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EXECUTIVE SUMMARY 

 
This Peace Country Investment Attraction Strategy (Attraction Strategy) lays out the priority goals, 
strategies and actions that Branding the Peace Country Association will pursue between 2005 and 2010 
when the province of BC will be hosting the Winter Olympic and Paralympic Games.  The Attraction 
Strategy is designed to attract $200 million in new equity capital investments to the Peace Country, which 
will enable growth of new value added businesses that generate by 2010 over $250 million in new annual 
foreign direct investment activity across the Peace Country of Alberta and BC. 
 
The Attraction Strategy directly addresses the long-term objectives outlined in the Community Investment 
Support Program (CISP) application to International Trade Canada.  They are: 
 
  1 – Expand Overall Peace Country Economy 
  2 – Increase Revenue and Employment Opportunities 
  3 – Differentiate Peace Country Products in the Global Marketplace 
  4 – Enhance the Environmental Advantages of the Peace Country 
  5 – Better Position the Peace Country to Attract, Retain and Expand Foreign Investments 
  
The Attraction Strategy, based on a collective marketing initiative called “Branding the Peace”, is 
designed to help Peace Country communities attract investment into the region. Branding the Peace 
represents environmental stewardship, quality assurance and best practices. The brand, properly crafted 
and consistently executed, will increase marketing and promotion of the region and its unique points of 
difference. This will promote development of new value added knowledge based businesses (KBE) within 
current and future resource-based industries such as agriculture, tourism, forestry, and oil & gas.   
 
This Attraction Strategy focuses on three primary goals with underlying strategies as follows: 
 
Goal 1 - Diversify & Expand Peace Country Economy by $250 Million per year 
 

• Strategy A – Develop $50 million per year in new regional tourism revenues  

• Strategy B – Increase direct farm marketing to 20% of AG revenues = $150 MM/year 

• Strategy C – Increase by $50 million KBE impact on region’s economy 

• Strategy D – Formalize three regional industry cluster market segment teams 

  
Goal 2 - Improve Peace Country Competitiveness in the Global Marketplace 
 

• Strategy A – Expand Peace brand awareness by global & regional target audiences 

• Strategy B – Improve transportation/ logistic costs & time to market by 15% 

• Strategy C – Develop alternative energy sources to improve region competitiveness 

 
Goal 3 - Increase Equity Investment into the Peace Country by $200 Million 
 

• Strategy A – Expand region’s climate for risk taking, innovation & entrepreneurship 

• Strategy B – Improve economic & finance literacy of citizens, government & business  

• Strategy C – Develop & implement early stage $20 million capital access framework 
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It is critically important that the Attraction Strategy realistically address the key challenges of the Peace 
Country. These include: 
 

(1) The level of increased economic prosperity currently being experienced by communities 
throughout the Peace Country;  

 
(2) The heavy dependence of this economic prosperity in a few sectors of the economy;  
 
(3) The impact of this prosperity on the competitiveness of the other sectors of the Peace Country 

economy and the resulting downward spiral into more limited economic diversification and 
overweight of economic risk in a few sectors of the economy;  

 
(4) Infrastructure limitations impacting numerous industry sectors; and  

 
(5) The distance and politics of geography  

 
The ultimate success or failure of this Attraction Strategy will be the ability of Peace Country leadership to 
convey a deep sense of urgency in developing citizen and industry understanding of the current need for 
economic diversification in the midst of economic prosperity. 
 

 
Why An Investment Attraction Strategy? 
 
Investment attraction is the strategy by which an economy brings new money into its communities to 
expand their economic base. An economy is driven and organized around three economic legs. The first 
leg includes all economic activity that is focused on meeting directly or indirectly the consumption 
demands of its residents, the consumer services sector. The second leg includes all importing activities 
that bring in goods and services to serve the needs and desires of a region, the import sector. The third 
leg involves all exporting activity that brings money into the regions by selling goods and/or services of 
value and importance to intra-province, inter-province or international markets, the export sector. The 
export sector is the only source of new capital that an economy can use to pay for the goods and services 
it must import to meet its needs and desires.  
 
The export sector is also the only source of additional capital that facilitates the ability of a regional 
economy to conduct transactions and taxation within the consumer services sector. In other words, an 
economy will stagnate and eventually evaporate if it is dependent alone on the consumer services and 
import sectors of its economy. A vibrant and diverse regional economy requires a strategic focus on 
investment attraction in order to grow and diversify the export sector of its economy.  
 
Unfortunately, most of our everyday experience with our local economy involves all the transactions 
associated with the consumer services sector, which involves the everyday transactions used in buying 
our groceries, putting fuel in our vehicles or buying clothes for our families. We do not see how the food 
we buy or the cars we purchase actually involve the exporting of local dollars to acquire these goods or 
services because they may not be indigenous to our regional economy. So an analogy is needed to help 
us understand the relationship of the consumer services sector, the import sector and the export sector to 
the viability of our regional economy. An appropriate analogy might be a swimming pool. 
 
The water filled swimming pool is our regional economy and the water is the capital, which facilitates the 
ability of a regional economy to conduct transactions. The water is constantly moving with lots of men, 
women and children swimming around the pool, which represents the everyday transactions of the 
consumer services sector. The water facilitates the swimming about just as the capital within our regional 
economy facilitates our ability to pay for everyday transactions and taxation. This is the activity we see on 
the surface of the water in the pool and in our regional economy everyday. However, the water is 
constantly evaporating, splashing out and draining from the pool even though we might not see it as it 
occurs. This draining and evaporating of water is analogous to the import sector of our regional economy. 
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Import activity drains capital from the regional economy (the swimming pool) to pay for goods and 
services we want but are not indigenous to our regional economy. If we let the water continue to 
evaporate and drain away we would not be able to swim around in the pool.  We would ultimately hit 
bottom. This is also true for our regional economy. Without new capital (fresh water) our regional 
economy begins to stagnate. The export sector sells goods and services to others external to our regional 
economy, so that we can acquire more capital (fresh water) to expand and grow our economy as well as 
keep us afloat. 
 
Simply put, an investment attraction strategy is all about assuring that our regional economy (swimming 
pool) has enough additional capital (fresh water) circulating in our economy to afford to purchase the 
goods and services we need to fulfill our desires. As defined in “Blur” by Stan Davis and Christopher 
Meyer, “An economy is the way people use resources to fulfill their desires.” This investment attraction 
strategy has been developed to enable the Peace Country to fulfill the desires and aspirations of its 
citizens, businesses and institutions over the long-term. 
 
Why this Investment Attraction Strategy? 
 
The Peace Country of Alberta and British Columbia are enjoying robust economic growth centered on the 
significant expansion in demand for all forms of energy resources whether they are for oil, natural gas, 
coal or coal bed methane. Major investments in coal mine developments, oil and gas exploration as well 
as oil sands and coal bed methane projects have fueled significant capital investments into the Peace 
Country. This economic good news has resulted in significant increases in average wages for new jobs in 
these sectors, significant decreases in unemployment statistics and dramatic increases in housing values 
over the past five years. Why the need for an investment attraction strategy, if we are inundated with all of 
this good economic news? 
 
The simple answer is three-fold. First, the Peace Country economy is continuing its reliance on extraction 
of commodity resources rather than building new business growth engines further up the value chain 
within the priority sectors of the Peace Country economy. Second, although wages are growing in the 
energy sector, this growth in wage inflation is negatively impacting the other sectors of the Peace Country 
Economy by reducing the available labor pool and increasing average wage costs. Third, the Peace 
Country economy is becoming increasingly dependent on the resource extraction sectors of energy, 
forestry and agriculture without building a value added economic strategy that creates sustainable 
economic growth. Interviews with economic development leadership in the Peace Country indicate a 
strong understanding that these economic good times may be temporary phenomena. If the bubble 
should burst, the Peace Country needs to take aggressive actions now to develop a more diverse and 
value added economic foundation for sustainable growth. 
 
This investment attraction strategy is focused on development of value-added business strategies that 
leverage off the Peace Country’s rich and abundant indigenous natural, cultural and human resources. 
The principle foundation of this strategy is a focus on moving Peace Country businesses closer to the 
consumer end of the Producer  Consumer value chain where 67% of all profit margins in the value 
chain of any market segment occur. This reality is as true in agriculture as it is in forestry, energy or 
tourism sectors.  
 

   Producer  Consumer Value Chain 
 

 
Consumer Retailer Wholesaler Processor Producer  

 
 
 
The strategy also recognizes that in order to move up the value chain Peace Country businesses will  
need to add knowledge content to transform plentiful natural resources into value-added products and 
services. Therefore a close integration of existing university owned intellectual property assets with 
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regional expertise is a necessary component of this strategy. These new products and services will need 
to offer sufficient higher value for which their customers are willing to pay higher prices that result in 
higher profit margins which in turn result in higher wage jobs to produce such products and services. 
Businesses ancillary to the energy sector or separate from the energy sector will be better able to attract 
a regional workforce if their profit margins are enabling higher wage jobs to be paid for their skills and 
services.  
 
Economic diversification is an essential component of any investment strategy. Any individual who invests 
more than 5%-10% of their assets into one investment vehicle is labeled unwise. Why does it make any 
more sense for an economy to invest all of its interests in a few large firms or into a few large economic 
sectors? It doesn’t! Therefore a key focus of this strategy is to enable the Peace Country to economically 
diversify while times are good. A successful older citizen of the Peace Country commented for this 
strategy, “ It wasn’t the worst of times when I got in the most trouble…it was the good times.  
 
We need to diversify our economic base now and avoid the temptation to sit on our current success, 
before the tide changes as it always does. Successful development of this strategy requires sufficient 
critical mass of resources to compete on a regional, national or global scale. The Peace Country is 
competing against country economic strategies rather than regional strategies. The geographic 
remoteness and political diversity of the Peace Country is a challenge in achieving such critical mass. 
This strategy is designed to leverage the regions commitment to economic collaboration that already 
exists through the Branding the Peace to form at least three industry clusters to implement this strategy. 
 
 
THE PEACE COUNTRY OVERVIEW 
 
In a world distressed with congestion, contamination and adulteration, there is a pristine place called the 
Peace River Country of Canada.  The “Peace Country” is an oasis of purity: virgin soils, sparkling waters, 
clean air, wide skies and fertile fields.  The Peace Country is a resource-rich northern frontier with 
boundless opportunities for pioneering entrepreneurs.   
 
The Peace Country is a different kind of place.  It is different from metropolitan Europe, downtown Tokyo 
and southern Ontario.  It is different because of its pure, wholesome crops; forage, canola, oats, wheat, 
barley, honey, grass-fed bison and beef. Some of the finest quality agricultural products in the world are 
grown in the Peace Country.  It is different because of its low population base.  It is different because of 
its abundance of natural resources.  It’s unique and diverse geography; its authentic historic cultures and 
archeologically important treasurers; its abundance of active tourism opportunities; and its climate for 
innovation differentiate it. These unique points of difference are the Peace Country’s bounty. 
 
The Peace Country is a vast region of mountains, plains and rivers straddling the British Columbia – 
Alberta border.  There is no clear geographic definition of the Peace Country.  The region lies within the 
Peace River basin, separated from the south by a natural forested area. “The Peace bioregion is most 
clearly defined by the watershed of the Peace River, which spans the northern reaches of two Canadian 
provinces, British Columbia and Alberta.  Extending from the Omineca Mountains in the west to Lake 
Athabaska in the east, from Wood Buffalo National Park in the north to Mt. Robson in the south, the 
Peace River watershed drains 30 million hectares, an area almost the size of California. Spawned by 
melting glaciers high in the Rocky Mountains, then formed by the convergence of the Finlay and Parsnip 
Rivers, the waters of the Peace first linger in Williston Lake, the reservoir of the WAC Bennett dam. 
Running swiftly to eastern lowlands, the Peace descends through foothills, and then winds its way across 
the prairies of northeast British Columbia and northern Alberta.  Over 1,900 kilometres from its western 
source, the mighty Peace River joins the Slave River at Lake Athabaska, forming the Peace-Athabasca 
Delta, one of the largest inland freshwater deltas in the world.  From trickling glaciers’ melt to broad 
lowland, the waters of the Peace have descended 3,600 meters by long journey’s end.  Merged with the 
Slave River, the Peace waters travel north to Great Slave Lake and the Mackenzie River, flowing at last 
into the Arctic Ocean.” (Don Petitt, The Peace).   
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A more pragmatic definition is to use Statistics Canada census boundaries that help provide 
statistical information about the region.  A definition of this nature will include Census Division 
#55 in British Columbia and #s 17, 18 and 19 in Alberta as shown in the following map.  While 
this too, may not represent the Peace Country as understood by everyone in the region, it does 
provide a starting point for developing regional benchmarks and creating a regional identity. As 
defined by the four census divisions, the Peace Country encompasses almost 365,000 square 
kilometres (≈141,000 square miles) and is home to more than 250,000 people. 
 

 
Map of the Peace Country 
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The Peace Country Economy 
 
The Peace Country represents a significant regional economy that is contained within Northwest Alberta 
and Northeast British Columbia. Although there has been no segmentation and analysis of the Peace 
Country as an economic region, the economic assessments of Northern Alberta and Northeast British 
Columbia’s contributions to their respective provincial economies tell an impressive story. 
 
The Analysis of the Economic Contribution of the Northern Alberta Development Council Region, 
November 2003, documents the contributions of Northern Alberta to Alberta and Canada’s economic 
growth. Northern Alberta accounts for 33% of Alberta’s international exports and 25% of its inter-
provincial exports. It produces 37% of Alberta’s natural gas and 52%of Alberta’s oil. 90% of Alberta’s 
potentially productive forests are in Alberta. Forestry products from Northern Alberta represent 75% of 
Alberta’s total forestry exports. The regions agricultural exports represent about 19% of Alberta’s crop 
exports and 5% of its livestock exports. Almost 1.5 million visitors came to Northern Alberta in 2001 and 
generated over $251 million in revenues, which represented about 9% of Alberta’s tourism revenues. 
Investment in Northern Alberta is projected to reach about $12 billion a year between 2004 and 2008 
mostly focused on development of oil sands projects. 
 
The Regions and Resources Study prepared by the Urban Futures Institute, which was recently released, 
reported that the Northeast region of British Columbia was the single largest per capita regional 
contributor to the province’s economic base, at $73,492 in 2001. The Northeast region represents only 
1.6% of BC’s population but 7.1% of its economic base. Export of fuels, oils and electricity products 
account for 47% of BC’s total energy related exports valued at $3.1 billion. Forestry exports were 20% of 
BC’s total forest products exports. Service exports, which include tourism, represented just 1% of BC’s 
service exports at $272 million. 94% of the Northeast region exports are goods related and 6% of exports 
are for services. 
 
Employment across the Peace Country of Alberta and British Columbia is driven by the primary resource 
industries of oil and gas, forestry and agriculture. An emerging growth area for jobs has been the tourism 
industry. In most cases, each of these industry sectors is focused at the producer end of the value chain. 
This means that each industry sector is largely focused on production of industrial commodities. Success 
in a commodity industry is defined by a single mantra: be the low-cost producer. Increased efficiency and 
productivity are the economic drivers in a commodity environment. In a global economy a commodity-
focused strategy can place the Peace Country at a long-term economic disadvantage. Third-world 
countries are striving to achieve economic advancement by implementing development strategies based 
on the availability of undeveloped natural resources and low-cost land and labor. Value based economic 
growth versus commodity production will enable the Peace Country to achieve sustainable economic 
growth that lifts all economic boats rather than a few. 
 
The Peace Country has demonstrated throughout its history a strong sense of entrepreneurship and 
innovation. Between 1916 and 1975 more than 40% of Alberta’s patent inquires came from the Peace 
Country. A number of existing initiatives are focused on supporting the development of businesses based 
on innovation to grow and diversify the Peace Country economy. These include but are not limited to the 
Kiwanis Enterprise Center, The Innovation Network, Sci-Tech North, and the Northern Alberta Institute of 
Technology. A number of individuals commented on the strength of entrepreneurial activity in historic 
market segments, but that the Peace Country was weak on exploration of new areas of opportunity. It 
was suggested that this was a result of the regions lack of access to global market trends and data, which 
has resulted in limited sensitivity to global markets. Current market research clearly demonstrates that the 
new frontiers of sustainable economic opportunity and growth will come from the development of new 
technologies that diminish distance, create new value and launch new products and grow total revenues. 
Cultivating a positive climate of entrepreneurship, innovation and risk taking is a critical component of this 
investment attraction strategy.   
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Peace Country Agriculture 

According to Statistics Canada, the agriculture and agri-food sector is a key driver of the Canadian 
economy, providing one in seven jobs across the country.  Agriculture contributes over 8 per cent of the 
Canadian Gross Domestic Product (GDP) and is the largest manufacturing sector in 7 provinces. 
Agriculture is the third largest exporter of agri-food products in the world. The value of Canada’s agri-food 
exports has more than doubled since 1990, with consumer-oriented exports surpassing bulk 
commodities. Canadian agri-food exports amounted to *$24.3 billion ($ Canadian), $17.3 billion ($ US) in 
2003, with 63% destined for U.S. markets. Other major export markets include Japan, the European 
Union, Mexico and China. Producers have been diversifying in response to global market conditions. The 
majority of agricultural production is concentrated among a large group of successful and business-
oriented farms focused on low cost commodity markets.  

A 2001 agriculture analysis by Leslie Lax of Strategic Management Consulting included 8,884 farms with 
gross farm receipts of $746,314,106. The average farm was about 1,042 acres in size with about 2,249 
farms that were over 1,120 acres in size. Only 64 of these farms in 2001 were producing certified organic 
products. In the Peace Country, the agriculture industry provides strong potential for business investment, 
job creation, economic growth and rural development. A combination of flatland, foothills and mountains, 
the Peace is considered a prairie region. Peace farms enjoy the dual advantages of low land prices and 
low cost of production. Proximity to west coast grain terminals also is a significant cost advantage.  
 
Almost 90% of BC’s grain and 95% of BC’s canola are produced in the Peace. In the Alberta Peace, there 
is approximately 7.1 million acres of farmland comprising about 13.6% of the provincial total.  This 
farmland produces approximately 40% of Canada’s honey and 43% of Canada’s forage seed.  Fertile 
farmland supports a variety of agricultural production including 25% of Alberta’s canola and 83% of 
Alberta’s forage seed. 
 
The Peace is one of the best areas in the world for producing exceptional quality grass seeds. The 
region’s beekeepers benefit from the longer summer days, producing as much as three times more honey 
per hive then elsewhere in the province and totaling in most years 30% of the provincial honey crops. 
Local availability of high-quality feed grains helps make livestock production in the Peace particularly 
competitive. Livestock production includes traditional beef and dairy cattle, sheep, hogs, goats and 
horses, with a growing diversification into game farming of bison, reindeer and exotic livestock, including 
llama, alpaca, fox, ostrich, emus and wild boar.  
 
