer or the Fire Chief may, in either’s sole discretion, 

withdraw an order issued under subsection (1). 
 
 
PART VI - INSPECTION AND ORDER TO REMEDY 

 

601. Inspections. A Peace Officer, a Medical Officer of Health, a Building Inspector or 
person(s) as designated by the CAO are hereby authorized in accordance with 
Section 542 of the Municipal Government Act to enter into any premises or property 
other than a dwelling unit after giving reasonable notice to the owner of the 
premises or property to be inspected; and to inspect for conditions that may 
contravene or fail to comply with the provisions of this Bylaw. 

 
602. A Peace Officer, when investigating an alleged contravention of this Bylaw, is 

hereby authorized to enter upon any premises or property other than a dwelling 
unit, to inspect for conditions that may contravene the provisions of this Bylaw. A 
Peace Officer may thereafter issue a verbal or written order to the owner to remedy 
any condition(s) of the subject premises or property that have been found to be in 
contravention of this Bylaw. 

 
603. If a person refuses to allow or interferes with the entry, inspection, enforcement or 

action referred to in Sections 601 or 602 or refuses to produce anything to assist in 
the inspection, remedy, enforcement or action referred to in Sections 601 or 602, 
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the Municipality may apply to the Court of Queen’s Bench for an order under Section 
543(2) of the Municipal Government Act. 

 
604. Orders to Remedy 

 
1. Where premises or property are found to be in violation of any provisions 

of this Bylaw, the Peace Officer may in accordance with Section 546 of 
the Municipal Government Act issue a written order to the owner of the 
premises or property to remedy the condition on the premises or property 
which violates this Bylaw. 

 
2. Without limiting the powers under Sections 604(1) and 604(2), an order 

written pursuant to Section 604(1) may: 

 
a) require the owner of a structure in disrepair to eliminate the danger 

to publ ic safety in the matter specified, or remove and demolish the 
structure and level the site after obtaining all required permits; 

 
b) require the owner of the premises or property that contains the 

excavation or hole to eliminate the danger to public safety in the 
manner specified, or fill in the excavation or hole and level the site; 

 
c) require the owner of the premises or property to relocate or remove 

any vehicle, including recreational vehicles and junked vehicles, that 
does not comply with this bylaw in the manner specified in the order; 

 
d) require the owner of the untidy and unsightly premises or property or 

that creates a nuisance to improve the condition of the premises or 
property in the manner specified in the order or if the premises or 
property is a structure, to remove or demolish the structure and level 
the site; and/or 

 

3. The Peace Officer shall give not less than seven (7) days from the date of 
the notice being issued for compliance with the notice. During this 
period for compliance, a person may appeal the notice with the appeals 
section of this Bylaw. 

 

4. An order written pursuant to Section 604(1) may: 
 

a) direct a person to stop doing something, or to change the way in 
which the person is doing it; 

 

b) direct a person to take any action or measures necessary to remedy 
the contravention of the enactment or bylaw, including the removal 
or demolition of a structure that has been erected or placed in 
contravention of a bylaw, and, if necessary, to prevent a re-
occurrence of the contravention; 

 

c) state a time within which the person must comply with the directions; 
state that if the person does not comply with the directions within 
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a specified time, the municipality will take the action or measure 
at the expense of the person; 

 
d) require the owner, lessee, occupant of the premises or property to 

remove graffiti that is in an unsightly or nuisance condition to improve 
the appearance of the premises or property in the manner specified 
in the order. 

 
605. Service of an Order to Remedy 

 

An Order to Remedy by a Peace Office shall be deemed to be sufficiently 
served if: 

 
a) served personally on the individual or corporation named in the order; 
 
b) mailed to the last known address of the registered owner of premises 

or Property as it appears on the Town of Coaldale Tax records or 
to the person concerned; 

 
c) it is left with a person apparently over the age of 16 years at the place 

of abode of the person to whom the notice is addressed; 
 

d) it is posted in a conspicuous place on the premises or property referred 
to on the order; or, 

 
e) in the opinion of a Peace Officer, service of the written order cannot 

be reasonably affected, or if the Peace Officer believes that the owner 
of the premises or property is evading service, the Peace Officer may 
post the written order in a conspicuous place on the premises or 
property to which the written order relates, or on the private dwelling 
place of the owner of the premises or property, and the written order 
shall be deemed to be served upon the expiry of three (3) days after 
the written order is posted. 