The Peace Country is home to some of the largest bison herds in the province of BC, producing nearly 
three-quarters of BC’s bison. The strength and diversity of the agricultural industry is evidenced by the 
expansion into forage seed crops, specialty field crops, honey, livestock, and game farming. A growing 
number of farms are now producing certified organic beef, bison, poultry, hogs, eggs, wheat, barley, 
herbs, hay, oil seeds, peas, as well as table and seed potatoes. 
 
Peace Country agriculture enjoys a unique advantage known as Northern Vigor. Because of its unique 
northern geography the Peace Country enjoys more sunlight in summer growing periods combined with 
excellent natural soil conditions, which reduces the need for use of fertilizer and pesticides.  Several of 
these climatic and geographic advantages include: 

 More vigorous, potent crops (based on northern latitude). Certain products like seed potatoes and 
strawberry crowns are sold to the US markets based on their hardiness 

 Long hours of daylight (greater production of crops needing high number of growing days) 
 Higher production of honey (up to 3 times) based on increased summer daylight hours. 
 Favorable rainfall and weather conditions for growing (fewer droughts) 
 Cold winters reduce insect populations resulting in a lower dependence on pesticides. 

This Northern Vigor translates into production of higher yield agricultural products that are more robust 
and pure. These products contain a higher level of nutrients than the same agricultural products grown in 
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other areas of North America and the world. This is a unique global market advantage that this 
investment attraction strategy intends to leverage to the advantage of the Peace Country. 
 
 
Agriculture and Agri-Foods Market Trends 
 
A number of significant trends, at a macro level, will impact the Agri-food sector over the next ten years. A 
successful investment attraction strategy must take these trends into account when looking for niche 
market opportunities that can uniquely be leveraged by the Peace Country. Such trends include:  
 

1.   Global population growth will continue while growth in Canada will remain stable. In 1994, the 
world population was about 5.4 billion people (World Bank, 1994). The Canadian population will 
grow at about .9% annually, while the world growth will be 1.5% annually. This implies a relatively 
stable or flat domestic demand for food products. World population is projected to be 6 billion 
people by 2000 and 8.1 billion by 2025. Canadian and Alberta business will grow largely through 
exports.  

 
2.    Income is expected to grow in Asia faster than in Canada. Income growth in Asia is projected at 6 

to 12% annually in the near term. In Canada, income is expected to only grow at an annual rate 
of 2 to 3%. Domestic purchasing power will be constrained compared to income growth and 
opportunities in Asia.  

 
3.    Globally, the economy is expected to grow in a stable continuous manner at levels approaching 

3% annually. This is a positive outlook in relation to the high boom-bust periods in the 1980s.  
 

4.   Trade agreements will continue to form and, in turn, facilitate greater international movement of 
goods and services. Increased trade creates more market niche opportunities for competitive 
products as well as more competition into Canada from abroad. Modern technology, lower costs 
of transport and increasingly sophisticated logistics and communication systems enable this ever 
increasing flow of trade.  

 
5.   Environmental issues continue to become more relevant and important in business and operating 

practices. The environment, as an issue, is rising on the agenda of many jurisdictions. This will 
have two effects: possible industry/trade barrier implications and market differentiation (and 
demand) for clean, wholesome safe products.  

 
6.   World-wide, consumers are demanding natural, wholesome, quality products at good value. 

Increasingly, people are demanding natural and wholesome products. This has led to increased 
opportunities for development of added value food products sold direct to consumers through 
direct farm marketing channels. 

 
7.   Demand for consumer oriented food products is growing rapidly both domestically and 

internationally. By comparison, the demand for bulk commodity food products is stable or in 
decline. The size of the North American market in 2003 for natural and organic foods is over $18 
billion.  The fastest growing sectors were fruits and vegetables, beverages, breads & grains and 
packaged foods/prepared foods. Future Canadian and U.S. demand will grow annually at 205 
and 9% respectively. (Nutrition Business & ViTAL Economy Ramp Up! Report 2004) 

 
8.   The link between food and health is strengthening. Several significant trends are emerging which 

will further impact the nature of the demand for food products. Population is aging, particularly in 
Western Europe and North America. Health care and its costs is a broad concern. Healthier 
diets/food products are considered a potential preventive measure to reduce future health costs. 

 
9.    Considerable and rapid growth is taking place in two areas: functional foods (nutraceuticals) and 

industrial uses manufactured from food and fibre ingredients. These markets are emerging 
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quickly and several jurisdictions are dedicating resources to develop products in these areas.  
 

10. Traditional location selection factors (e.g. taxes, proximity to market) will continue to decline in 
importance. Other factors are increasing in importance, namely: technology, human capital and 
market infrastructure (distribution).  

 
11. Value-added products and niche markets will grow rapidly. The world markets continue to open 

up and value-added differentiated agri-food products will continue to outstrip commodity and 
intermediate product trade.  

 
12. Strategic alliances, supply chain alliances, the formation of business groups and long-term 

business relationships will be critical for survival and growth in the world food and fibre markets. 
 

13. Improved packaging, the ability to maintain freshness, information technologies, logistics and 
efficient transportation systems are transforming the economics of distribution. Companies 
seeking survival and growth will require an alliance strategy of some type. This may be local, 
regional or international. In Europe, this phenomenon is termed as supply chain based 
competition where food processors do not compete individually for market position. Rather, they 
compete as part of a supply chain system that is targeted to meet the specifications of a particular 
market segment and retail/distribution channel. 

 
Value-Added Agriculture 
 
There are very significant opportunities to add value to agricultural production in areas besides food. 
Today, food represents about 75 percent of the agricultural processing sector. The food-processing 
sector will continue to grow, fuelled by the development of new and unique products such as ethnic foods 
and Nutraceuticals and functional foods. Some people predict that non-food areas, such as 
pharmaceuticals, special and industrial uses, could reach 50 percent of agricultural value-added 
processing by 2010. 
 
Nutraceuticals, dermaceuticals, herbs, medicinals, oilseed products and functional foods represent one of 
the fastest growing markets in the developed world. Increasing consumer expectations that these 
products should provide health benefits beyond simple nutrition is the primary force driving the market. 
Current world consumption of Nutraceuticals, dermaceuticals, herbs, medicinals and functional foods is 
estimated to be $70 billion annually with extremely rapid growth being projected, reaching $500 billion by 
2010.  
 
The developing nations of Asia/Pacific, Latin America, Eastern Europe and Africa/Mideast will provide the 
most rapid growth opportunities. China will exhibit the fastest sales gains among nutraceutical markets as 
economic expansion outside investment and government directives fuel the upgrading of national food 
and drug industries. The US, Japan and major West European countries will remain the leading 
consumers of nutraceutical chemicals due to greater economic prosperity, widening consumer 
preferences for specialty nutritional and herbal products, and trends promoting preventive medicine and 
self-treatment. (Olds College Center for Innovation, Global Information, Inc., Government of Alberta) 
 
Peace Country Tourism 
 
Peace Country tourism is a sub-component of the Northern BC and Northern Alberta travel market for 
which statistics are maintained by the provincial tourism ministries of BC and Alberta. Therefore accurate 
statistics for the Peace Country are not readily available.  Recent tourism studies have been conducted 
by Tourism BC of the Northern Rockies Alaska Highway market and by PREDA of the Northern Alberta 
tourism market. Extrapolating from these studies a general picture of the current state of Peace Country 
tourism markets can be drawn.  
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Northern Alberta experiences about 1.5 million person trips that spent about $251 million in 2001. PREDA 
estimates that about 40% of these visits are to the Peace Country, which would bring about $100 million 
in annual tourism revenues into the Alberta Peace Country. About 55% of this traffic is related to industrial 
crews, 26% to business travelers and about 14% to individual tourists or tourist groups. About 84% of the 
person trips made are by Albertans. 
 
The Northern Rockies Alaska Highway Visitor Research Project released in 2005 estimated that 320,000 
tourists annually travel the Alaska Highway through the BC Peace Country with a primary destination 
being Alaska. This report estimates that these travelers represent about $350 million in sending for the 
Alaska Highway Region of which they estimate $9.3 million is spent in Northern BC. 51% of these visitors 
are from the U.S., 43% are from Canada and 6% from overseas. 60% of visitors are over the age of 55. 
 
The study did not include travelers on a day trip, traveling for personal reasons, working as part of a 
construction crew or in shipping/transportation, or traveling as part of an organized bus or RV caravan 
tour group. There are significant overnight accommodation, transportation and food revenues that are 
recorded as tourism related revenues for Northern BC that are generated by industrial crews and 
business visitors for the energy industry.  Northern BC travel statistic indicate that about 5.8% of all BC 
tourism revenue is generated in Northern BC, of which the BC Peace Country is currently a small market 
segment. 
 
The most often mentioned challenges to growth of Peace Country tourism identified in studies were (1) 
lack of mature tourism infrastructure (accommodations, venues, transportation, etc.) available to tourists, 
(2) lack of awareness by regional leaders of the economic value of tourism, (3) lack of regional tourism 
planning and partnerships and (4) lack of sufficient tourism marketing resources. Also mentioned are the 
political barriers of inter and intra province competition for the tourist dollar and the lack of a series of life 
style circle tours designed to meet the needs of a different demographic audiences interested in a total 
Peace Country experience.  
 
The Peace Country is viewed by tourism professionals as having a significant number of tourism assets 
that would be attractive to a larger tourist market, if transportation access and accommodation issues can 
be addressed. Study respondents have identified opportunities in nature-based, adventure, dinosaur, 
education, and agri-tourism offerings. This investment attraction strategy is focused on developing 
solutions that address the identified challenges and leverage existing assets while enabling the Peace 
Country tourism sector to respond to current tourism market trends. 
 
Tourism Market Trends 
 
Global tourism revenues in 2002 were estimated at about $474 billion. In 2001, the World Tourism 
Organization (WTO) identified Canada as the ninth most popular tourist attraction in the world. World 
tourism arrivals are expected to grow from 694 million in 2002 to 1 billion by 2010 and 1.6 billion by 2020. 
Obviously there are significant growth opportunities in the global tourism market. The challenge is to 
understand what countries will contribute to growth in new travel and what these new visitors will be 
looking for in a vacation experience. Once these trends are understood then the Peace Country tourism 
sector needs to determine if they are interested and able to organize regional resources in a collaborative 
structure to meet the needs of this expanding global tourist market.  
 
The majority of future growth in outbound tourists (50%) will be from East and South Asia. The Americas 
and Europe will represent only about 10% of this global growth. Major travel trends in 2004 and beyond 
are pointing to demands of these new tourists that will require changed product and service strategies. 
 

1- Leisure travel will generate 73% of all travel expenditure…weekend trips now account for 50+ of 
travel market 

2- Last Minute trip planning will increase… 68% will plan with < 3 wks of departure 
3- Bargain Brained Consumers means innovation in unique travel at value prices with packaged 

itineraries is important. 
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4- Cost Contained Business Travel-83% of travel managers using mid-price hotels 
5- Intense growth of Internet permission & referral marketing and customer tracking 
6- Technology use will dominate travel planning and purchasing 
7- Safety, personal comfort, control and bargain buying are primary traveler concerns 
8- Baby Boom Generation 1946-64 will generate more travel than any other group  
9- Growth in High End Leisure Travel Experiences… Niche markets in adventure, heritage and 

nature based tours will thrive 
10- Growth in Theme and Total Immersion Leisure Travel  

Source: ViTAL Economy RAMP UP! Report 2004 
 
Internet travel trends are transforming the way this expanding global and local tourist market wants to be 
served. The tourism regions that do not respond quickly to this technology trend will suffer. 
 

1- 29% of business travelers used the internet to purchase travel in 2003 
2- 67% of business travelers are planning to use internet for travel in next year 
3- 39% of leisure travelers now use internet to purchase travel in 2004 
4- 59% of leisure travelers intend to use internet to purchase travel in next year 
5- By 2003, it’s estimated 50% of Canadian adults used the internet to book travel 
6- 63+million Americans are using use the internet to book all of their travel needs 
7- On line providers are moving aggressively toward a one-stop travel shopping experience. Single 

service providers will loose.  
8- A November 2003 study revealed that online travel agencies lead off-line travel services by a 2-1 

margin with consumers for vacation package planning 
9- In 2004 nearly 11 million North American travelers took an unplanned vacation trip as a result of 

an emailed travel promotion, discount or offer. 
Source: ViTAL Economy Ramp Up! Report 2004 

 
A study of U.S and international tourist interests when traveling to Canada indicated that a large 
percentage of these tourists are looking for tourism experiences that include assets indigenous to the 
Peace Country. These included participation in outdoor activities (32%), visiting national or provincial 
parks (47%) or historic sites 39%, and sightseeing (51%-75%). In addition, eco-tourism will grow an 
average of 20% per year and adventure tourism by 15% per year compared with a 4% projected growth 
in overall tourism. In a recent survey of U.S. households 48.1% responded that they planned to 
participate in nature based activities during their vacation.  
 
The Peace Country of Alberta and BC offers significant resources that can take advantage of these 
market trends. The Peace Country captivates the visitor with its abundance of pristine wilderness, 
spectacular scenery, and wide expanses of land ranging from rolling hills to the Rocky Mountains.  The 
Peace Country is an oasis for guiding, outfitting, hiking, hunting and fishing and offers wonderful 
development opportunities for dinosaur, agricultural, geo-cache, aboriginal, back country and 
cultural/heritage tourism. 
 
Investment Attraction Strategy 
 
This strategy describes the three priority goals, the strategies related to each goal and the recommended 
action plans that can enable the strategies to achieve the priority goals. The statement of a measurable 
stretch objective of $250 million by 2010 is intentional. Many may regard this goal as unrealistic. Some 
may regard the goal as too limited. What is important is that the investment attraction strategy has a way 
of measuring progress of Peace Country leadership in achieving the objective. The strategy focuses 
primarily on the sectors of agriculture and tourism because these are sectors within the Peace Country 
which have already begun to work collaboratively under Branding the Peace. The energy and forestry 
sectors of the economy are the current key engines of Peace Country economic growth. These sectors 
are growing through increased sales of largely commodity products and services.  
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The Knowledge Based Enterprise (KBE) component of this strategy focuses on development of new 
businesses that add knowledge content to commodity resources across the spectrum of industry sectors 
present in the Peace Country including the growth sectors of energy and forestry. KBE will enhance the 
opportunity for the Peace Country to develop a greater percentage of income from businesses that supply 
higher value jobs and move away from the producer end of the value chain where price alone matters. 
KBE is where Peace Country innovations are turned into viable business growth engines that expand and 
diversify the Peace Country Economy. 
  
A successful strategy requires a set of inter-related and integrated goals and definable outcomes. The 
three goals chosen for this strategy focus on establishment of measurable growth goals that begin the 
process of economic transformation while building an expanded sense of global market opportunity and 
knowledge. Underlying these two important capacities is the development of an indigenous finance 
capacity, knowledge base and culture if innovation that is essential to attracting foreign direct investments 
into the Peace Country. Therefore the measurable outcomes we hope to achieve from implementation of 
this strategy are both qualitative as well as quantitative. 
 
Each of these goals, strategies and action plans has a unifying set of core concepts that insure their 
successful development. These include the core concepts of leverage, critical mass, knowledge and 
innovation, capacity building and collaboration. The intentional inclusion of these elements into the design 
of this strategy is recognition that the Peace Country economic region is a natural economy. The ultimate 
long-term success of the region for all of its constituencies depends on the ability of regional leaders to 
transcend the limitations and challenges of geography and politics. In essence the Peace Country is more 
valuable as a unified economic region than as artificially separated political jurisdictions of Northwest 
Alberta and Northeast British Columbia.  
 
The strategy calls for the leveraging and collaboration of indigenous resources to create sufficient critical 
mass in order for the Peace country to successfully attract increased foreign direct investment across all 
sectors of the economy. The application of knowledge and innovation to existing businesses is crucial in 
the development of higher value business opportunities that move Peace Country businesses closer to 
the consumer end of each industry sector value chain. Capacity building of physical, financial and 
knowledge infrastructure within the Peace Country is recognition that the most remote economies must 
have the ability to compete for foreign direct investment alongside the most resource connected 
metropolitan economies and country economic strategies. Finally, collaboration is the way in which 
successful 21st century economies are being managed. Foreign direct investment seeks investment 
opportunities where economies of scale and convenience are readily apparent and intentional. 
 
The goals, strategies and action plans of this investment attraction strategy are defined below. Each 
strategy will list the action plans specific to them. Each action plan contains a brief description of how the 
action plan is to be implemented and will enable the strategy to meet its intended objective. Following 
these descriptions will be a proposed time line and resource budget for implementation of the strategy. 

 
2005-2010 Investment Attraction Goals, Strategies, Action Plans 

 
 

Goal #1 – Diversify & Expand Peace Country Economy by $250 Million per year 
 

Strategy A – Develop $50 million per year in new regional tourism revenues 
 
Peace Country tourist traffic between Northwestern Alberta and Northeast British Columbia is estimated 
currently to be in the range of 1 million people per year generating a foreign direct investment of $150-
200 million per year. The action plans outlined below are focused on developing a more mature tourism 
product base of accommodations, venues and circle tours that will attract more visitors and encourage 
existing visitors to spend more time and money in the Peace Country.  
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Action Plan A-1- Increase traffic for dinosaur, arts & culture, geo-cache and active tourism venues 
 
The Peace Country enjoys one of the most significant natural deposits of dinosaur artifacts in the world. 
This is one of the fastest growing areas of knowledge and authentic tourism in the world. Spirit of the 
Peace has already mapped the museum experiences of the Peace Country. The Peace Country is a 
tourist paradise of active tourism offerings. It has an abundance of pristine wilderness, spectacular 
scenery, and wide expanses of land ranging from rolling hills to the Rocky Mountains.  The Peace 
Country is an oasis for guiding, outfitting, hiking, hunting and fishing and back country tourism. Agri-
tourism provides “country experiences” to travelers with the goal of generating revenues for farmers and 
surrounding communities. Geo-caching tourism (using GPS devices) is growing exponentially with over 
160,000 geo-cache locations in over 200 countries. A significant number of geo-caches are located in the 
Northwest United States and Canada. 
 
Tourism trends summarized in this report indicate a significant interest in authentic cultural, adventure 
and active tourism circuits that provide an easily accessible tourism experience. Mapping and integration 
of these tourism experiences should increase the number of tourists traveling to the Peace Country as 
well as lower the average age of tourist to the higher spending demographic of baby boomers. The goal 
should be to increase the tourist count by 30% (300,000) and increase by 1 day the time that 20% 
(200,000) of the existing 1 million travelers spend in the Peace Country. 
 
Action Plan A-2 - Leverage Alaska Highway tourists for added days in Peace Country 
 
It is estimated that 320,000 tourists spend approximately $9.3 million in the Peace Country when traveling 
the Alaska Highway. These visitors spend approximately $350 million in the Alaska Highway region.  Only 
2.5% of this spending currently occurs in the Peace Region. Leveraging the opportunities for  in Action 
Plan A-1 above to increase traveler interest in Peace Country attractions should enable the region to 
attract 5% of traveler revenues in the Alaska highway region by 2010, based on the current level of 
traveler spending this would increase traveler investments in the region to $17.5 million. 
 