 
606. Failure to Comply with an Order to Remedy 

 
1. When an owner fails to remedy a contravention of this bylaw within the 

time allowed in an order to remedy issued under Section 504(1) of this 
Bylaw, the Town of Coaldale may exercise its powers under Sections 
546.1, 549 or 550 of the Municipal Government Act in its discretion, 
including but not limited to entering upon the premises or property to 
perform or complete the work necessary to remedy the violation of this 
Bylaw. The costs incurred by the Town to remedy the violation, as well as 
any applicable fines under this Bylaw, will be billed to the owner and will be 
amounts owing to the Town. If the costs are not paid in the time specified 
by the Town of Coaldale, the costs may be charged against the premises 
or property as a special assessment to be recovered in the same 
manner as other taxes and in accordance with Sections 553, 553.1 or 
553.2 of the Municipal Government Act. 
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2. Every person who fails to comply with a written order issued pursuant to 
this section within the time set out in the written order commits an 
offence. 

 
3. In addition, any owner, agent, lessee or occupier of any premises or 

property within the Municipality who fails to comply with Part II of this 
Bylaw will be liable for fines listed in Schedule "A". 

 
4. If the municipality sells all or a part of a structure that has been removed 

under 606(1), the proceeds of the sale must be used to pay the expenses 
and costs of the removal and any excess proceeds must be paid to the 
person entitled to them. 

 
5. The imposition of a violation ticket or summary conviction in court shall 

not relieve any person so fined of any costs incurred in having work 
performed by the Municipality or agents of the Municipality where 
authorized by this Bylaw. 

 
6. The municipality may register a caveat under the Land Titles Act, 

Revised Statutes of Alberta 2000 Chapter L-4 and amendments thereto, 
in respect to an order made under Section 505(1) dealing with a 
dangerous structure, excavation or hole or untidy and unsightly 
premises or property against the certificate of title for the land that is the 
subject of the order. 

 
7. If a municipality registers a caveat under Section 606(7), the Municipality 

must discharge the caveat when the order has been complied with or 
when the Municipality has performed the actions or measures referred 
to in the order. 

 
8. When a structure is being constructed in contravention of this bylaw, 

a contravention of this bylaw is of a continuing nature, or any person is 
carrying on business or is doing any act, matter or thing without having 
paid money required to be paid by this bylaw, in addition to any other 
remedy and penalty imposed by this bylaw, the Municipality may apply 
to the Court of Queen's Bench for an injunction or other order. 

 
9. Any items of value, in the opinion of CAO and the Peace Officer, 

removed pursuant to Section 606(1), will be removed to a place of 
safekeeping and will: 

 
a) be subject to a daily fee for storage costs; and 
 
b) if unclaimed within ninety (90) days of removal, will be sold or 

disposed of at the discretion of the Municipality. 
 
607. Emergencies 

 
In an emergency or in extraordinary circumstances, the designated officer need 
not give reasonable notice or enter at a reasonable hour and may do the things 
in Section 542(1)(a) and (c) of the Municipal Government Act without the consent 
of the owner or occupant. Pursuant to Section 551 of the Municipal Government 
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Act, in an emergency, a municipality may take whatever actions or measures are 
necessary to eliminate the emergency. 
 

608. Appeals 
 

1. A person who receives a written order to comply with a section pursuant 
to this Bylaw may by written notice; request Council to review the order 
within fourteen (14) days after the date the order is received. 

 
2. After reviewing the order, Council may confirm, vary, substitute or cancel 

the order. 
 

3. Notwithstanding Sections 608(1) and 608(2), this subsection does not 
apply to violation tickets written by a Peace Officer. 

 
4. If a person considers himself aggrieved by a decision under Section 

608(2), he may appeal the decision by originating Notice to the Court 
of Queen's Bench: 

 
a) in the case of an appeal of an order under section 545 of the 

Municipal Government Act, within 30 days after the date the decision 
under section 547 of the Municipal Government Act is served on the 
person affected by the decision, and; 

 
b) in the case of an appeal of an order under section 546 of the 

Municipal Government Act, within fifteen 15 days after the date the 
decision under section 547 of the Municipal Government Act is 
served on the person affected by the decision. 

 
5. For the purposes of this Bylaw, an act or omission by an employee or 

agent of a person is deemed also to be an act or omission of the person if 
the act or omission occurred in the course of the employee's 
employment with the person, or in the course of the agent's exercising 
the powers or performing the duties on behalf of the person under their 
agency relationship. 