Action Plan A-3 - Create a realistic multi-year tourism product improvement strategy 
 
Studies by BC Tourism and PREDA have documented a number of challenges to expansion of the 
tourism industry in the Peace Country. These include a lack of adequate quality accommodations, lack of 
multi-modal transportation access to and within the region, lack of regional tourism planning and 
partnerships, as well as conflicting jurisdiction issues between Alberta and British Columbia governing the 
tourism industry. It is recommended that a business strategy for investment in improved infrastructure and 
creation of regional partnerships be developed using projections of increased traffic based on the 
expected results from implementation of action plans described in Action Plan A-1, A-2 and A-4. This plan 
should specify the accommodation, transport, marketing, research and transportation infrastructure 
investments required to attract and accommodate the increase traveler traffic goals inclusive of an 
estimate of expected return-on-investment (ROI). This plan should then be provided to the management 
team overseeing the development of locally managed financing resources outlined under Goal #3. 
 
Action Plan A-4 - Make the Peace Country.com portal a virtual tourism-booking site 
 
Although a number of travel portals exist to serve Northwest Alberta, Northeast British Columbia and the 
Peace Country there is no integrated travel portal that currently exists to enable a prospective visitor to 
research organize and book online all aspects of their entire itinerary. The tourism trends for Internet use 
by travelers documented in this report clearly indicate that those regions, which enable a convenient and 
accessible virtual booking experience, will dramatically increase the number of travelers selecting the 
Peace Country as a destination of choice. Accomplishing this objective does not require significant 
upfront capital investment. A number of economic regions have partnered with existing tourism Internet-
based application and network service providers to develop such portals in exchange for a percentage of 
the revenues booked through the portal. What is required is a partnership of tourism providers across the 
tourism industry value chain in the Peace Country that can come together under a common brand. 
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A goal should be established to create this capability in conjunction with Peace Country.com within 2 
years of the approval of this strategy. In addition a measurable goal of 25% of all traveler bookings are 
running through this portal within 2 years of the launch of the portal, which will significantly reduce 
booking costs throughout the tourism value chain in the Peace Country. Finally the portal should be able 
to track the number and location of visitors to the portal in order to track which geographies of origin are 
generating the increased interest in Peace Country tourism. Economic regions that have implemented 
this type of portal have experienced within 3 years at least a 305 increase in venue and accommodation 
fill rates. Within 5 years 25% of their increased tourist traffic comes from geographies that were not 
represented in any significant number before the portal was launched 
 
 

Strategy B – Increase direct farm marketing to 20% of AG revenues = $150 MM/year 
 

Action Plan B-1 - Identify value added consumer-purchased Agri-food opportunities  
 
An Agri-foods cluster should develop a priority list of added value food products and Peace Country 
cuisine, including the producers and processors in the region that will be sold direct to consumers on a 
North American and global scale. Goal targets of 5 products per year for five years should be established 
that generate at least $5 million in sales per product by 2010. This will achieve an additional $125 million 
in direct to consumer sales of agriculture products. 
 
Packaged and prepared foods have experienced a 12% compound annual growth rate in North America 
since 1997. The Peace Country currently competes largely with commodity rather than value added 
agriculture products. Global food trends, as documented early in this strategy, indicate that the 
opportunities for the packaging of Northern Vigor packaged food products from the Peace Country 
provide significant market penetration opportunities into a North American market of $9.5 billion.  
 
Action Plan B-2 - Increase field-to-table, farm-to-fork pure food sales 
 
A specific market research plan should be developed that sizes the North American niche market 
opportunities for field-to-table pure food sales.  The Agri-Foods cluster should establish a goal of $25 
million in annual sales by 2010. 
 
 
The consumer end of the agriculture value chain is where 67% of the agriculture profit margin occurs. The 
Peace Country produces some of the best food products in North America that can be marketed under 
the Peace Country brand to North American markets through a virtual logistics order and delivery system.  
 
Numerous agriculture markets have successfully created such brands. Tasmania Australia provides a 
variety of field-to-table offerings in fruits, vegetables, meats, cheeses, wines, and edible flowers and 
grains that has transformed their agriculture economy. Washington’s Olympic Peninsula has converted 
75% of their field production to the white tablecloth restaurant market through Northwest restaurant coop 
agreements bypassing the entire distribution channel. This includes the contracting for annual production 
of specific organic or pure food crops by the restaurant coops. The per acre annual revenue increases in 
each case example went from $300-$500 per acre to $10,000-$15,000 per acre for each farmer. 
 
Action Plan B-3 - Research, document & quantify Northern Vigor value to consumer 
 
The impact of Northern Vigor on the quality and vigor of food products, the disease resistance of plants 
and seed as well as the potency of plant, grain and seed stock appears to be quite significant and unique. 
Documentation and quantification of these benefits to end users of food, grain and seed products are of 
critical importance. The Agri-foods cluster needs to develop and execute a detailed research plan by the 
end of 2006. The resulting research should indicate not only the impact of Northern Vigor on Agri-foods 
but also on the market viability of Peace Country developed Nutraceuticals and dermaceuticals. 
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Action Plan B-4 - Develop direct to consumer Internet marketing/shopping portal 
 
Peace Country.com offers an opportunity to connect the products and services of the Peace Country 
Agri-foods industry directly to North American and Global end user consumers. The portal should allow 
for an end user to package and purchase multiple Agri-food products on one shopping list regardless of 
producer source in the Alberta or BC regions of the Peace Country. This portal should also offer 
connection to Peace Country cuisine and wines as well as Agri-tourism opportunities. The portal should 
be developed in conjunction with the virtual tourism application in partnership with a technology 
application and network service provider. Development costs for the portal can be recovered through a 
percentage coupon on each sale processed through the Portal. By 2010 this Portal should be generating 
at least $10 million in sales per year direct to Agri-foods producers in the Peace Country, which should be 
100% new foreign direct investment. 
 
Strategy C – Increase by $50 million KBE impact on region’s economy with focus on 
innovation 
 
The Canadian Government has placed significant focus on improving the innovative capacity of non-
metropolitan regions of Canada. Innovation has become the major driving force in economic growth and 
social development.  Industry Canada recognizes the importance of innovation in its “Innovation Strategy” 
which notes that knowledge is now the main source of competitive advantage.   
 
In an innovation driven economy, the challenge is to move from isolated business enterprises to a 
collection of working group and business clusters, and upgrade the sophistication of these business 
clusters to more advanced activities.  This is what provides unique value to the products and services that 
our region produces  
 
The measure of success in this strategy is the number of Knowledge Based Enterprises (KBE) that are 
developing and expanding in a regional economy as a percentage of regional GDP. Innovative 
companies are more profitable, create more jobs, pay higher wages and are more successful in 
competing with global markets.  
 
This strategy has established a measurable goal of developing $50 million in annual foreign direct 
investment into the Peace Country through the creation of at least 10 KBE generating at least $5 million 
in revenue by 2010. The sectors prioritized are those identified by the Innovation Network and Sci-Tech 
North as the most likely areas for near term success. 
 
Action Plan C-1 - Oil & Gas related environmental stewardship/remediation 
 
The Peace Country oil & gas industry has developed significant expertise in management of operations in 
remote locations, transporting resources over long distances, environmental management, 3-D 
geophysical survey methods, horizontal drilling, reservoir engineering, etc. Sci-Tech North has identified 
Environmental Stewardship and Remediation that will saves millions of dollars per year as a prime market 
segment to be pursued by Peace Country entrepreneurs. Other parts of the world can benefit from Peace 
Country innovations. Peace Country oil and gas firms are already exporting a number of innovative 
technologies and services around the world. These include satellite thermal mapping techniques, 
hydraulic rig technology that can drill anywhere to reduce drilling and relocation costs, or technologies 
developed for oil sands are now being used to recover oil for commercial use or to extract shale oil. The 
goal established for this action plan is $20 million in new foreign direct investments by 2010 through at 
least 4 new or expanded products or services. 
 
Action Plan C-2 - Northern Vigor Bio-tech and Agri-tech business developments 
 
Nutraceutical and functional foods, as identified in the review of Peace Country agriculture opportunities, 
are exciting growth markets that Peace Country producers need to pursue. The Agri-foods cluster needs 
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to develop a prioritization of at least 12 opportunities that will result in 4 new businesses generating at 
least $5million in new foreign direct investment by 2010 for a total of $20 million per year. 
 
Action Plan C-3 - Tech transfer of university IP assets to Peace Country firms 
 
A substantial base of intellectual property (IP) resides in the research universities of Alberta and British 
Columbia. Because most of this patented technology will not generate multi-million or multi-billion firms, 
the assets remain on the shelf. This strategy has established a goal of identifying and reviewing all 
untapped IP that might have application to existing Peace Country based industry sectors whether they 
be oil & gas, forestry, agriculture, tourism, value added manufacturing, etc. The strategy has established 
a goal for prioritizing 10 IP assets to explore, which will generate at least 3 new foreign direct investment 
opportunities totaling $15 million per year. 
 
Action Plan C-4 - Turning local industry knowledge exhaust assets into businesses 
 
Information exhaust is the knowledge created by business activity central to the development of a core 
product or service. Many of the IP inquiries in the Peace country since 1917 have been for the 
development of new tools or machines related to solving problems in agriculture, forestry, oil and gas, etc. 
Often this knowledge might have application in other industries or markets, but it never gets leveraged to 
create new businesses and jobs in the regional economy. This action plan establishes a goal of mapping 
by 2007 at least 2-3 knowledge exhaust opportunities by industry sector and then developing a plan of 
action to research and develop measurable business plans that will take these knowledge opportunities 
from concept to product and/or service reality. 
 

Strategy D – Formalize three regional industry cluster market segment teams 
 
Industry clusters can make a significant contribution to regional economic growth by organizing all levels 
and elements of the industry value chain into a cohesive private sector driven action team. Industry 
clusters are far more than networking opportunities. Advanced economies use regional clusters rather 
than focusing on individual companies as a proven source of jobs, income and export growth. According 
to Professor Michael Porter, “industry clusters are geographic concentrations of competitive firms in 
related industries that do business with each other and that share needs for common talent, technology 
and infrastructure.” Regional clusters create sufficient critical mass for businesses to share scarce 
resources, develop a skilled workforce, access capital and grow regional and global market opportunity. 
Industry clusters provide remote economic regions the critical mass necessary to compete with country 
strategies. Clusters drive the direction and pace of innovation, increase firm productivity and stimulate the 
formation of new businesses, which expand and strengthen clusters. This strategy establishes a minimum 
goal of organizing at least three industry clusters for the Peace Country economy.  
 
Action Plan D-1 - Regional Tourism including arts and culture components 
 
This action plan calls for the organization of a tourism industry cluster that is inclusive of the cultural arts, 
aboriginal culture, regional tourism associations, providers of hospitality services, owners and managers 
of for profit and not-for-profit tourism venues, as well as leisure, adventure and active tourism interests.  
 
Peace Country tourism providers and industry association professionals have identified lack of 
association or jurisdictional collaboration and planning as well as lack of funding for marketing and 
infrastructure as key barriers to industry growth.  Other identified barriers to collaboration include 
problems of sharing funds between Alberta and British Columbia. There are rules and regulations set by 
provincial tourism agencies, which require regional tourism marketing organizations to confine their 
activities by political boundaries. Distinct brands and sub brands that have been long established within 
each jurisdiction limit the willingness to collaborate. 
 
The tourism cluster should be organized and led by private sector leaders in partnership with public 
funded tourism and economic development agencies. The cluster should be fully organized within 6 

 18



months and have a developed and approved business strategy for growing the entire Peace Country 
tourism industry by June 2006. 
 
Action Plan D-2 - Agri-Foods Value Chain 
 
Branding the Peace has already organized the foundation for an Agri-foods cluster largely around 
development of a common marketing brand. This action plan focuses on the development of a full value 
chain Agri-foods cluster for producers, processors, research and development interests, distribution and 
logistics resources and service providers. This cluster will have as its major focus the development of 
broad based industry support for implementation of the identified action plans outlined above. This cluster 
should be organized within 3 months of approval of this investment attraction strategy and led by the 
private sector in partnership with association and public sector interests. 
 
Action Plan D-3 - Knowledge Based Enterprises (KBE) 
 
There is insufficient critical mass of innovative companies within one industry sector to support an 
individual cluster. However, many of the KBE opportunities in the region are developing service and 
technology innovations that may have application across numerous industry sectors. This action plan 
should be led by a collaboration of leaders from the Innovation Network and Sci-tech North, which are 
already focused on development of climates of innovation. 
 
Action Plan D-4 - Education and Training Services Cluster 
 
This cluster will focus on mapping all private and public sector education and training services needed by 
Peace Country industry. It will map education and training service capacity already existing in the region. 
The cluster will focus on increasing regionally based training services for all industries, so that the Peace 
Country becomes known as a robust knowledge economy attractive to knowledge workers and work. 
 
Goal # 2 – Improve Peace Country Competitiveness in the Global Marketplace 
 

Strategy A – Expand Peace brand awareness by global & regional target audiences 
 
Action Plan A-1 - Create and Implement a 2010 related investment attraction strategy 
 
The Alberta and BC Peace Country is uniquely positioned to capitalize on the global exposure that is 
imminent in relation to the upcoming 2010 Winter Games.  With the world on our doorstep, we want to be 
prepared to leverage our region’s assets and unique points of difference on the world stage and attract 
further interest and investment into our growing region. We need to brand the Peace Country as a 
preferred destination to invest, work and visit, and leverage the marketing and business potential of the 
2010 Winter Games. 
 
A Peace Country 2010 task force should be established to develop a strategy to leverage the presence of 
the 2010 Winter Olympic and Paralympics Games for economic advancement. ViTAL Economy, Inc. 
conducted a 2004 study of the economic impact of the Olympics on economic regions outside of the host 
cities for the TELUS sponsored RAMP UP! Initiative. The results of this study and its recommendations 
are available to the Peace Country through the Kiwanis Enterprise Centre. The study recommendations 
point out several areas of economic opportunity that may be appropriate for Peace Country action.  
 

(1) Olympic events are known for what is called a “crowding out” effect on the traditional traveler to 
the region hosting the Olympics. Peace Country tourism should start immediately to develop 
alternate circle routes that enable traditional tourists to Northwest Canada to by pass the Lower 
Mainland of BC and experience a Peace Country vacation experience. This will need to include 
the development of the improvements in transport, venue and accommodation infrastructure 
necessary to support increased tourist traffic. Strategy to be in place by January 2007 
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(2) Infrastructure gaps in services, products and human resources often occur in conjunction with the 
hosting of Olympic events. Most regions do not plan far enough ahead to develop the short-term 
critical mass of resources do meet the construction and service demands leading up to theses 
events. This leads to the export of capital to remote economies rather than the import of foreign 
direct investments into regional economies in closer proximity to the state or province hosting the 
Olympic events. Peace Country resources provide expert services that can be organized to 
respond to the infrastructure demands of 2010 and thereby attract significant new foreign direct 
investment into the Peace Country economy. Strategy to be in place by June 2007 

(3) Peace Country industry clusters, under the umbrella of Branding the Peace, have an opportunity 
to create a significantly increased awareness of the Peace Country experience at the 2010 Winter 
Olympics. This includes the Peace Country innovation, lifestyle, cuisine, culture and its 
unexplored unique beauty. A business strategy for 2010 Peace Country presence should be 
developed for implementation by 2007. 

 
The Branding the Peace Country Association wants to ensure that the 2010 Games will be used as an 
opportunity to attract new investment, create employment, increase exports, and promote innovation 
among local producers and businesses in the Alberta and BC Peace Country in conjunction with the 
priority opportunities defined above. 
 
Business promotion, marketing and relationship building programs are at the very heart of the Branding 
the Peace Country Association’s plan to fully leverage the Games potential for investment attraction and 
business development in the region.  The priority is to encourage and assist regional producers and 
Branding the Peace Country Association members to break into international markets and attract 
investment into our region.    
 
The 2010 Olympic Winter Games proudly support Peace Country Canada branded products and 
services, including beef, bison, honey, saskatoons, oats, first nations, tourism, arts & culture.  The Peace 
Country region becomes a magnet for investment attraction to companies who support the belief that 
agriculture is the strongest foundation for a region to base its economy on. 
 
ACTION:  Develop a 2010 Peace Country Brand Action Plan 
 
ACTION:  Set down overall goals, as well as strategies for reaching those goals in the plan.  Identify 
target markets based on research and analysis.  Also identify those charged with implementing the 
strategies, and timelines specified for the completion of tasks. 
 
ACTION:  Host a number of activities to showcase a range of Peace Country products, ranging from 
primary commodities and arts and crafts through to cutting edge technologies. 
 
ACTION:  In the immediate lead up to the Games publish editorial features on business success in the 
Peace Country.  
 
ACTION:  Develop a Peace Country Technology Showcase.  Before the Games, the Peace Country 
Technology Showcase will generate momentum and activity, raise the profile of the Peace Country’s 
technology based companies and contribute to the generation of major investment attraction and export 
trade opportunities. 

 

 
ACTION:  Networking – taking advantage of the presence of CEO’s from major global organizations in 
Whistler for the Games, the Branding the Peace Country Association can implement networking 
opportunities between these CEO’s, government ministers and key local business people.   
 
ACTION:  Relationship building meetings ensure that every visiting CEO takes away a favorable memory 
of their visit to Canada together with a greater first hand understanding of the Peace Country’s business 
capabilities. 
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ACTION:  A Taste of the Peace will promote all sectors of the Peace Country food and beverage industry 
to potential international partners, and can be supported by produce from producers from across the 
Peace Country. 
 
ACTION:  Networking remains one of the most effective ways to build businesses and the Games provide 
valuable opportunities for Peace Country business to network with businesses from around the world.   
 
TIMELINE TO 2010 
 
2005  – A strong Marketing Strategy is developed and work continues as regional producers set standards 
for brand use for their various products and begin to utilize and market the brand collectively. 
 
2006  – Technology becomes an integral part in connecting the Peace Country to the world, providing 
communications, websites, portals, e-commerce, e-mail and e-learning opportunities that benefit the entire 
region. 
 
2007  – Private Public Partnerships are thriving in the Peace Country as regional clusters continue to grow 
and utilize the advantages of the collective marketing strategy.   
 
2008  – A Trade Specialist is engaged and a trade and export office is established in the Peace.  There is 
an increased capacity to meet specialized market demands in the global marketplace. 
 
2009  - The Peace Country brand gains global recognition as a geographic region that successfully 
promotes premium quality products and services. 
 
2010 – The Olympics proudly support Peace Country Canada branded products, including Beef, Bison, 
Honey, Saskatoons, Oats, First Nations, Tourism, Culture and much more. 
 
 
Action Plan A-2 - Market Peace Country products & services to tourists & beyond 
 
Recognize the need for private sector involvement and encourage private sector participation in Branding 
the Peace through cooperative advertising and marketing promotions.  Establish a member ship 
expansion and sponsor development plan by January 2006 that will generate 400 new members and 
$500,000 in annual sponsor investments.  
 