 

PART VII- POWERS OF PEACE OFFICERS AND PROSECUTION 
 

701. General Penalty Provisions 
 

1. Any person that contravenes any provision of this Bylaw is guilty of an offence. 
 

2. Any person who is convicted of an offence pursuant to this Bylaw is liable 
on summary conviction to a fine not exceeding $10,000.00, and in 
default of payment of any fine imposed, to imprisonment for not more 
than six (6) months. 

 
3. Without restricting the generality of Section 701(2), the fine amounts 

established for use on Violation Tickets if a voluntary payment option 
is offered are as set out in Schedule "A". 

 
702. Municipal Violation Tags and Violation Tickets 
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1. A Peace Officer is hereby authorized and empowered to issue a 
Municipal Violation Tag to any Person who the Peace Officer has 
reasonable and probable grounds to believe has contravened any 
provision of this Bylaw. 

 
2. A Municipal Violation Tag may be served: 

 

a) personally, to the accused; or 
 
b) mailed to the address of the owner as registered with the 

Town of Coaldale. 
 

3. Where a contravention of this Bylaw is of a continuing nature, further 
Municipal Violation Tags may be issued by a Peace Officer. 

 
4. A person to whom a Municipal Violation Tag has been issued may pay 

the penalty specified on the Municipal Violation Tag and if the amount is 
paid on or before the required date, the Person will not be prosecuted for 
the offence. 

 

5. Where a Municipal Violation Tag has been issued and the penalty 
specified on the Municipal Violation Tag is not paid within the prescribed 
time, a Peace Officer is hereby authorized and empowered to issue a 
Violation Ticket pursuant to Part 2 of the Provincial Offences Procedure 
Act, Revised Statutes of Alberta 2000 Chapter P-34 and amendments 
thereto. 

 
6. Notwithstanding Section 702(6), a Peace Officer may immediately issue 

a Violation Ticket to any Person whom the Peace Officer has reasonable 
and probable grounds to believe has contravened any provision of this 
Bylaw. 

 

7. A Violation Ticket issued with respect to a contravention of this Bylaw shall 
be served upon the Person responsible for the contravention in accordance 
with the Provincial Offences Procedure Act, Revised Statutes of Alberta 
2000 Chapter P-34 and amendments thereto. 

 

8. The Municipal Violation Tag shall be in a form approved by the Chief 
Administrative Officer and shall state: 

 
a) the name of the person to whom the Municipal Violation Tag is 

issued, if known; 
 
b) a description of the offence and the applicable Bylaw section; 
 
c) the appropriate penalty for the offence as specified in Schedule "A" 

of this Bylaw; 
 
d) that the penalty shall be paid on or prior to the prescribed due date in 

order to avoid prosecution; 
 
e) and any other information as may be required by the Chief 
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Administrative Officer. 
 

9. If a Violation Ticket is issued in respect of an offence, the Violation 
Ticket may: 

 
a) specify the fine amount established by this Bylaw for the 

offence in Schedule "A"; or; 
 

b) require a person to appear in court without the alternative of 
making a voluntary payment. 

 
10. A person who commits an offence may: 

 

a) if a Violation Ticket is issued in respect of the offence; and 
 
b) if a Violation Ticket specifies the fine amount established by this 

Bylaw for the offence; make a voluntary payment equal to the 
specified fine. 

 
11. When a clerk records in the Court records the receipt of a voluntary 

payment pursuant to this Bylaw and the Provincial Offences Procedure 
Act, Revised Statutes of Alberta 2000 Chapter P-34 and amendments 
thereto, the act of recording receipt of that payment constitutes 
acceptance of the guilty plea and also constitutes a conviction and the 
imposition of a fine in the amount of the specified penalty. 

 

703. In the case of an offence that is of a continuing nature, a contravention constitutes 
a separate offence in respect of each day, or part of a day, on which the offence 
continues and any person guilty of such an offence is liable to a fine in an amount 
not less than that established by this Bylaw for each such separate offence. 

 

704. The levying and payment of any fine or the imprisonment for any period provided in 
this Bylaw shall not relieve a person from the necessity of paying any fees, charges 
or costs from which he is liable under the provisions of this Bylaw. 

 
705. A person shall not obstruct or hinder any person in the exercise of performance of 

the person's powers pursuant to this Bylaw. 
 
706. If any section or part of this Bylaw are found in any court of law to be illegal or 

beyond the power of Council to enact, such Section or parts shall be deemed to be 
severable and all other Section or parts of this Bylaw shall be deemed to be 
separate and independent there from and to be enacted as such. 

707. This Bylaw 741-R-06-18 rescinds the following 

bylaws: Bylaw 409-R-07-99 Weed Control 

Bylaw 410-P-07-99 Unsightly Premise 
Bylaw 523-R-01-04 Noise 
Bylaw 524-R-01-04 Curfew 
Bylaw 525-R-01-04 Regulate Carrying & Use of Firearms 
Bylaw 529-R-04-04 Fireworks 
Bylaw 531-R-05-04 Burning 
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Bylaw 535-R-10-04 Snow Removal 
 

Amending Bylaw 741-R-06-18 shall come into force when it receives THIRD and 
FINAL reading and is duly signed. 

 

 

 
READ a FIRST time this 25th day of June, 2018 

 
 
 
 

  

Mayor – Kim Craig CAO – Kalen Hastings 

Motion # 185.18 

 
 

READ a SECOND time this 9th day of July, 2018. 
 
 
 
 

  

Mayor – Kim Craig CAO – Kalen Hastings 

Motion # 203.18 

 
 

READ a THIRD and FINAL time this 9th day of July, 2018. 
 
 
 
 
 

  

Mayor – Kim Craig CAO – Kalen Hastings 

Motion # 204.18 
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Schedule “A” – Penalties 

    
 

Infraction / Offence 
Specify 
Penalty 

Second 
Offence 

Third and 
Subsequent 

Offence 

Property Offences 
Sec. 201 - Unlawful accumulation of materials $115.00 $230.00 $500.00 

Sec. 202 - Fail to secure appliances on property $115.00 $230.00 $500.00 

Sec. 203 - Fail to maintain boulevard $115.00 $230.00 $500.00 
Sec. 204 - Commercial vehicle > 5,500 Kg. parked 

where prohibited 
$115.00 $230.00 $500.00 

Sec. 205 - Unsecured building material/debris $230.00 $500.00 $1000.00 

Sec. 206 (1) - Noxious weeds on property $115.00 $230.00 $500.00 

Sec. 206 (2) - Grass over 15 cm $115.00 $230.00 $500.00 
Sec. 206 (3) - Fail to maintain tree $115.00 $230.00 $500.00 

Sec. 206 (4) - Fail to maintain shrub $115.00 $230.00 $500.00 
Sec. 207 (1) - Unsecured refuse/debris $115.00 $230.00 $500.00 
Sec. 207 (3) - Deposit flyers without permission $115.00 $230.00 $500.00 

Sec. 207 (4) - Unlawfully create or apply graffiti $230.00 $500.00 $1000.00 

Sec. 208 (1) - Conduct unlawful repair on MV $115.00 $230.00 $500.00 
Sec 208 (2) – Unlawful accumulation of MV parts $115.00 $230.00 $500.00 

Sec 208 (3) – Accumulation of junked vehicles $115.00 $230.00 $500.00 
Sec. 208 (4) - Park vehicle on lawn/dirt $115.00 $230.00 $500.00 

Sec. 208 (5) – Park vehicle on empty lot $115.00 $230.00 $500.00 

Sec. 209 - Unlawful nuance on property $115.00 $230.00 $500.00 

Sec. 211 (6) - Recreational Vehicle used as a $115.00 $230.00 $500.00 
Sec 211 (5) – Recreational Vehicle with slide outs 

and trailer steps extended into a 
street or sidewalk 

$115.00 $230.00 $500.00 

Sec. 211 (3,4) - Recreational Vehicle parked where 

prohibited 

$115.00 $230.00 $500.00 

Sec. 212 (1) - Fail to maintain side walk $115.00 $230.00 $500.00 

Sec. 212 (3) - Placing snow on Town property $115.00 $230.00 $500.00 

Behavior in a Public 

Sec. 301 - Unlawfully littering $115.00 $230.00 $500.00 
Sec. 302(1) - Unlawfully dumping at charity $115.00 $230.00 $500.00 

Sec. 302(2) - Scavenging from charity collection $115.00 $230.00 $500.00 
Sec. 303 - Unlawfully urinating/defecating $115.00 $230.00 $500.00 

Sec. 304 - Unlawfully fighting $230.00 $500.00 $1000.00 

Sec. 305 - Unlawfully panhandling $115.00 $230.00 $500.00 

Sec. 306 - Unlawfully discharging a firearm $230.00 $500.00 $1000.00 
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Curfew 

Sec. 307(3) - Child in a public place after 11:00 
pm and before 6:00 am without proper adult 
guardianship or a legitimate reason. 