Employ the powerful influence of third party endorsement to communicate the Peace Country brand and 
promote the value of Peace Country products and services. The Peace Country Investment Attraction 
Strategy focuses on bringing new business investment to the region by promoting the Peace Country for 
sustainable growth, investment attraction, regional and international recognition through the “Branding the 
Peace” process. 
 
The branding of the Peace Country as a whole region is a holistic concept.  It involves every aspect of 
commerce, retail, culture, agriculture, tourism, transportation, hospitality and education.  The Peace 
Country has a competitive advantage in the distinctive geography that defines it.  It is a relatively self-
contained region with a small population base.  The people who have supported the Branding the Peace 
concept since its inception have built a strong foundation from which to build the Investment Attraction 
Strategy. A region has the right and the obligation to declare itself and for what it stands. By working 
together to create an honest image of the superior products produced in our region, our specialty agri-
food products, agri-tourism, tourism, technology, arts and aboriginal culture, the Peace Country has the 
opportunity to become recognized for who and what we are and for what we stand. 
 
Strict quality assurance protects our brand.  We believe in environment responsibility.  The goal is for 
ever-increasing productivity and leading edge production practices.  Peace Country products and 
services come from the pristine region with the beautiful name, the Peace Country.  We invite and 
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welcome the people of the world to experience our home, to visit this beautiful place that recognizes the 
importance of real wholesome, natural foods and the people who produce them. 
 
It is the Peace Country brand that provides the basis for an aggressive marketing strategy for the Peace.  
It creates the foundation for future commercial and industrial expansion.  It offers incentives to industry to 
establish themselves in the Peace Country. It is the glue that binds the communities of the Peace Country 
together. International investors are seeking competitive business locations that offer access to well-
educated and skilled workers, key markets, abundant natural resources, transportation networks, good 
government, productivity and innovation.  The Peace Country is well positioned to attract these investors 
through the collective marketing of its unique points of difference and promotion of its geographic 
location.  A strong Peace Country brand will assist in helping the region become more competitive in 
attracting investment by addressing the issue of becoming a “top of mind” location in relation to other 
regions. 
 
The Peace Country brand will also assist producers in broadening and deepening their market base. 
Improved markets and prices will increase income and may lead to increased employment. As the region 
strengthens economically, additional investment will be attracted to the Peace Country. 
 
Action Plan A-3 - Increase understanding of and capacity to research global markets 
 
Peace Country investment attraction strategies will not achieve intended objectives without development 
of the capacity of Peace Country leaders, citizens, government, institutions and industry to understand 
and track global economic, political and market trends. It is also impossible to measure progress toward 
investment attraction goals unless the Peace Country is able to measure and manage its regional 
economy. Currently there is no simple way for the Alberta and British Columbia Peace Country to 
measure and track its regional economy.  
 
This action plan focuses on the development of a Peace Country based capacity and resource to 
establish, measure, benchmark and track its regional GDP. This needs to be a cooperative venture 
between Alberta and British Columbia economic development ministries and regional economic 
development resources. In addition, Peace Country leadership needs to develop a trained capacity to 
research and assess industry, economic, market and political trends in the context of industry cluster 
market segment strategies and action plans focused on expanding foreign direct investment. An action 
plan team should be organized to develop a plan of action and budget for collaborative funding of the 
economic research capacity described. The resulting recommendation should be funded and approved by 
September 2006 for implementation as of January 2007. 
 
Action Plan A-4 - Implement Peace Country brand buy-in plan for each industry 
 
For marketing purposes, throughout North America the trend is to combine communities into a region and 
to market the region.  Branding the Peace Country Association promotes relationship building and 
development in Northwestern Alberta and Northeastern BC for the economic and social benefit of the 
entire Peace Country region under a common brand. 

 
Cluster development in the Peace Country provides an opportunity for economic prosperity in the region.  
In order to develop a critical mass and leverage the financial and marketing expertise required to compete 
in today’s global economy, communities and businesses need to examine the idea of organizing into a 
larger network.  Government, associations, working groups and industries need to work together, share 
resources and market collectively.  Without the ability or desire to do this, local communities and 
businesses will suffer and eventually jobs will be lost to other larger more recognizable regions and 
smaller communities will become impoverished.   
 
The process of working groups, and the interchange among industries in the working group cluster, works 
best when the industries involved are geographically concentrated.  Clusters are cooperative groups of 
industry competitors, related businesses, buying partners, suppliers of specialist services and inputs, and 
institutional forces that support the cluster as a whole. 
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This powerful role of location is not inconsistent with globalization; indeed, globalization makes 
geographic location important by removing artificial barriers to trade and investment and nullifying 
traditional input advantages.  
 
The benefits of supporting Working Group Clusters for the Peace Country include: 
 Regional strategic alliances 
 Regional recognition 
 Greater economies of scale 
 Enhanced productivity 
 Creation of a breeding ground for new companies 
 Creation of a diverse pool of skilled workers 
 Attraction of suppliers into a region 
 Information sharing 
 Specialized buyer-supplier relationships 
 Increased value-adding 
 International recognition 
 International strategic alliances 
 International investment 

 
Working group clusters focus thinking on productivity and cross-company linkages.  They bring 
government entities, companies, suppliers, and local institutions together around a common agenda, 
which is both constructive and actionable.  In the case of the Peace Country, working group clusters in 
targeted industries including agriculture, Agri-food, arts & culture, aboriginal culture, new media and 
tourism focuses on conveying a strong brand message that denotes quality assurance, environmental 
responsibility, best practices and a prime geographic location. 
 
The Peace Country brand assists the region to transform itself into a culture of innovation and risk-taking 
that attracts and encourages entrepreneurs and innovators in all fields of endeavor, whether it be tourism, 
agriculture, forestry, mining, governance, education, health, energy, etc. The brand will be seen by all 
segments of the marketplace as contributing to the growth of the total economic pie of the Peace Country. 
A unified marketplace is indicative of a place that focuses on encouraging opportunity and making it 
easier for opportunity to take root, be nurtured and encouraged to grow. Increased FDI will be the result. 
 

Strategy B – Improve transportation/ logistic costs & time to market by 15% 
 

The Peace Country is at the heart of a nearly US$1.billion strategic economic corridor that links the 
resource rich region with the rest of Alberta and North America. The region’s extensive network of road, 
rail, and air facilities contributes to the region’s strength as a prime location for business development. 
Despite these assets Peace Country industries are negatively impacted by the additional transportation 
costs related to the remoteness of the Peace Country.  According to a recent economic analysis, the 
costs of transporting goods to Edmonton from the Peace Country was 33% of the cost of transporting the 
same goods from Edmonton to Asia. This additional cost had significant impact on agriculture interests 
and has significantly limited the ability to invest in the development of value added manufactured 
products.  
 
There are also significant problems with one-way dead head truckloads, which dramatically increases the 
transportation component of product prices. Direct to consumer marketing of Peace Country goods is 
impacted by the lack of a just in time airfreight infrastructure. The tourism industry is also impacted 
because of the additional costs of traveling to and from the Peace Country. There continues to be a 
significant infrastructure investment gap in transportation resources needed for providing services to 
underserved areas across the Alberta and British Columbia Peace Country, which are generating 
significant revenues for Alberta and British Columbia. This action plans described in this strategy are 
designed to improve the global competitiveness of Peace Country industries by reducing time and cost of 
getting goods and services to the North American and Global marketplace. 
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Action Plan B-1 – Support completion of the satellite container initiative for all industry sectors 
 
Planning for a satellite container facility serving the Peace Country has been underway for some time. 
This in-land port facility will increase the opportunities for commodity-based agriculture, forestry and oil 
and gas industry to develop new valued added products that can be pre-packaged in the Peace Country 
and shipped via container to global markets, such as pre-cut forest products and chemicals for energy 
industry. Increased containerization would greatly increase profitability for many agricultural industries, 
including pulses (leguminous plants that produce edible seeds, such as chickpeas and beans) could be 
pre-packaged for containerization. Implementing this site will provide an estimated $6 million in annual 
benefit to the Peace Country. 
 
Action Plan B-2 - Increase import/export opportunity of new Prince Rupert rail connection 
 
The proposed Port of Prince Rupert container terminal will create new opportunities for export.  A 
proposed $500 million container terminal to be built at the Port of Prince Rupert, along with related 
additions and upgrades to rail lines, promises to open up a vast array of opportunities for exporters in 
Northeastern BC and Northwestern Alberta.  The Port of Prince Rupert was a natural fit for the project 
because of its many advantages, including the deepest natural harbor in North America and a faster 
sailing time to Asia. 
 
The Prince Rupert project will be developed in two phases, with Phase I to be completed by 2006 and 
Phase II to be completed by 2009.  When complete, the container terminal will be able to handle 1.2 
million TEU’s (A TEU is a 20-foot Equivalent Unit, or a 20-foot dry-cargo container) a year. This is a 70% 
increase in the capacity of the west coast of Canada. 
 
The BC Rail link from the Peace Country to the new Prince Rupert Terminal, which resulted from the 
Canadian Rail purchase of BC Rail, will be open for business as of May 31, 2005. The Railroad 
Association has estimated a net annual benefit to the region of $12 million from this investment. 
 
Action Plan B-3 – Develop a just-in-time air freight infrastructure access strategy and plan 
 
A primary outcome of this investment attraction strategy is the transformation of Peace Country industries 
from commodity sales of goods and services to direct to consumer marketing of value-added goods and 
services. This outcome requires a just-in-time freight forwarding and logistics infrastructure. A number of 
economic development professionals had suggested that no such infrastructure currently exists in the 
Peace Country. However, Mr. Robert Pomeroy of Pomeroy Enterprises has suggested that the Fort St. 
John Airport has qualified runways to land global transports. He suggests that an action plan focused on 
developing support for the modifications of this facility to provide a just-in-time air freight service for all 
industries within the region is realistic and achievable. An inter-industry cluster task force should develop 
a plan of action for such a capacity by the end of 2005 including an investment partnership strategy for 
finance and implementation of the recommendations by January 2007. 
 
Development of such capacity has been accomplished by a number of remote economies in North 
America and Australia to name a few. In each case these economies have dramatically increased foreign 
direct investments, and increased jobs and wages.  
 
Action Plan B-4 - Create a virtual distribution channel to offset traditional costs 
 
There has been a dramatic expansion of broadband service via SUPERNET in Alberta and by TELUS in 
Alberta and British Columbia. This now enables the Peace Country to develop an on-line distribution 
service for direct to consumer marketing of forestry, agriculture, tourism, energy and other value-added 
goods and services.  A number of industry sector action plans within this investment attraction strategy 
call for a virtual distribution channel and portal. The development of this portal requires more than 
infrastructure. It requires transformation of the combined Peace Country mindset toward understanding 
the value and opportunities presented for increased foreign direct investment by a virtual globally 
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connected marketplace. This action plan requires the development of a connectivity task force composed 
of application and network service providers with industry cluster representatives to develop the 
requirements for such a portal and the business plan elements that quantify the return on investment 
potential of such a portal. This should be accomplished by December 2006. 
 
Action Plan B-5 - Implement a direct to consumer business education service 
 
Until Peace Country leaders, business people and citizens understand the economic benefits to them of 
direct to consumer business models to serve a global economy, the remoteness of the region will remain 
an industrial age economic barrier to expanded foreign direct investment that functions in a 24x7 global 
economy. Direct to consumer business models eliminate significant value chain distribution costs and 
enables Peace Country producers to retain a higher percentage of total value chain profit margins. It is 
expected that many Peace Country innovations developed under this investment attraction strategy will 
have the greatest chance of successful market penetration and pricing power, if they are direct to 
consumer marketed. The Kiwanis Enterprise Center and the Innovation Network are ideal resources to 
use to develop this education service for use in middle and high school curriculums as well as college and 
continuing education offerings through industry associations. This program should be in place and 
operational by June 2007. 

 
 

Strategy C – Develop alternative energy sources to improve region competitiveness 
 
Action Plan C-1 - Develop a low cost inter-province energy strategy for the Peace Country 
 
Energy costs vary significantly between the Alberta and British Columbia sections of the Peace Country 
regional economy. If the Peace Country is to succeed as a region in attracting increased foreign direct 
investment, it needs to have a regional energy strategy to improve the regions economic competitiveness. 
Energy costs in the 21st century are a major factor in locating and growing globally competitive 
businesses. A Peace Country energy strategy task force with membership from Alberta and British 
Columbia users and providers needs to develop a long-term plan of action for creation of a balanced 
approach to Peace Country energy costs. 
 
Action Plan C-2 - Identify alternative sources valuable for 2006  U.S. requirements 
 
After 2006, a number of states in the U.S. will be required to source a growing percentage of their energy 
needs from renewable resources. The Peace Country is blessed with an abundance of potential 
renewable energy sources that can diversify its energy export markets. A mapping and prioritization of 
these renewable energy resource development opportunities should be organized and mapped against 
the identified renewable energy requirements of U.S. states having renewable energy requirements 
legislation already in place. 
 
 
Goal #3 – Increase by $200 million Equity Investments into the Peace Country 
 

Strategy A – Expand region’s climate for risk taking, innovation and entrepreneurship 
 
Expanding external equity investments into the Peace Country requires that a climate that understands 
the roles and risks of patient capital is of critical importance. Goal #1-Strategy C describes measurable 
goals for expanding the percentage of Peace Country GDP that is created by Knowledge based 
enterprises. The strategies described under this Strategy C are intended to create a robust climate for the 
rapid and sustainable development of KBE. This will then provide the increased deal flow necessary to 
support the interest of increased equity capital flows. 
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Action Plan A-1 - Research and leverage value of Kiwanis Enterprise Centre 
 
The Kiwanis Enterprise Centre (KEC) was a response by the community of Dawson Creek, BC when it 
became aware that local graduates and young people facing a lack of opportunities in the Peace Country, 
sought success outside the region. KEC was established as a small business incubator to help people 
establish viable businesses in the region. KEC has helped numerous entrepreneurs and associations 
launch successful business ventures since its inception in 1986. This action plan focuses on identifying 
how the programs of KEC can be extended to students from the age of 12 and beyond, so that the idea of 
entrepreneurial endeavors are borne early in a student’s thinking about the future. The action plan should 
be completed by December 2006. It should include a long term strategy for extending these programs 
across the Peace Country in collaboration with Capital development strategies outlined in this investment 
attraction strategy. It should also collaborate with other centers of excellence focused on innovation and 
entrepreneurship. 
 
KEC offers “Entrepreneurship 11 & 12”, which is available for high school students as non-compulsory 
credit courses. In this program students draft a business idea and plan. The following year they turn 
theory into practice by setting up and running a small business. 
 
KEC also offers an on-line resource for entrepreneurs called “Enterprise On-Line”. It is a comprehensive 
on-line resource centre where entrepreneurs can find best practice information and learning resources to 
help them start and successfully manage their business. Enterprise On-Line provides self-paced learning 
modules using web-based delivery of learning when and where you want to learn. It includes YouBIZ for 
developing a business plan, YouCAN to help improve employability skills, resume writing and personal 
health and fitness. YouTECH teaches entrepreneurs how to apply technology in business. 
 
Action Plan A-2 - Research and leverage Innovation Network initiatives 
 
The Innovation Network is a service of the Peace Region Economic Development Alliance based in 
Fairview Alberta. It assists entrepreneurs and businesses by increasing regional innovation capacity, 
providing client services and by developing a culture of innovation within the Peace Region. The 
Innovation Network’s area of priority focus is on assisting clients with technical problem solving and 
commercialization services for ideas aimed at development of value added and manufactured products 
and services in the agriculture, forestry and energy sectors of the Peace Country economy. Services may 
include Idea/Invention Management Services, New Product Development Plans, Marketing Plan reviews, 
Applied Research, Technology Transfer and Partner Identification and Networking. The Innovation 
Network also focuses on promoting and facilitating innovation in the Peace Country through its capacity 
building innovation workshops, public awareness campaigns and innovation awards. 
 
This action plan should be implemented in conjunction with A-2 for KEC. KEC and the Innovation Network 
have developed complimentary programs supportive of innovation and entrepreneurship. This action plan 
focuses on how to increase the availability of these services across the Peace Country as well as how a 
greater degree of collaboration between complimentary initiatives could expand resource support for each 
of these programs. This pan of action should have its implementation recommendations ready for 
approval by December 2006. 
 
Action Plan A-3 - Build strategy that creates fertile climates for innovation in region 
 
Successful regional economies develop climates of innovation through the education of all layers of 
community leadership not just private sector business interests. Major economic development focus 
within the Peace Country have centered on the linkage of its most plentiful resources for development to 
large international corporations. In the short term this has created areas of significant job growth. In the 
long-term a focus on the importance of small entrepreneurial firms as a economic and risk diversification 
strategy will be critical to maintaining and enhancing Peace Country quality of life. 
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This action plan needs to focus on development of a speaker’s bureau, publication agenda and 
workshops focused on educating the public at large of the role of innovation in the economy. These 
workshops are to be targeted at a cross-section of business, government, aboriginal, education and not-
for profit interests. Coupled with this program should be the establishment of a published climate of 
innovation annual survey that evaluates the changing attitudes of Peace Country citizens and leaders 
towards development of a supportive culture for innovation, entrepreneurship and risk taking. This action 
plan should be ready for implementation no later than April 2006.  
 
Action Plan A-4 - Develop an inter-regional innovation incubation capacity 
 
Develop a business plan for implementation of a Peace Country Business and Skill Center Development 
Network (Center) by December 2007. This Center should be integrated with the capital access framework 
discussed on Strategy C below and become the evangelist for innovation and entrepreneurship across 
the Peace Country. 
 
Business incubators in remote resource communities require a different approach than those established 
in more metropolitan communities, if they are to be viable and sustainable. The Center needs to be a 
network that serves the entire region and not just a specific city or town. It should be a collaborative 
resource connecting with existing business innovation services already in the region. The focus of the 
Center’s work plan needs to be integrated with a regional economic strategy for the Peace Country. The 
Center should focus on the development of value added growth businesses that assist the Peace Country 
in exceeding the KBE goals established by this investment attraction strategy. It will focus on 
development of new growth businesses as well as to identify and/or develop sources of skilled 
employees. The Center should be the coordinator of Peace Country education and training programs 
centered on developing the climate of risk taking, entrepreneurship and innovation so critical to the 
transformation and diversification of the Peace Country economy. 
 
 

Strategy B – Improve economic & finance literacy of citizens, government & business 
 
Broad-based community leadership will need to learn why economic development through attraction of 
large enterprises to the region is an old economy strategy. The source of net job creation is small not 
large firms. Large firms, those over 200 employees, on average shed rather than create jobs. Small firms, 
those under 100 employees create jobs. The source of tomorrow’s growth enterprises will be the small 
gazelle-like entrepreneurial innovators of today. Innovation is critical to reducing sector dependencies and 
increasing economic prosperity of the Peace Country. 
 
Community leaders and finance professionals across the Peace Country have identified that the average 
businessperson does not have a clear understanding of the kinds and roles of equity capital or specialty 
finance mechanisms that can help grow their businesses. This strategy will help build the economic and 
finance literacy of the Peace Country and create a fertile climate for increasing foreign direct investments. 
 