$115.00 $230.00 $500.00 

Sec. 307(4) - Any guardian whose child is in a 
public place after 11:00 pm and before 6:00 am 
without proper adult guardianship or legitimate 
reason is guilty of an offence for lack of 

$230.00 $500.00 $1000.00 

Fireworks 

Sec. 308 (1) – Fireworks possession, sell, offer for 
sale, give away or otherwise distribute, 
discharge, fire or set off any fireworks. 

$500.00 $1000.00 $1000.00 

Noise 
Sec. 401(1) - Making unnecessary noise $230.00 $500.00 $1000.00 
Sec. 401(2) - Owner allow the making of 
unnecessary noise on his/her property. 

$230.00 $500.00 $1000.00 

Sec. 401(3) - Causing excessive noise $230.00 $500.00 $1000.00 

Sec. 403 - Vendor operating after 8 PM $115.00 $230.00 $500.00 

Sec. 404 - Operating equipment after 11 PM $115.00 $230.00 $500.00 

Sec. 405 - Perform construction after 11 PM $115.00 $230.00 $500.00 
Sec. 406 - Operating sound amplifying equipment $115.00 $230.00 $500.00 

Sec. 409 - Fail to produce special $115.00 $230.00 $500.00 

Fires 

Sec. 502 – Unlawful burning $150.00 $300.00 $1000.00 

Sec. 502 – Burning during Fire Ban $500.00 $2500.00 $5000.00 

Sec. 503 – Unsupervised fire $150.00 $300.00 $1000.00 

Sec. 504 – Burning unauthorized material on 
property 

$150.00 $300.00 $1000.00 

Sec. 506 – Fire in a non-conforming fire pit $150.00 $300.00 $1000.00 

Order to Remedy 

Sec. 606(2) - Fail to comply with a written order $230.00 $500.00 $1000.00 

Sec. 606(3) - Owner fail to comply with a written $230.00 $500.00 $1000.00 

Sec. 705 - Obstruct Peace Officer $230.00 $500.00 $1000.00 
 
 

 
  



 

Page 34 of 34 
Town of Coaldale 

Community Standards Bylaw 741-R-06-18 
June 25, 2018  

 



AGENDA ITEM #: 11.4

PAGE 1 OF 1



AGENDA ITEM #: 11.5

PAGE 1 OF 4



PAGE 2 OF 4



PAGE 3 OF 4



PAGE 4 OF 4



AGENDA ITEM #: 11.6

PAGE 1 OF 5



PAGE 2 OF 5



PAGE 3 OF 5



PAGE 4 OF 5



PAGE 5 OF 5



FOR IMMEDIATE RELEASE 

Press release 

Canadian Badlands Tourism Champions Revealed 
Canadian Badlands Announces Social Media Ambassadors 

CALGARY (July 25, 2018) — Canadian Badlands Tourism (CBT) is pleased to announce the 
selection of local social media tourism ambassadors for the Canadian Badlands Southern Region. 
These ‘Tourism Ambassadors’ are local social media users, who will use their platform to 
showcase unique ways to experience the Canadian Badlands. The crew will attend and promote 
local events, attractions and experiences all summer and throughout the fall to drive tourism 
during the Canadian Badlands shoulder season.  

“We’re pleased to have such exemplary, local ambassadors help showcase all the Canadian 
Badlands has to offer. This is a region of diversity with something to offer everyone, whether 
you’re looking for an outdoor adventure, family fun or to explore the rich geological and cultural 
history of this land. We’re all looking forward to seeing the Canadian Badlands through our 
ambassador’s eyes,” says Brian Varga, President of Canadian Badlands Tourism.  