Action Plan B-1 - Implement a P C value chain opportunity education program 
 
Several leaders have expressed the opinion that Peace Country businesses have been exceptional in 
learning how to harvest and export commodity natural resources. However, they have no been as 
creative or productive at understanding how to add knowledge to commodity resources to create products 
and services that are at least at the 4th stage of value added production. This requires that the Peace 
Country as an entire regional economy develop its understanding of the importance of moving its 
economic activities closer to the consumer end of the P C value chain. It is in the last 33% of the value 
chain closest to C were 67% of the profit margins of the value chain are created. 
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This educational resource should be developed as part of the services coordinated by the Center 
described Strategy C Action Plan A-4. 
 
Action Plan B-2 - Develop and implement a capital literacy strategy for the region 
 
Capital literacy requires an understanding of the types of equity and debt capital and the appropriate role 
and relationship each has in the start-up, early, growth and mature stages of the life cycle of business 
growth. Funding gaps often exist within remote economies because of a lack of understanding by lenders 
and borrowers not just because of a lack of access to capital. When this occurs ideas of local 
entrepreneurs do not get commercialized, entrepreneurs leave the region, entrepreneurs external to the 
region do not see the economic region as attractive and communities fail to develop technology enabled 
value added growth businesses.  
 
Over the past 5 years a significant base of quality research has been conducted across North America 
regarding the issues of capital access in remote economies.  A lack of Capital literacy by service 
providers, communities, financial markets and entrepreneurs in remote regions was identified as one of 
the five most critical factors affecting access to capital. Capital literacy is an education and training 
resource that must be a collaboration of public and private sector resources such as the Innovation 
Network, the Kiwanis Enterprise Center, Community Futures to name a few. This resource should be 
developed by June 2007. 
 
Action Plan B-3 - Create resource leverage versus resource extraction mindset 
 
Traditional resource attraction economies avoid competitive pressures from developing economies by 
moving away from a singular focus on extraction of resources.  Much of the Peace Country economy is 
dependent of export of commodity versus value-added resources. Advanced resource economies move 
beyond commodity exports by packaging their knowledge of the processes of efficient extraction and the 
environmental expertise associated with this extraction. They also add value to each commodity resource 
unique to their region to at least a 4th stage of value added production before the resource leaves the 
region. 
 
This action plan requires a mapping of knowledge and expertise that can be valuable to global markets as 
well as the prioritization of value-added product and service offerings that the region can offer to niche 
global markets to meet the KBE goals established under Goal #1. This action plan should be in place by 
January 2007. 
 
Action Plan B-4 - Develop a Peace Country economic data tracking and analysis capacity 
 
The Peace Country economy is a natural economy, which is located in both Alberta and British Columbia. 
Each of these political jurisdictions has developed different processes to collect and analyze economic 
data. Neither of the provinces has a mechanism in place to provide a unified measurement of the Peace 
Country economy. Once Peace Country economic leaders can measure their regional economy, they can 
then begin the process of establishing measurable best practice goals to which economic strategies can 
be linked. These can include the setting of a goals for improving economic diversification, increasing the 
contribution of KBE as a percentage of regional GDP or the percentage of value added versus commodity 
goods and services originated and exported from the Peace Country, etc. 
 
This action plan proposes that the region in cooperation with the economic data resources of Alberta and 
British Columbia develop a Peace Region data tracking and benchmarking capacity no later than June 
2007. 
 
Action Plan B-5 - Create a region wide annual celebration of innovation 
 

 28



The Innovation Network already offers an Alberta based celebration of innovation. This action plan 
recommends the establishment of an annual celebration Peace Country of Peace Country Innovation that 
is focused on small and large innovations in technology transfer, finance or products and services within 
the tourism, forestry, agriculture, energy, education, healthcare, government, not-for-profit, aboriginal 
communities or business services sectors. There should be separate categories of awards for innovations 
by students, new entrepreneurs and existing organizations. The goal of this celebration should be to 
energize the entire community to be come excited about innovation in all aspects of the Peace Country 
economy. The ultimate goal is for innovation to become a way of life in the Peace Country. 
 
An action plan strategy teams should be organized to develop the requirements for expanding the 
celebration of innovation across all aspects of the Peace Country economy. The recommendations of this 
action plan should be ready for implementation by January 2007 
 

Strategy C – Develop & implement early stage $20 million capital access framework 
 
Creation of a regional intermediary capital access framework is not just about accessing capital. It is 
about creating climates of risk taking and innovation and expanding the local resource knowledge 
capacity for assessing the risk and potential of KBE. In 2002, a study of access to capital in Alberta was 
conducted and it identified six key pre-conditions for the effective development of profitable knowledge 
based business clusters.  
 

1. A strong foundation of basic scientific research 
2. The availability of highly skilled knowledge workers 
3. A technology-specific commercialization infrastructure or cluster 
4. A Supply of technology entrepreneurs with appropriate management skills and related experience 
5. A competitive tax regime for early stage businesses 
6. An adequate supply of equity capital 

 
The action plans described under this strategy will focus on creation of the enabling 
infrastructure for #6 and the linkages for accessing the resources of #1-4.  
 
Action Plan C-1 - Map Regional Equity and Debt resources to economic strategy 
 
As has already been described earlier in this investment attraction strategy, a number of debt financing 
resources are available in the Peace Country through private finance organizations and groups like the 
CFDC organizations serving the Alberta and British Columbia sectors of the region. What does not seem 
to be in place is a clear picture of the types of equity and debt financing resources that are active in the 
Peace Country as well as their specific areas of interest. There is also no evidence of a definition of the 
size and type of equity and debt financing resources that would be required to bring a specific economic 
strategy or investment attraction strategy for the region to reality within a specified timeframe serving 
different stages of business expansion. 
 
This action plan is targeted at creating such a financial roadmap tied to an economic strategy with specific 
focus on KBE growth, expansion capital and exit strategy capital for mature business owners. Private 
sector entrepreneurs and financial service providers partnering with the economic development 
organizations focused on expanding entrepreneurial endeavors in the region would lead this action plan. 
The results of this action plan should include a gap analysis that will define what type and size of capital 
framework is needed for the Peace Country. The action plan recommendations should be finalized by 
March 2007. 
 
Action Plan C-2 - Organize a capital access governance framework for Peace Region 
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Once the action plan recommendations for C-2 are confirmed and supported by Peace Country leaders, 
then a taskforce should be established in April 2007 to design the capital access framework, develop the 
business plan for the framework and to organize the collaborative resources that will establish and 
organize the Peace Country Capital Access Network (Peace Country CAN). Peace Country CAN should 
be designed as a collaborative regional resource that leverages rather than compete with existing 
enterprises that provide part of the comprehensive services offered. 
 
The design of the framework and development of the business plan should start in January 2006 and be 
ready for approval in 9 months by September 2006. Implementation of Peace Country CAN, including the 
creation of the recommended equity structures, should take about 18 months. 
 
Action Plan C-3 - Organize and Fund Start – Up Angel Network of $3-5 Million 
 
All studies of capital access issues in Alberta or British Columbia point to the lack of organized angel 
investment networks supporting entrepreneurial business development in remote geographic regions. 
The Peace Country is no different. Over the past ten years, a number of remote economic regions in 
North America have discovered that may angel investors exist within their community, but they are 
investing capital through well-managed frameworks in more metropolitan regions. The goal of this action 
plan is to create a well-managed angel network connected to a Peace Country economic strategy that will 
attract Peace Country investors. This would be the first investment framework that would be established 
within the first 18 months after approval of the Peace Country CAN business plan. 
 
Action Plan C-4 - Organize and Fund Early Stage Growth Pool of $12-15 million 
 
Research is currently underway for establishing a $40 million Peace Country Early Stage Capital Fund 
focused on the Alberta side of the Peace Country economic region. Estimates have been made of the 
institutional venture capital investment per capita in the Peace Region, which turned out to be “0” versus 
$100 per capita in Canada. Interviews with Peace Country business finance professionals indicate that 
access to traditional bank financing is a problem for a growing business with appropriate track record and 
collateral. However, there are some gaps in access to specialty finance products such as receivables 
financing or lending for non-traditional technology enabled value added entrepreneurial ventures. 
 
This action plan is focused on creating an early-stage equity pool that serves the entire Peace Country of 
Alberta and British Columbia. The ability to attract experienced venture capital investments into the Peace 
Country will be significantly enhanced by the presence of a regionally based lead investment fund. 
Successful regional capital pools serving remote economies have been able to leverage a minimum of 
12:1 ratio and as high as a 20:1 ratio of external to regional investment. Peace Country CAN would also 
coordinate access to specialty lending resources external to the region that would bring KBE risk 
assessment expertise for evaluation of financings that are partnered with regional finance entities. 
 
The formation of this fund would follow the formation of the Peace Country Angel Investor Fund and will 
take approximately 18-24 months to organize the investor commitments for this fund. 
 
Action Plan C-5 - Organize a co-investor venture network to match lead investments 
 
Peace Country CAN will organize a network of existing venture funds that have experience in venture 
participations in early stage growth investment opportunities. This will take place in parallel with the 
formation of the peace Country Early-Stage Capital Fund. 
 
Action Plan C-6 - Create specialty debt access for innovative business opportunities 
 
Peace Country CAN will identify the specialty debt capital gaps required to facilitate the growth of Peace 
Country entrepreneurs and existing businesses and the funding of innovative new products and service. 
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Once these gaps are identified, Peace Country CAN will facilitate the creation of a network of specialty 
debt capital providers that are matched to the requirements of the Peace Country businesses and will 
facilitate the successful implementation of a Peace Country economic development and investment 
attraction strategies. 
 
Collaborative Implementation Strategy 

 
Successful creation of this investment attraction strategy will require a significant level of long-term 
collaboration between public and private resources in Alberta and British Columbia. Only when joined 
together as a functioning integrated natural economy does the Peace Country enjoy sufficient critical 
mass of resources required to implement this strategy and compete effectively against other regional and 
country economies. Peace Country leadership has proven its desire and ability to collaborate on a 
number of regional economic initiatives. Each strategy and related action plan described in this 
investment attraction strategy will require a collaborative resource team of volunteer citizens and 
organizations whom will take responsibility and be accountable for achievement of the measurable 
objectives outlined in the strategy. Following is a suggested time line for implementation of the proposed 
goals, strategies and action plans. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Peace Country  
2005-2010 Goals 

 
+$250 Million Foreign 
Direct Investments in 
Tourism, Agriculture, 
KBE 
 
-15% Reduction in 
Business Logistic Costs 
 
Peace Country CAN 
 
+$200 Million New 
Equity Investments 
 
Growth in KBE Focus 

Investment Attraction Strategy Becomes A Peace Country Way of Life 

Goal #3 Strategy C 

Goal #3 Strategy B 

Goal #3 Strategy A 

Goal #2 Strategy C 

Goal #2 Strategy B 

Goal #2 Strategy A 

Goal #1 Strategy D 
Goal #1 Strategy C 

Goal #1 Strategy B 

Goal #1 Strategy A 

 

2005
 2007
 2010
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Collaborative Funding and Resource Plan 
 
Resourcing of this strategy cannot be dependent on a government grant mindset. The Peace Country 
Investment attraction Strategy must be managed according to a collaborative approach that will leverage 
external funding based on local funding commitments of the public and private sector. The primary 
resource requirements for management of this strategy involve a Program Manager and Program 
Assistant to facilitate the recruitment of existing Peace Country resources and to organize the resources 
into action plan teams committed to accomplishing the goals and objectives described within each 
assigned action plan. The program team should be assisted by external consultants who bring proven 
expertise in assisting remote economic regions in the development, implementation and financing of 
measurable investment attraction and economic development strategies. The recommended annual 
budget for this strategy would be $175,000 for the Program Manager and Assistant Program Manager 
and $175,000 per year for the consulting resources. 
 
The sustainability of this Investment Attraction Strategy requires that the strategy be led by the region in 
terms of human as well as financial resource commitments. Successful remote economies have used a 
collaborative funding model similar to the funding model recommended in the RAMP UP! Strategy 
developed for British Columbia’s Heartland economic regions. Regional communities and aboriginal 
interests, private sector businesses and the regional not-for-profit societies should each commit to 
funding 20% or $70,000 of the annual program budget. This commits the Peace Country region al 
interests to 60% of the annual budget. Alberta and British Columbia and the Canadian governments 
should fund the remaining 40% as a match to the regional funding commitments. 
 
The funding for implementation of specific strategies and action plan recommendations should be 
controlled by the parties that will most benefit from implementation of these recommendations. It is 
impossible to know the budget requirements for each of the recommended action plans until the task 
forces complete the business plans backing up each recommendation, which will demonstrate how each 
action plan recommendation will enable the strategies to achieve the measurable goals of the investment 
attraction strategy.  
 
Using this funding model has typically resulted in remote resource economies being able to leverage their 
direct investments in the program costs of an investment attraction strategy by 4:1 from funding resources 
external to the economic region. Collaborative funding models developed deep buy-in to the investment 
attraction strategy by the collaborative investors for the long-term. The Peace Country investment 
attraction strategy will have the best chance of accomplishing its objectives by 2010, if a collaborative 
funding rather than a grant dependent funding model is adopted. Everyone and every organization wants 
to jump on a success band wagon before it leaves the station. This investment attraction strategy has a 
return on investment (ROI) ratio of at least 100:1 relative to the program management costs of 
implementation versus the targeted measurable outcomes of $250 million in foreign direct investment, 
$200 million in increased equity capital investments into the Peace Country as well as a 15 % reduction is 
average logistics cost of exporting Peace Country products and services to the global economy. Most 
importantly, this investment strategy focuses on the transformation of the Peace Country economy into a 
climate of robust innovations led by knowledge based enterprises (KBE).  
 
In 2010 as the Winter Olympics arrive in Western Canada, the Peace Country will be well on its way to 
having the global economy recognize the Peace Country as a Frontier of Unbounded Opportunity and 
Innovation as well as a land where quality of life and economic prosperity share a common ground. 
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ABOUT THE BRANDING THE PEACE ORGANIZATION 
 
 
The Role of the Branding the Peace Country Association 

 
The Branding the Peace Country Association (BPCA), a not-for-profit non-governmental organization, will 
retain ownership and control of the brand. The Branding the Peace Country Association will develop over 
time to meet the needs of members. This association will manage the brand and will be responsible for 
generating and maintaining the brand culture and business attitude. The driving force behind the 
association will be a constantly improved understanding of what consumers in the domestic and 
international marketplace require. This key competence will permit the protection and enhancement of 
Peace Country brand equity. 
 
Membership 
 
Membership is key.  Membership is open to all businesses producing a product or service, industry 
associations, governments and First Nations, who support the initiative and intend to use the brand for 
market development.   
 
Payment of an annual membership fee of $150 will be required to maintain membership in the Branding 
the Peace Country Association.  This fee applies to both individuals and organizations. 
 
Paid-up members will each have one vote at special and annual general meetings and will be responsible 
for electing the Board of Directors as well as supporting the development and implementation of the 
Peace Country brand.   

 
Board of Directors 
 
The Board of Directors allows the Branding the Peace Country Association the opportunity to receive the 
insight and the service of a group of highly qualified and talented individuals who are not directly 
employed by the organization.  Board members provide additional creative energy and public relations for 
the organization and volunteer their time to the organization because of a special interest in its services. 
 
Advisory Committee 
 
The BPCA Advisory Committee includes the people in the Peace Country who are most likely to be 
considered “Community Champions” and are willing to devote time and energy to making the Peace 
Country brand a reality.  The Advisory Committee will provide advice and support to the Board of 
Directors.  Advisory Committee Members are expected to be paid-up members of the BPCA who choose 
not to serve on the Board of Directors and who wish to contribute to the Association’s success.  
 
Working Group Clusters 
 
The Branding the Peace Country Association Working Group Clusters (WGCs) are industry specific focus 
groups that will be consulted for the development of industry specific standards relating to the Peace 
Country Brand.  WGCs will have the capacity to endorse standards for their industry only.  For example, a 
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bison WGC could recommend regional standards for endorsement of the Peace Country Brand on bison 
commodities only. 
 
The Brand Manager will canvass the WGCs for input on standards, marketing needs and advice on 
improving access to the brand and brand effectiveness. The members of the working groups will be paid-
up members of the Branding the Peace Country Association. 
 
Administrative Assistance 
 
The Kiwanis Enterprise Centre (KEC) will provide administrative assistance to the Branding the Peace 
Country Association on a fee for service basis.  The KEC has an extensive background in the offering of 
incubation services to groups of producers, service providers and other stakeholders in the region.   
 
Brand Management Services 
 
The Kiwanis Enterprise Centre has provided Brand Management services for the first two years of 
operation of the Branding the Peace Country Association. The Association has grown and now requires a 
full-time Brand Manager. 
 
The Brand Manager will: 

• Oversee complete management of Branding the Peace 
• Secure and manage individual projects in support of the outcomes of BPCA 
• Apply for funding to coordinate activities in partnership with BPCA 
• Involve advisory committee members on a regular basis 
• Hire subcontractors  
• Provide accountability reporting to the BPCA prior to open meetings 
• Hosting regular board and open meetings  

 
With the Peace Country brand logotype in place, the Brand Manager will undertake the important work of 
communicating the brand to local producers and service providers.  This initial marketing work is 
necessary to enhance membership and to ensure that a secure base of client stakeholders has been 
established.  At this point the Brand Manager will begin the process of recruiting a marketing specialist to 
develop a comprehensive marketing plan, working with existing members and the registered brand. 
 
Marketing Specialist 
 
The marketing specialist will report to the Brand Manager.  The marketing specialist will assist the BPCA 
to achieve its goals and objectives through the development and implementation of a marketing plan.  
This plan will build on the successes achieved by the Board of Directors and the Brand Manager.  
 
The marketing specialist will be responsible for: 

 Developing and implementing an integrated marketing strategy 
 Building an image program to strengthen the region’s marketing efforts 
 Pursuing relationships and joint marketing initiatives with other key stakeholders  
 Coordinating sales & marketing efforts on behalf of businesses  
 Collecting and analyzing market intelligence 
 Identifying, pursuing and developing new markets 
 Assisting in moving products to higher value markets 
 Selling the brand to stakeholders, producers, service providers, etc. 
 Working with other team members, including consultants, as appropriate 

 
The Marketing Specialist will canvass retailers, restaurants and others to expand Peace Country brand 
exposure and to help generate new local / regional markets for producers.  The Marketing Specialist will 
also develop and implement a tourism marketing strategy in collaboration with other regional and 
provincial tourism agencies.  It will be the responsibility of the Marketing Specialist with guidance from the 
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Brand Manager to begin the development of income generating marketing services.  This income is 
crucial to the Association becoming self-supporting financially. 
 
Trade Specialist 
 
The Trade Specialist will be primarily responsible for developing trade outside of the local region.  While 
the Marketing Specialist is responsible for marketing the brand, the Trade Specialist will provide expertise 
and experience in developing national and international trade opportunities.  It is expected that the Trade 
Specialist will focus on commodity and other agri-food exports. 
 