A total of 13 Tourism Champions have been selected to capture the heart of the Canadian 
Badlands. Local ambassadors in the Southern Region include: 

Tye Carnelli is one of the founding members of the Medicine Hat Photography Club. As a 
passionate photography mentor, he focuses his personal camera journey towards the rural areas 
of Southern Alberta; artistically recording and documenting a vanishing legacy of ghost towns, 
abandoned schools, churches and homesteads succumbing to the harsh churning prairie 
elements. “The natural beauty of these rustic surroundings glow through every season, and each 
random discovery unlocks another piece regarding the history of the pioneers who built the 
communities we enjoy and thrive within,” he states. Tye’s fine art prints have been collected by 
prairie lovers around the globe. 
Explore with Tye on Instagram @prairieeyes 

Kandra Forbes just recently moved to Lethbridge but has quickly fallen in love with the area. Her 
work for the Milk River Watershed Council allows her to see some amazing areas in Southern 
Alberta. “I’m hoping to give people a glimpse into the amazing grassland region, I’m privileged to 
work in. It’s an area unknown to many people,” she reveals.  
View Kandra’s images on Instagram @kforbes_photography 

Join the Party 
Locals and tourists are encouraged to join the ambassador’s adventures. Simply follow the 
hashtags #CBTAmbassador and #CBSouth on Instagram to receive the latest updates and learn 
more about local gems in your region.  

About Canadian Badlands Tourism Champions 
This innovative program is run by award-winning travel writer Jody Robbins along with National 
Geographic Travelers of the Year, Pete and Dalene Heck of Hecktic Media Inc. (HMI). This 
burgeoning business developed into a close-knit team of passionate travel marketers and long-
term partnerships with some of the world’s most innovative travel brands. In 2017, the inaugural 
Canadian Badlands Tourism Champions program was selected as a finalist in the Marketing 
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under $50,000 for the Travel Alberta ALTO Awards. Due to the success of the program last 
summer, it has been expanded for 2018 and will run until the end of November.  

About Canadian Badlands Tourism 
Canadian Badlands Tourism (CBT) is a not-for-profit Alberta Corporation providing a new and 
innovative approach to creating an integrated, destination-based tourism industry in South-
Eastern Alberta. CBT is the largest co-operative regional partnership of municipal governments 
in Alberta. The shareholders are 60 municipal governments, who recognize the power of co-
operative efforts to develop and implement strategic regional tourism development plans. 

For further details contact: 
Jody Robbins 
Tourism Ambassador Co-ordinator 
E: jodyarobbins@gmail.com  
T: 403-401-2018  
www.canadianbadlands.com 
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SEPTEMBER 4, 2018 REGULAR COUNCIL MEETING 

INFORMATION ITEM – UPCOMING ECONOMIC DEVELOPMENT EVENT 

PURPOSE: 

The following report is to provide Council a brief overview of an upcoming economic 
development-focused event that is being held in Coaldale.   

BACKGROUND: 

Town administration put forward an application for a Canadian Badlands-sponsored 
daylong presentation with the well-known community development specialist Roger 
Brooks.  

Coaldale was chosen along with 3 other communities to host Roger for a presentation 
and discussion about the various topics that southern Alberta’s municipalities and regions 
are focusing on currently.  

EVENT DETAILS: 

Roger Brooks will be in Coaldale on September 18 from 9 am to 3.30 pm, to present on 
the topics of creating unique experiences and revitalizing main street areas. As a part of 
the responsibilities of being a host community, the Town has been working to ensure all 
other communities and related organizations in the region are aware of the event.  

The event will be held at the Gem Museum and will include refreshments and snacks 
during coffee breaks, and a catered lunch.  

While there is no cost to the Town of Coaldale for playing the role of host community, 
tickets do need to be purchased in order to attend the event, and are $49 each.  

Respectfully Submitted: 

Spencer Croil 
Director of Planning and Community Development 

Request for Decision 
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This report has been prepared in consultation with the following listed departments: 

Department Signature 

Attachments: 

• Event poster
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D E V E L O P M E N T T O U R 2018

ROGER BROOKS 
KEYNOTE SPEAKER 

Over the past 35 years, Roger Brooks and his team have
assisted more than 1,500 communities and travel industry
organizations around the world with their branding, product
development, and marketing efforts.

Roger will be here for a four day tour, September 18 to
21. Each full day session will have a different topic and
there will be plenty of time for Q&A. Sign up for one
day or for ALL FOUR! Lunch will be provided.

S E P T 1 9 : B R O O K S /  

S e p t 2 0 : C o n s o r t

S E P T 2 1 :

S E P T 1 8 : C O A L D A L E

9 : 0 0 a m t o 3 : 3 0 p m

"M a i n S t r e e t D e v e l o p m e n t -

C r e a t i n g U n i q u e Exp e r i e n c e s "

M O R E I N F O A T www . e v e n t b r i t e . C O M

Newell County 

Wheatland  County 

r e g i s t e r t o d a y !

Gem of the West Museum, 1306 - 20th ST
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