The Trade Specialist has responsibility for: 

 Researching and developing of trade opportunities  
 Identifying export market opportunities 
 Identifying key contacts in key industries 
 Providing specially tailored services and programs to enhance extra-regional trade 
 Providing transportation and logistics support as appropriate 
 Representing members in export markets and negotiating on behalf of members 
 Providing guidance, support and advice on export financing 
 Providing current national and international trade regulation information 
 Assisting in arranging trade missions on behalf of producers 
 Providing experience, knowledge and international contacts 

 
The Brand Manager will recruit a Trade Specialist to develop export market assistance.  As with fee for 
service marketing operations, the trade services will be fee for service and are critical to the development 
and sustainability of the Association. 
 
Contracted Specialist Services 
 
It is anticipated that there will be need for specialist services that are not available in house, given the 
size of, and resources available to, the Branding the Peace Country Association.  The areas of 
information technology, advertising, and production present the most obvious candidates for outsourcing.  
Such services will be contracted out as necessary through a fair and transparent procurement process.   
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BRANDING THE PEACE:   

IDENTIFYING OPPORTUNITIES 
 
 

 
REGIONAL VISION AND STRATEGY 
“To transform the Alberta and BC Peace Country by collective marketing efforts designed to create 
sustainable economic growth, development, trade and investments in the region.” 
  
Regional Vision inspires a collective effort to “out-compete rivals,” and affirms a strategic intent for Peace 
Country agriculture, tourism, arts & culture, aboriginal and new media sectors, in addition to the region 
generally to provide a sense of direction, discovery and destiny. 
 
Regional vision establishes that the Peace Country is willing to collaborate in order to compete globally.  
Collectively we need to identify and act on the regional issues that affect our environment, economic 
vitality and quality of life. 
 
“There has to be some collective understanding of how competing for the future is different, some 
accepted point of view about where tomorrow’s opportunities lie.  Through this collective understanding 
the region can be energized to achieve its goals.” 

 
BUILD ON OUR STRENGTHS 
There is strength in the Branding the Peace Country Association membership.  The power of the brand 
lies in its membership.  This is what will make our region sustainable.  By investing in people we create a 
place that cares about people, productivity and profits.  Collectively we can grow the membership and 
understand the value of working together to bring investment into the region. 
 
UTILIZE STRONG, EFFECTIVE LEADERSHIP 
A high-profile and proactive brand manager and an active and involved board of directors working 
together to align stakeholder organizations, initiate marketing projects, promote the region regionally and 
internationally and secure the support of the provincial and federal governments will make this strategy 
successful. 
 
BUILD TRUST & COOPERATION 
Why do some social groups, economic institutions, and regions advance and prosper?  There is a high 
level of cooperation and trust among all the stakeholders (three levels of government, business 
organizations and the private sector) involved in economic development. The competition is not the 
neighbor next door, but rather a region or country in another part of the world.  (Common goal, common 
enemy) 
 
DRAW ON TRADITIONAL BUSINESS STRENGTHS  
Only by getting it right internally can we shift our image internationally.  By using our traditional sector 
strengths as a foundation, we can build a stronger Peace Country economy and attract new investment 
into the region.  Real employment and wealth creation is the result of successful investment and growth in 
business and industry sectors; thus economic development initiatives are typically focused at the 
retention and encouragement of existing business enterprises as well as attracting new and growing 
businesses. 
 
McKinsey’s research into economic development in rural and regional Australia entitled “Lead Local, 
Compete Global” concluded that, within a region: 
70% of the increased economic activity will come from the expansion of existing businesses and activities 
located within the region, 
20% will be the result of relocations and/or expansions of existing firms from elsewhere, and 
10% will come from completely new operations and activities. 
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The goal is to actively assist Branding the Peace Country Association members to expand their 
businesses and marketing activities in order to attract increased investment as required. 
 
PROMOTE REGIONAL THINKING 
The Peace Country needs to take control of its own destiny.  One of the goals of the Investment Attraction 
Strategy is to create feelings of regional unity and provide an opportunity for information sharing.  It also 
provides a platform to demonstrate the benefits of a collaborative approach to action. 
 
CONTINUE WITH REGIONAL CONSULTATIONS 
The goal is to increase knowledge about the benefits of doing business in the Peace Country and to 
demonstrate the pride that exists in the Peace Country for the Peace Country.  This is intended to provide 
potential investors with the incentives needed to experience this prime destination firsthand and to 
capitalize on the numerous opportunities available here.   
 
It is imperative that input for the plan is solicited from all regional partners.  Support for future efforts 
depends on partnership and ownership by all interested parties in the region. 
 
Regional economic development partnerships continue to be strengthened through regional 
consultations.  (Branding the Peace meetings, new media meetings, art of the peace meetings, geo 
tourism meetings, and regional tourism conference, etc.)  

 
DEVELOP A SENSE OF PLACE AND REGIONAL COMMUNITY 
A sense of place and regional community ensures an imperative to act and helps clarify the respective 
roles of the organizations, public and private, which will ultimately be called upon to deliver the strategy.  
It is important to involve areas throughout the Peace Country in order to strengthen the geography of the 
brand. 
 
REGIONAL PRODUCTIVITY / PRODUCT DEVELOPMENT / PRODUCTION PRACTICES 
The productivity of the Peace Country is set by the productivity of our existing businesses, companies 
and institutions.  Our economic prosperity depends on the productivity with which all of our regional 
resources are employed. 
 
In the modern global economy, prosperity is the choice of a region.  In order to be productive, we need to 
be able to organize our policies, laws, and institutions, build the capacity of our citizens and invest in 
infrastructure to allow trade and investment to be effective. 
 
True competitiveness is measured by productivity.  True wealth is governed by productivity.  Productivity 
is based on the amount of value created per person per day of work, the amount of capital invested and 
the physical resources used. 

 
In other words, the Peace Country’s standard of living and quality of life will be determined by the 
productivity of our economy, which is measured by the value of goods and services produced per unit of 
our region’s capital, human, and natural resources.  It is a key focus of this strategy. 
 
Encourage scientific research, innovation and planning in order to substantiate claims re: northern 
hardiness of the crops grown in the Peace County. 
Inventory research and development labs in the region i.e.) Beaverlodge Research Station 
Lead the way in environmentally sound production practices / environmental farm planning 
Host educational workshops. 
 
FACILITATE THE DEVELOPMENT OF WORKING GROUP CLUSTERS  
The Role of the Geographic Brand 
 
For marketing purposes, throughout North America the trend is to combine communities into a region and 
to market the region.  Branding the Peace Country Association promotes relationship building and 
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development in Northwestern Alberta and Northeastern BC for the economic and social benefit of the 
entire Peace Country region. 

 
Cluster development in the Peace Country provides an opportunity for economic prosperity in the region.  
In order to develop a critical mass and leverage the financial and marketing expertise required to compete 
in today’s global economy, communities and businesses need to examine the idea of organizing into a 
larger network.  Government, associations, working groups and industries need to work together, share 
resources and market collectively.  Without the ability or desire to do this, local communities and 
businesses will suffer and eventually jobs will be lost to other larger more recognizable regions and 
smaller communities will become impoverished.   
 
The process of working groups, and the interchange among industries in the working group cluster, works 
best when the industries involved are geographically concentrated.  Clusters are cooperative groups of 
industry competitors, related businesses, buying partners, suppliers of specialist services and inputs, and 
institutional forces that support the cluster as a whole. 
 
This powerful role of location is not inconsistent with globalization; indeed, globalization makes 
geographic location important by removing artificial barriers to trade and investment and nullifying 
traditional input advantages.  
 
The benefits of supporting Working Group Clusters for the Peace Country include: 
 Regional strategic alliances 
 Regional recognition 
 Greater economies of scale 
 Enhanced productivity 
 Creation of a breeding ground for new companies 
 Creation of a diverse pool of skilled workers 
 Attraction of suppliers into a region 
 Information sharing 
 Specialized buyer-supplier relationships 
 Increased value-adding 
 International recognition 
 International strategic alliances 
 International investment 

 
Working group clusters focus thinking on productivity and cross-company linkages.  They bring 
government entities, companies, suppliers, and local institutions together around a common agenda, 
which is both constructive and actionable.  In the case of the Peace Country, working group clusters in 
targeted industries including agriculture, agri-food, arts & culture, aboriginal culture, new media and 
tourism focuses on conveying a strong brand message that denotes quality assurance, environmental 
responsibility, best practices and a prime geographic location.   
 
DEVELOP A NETWORK OF KEY CONTACTS:  Identify key contacts in every Peace Country city, town, 
village, hamlet and reserves.  Identify and formalize the role of Community Champions throughout the 
region.  Build a network of key people who are interconnected through the use of technology.  
  
MEMBER BENEFITS 
People don’t buy a brand – they join it.  Connect to a regional marketing initiative: The Peace Country 
brand will be promoted on the regional, national and international level, at trade fairs and exhibitions, 
showcases and large-scale public events. Coordinated sales and marketing efforts will benefit the entire 
region. 
 
Receive updates, information and news about Association activities:  Meetings and e-mail 
communications help to keep the region and membership connected to one another.   
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Link your business to the PeaceCountry.com Website:  Bring together resources and organizations 
throughout the Peace Country with an online presence.  As a member of the BPCA, your business logo 
will be featured in the links database on the website. 
 
Apply to use the Peace Country logo, tagline, and signage: Only members of the BPCA are eligible to use 
the Peace Country logo. This distinctive brand differentiates Peace Country products and services 
highlighting the unique geographic location, product quality and regional attributes. It will raise the profile 
of the Peace Country as a trading partner, preferred business location and tourism destination. 
 
Purchase or have access to promotional items bearing the Peace Country Logo:  Promotional items are 
available at affordable rates to help promote the Peace Country brand throughout the region. 
 
Contribute to defining Brand Standards:  Join Working Group Clusters that are interested in setting 
advanced brand standards for Peace Country products and services.  Work together to focus on the 
market, consumer demands and global trends.  Help position Peace Country products and services for 
the 2010 Olympics.  Enjoy networking opportunities.  Learn more about international trade and export. 
 
Learn more about the region:  We produce some of the best products and services in the world.  Let's 
work together to promote and celebrate our beautiful region. 
 
DEVELOP AND MAINTAIN BUSINESS DIRECTORIES / DATABASES 
The Branding the Peace Country Association needs to create and maintain business directories / 
databases of members of the Association that are committed to developing their trade and investment 
connections.  In addition, the Association needs to expand its membership to include more sectors and 
industries. 
 
EXPAND ON THE BRANDING THE PEACE COUNTRY ASSOCIATION MEMBERSHIP: 
Targets for new memberships include:  Agricultural Associations, Chambers of Commerce, Rotary Clubs, 
towns and municipalities, aboriginal organizations, individual producers and service providers, school 
districts, colleges, banks, corporations, mining, forestry and oil & gas industry associations and 
companies. 
 
Growth in membership in the Branding the Peace Country Association will determine increase in the level 
of awareness of the initiative in the region. Tracking the volume and profile of users of the 
PeaceCountry.com website will determine level of awareness within and outside of the region. In order to 
measure the difference in trade and export of good and services out of the region baseline statistics will 
be gathered to determine the present level and value of goods and services exported from the region. 
Similarly, current investment and employment statistics will be recorded and used as a measure of 
increase in investment and employment over time.  
 
GOVERNMENT RELATIONS 
Governments can facilitate economic growth in the Peace Country by creating stable, competitive 
environments, suitable tax structures, legal support systems and certain kinds of infrastructure.  The BC 
Government has been proactive in maintaining a competitive tax regime for businesses and individuals.  
The Alberta Government offers the lowest overall taxes in Canada and no provincial sales tax.  
Government can help foster innovation and upgrading, and can take a leadership role assisting the Peace 
Country to execute its economic vision of having a valuable and recognizable Peace Country brand to 
promote our agricultural roots, tourism opportunities, new media expertise and unique arts & culture 
environment.  Ultimately, the Peace Country’s regional structure embraces a goal of self-sufficiency and 
will not be dependant on long-term government support.   
 
CORPORATE SPONSORSHIP 
Identify and inventory Peace Country corporate citizens 
Maintain contact with corporations on a regular basis 
Identify key contacts / leaders 
Define role of Branding the Peace Country Association and corporate sponsors 
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Facilitate the development of a regional Corporate Sponsors Cluster Working Group 
Develop a system for information-sharing. 
 
Business Expansion by corporate citizens and established businesses is seen as a major priority for 
investment attraction into the region.   Consultations with local industry leaders, business and 
professional associations and producer groups are the first step for identifying opportunities for 
advancement. 
 
Corporate Sponsorship offers a great opportunity to strengthen the Peace Country brand and to build a 
solid corporate profile in the Peace Country. Corporate sponsors will be recognized as strong advocates 
that take pride in adhering to the four guiding principles – quality assurance, best practices, and 
environmental responsibility and doing business in the Peace Country. 
 
AGRICULTURE & AGRI-FOOD VALUE-ADDED 
In the Peace Country, the agriculture industry provides strong potential for business investment, job 
creation, economic growth and rural development. A combination of flatland, foothills and mountains, the 
Peace is considered a prairie region. Peace farms enjoy the dual advantages of low land prices and low 
cost of production. The area’s proximity to west coast grain terminals also is a significant cost advantage. 
Almost 90% of BC’s grain and 95% of BC’s canola are produced in the Peace. 
 
As well, the Peace is one of the best areas in the world for producing exceptional quality grass seeds. 
The region’s beekeepers benefit from the longer summer days, producing as much as three times more 
honey per hive then elsewhere in the province and totalling in most years 30% of the provincial honey 
crops. Local availability of high-quality feed grains helps make livestock production in the Peace 
particularly competitive. Livestock production includes traditional beef and dairy cattle, sheep, hogs, goats 
and horses, with a growing diversification into game farming of bison, reindeer and exotic livestock, 
including llama, alpaca, fox, ostrich, emus and wild boar.  
 
The Peace Country is home to some of the largest bison herds in the province of BC, producing nearly 
three-quarters of BC’s bison. The strength and diversity of the agricultural industry is evidenced by the 
expansion into forage seed crops, specialty field crops, honey, livestock, and game farming. A growing 
number of farms are now producing certified organic beef, bison, poultry, hogs, eggs, wheat, barley, 
herbs, hay, oil seeds, peas, as well as table and seed potatoes. 
 
In the Alberta Peace, there is approximately 7.1 million acres of farmland comprising about 13.6% of the 
provincial total.  This farmland produces approximately 40% of Canada’s honey and 43% of Canada’s 
forage seed.  Fertile farmland supports a variety of agricultural production including 25% of Alberta’s 
canola and 83% of Alberta’s forage seed. 
 
Unique points of difference in the Peace Country include: 

 Low-temperature growing season with long hours of daylight.  
 Most land is suitable for conventional prairie crops such as wheat, barley, canola, and forage.  
 Short-season crops such as potatoes, rutabagas, carrots, beets, cabbage, lettuce, peas, tomatoes 

and sweet corn are grown near the Peace River. 
 There is a well-established cow/calf industry in the area with some finishing and back grounding. 
 Low land prices (relative to other areas in Canada) 
 Lower costs for production (based on land cost) 
 More vigorous, potent crops (based on northern latitude). Certain products like seed potatoes and 

strawberry crowns are sold to the US markets based on their hardiness 
 Long hours of daylight (greater production of crops needing high number of growing days) 
 Higher production of honey (up to 3 times) based on increased summer daylight hours. 
 Favorable rainfall and weather conditions for growing (fewer droughts) 
 Cold winters reduce insect populations resulting in a lower dependence on pesticides. 
 Abundant space for livestock  
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 Abundant “quality” feed for livestock 
 Growing diversity of game farming (bison, elk, reindeer and exotic livestock including llama, alpaca, 

fox, ostrich, emus, and wild boar.) 
 Increasing “certified” organic producers of beef, bison, poultry, hogs, eggs, wheat, barley, herbs, hay, 

oilseeds, and peas. 

Mountains and trees providing an opportunity for the development of a regulated area allowing the market 
of “appellation” products surround the Peace Country region and its agricultural products.  The 
“Appellation” of origin is used to protect the geographic name of the product whose special features are 
predominantly conditioned by the place i.e. the region where it has been produced, if those features have 
been gained by natural means, under the influence of the climate or soil or the customary manner and 
procedure of production, respectively manufactured.  

What kind of product can be protected by Appellation of origin?  The appellation of origin may be used for 
marketing natural products, agricultural products, industrial products, craft products, and handicrafts.  

The key to gaining global advantage is renewed effort and competition in the agricultural industry, utilizing 
a common Peace Country brand.  Without food production, there is no economy.  Full cost accounting 
reveals the costs as well as the risks of a food system that is dependent on outside sources, long-
distance movement of food, high-input agriculture, and poor population health.  Food dependency holds 
political as well as economic dangers: any jurisdiction, which cannot feed its people, is at the mercy of 
whoever does.  The Peace Country will continue to strive to become known as the “Real Food Capital of 
Canada” 
 
Gateway to the North American Market 

• Under the North-American Free Trade Agreement (NAFTA), Canadian agriculture and agri-food 
companies enjoy open access to a North American market with a consumer base of 425 million 
people with a combined GDP of more than US$11.8 trillion and total consumer sales in excess of 
US$1.1 trillion. Most of the world's major agri-food companies have operations in Canada that, in 
most cases, also supply the U.S. market on a product-mandate basis.  

• Short distances and an efficient, highly integrated transportation infrastructure make it easy for 
companies in Canada to serve key markets in the U.S. Almost half of the U.S. population lives 
within a 10-hour drive of Toronto, and over 60 percent within a two-hour flight. Interstate 
highways lead directly to major Canadian processing sites.  

• NAFTA provides procedures for: border facilitation, movement of personnel, production 
certification, and investment and intellectual property protection.  

• Canadian agri-food exports totalled U.S.$17.3 billion in 2003, with more than 63 percent shipped 
to the U.S. Other major export markets include Japan, the European Union, China, Hong Kong 
and Mexico.  

The North American Free Trade Agreement brings together more than 400 million consumers from 
Canada, the United States, and Mexico in a region rich with opportunities for companies looking to deliver 
innovative food and beverage products.  Over the last 10 years, the balance of trade with the US in 
processed foods and beverages has increased significantly in Canada’s favour. 
 
Canada originally became renowned as the breadbasket of North America and the world.  But today, food 
processing in Canada has grown into an important, highly diversified sector that adds value to a wide 
range of raw agricultural materials.  In fact, food processing is the top manufacturing industry in seven of 
the ten Canadian provinces. 
 
What makes the Canadian agri-food processing sector one of the most profitable in the world? 
 Duty free access to the NAFTA region 
 Top of the line technology 
 Sophisticated and cost effective research and development 
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 Quality agricultural inputs that are readily available and competitively priced 
 Well educated and loyal employees 
 Low costs for production and for employee health benefits 

 
North America is a large, vibrant and dynamic marketplace that provides Canadian food processors with 
lucrative returns and opportunities to grow.  Half of the US food market is within a 10-hour drive from 
Canada.  In addition, offshore Asian markets can be reached in about half the time it takes from Western 
European ports.  One of the disadvantages to the Peace is the distance to market as compared to other 
closer agricultural areas. 
 
Increased containerization will greatly increase profitability for many agricultural industries in the Peace 
Country, including pulses, grass seeds, peas, malt barley, beef, bison, etc. because of the value-added 
opportunities offered by containerization.  It is a huge opportunity to be adding value to crops we currently 
grow, and containerizing them. 
 
The Peace Country has the opportunity to embrace environmental farm planning and help ensure that the 
agricultural industry can respond positively to consumer demands that the food they eat is safe, high in 
quality, and produced in an environmentally sustainable way;  

• helping to position Canada as a world leader in environmentally responsible production; and  
• improving air, water, and soil quality, and conserving biodiversity.  
• will help producers identify and assess environmental risks and benefits on their farm lands, and 

develop a plan to mitigate risk.  
• The voluntary program provides farmers with information to support on-farm stewardship, and 

provides them with a tool to support an ongoing evaluation of their environmental performance.  
• Management practices 
• Workshops 
• cover a wide variety of environmental issues-including water use and management, nutrient 

management, manure storage and handling, pesticide storage and management, and livestock 
production. 

 
The convergence of scientific and information technology disciplines is accelerating the pace of research 
to create new products and farming practices. This introduces exciting economic opportunities in new 
applications for agricultural commodities such as nutraceuticals, medicinal ingredients, substances, bio-
products and renewable fuels. 
 
AGRICULTURAL OPPORTUNITIES (livestock slaughter facility, mobile slaughterhouse, feedlots, grass-
fed animals, organics, value-added products, peace country baskets, branded products, 2010) 
 
OATS – Peace Country Oat Processors 
HONEY – North Peace Apiaries, Van Han Apiaries, Falher Honey Producers  
BEEF – True North Beef, Peace Country Premium Beef, Peace Country Tender Beef, Rancher’s Own,  
BISON – Northern BC Buffalo Co., Peace Country Bison Association 
VALUE ADDED – Learn Agri Food Group, Peace Value Added Food & Ag Association 
SASKATOONS – Berry Fields, The Berry Basket 
FORAGE SEED – Peace Region Forage Association,  
WHEAT, CANOLA, BARLEY, FIELD PEAS – BC Grain Growers 
PIGS – Peace Pork 
SHEEPS&LAMBS – Peace River Lamb 
 
GLOBAL FOOD TRENDS OPPORTUNITIES: 
Global food trends affect the way that we do business in the Peace Country.  By being aware and 
responding quickly to global food trends the Peace Country can position itself as a leader in real 
wholesome, natural agricultural production practices and innovative, collective marketing.   

1. Food Safety 
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2. Animal Welfare 
3. Genetically Modified Organisms 
4. Antibiotic Resistant Microorganisms 
5. Demographics 
6. Environmental Stewardship 
7. ISO 9000 Quality Standards 
8. Functional Foods and Nutriceuticals 

 
RETAIL STORES - OVERWAITEA, IGA, GREAT CANADIAN SUPERSTORE 
Peace Country producers need to work together in order to establish a presence within major retail 
stores.  Establish relationships and connect with this sector in preparation for 2010. 
 
PEACE COUNTRY CUISINE 
Regions celebrate their differences through food.  Peace Country cuisine is unique in its wholesome 
quality, production and type of food produced.  Beef, bison, honey, saskatoons, oats, wheat, canola, etc. 
 
Identify producers, recipes and places where Peace Country food can be enjoyed and experienced.  Also 
identify value-adding opportunities for members.   
 
VALUE ADDED AGRICULTURE OPPORTUNITIES & CHALLENGES 
 
Interview with Gail Briggs – Briggswood Country Preserves: 
 
The Peace Country Brand provides a regional identity. With my focus being Agritourism and selling to 
people out of the region, coming into the community, buying and having a product in their hand.  
Consumers want to say “We went to the Peace Country and came home with this taste of the Peace.” 
Being able to reflect back on our good time in the Peace. 
 
When we can focus on the consumers and target the buyers there are great opportunity with the 
Branding. When the consumers know there are good products made here, it will make it easier for the 
small producer. When you are small you are often overlooked. Because you have to do so much 
marketing and you don’t have time to do it and do it well. With a group it is far easier. The group thing is 
good for us.  
 
Taking the raw products and turning them into something else, adding more value to the raw product in 
the consumer’s hands. There has been little food manufacturing done here in the Peace on both sides of 
the border. All the manufactures are in the south or the east or out of country. We grow the grain and ship 
it our and then it comes back to us, so yes there is great opportunity for the small producer. 
 
General market conditions: People who have tried these products want them. People are looking for 
quality. There needs to be a big push on buying local and having the assurance that local products are 
safe, local products are good, and that food products don’t have to come from a multi-layered 
international food processing company to be consumed.  
 

• For example if you are mass buying, mass growing, and mass producing, and your are off shore 
with some of these products, the raw fruit is not picked at the optimum time and get in the jar at 
the optimum time. Picking time is crucial. 

 
There has to be a value for locally grown products. What are people willing to pay for this value? If you 
step out and hang your shingle you need to know you have the supply to follow through. 
 

• “When I started out I went to the stores and gift shops to see what wasn’t there. Then I thought if I 
made a product that wasn’t there, would people buy it? People will only buy what they need or 
what they want. Just because you can make it doesn’t mean that they are going to buy it. You 
have to be realistic and analyze your market and market base. What income do they have, what 
are their values, what will they purchase, and what are their buying habits?” 
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There are huge opportunities for additional market development and part of it is you have to educate the 
market. Part of the R&D is that people follow trends; people are trying to eat healthier. What are they 
eating and what do they like to taste. It is all part of developing the market. We have good products that 
we are making or we are growing. 
 
Trend monitoring is important. With production of new products we need to create things that are geared 
to certain groups. Products that people are going to grab and eat rather than have to cook.  
 

• For instance will people want pie fillings, a ready to bake pie, or a pie that is already baked and 
ready to eat? What are people buying? 

• Different seasons of the year people have different buying habits. Christmas is a good example.  
• You almost have to get into the minds of the customers, always learn from your customers. 

 
You can’t lay a health claim to something unless it is a proven fact. It would be wonderful if a producer 
were able to do the R&D to substantiate the nutritional values for their products. Independently no small 
producer has enough money to afford the research that would be required.  
 
The other R&D costs are the flow lines, the processing. It is very difficult to find equipment for the small 
scale food processor. Many times you have to find someone to make these machines if you can’t make 
them yourself and this can very costly. 
 

• If we are going to be supportive of the food industry in the North and in the Peace Country and 
Branding there is a whole support system that needs to be in place.  

• There are different levels of scale up. In order for some people to be in business they have to 
cash in their equity. It is very difficult.  

• Unless you have a support system, either a mass voice, a good networking system going on 
together, where you get the attention of the larger agencies. The funding agencies, and even the 
people who are going to buy your product or have thinking, there are enough processors we need 
to look at developing a better flow system to assist them in their plans.      

• We need to look at what is in the community already. Community kitchens with the blessings of 
the Health Agency would be a great asset to the small producer.  

 
 

Challenges:  
• Acceptance, consumer acceptance assurance that you are providing a safe product.  
• Meeting the standards, and that is huge sometime the mind set is, I have made this forever and 

so it is safe, that doesn’t cut any more. You have to have some sort of certificate or fall under 
some group of a proven thing or have something on the wall that gives people an assurance. 

• Developing new markets, cost is a big factor, who is going out to help develop them each one 
going out to develop their own market takes them away from their processing business or their 
growing business.  

• Some sort of partnerships need to be developed to be able to hand the marketing over to 
someone. 

• If you start to be successful it just about kills you, because there is only so many hours in a day 
and days in a week. 

• Limited refrigeration and storage in the Peace.  
• The boundary has been a huge issue. Having to be Federally approved.   
• Educating the international consumers. 
• Educating the consumer on the value of the products they are buying, what would happen if the 

shelves were empty?  
• Financing is a huge obstacle, the lending institutions do not understand the industry and it doesn’t 

fit their categories. 
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Interview with Paulette Langenecker – Berry Fields Saskatoons: 
 
Berry Fields saskatoons are sold in all of western Canada through retail outlets. Food services and 
restaurants. Frozen Saskatoon’s is our main product. It is very much a niche market.  
 
The Government is willing to match funds through Olds College to help the Berry farmers. Agri-food for 
the small producer is a very long process. For the saskatoon industry it is getting known and accepted as 
a healthy and nutritional product.  
 
Focusing on getting the name out to the public and being able to keep saskatoons in the stores.  
Challenges are marketing. Balancing your life with the work that is involved in producing a product. 
Everything has to be federally approved. Education with marketing, and health considerations to protect 
the public.   Financing is a huge issue for the small producer.  
 
 
ARTS & CULTURE 
A pioneering spirit defines the Peace Country’s social and cultural fabric of the region.  Diversity is the 
spice of Peace Country life.  The strength of our region’s quality of life is vital to the success of our region.  
Arts, culture and entertainment are consistently seen as important factors for the improvement of our 
wholesome image and development of this area of our economy is extremely important. 
 
Identify Arts & Culture Opportunities for Investment Attraction related to: 
 
 Expanding Arts/Cultural Community  
 Unique watercolor / oil / acrylic painters in the Peace  
 Internationally recognized Peace Country artists / songwriters 
 Selling/displaying artwork both nationally and internationally. 
 Unique sculptures, chainsaw carvers (Chetwynd, BC is the chainsaw carving capital of Canada) 
 Art Galleries (list them) 
 Tapestries / weavers / quilters display products with a strong European influence based on our strong 

multicultural influence in the Peace. 
 Native Crafts / Aboriginal Art & Culture 
 Art shows, publications, training and workshops for Peace artists  
 Many well-known and established professional artists making their home in the Peace 
 Unique murals depicting our history and culture 
 Peace River Songwriters Association 
 Film Industry / Video Production 

 
 
ABORIGINAL CULTURE 

 Facilitate the development of a First Nations Cluster / Industry Working Group 
 Provide outreach to Aboriginal communities 
 Create database of key contacts in Aboriginal communities 
 Invest effort in personal contact  
 Host cultural events at First Nation locations 

 
TOURISM & TRAVEL 
The Peace Country captivates the visitor with its abundance of pristine wilderness, spectacular scenery, 
and wide expanses of land ranging from rolling hills to the Rocky Mountains.  The Peace Country is an 
oasis for guiding, outfitting, hiking, hunting and fishing and offers wonderful development opportunities for 
dinosaur, agricultural, geo-cache, aboriginal, back country and cultural/heritage tourism. 
 
Develop a cluster of Regional Tourism Associations: 

 Mighty Peace Tourism Association 
 Grande Prairie Regional Tourism 
 Northern Rockies Alaska Highway Tourism Association 
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 Athabasca Country Tourism 
 Big Lake Country Tourism 
 Tourisme Smoky River Tourism 

 
Identify and expand on Tourism related Opportunities for Investment Attraction: 

 Agri-Tourism  
Dinosaur Circle Tours  
Geo-cache Tours 
Hunting / Fishing 
Guiding / Outfitting 

 Horseback riding / Dude ranch / trail riding 
Mountain Lodges / Resorts 

 Adventure Hiking / Backpacking 
 Extreme Sports / Mountain Biking / Skiing / Snowboarding 
 Country Fairs / Farmer’s Markets 
 The Sky (Astronomy tours / sunsets / northern lights) 
 Aboriginal Culture / Tours / Handicrafts / Dance 
 Abundant Wildlife / Moose / Deer / Elk / Bears 
 Photographic Tours, Art Retreats 
 Provincial Parks / Campgrounds (including waterfalls) 
 Bed & Breakfast / Road Rallies 
 Alaska Highway 
 Hello North!  Stay Another Day The Northern Way 

 
Interview with Charles Kux-Kardo, British Columbia & Yukon Hotels’ Association: 
 
Very much interested in Peace Country cuisine, using the products that are produced in the Peace 
Country, we are well-known for the products we serve. Tourism offers a great market for development. 
 
Services currently provided: Gaming, renting rooms, a bar.  Reopening in a different manner the 
restaurant.  Niche market: Live entertainment, The Alaska Hotel is the longest continuing business in 
Dawson Creek. 
 
Challenges: Capital investment, WCB non-smoking facilities, the whole business is dependant on your 
liquor license, you can’t apply for financing if your liquor is over 50% of your revenue. Liquor liability.  
 
Financing is tough to get for the small business. 
 
AGRI-TOURISM – A Route to Diversification 
More than ever before, farmers are aggressively applying their resourcefulness and determination to 
meet the demands of a changing marketplace.  No longer able to survive solely by producing and selling 
crops and livestock, many farmers are looking beyond traditional farm enterprises to generate the income 
needed for survival.  Agri-tourism provides “country experiences” to travelers with the goal of generating 
revenues for farmers and surrounding communities. 
 
Build the following four traits into all your agri-tourism programs to ensure product quality:  safety, 
consistency, appearance and authenticity. 
 
Interview with April Moi NRAHTA: 
 
Agri-tourism, arts and culture, when it comes to agri-tourism the product has to be export ready, which 
means it has to meet certain criteria. That is important to access dollars from Tourism British Columbia. 
Tourism BC has changing guidelines for export ready products. There is a huge step in getting their 
product ready and then marketing it to the travel trade.  
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For instance, it is one thing to set up a Bed and Breakfast on the side of the highway and opening your 
doors and allowing all the different travelers to come in, there is another situation where you are 
marketing and promoting that product to the travel trade and meet certain requirements, and in turn the 
travel trade can go and market your product.  
 
General market conditions: 320,000 people travel the Alaska Highway annually; if agri-tourism is one of 
the focuses we need a lot more money for marketing. If you have the product developed. There are great 
opportunities out there but you have to position yourself for the market. 
 
Agri-tourism is learning about products of the Peace. The Bison Ranch could have a tour of the facilities 
and a bison dinner; sell bison wool, hides, etc.  
 
Some of the challenges: The designation of the land with the ALR, insurance, changing your farming 
business into a tourism business. Learning tourism. Diversification. Money for educating the owners of 
the business. Human resources are a challenge, being able to have enough people to supply the 
services. Lack of understanding of the tourist trade for the entrepreneur, the lack of marketing dollars, and 
the designation of marketing dollars. Lack of knowledge of the tourism network. Services, such as phone, 
internet, and basic infrastructure. Technology. Insurance has been a challenge, now the Council of 
Tourism Association, has come up with a new insurance plan for recreational operators, and BC Agri-
tourism is also working on an insurance plan, so within the next few years insurance shouldn’t be such 
and obstacle. 
 
ABORIGINAL TOURISM  
Interview with Helen Shrier, Northeast Aboriginal Business Development 
 
We are impacted by the Oil and Gas, and soon to be impacted by Forestry because of the Slocan OSB 
plant, there seems to be opportunities for manufacturing such as doors, through the First Nations Lending 
community gardens. U-pick berries and garden commodities. Tourism is on the rise, a trading post.  
 
The areas of business are client generated. The Northeast Aboriginal Business Development Centre 
helps to develop their business plan, where to do their research, where to get their government 
registrations, WCB, and general advising. It is very important for the clients to take charge of their 
business plans, that way they can see where the pit falls are. 
 
There has been 325 people come to NAB to get information, credit checks, help with their business plans, 
help with funding, how to get their name out in terms of marketing, how to harness their cash flow. 
 
People who are traveling the Alaska Highway many are looking for Native Culture. There is a real need 
for a crafts store or trading post. 
 
Developing markets will be reclamation in the forestry sector. Manage the forest. Hunting, guiding, and 
trapping.     
 
Long term planning is something the Treaty 8 First Nations are looking at. Sustainability. Oil and Gas will 
not last forever. 
 
Cost for maintaining a free computer, print outs, publishing any information. Everyone gets equal footage.  
 
 
Challenges:  

• Products that are on demand – such as book covers done in beads, meeting the demands 
because of the time involved to create such a product. 

• Manufacturing, berry’s, crafts, meeting the demands proves to be very difficult. 
• Financing is a huge obstacle. All Nations Trust has been very helpful. First Nations Agriculture 

Lending. Traditional Banks and lending institutions.  
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GEO-CACHE TOURISM  
Gary Christopherson, Grimshaw, AB  

 
Purpose:  To be the leader in developing GeoTourism by capitalizing on the new recreational activity of 
Geocaching. 

 
Opportunity for the Peace Country 

With tourists now planning vacations around the finding of geocaches, an opportunity exists to cater to 
this new activity.  At this time, no jurisdiction appears to have a strategy to promote geocaching and to 
attract this type of tourist.  Marketing theory suggests that the first player to develop and successfully 
market such a strategy can become the leader and obtain dominant market share. 
 
Geocaching has considerable potential to attract tourists from all over the world who would spend 
significant time in the Peace Country.  This would be accomplished by developing a regional network of 
geocaches based on themes of interest to tourists.  If a tourist would spend seven days finding all the 
geocaches within a given theme and if a geo-tourist would spend $1,000 per week in pursuit of the 
activity, the economic benefits could be considerable.  The above example suggests that 1,000 geo-
tourists spending one week in the region, would contribute $1 million to the Peace Country economy.  
This target is well within reach; each year Historic Dunvegan Park alone receives between 10,000 and  
 
15,000 visitors.  Theme-based geocaching could be the foundation for a regional tourism strategy and 
build regional unity in advancing the concept. 
 
Some elements of geocaching are similar to the “Stamp Around Alberta” campaign, which was reported 
as being highly successful.  Additionally some years ago a major Canadian distillery created a highly 
successful campaign that centred on the company hiding cases of whisky in remote, inaccessible and 
interesting locations around the world. 
 
Integrating Geocaching into a Regional Tourism Initiative 
To advance the Geotourism opportunity, the Peace Country needs to: 

- Develop a quality and consistent product that can be promoted to geocaching tourists.  This would 
give tourists a sense of comfort that they can come to the Peace Country with an idea of what their 
experience will be like.   

- Identify geocaching themes and create a set of geocaches that support each theme.  Each theme 
would be based on an interest, hobby or other attraction and could be marketed as a distinct 
tourism experience.  Some examples of themes include: 

 
 Fur trading posts and other locations related to the fur trade.  The geocaches could contain 

information about the site.  The caches would be of equal challenge in terms of terrain and 
concealment.  The treasures would be approximately of equal value.  Once the geotourists have 
located all geocaches within the theme (possibly 12), they might qualify for a more significant 
prize.  

 Beautiful and interesting churches or pioneer graveyards.  (For example, the Orthodox Church in 
Spirit River, the Anglican Church at Cecil Lake, the Catholic Church south of Falher, even First 
Nations spiritual sites.)  Again, caches would be hidden using consistent criteria of challenge and 
reward.  Once all twelve were located, the finders might obtain a supplementary benefit.  The 
geocaches with the Christian theme could be marketed on specialty Internet sites, religious 
publications, etc. 

 Aircraft crash sites could be targeted for a series of geocaches.  These could be more 
challenging, possibly catering to the outdoors type, as opposed to a different demographic for the 
preceding two examples.  If we identified USAF crash sites, we could attract military aviation buffs 
from the United States.  There are numerous websites where this opportunity could be marketed 
at little or no cost. 

 The region could develop a geocache theme based on alleged “UFO land sites, Crop Circles & 
Haunted Houses”. 
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 Another theme could be “fossil beds, abandoned mines and rock hounding sites.”  Media 
specializing in serving the rock hounds should be eager to accept an article about what we have 
done in the Peace. 

 Students from Peace Country high schools could be organized to develop caches and challenge 
teenagers from around the world to find them. 

 A series of caches could be developed which would be accessible only by snowmobile, thus 
encouraging winter tourism.  Other caches would support a theme along the Peace River, and be 
accessible only by boat. 

 Other themes include: Regional Golf Courses; Scenic Sites; Fishing Holes; Ghost Towns; 
Agricultural Sites; Forestry Towers; and Famous Crimes – the largest mass murder in Alberta 
history occurred near Grande Prairie in 1918, and it is still unsolved. 

 
PEACE COUNTRY ATTRACTIONS & EVENTS 
Identify annual events that happen in the Peace Country and determine if they can be packaged as a 
circle tour, or part of a road rally or as a destination event. 
Contact key people in all communities within the region to develop an events database and then analyze 
to identify possible connections between the events. 
 
FEDERAL, PROVINCIAL & REGIONAL PARKS 
Identify, document and promote regional parks.  Develop websites of all parks and link to 
peacecountry.com portal website for the benefit of visitors to the Peace Country. 
 
USING TECHNOLOGY AND NEW MEDIA TO PROMOTE INNOVATION 
It is widely recognized within the Government of Canada that innovation has become the major driving 
force in economic growth and social development.  Industry Canada recognizes the importance of 
innovation in its “Innovation Strategy” which notes that knowledge is now the main source of competitive 
advantage.   
 
In an innovation driven economy, the challenge is to move from isolated business enterprises to a 
collection of working group and business clusters, and upgrade the sophistication of these business 
clusters to more advanced activities.  This is what provides unique value to the products and services that 
our region produces. 
 
Branding the Peace is an innovative concept for our region and has its roots in the agricultural industry.  
The focus is on real food, real fun.  The intent is to mobilize other industries to support the growth of the 
agricultural industry in the region.  Major competitive advantages are the natural resources that exist in 
the area including oil & gas, forestry, new media, arts and technology.   
 
It is important that institutions and incentives in the Peace Country support innovation and is well 
developed. Companies in the Peace Country need to be able to compete with unique strategies that are 
global in scope.  
 
Innovation, invention and entrepreneurship are at the heart of our regional advantage. The Peace 
Country has many natural endowments that provide significant potential for international success 
(agriculture, tourism, arts & culture, new media, forest products, energy, mining).  Successful industries 
often grow out of other related industries.  The goal is to encourage government, industry and producer 
groups to promote links and long-term relationships between suppliers and buyers by collecting and 
sharing information regionally and by sponsoring studies and engaging in collective marketing activities. 
 
A positive interchange between various industries and sectors in the Peace Country will result in 
sustained regional success at all levels. 

 
Branding the Peace is a direct result of the effective use of technology.  It connects our region together.  
Communications technology has all but eliminated geographic boundaries, time zones and language 
barriers.  Globalization of the world economy can seem overwhelming to small communities and 
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businesses.  Individually communities may feel insignificant in the global marketplace but collectively we 
can have a commanding regional presence. 
 
By aggressively utilizing Web Links and increasing traffic to the Branding the Peace Country website, the 
Peace Country can be well positioned in the global marketplace. 
 
PEACECOUNTRY.COM PORTAL WEBSITE 
Make it a priority to increase traffic and promotion of the Branding the Peace Country Association’s 
website, www.peacecountry.com and associated links. 
 
Develop a web-based database that is accessible on PeaceCountry.com with links to community profiles 
containing information about labor, real estate, infrastructure, financing and quality of life in order to be 
able to provide a quick response to investment inquiries. 
 
Further cooperation on technological development will send clear signals between the Alberta and BC 
Peace Country about emerging global marketplace needs. When people in the Peace Country begin to 
utilize technology to open up new markets for themselves and for the people around them then it will 
result in increased profits and investment into the region.  By sharing information and ideas on a regional 
basis, people can approach challenges with new knowledge and solutions that could not be solved 
individually. 
 
Maintain and improve website updates, promo ads, e-messages 
 
www.peacecountrycanada.com 
www.discoverthepeacecountry.com  
www.peaceinfogate.com 
 
 
NEW MEDIA 
Support and incubate the Peace Country New Media Association.  Their vision is to encourage a vibrant 
and growing new media business cluster in the AB & BC Peace Country. Their mission is to expand 
networking and promotional opportunities for Peace Country new media professionals and companies. 
 
MEDIA 
Successful regions attract media attention tirelessly – regionally, nationally and internationally.  The 
Branding the Peace Country Association needs to develop and improve existing databases and develop a 
plan on how to utilize the media to best advantage.  Regional media businesses need to be leaders in the 
promotion of the Peace Country brand and assist in the dissemination of information throughout the 
region.  
 
Explore ideas on how to encourage and facilitate media coverage on the business attractiveness 
of the Peace Country: 
 Establish a database of story leads on key business issues and industry sectors for issue to 

journalists  
 Hold special media briefings on growth industry sectors  
 Create and distribute business post cards 
 Develop an Investment Guide and CD 
 Develop Investment and Industry brochures 
 Distribute Investment Attraction video and e-cards of business images 
 Develop strategic alliances with media professionals  

 
URBAN RENEWAL 
Focus on the urban renewal of Grande Prairie, Alberta as being the major hub of the Peace Country, 
providing a starting point for investment attraction into the entire region. 
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Celebrate the asset we have in the City of Grande Prairie, Alberta.  Improvements to the City of Grande 
Prairie’s image are important to the entire region because associations between the success of the City of 
Grande Prairie and the region as a whole are closely related.  We need to do everything we can as a 
region to promote and celebrate the success of Grande Prairie.  When Grande Prairie succeeds, we all 
succeed. 
 
Contact Wayne Ayling, Mayor of Grande Prairie, AB to promote the Peace Country through an active 
partnership and leadership role with the Branding the Peace Country Association. 
 
BANKING & FINANCE 
At the centre of each group is a major bank.  Attract the support and sponsorship of major banks and 
credit unions.  Explore innovative financing options for the region. 
 
PHYSICAL INFRASTRUCTURE – TRANSPORTATION 
The Peace Country is at the heart of a nearly US$1.billion strategic economic corridor that links the 
resource rich region with the rest of Alberta and North America.  The region’s extensive network of road, 
rail, and air facilities contributes to the region’s strength as a prime location for business development.  
The transportation infrastructure is capable of 24-hour delivery service to all of western Canada and the 
U.S. Pacific Northwest – a market of more than 50 million consumers.  Proximity to Pacific Coast ports 
efficiently links the Peace Country with important Pacific Rim markets. 

Roadway System 

 High quality paved highways provide easy access to every community in the Peace Country 
 The ongoing expansion of Highway 43 to four lanes is Alberta’s top road construction priority and is 

more than half completed.  This expansion will considerably improve access through the strategically 
important North-South Trade Corridor. 

 Highways 40 and 43 connect the Peace Country to the four-lane Highway 16, which is one of the 
major east-west freeways connecting Alberta with BC and Saskatchewan.  Highways 43 and 16 
connect the Peace Country with Highway 2 – Alberta’s main north-south freeway.  Highway 2 links 
the Alaska Dempster Highway to US Interstate I-15. 

Trucking - A wide selection of carriers are eager to move your product to market. Primary road access is 
provided by Highway 97, Vancouver to Prince George; The Hart Highway, Prince George to Dawson 
Creek; and the famous Alaska Highway from Dawson Creek through the North Peace Region. Alternate 
road access is available from Prince George to Chetwynd on The Hart Highway, and from Chetwynd to 
Hudson's Hope to the Alaska Highway on Highway 29. Greyhound Canada provides daily service to 
Vancouver and Edmonton. 

The truck scales in Dawson Creek at LP has and average volume of 720 trucks a day which translates to 
216,000 @ 300 days. 

Ports 
 

 Port of Vancouver 
 Port of Prince Rupert 

 
Proposed Port of Prince Rupert container terminal will create new opportunities for export.  A proposed 
$500 million container terminal to be built at the Port of Prince Rupert, along with related additions and 
upgrades to rail lines, promises to open up a vast array of opportunities for exporters in Northeastern BC 
and Northwestern Alberta.  The Port of Prince Rupert was a natural fit for the project because of its many 
advantages, including the deepest natural harbor in North America and a faster sailing time to Asia. 
 
The Prince Rupert project will be developed in two phases, with Phase I to be completed by 2006 and 
Phase II to be completed by 2009.  When complete, the container terminal will be able to handle 1.2 
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million TEUs (A TEU is a 20-foot Equivalent Unit, or a 20-foot dry-cargo container) a year.  New York 
based Maher Terminals has signed on to operate the terminal. “It’s going to accomplish a lot from the 
perspective of marine intermodal transportation.  By the time we get to Phase II, we’ll have a facility that 
can move 1.2 million TEUs, and that’s nearly a 70 percent increase in the current capacity of the west 
coast of Canada, says Don Krusel, president and CEO of the Prince Rupert Port Authority, and a 
Northwest Corridor Development Corporation board member.  “It’s a major facility and will probably end 
up being the second largest container terminal in Canada.” 
Susan Thompson, Northwest Business, October 2004 

 
Rail Service 
British Columbia Rail provides regularly scheduled freight service connecting with Canadian National 
Railways' transcontinental mainline to offer immediate access to the Pacific Rim and the Eastern 
Canadian markets.  
 
Regional short line operators Rail Net and Rail Link connect the Peace Country to the national railway 
network at Hinton and Edmonton.  The national rail network links the Peace Country to the ports of 
Vancouver, British Columbia, Thunder Bay, Ontario, and other strategic locations in North America. 
 
Air Service 
 
North Peace Airport Services provides daily flights from Western Canada's three major gateways: 
Vancouver, Edmonton and Calgary. The Fort St. John Airport currently provides regularly scheduled 
flights by Air Canada and Peace Air. A fixed wing charter company or a helicopter company can meet all 
your work or pleasure needs. Air cargo and couriers offer daily service. The Fort St. John airport is 
located only 10km (6.2mi.) from city centre.  
Dawson Creek, BC 2004-chartered flights out of Dawson Creek were 6,801.  
Hawkair has daily flights to Calgary, Grande Prairie, and Vancouver, with connecting flights to Ft. Nelson, 
Ft. St. John, Masset, Prince Rupert, Sandspit, Terrace and Victoria. 
Central Mountain Air has daily flights to Calgary, Edmonton, Vancouver, with connecting flights to Ft. St. 
John, Kamloops, Kelowna, Prince George, Campbell River, Comox Ft. Nelson High Level Lloydminster 
Peace River, Quesnel Rainbow Lake, Smithers, Terrace, and Williams Lake.  
Grande Prairie Regional Airport has scheduled air service to Calgary, Edmonton, Vancouver, Fort St. 
John, Yellowknife, High Level and Peace River. 
Peace River has scheduled air service to Calgary, Edmonton, Grande Prairie, Fort St. John and High 
Level. 
High Level has scheduled air service to Calgary, Edmonton, Fort St. John, Grande Prairie and Peace 
River. 
Rainbow Lake has scheduled air service to Calgary and Edmonton. 
 
RESEARCH THE INVESTMENT CLIMATE & DEVELOP A SYSTEM FOR RESPONDING TO 
INVESTMENT INQUIRIES 
 
Determine what country is the Peace Country’s largest source of foreign direct investment. 
 
Develop detailed databases linked to peacecountry.com website to respond to specific questions and for 
tracking inquiries for follow-up 
 

1. Agriculture (organic, grains & oilseeds, livestock, value-added, forage seed, oats, honey) 
2. New Media (web design, video production, photography, database management) 
3. Arts & Culture (music, art, theatre, Aboriginal dance, tours, handicrafts, culture, rodeo) 
4. Tourism (agri-tourism, geocaching, guiding, outfitting, trail rides, hiking, backpacking, hunting, 

fishing, retreats, camping, bed & breakfast) 
 
DEVELOP AN ONLINE SURVEY TO DETERMINE INVESTMENT READINESS OF PEACE COUNTRY 
BUSINESSES: 
 Participate in Business / Trade / Investment Missions 

 52



 Host in-bound trade missions relevant to Agri Food Products 
 Invest in E-Business Trade Portal, Virtual Trade Showcase 
 Promote improved small business access to federal and industry support networks and programs for 

potential exporters (Virtual Trade Commissioner Network, export financing and insurance, in-market 
assistance, market intelligence) 

  Develop a program that involves face-to-face contact with potential investors 
 Focus on Multi-National Enterprises already in the Peace Country, Alberta, British Columbia or 

Canada 
 Select a few initiatives and recruit a broad base of regional support to pursue them through the 

Branding the Peace initiative 
 Establish realistic targets based on the regions competitive advantages for specific industry sectors or 

types of businesses 
 
EXPLORE INVESTMENT READINESS 

1. COMMUNITY PROFILES 
2. INDUSTRIAL AND COMMERCIAL LAND INVENTORY 
3. INVESTMENT MARKETING 
4. LAND USE PLANNING 
5. ECONOMIC DEVELOPMENT 
6. DEALING WITH SITE SELECTORS 
7. MONITORING INVESTMENT INQUIRIES 

 
INTERNATIONAL EXPOSURE & INVESTMENT ATTRACTION EDUCATION 

• KPMG's 2004 business cost study clearly demonstrates that Canada's business costs are the 
lowest among the G-7Australia, Iceland, Luxembourg and the Netherlands. Canada is the overall, 
multi-sectoral cost leader for 2004, with a 9.0 percent advantage over the United States. This is 
the fourth consecutive KPMG Study confirming Canada's lead position as the low cost location. 
Of particular note, for Research and Development (R&D), Canada is the overall cost leader for 
2004 with a cost advantage of 21 percent over the U.S. 
www.investincanada.gc.ca/competitivealternatives  

• For the food-processing sector, Canada's cost advantages over the U.S. are a solid 4.7 percent. 
Canada's ranking in food processing jumped from 4th to 2nd. As in other sectors, Canada offers 
the lowest costs across all countries studied for labour, land and construction, electricity, and 
possesses a nominal corporate income tax rate lower that the U.S.  

• Canada's cost advantage makes it the preferred location for European and Asian firms serving 
the North American market, and for U.S. firms choosing investment sites for important north-
south product-mandates.  

PROMOTE AN INTERNATIONAL MINDSET 
Think internationally.  Think in terms of positioning the Peace Country to attract attention to our region 
globally.  Reach out to foreign investors and also celebrate our exporters and the strengths of our region 
that these exports flow out of.  Work specifically to strengthen our credentials as a great, northern 
Canadian, Alberta/BC region and destination.  Strengthen relationships with the following partners: 
 International Trade Canada 
 International Business Opportunities Centre 
 Virtual Trade Commissioner 

 
ESTABLISH A PEACE COUNTRY TRADE & INVESTMENT OFFICE  
In order to respond to queries and make global connections, promote an international mindset, provide 
training & education regarding trade and investment, brokerage options, assist producers – industry 
working groups, build regional capacity in such areas as proposal writing, marketing, promotion, 
partnership building, public speaking.  By pooling member’s resources, a stronger presence in the global 
marketplace can be achieved. 
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 Expand and utilize a detailed email database system in order to respond to specific questions and 
investment queries 

 Profile the consumer / customer / investor / potential investor 
 Develop regional research and statistical profiles 
 Deal with trading companies (huge firms, with well-developed worldwide networks) to help companies 

to penetrate foreign markets. 
 Develop a system for tracking inquiries for follow up etc. 
 Utilize PeaceCountry.com as an investment marketing website 

 
Investment Attraction efforts in the Peace Country will focus on strengthening a cluster development 
approach, encouraging groups to work together for the benefit for all. 
 
The Peace Country will target the United States as a primary source of foreign direct investment and 
target market for investment attraction because of proximity, comparable business and legal institutions, 
cultural affinity, established economic linkages, and rich concentration of target industries seeking cost 
savings, skilled talent, knowledge assets, Pacific Rim access, energy resources and other opportunities.  
The US is currently our biggest trading partner. 
 
In Europe, the UK and the Netherlands offer significant opportunities for targeted FDI promotion, 
particularly in the technology sector.  Cost savings over US locations, availability of talent, and access to 
the US West Coast and Pacific markets are strong selling points for the Peace Country. 
 
Japan is a key target market in Asia for technology-related FDI and specialty food processing.  India has 
growing potential as a source for information technology investment, and China is a prospective market 
for FDI into food processing and technology industries.  Established trade and investment linkages with 
Asia, as well as cultural ties, position the Peace Country favorably in these markets.   
 
Business immigration is strongly motivated by personal factors, such as quality of life, as well as political 
and economic stability considerations.   
 
Target Markets for Investment in the Peace Country: 
Major Markets – US, Japan 
Important Markets – European Union 
Prospective Markets – India, China 
 
In emerging markets, such as India and China, the Branding the Peace Country Association may 
undertake initiatives where the private sector is able to identify significant, well-defined opportunities and 
to provide active support. 
 
The aim of the Peace Country’s marketing strategies is to move targeted prospects from awareness of 
the products (our good and services/location and opportunities) to making a decision to buy from us or 
invest here. 
 
 including establishment and expansion of multinational firms, venture capital investment, strategic 

alliances, and business immigration. 
 
HIRE A TRADE SPECIALIST: 
 
www.competitivealternatives.com 
 
Access a wealth of information.  The Canadian Embassy or Consulate is well positioned to assist in all of 
your key investment decisions and analysis.  They can help you compare city-based sites worldwide, 
gather information on incentives, regulations, transportation and taxation, and arrange introductions to 
key government and private sector contacts.   
 
Investment Partnerships Canada 
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www.investincanada.gc.ca 
Agriculture and Agri-Food Canada – Investment Secretariat 
http://ats-sea.agr.ca 
 
 
STRATEGIC MARKETING “Marketing the Peace Country for Sustainable Growth” 
 
Marketing Goals 

 To increase the number of participating producers to create a recognizable presence 
 To grow consumer awareness and demand for licensed products by building on its 

integrated consumer marketing approach 
 To have consistent and frequent visibility in the marketplace 
 To engage retailers in promoting the program 
 To encourage licensees, retailers, and other stakeholders to participate in this initiative 

 
 Build Brand Recognition of the Peace Country brand through targeted media campaigns in key 

markets 
 Execute targeted mail and e-mail campaigns 

 
PROMO PRODUCTS 

1. 10 minute Investment Attraction Video 
2. Brochure, poster, business cards, stickers 
3. Print ads, signage, fact sheets 
4. Digital Image Collection – cattle, bison, fescue, forage seeds, oats, canola, aboriginal 
5. Website Promo Ads, Electronic messages 
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