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Our Regional Marketing and Promotions Plan

-Grow-Thrive

Recognizing the emerging opportunity of an up-and-coming hemp sector, the communities of Smoky River,
led by the Village of Donnelly, have united to promote their region. The region offers rural living at its best
with affordable housing, a safe environment for the family, opportunities for entrepreneurship, and a deep-
rooted sense of local pride.This combination makes the Smoky River an ideal destination for unique tourist
activities, settling into a new home, or seizing exciting investment opportunities. Through this marketing
and promotions strategy, the region seeks to generate sustainable growth and prosperity for the region to
ensure a vibrant future for current and future residents of the Smoky River region.

Our Marketing Objectives

Efforts without a desired objective or outcomes typically result in fruitless endeavours, particularly as it
relates to marketing and promotions. Recognizing the importance of guided initiatives, four main objectives
were created to guide this plan.

Smoky River Region.

Enhance the region’s reputation as an appealing destination for tourists,

a Build awareness and recognition of the Village of Donnelly and the
9 residents, and investment.

Increase efforts to ladder tourists into citizens into investors.

0 Cultivate a sense of belonging and pride amongst residents to enhance
the welcoming community.
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Strategic Priorities

A comprehensive promotional plan for a community should be based on the concept that Tourism, Citizen
Attraction, and Inbound Investment, though inherently separate and unique, work together steps in a
ladder or a funnel. The ultimate success of promotions for a community is to get an individual to progress
on this ladder, advancing from visiting as a tourist, to being a citizen, to becoming an investor. Therefore,
the strategic priorities of this plan, reflect that.

Tourism Promotion

Citizen Attraction

Inbound Investment

In crafting this plan, the following guiding principles were developed to serve
as the foundation for creating a coherent and relevant strategy, with effective
strategies and tactics for the Smoky River Region.

In order to effectively
draw citizens and
investors to the region,
their decision process
must be respected and
treated as a funnel from
visitor, to citizen, to
investor.

The most effective
plan is one that can be
implemented. Efforts
recommended in this
plan are those that

are within the region’s
capacity and ability to
implement.
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Regional collaboration
allows for leveraging
collective resources,
expertise, and networks
to address challenges
and capitalize on shared
opportunities.

Intentional action
leads to efficiently
reaching and engaging
with the ideal
audience, maximizing
the effectiveness of
marketing efforts.




Tourism Promotion

1. Outdoor enthusiasts looking to get away 1. Nearby regions

* Value nature and outdoor activities as a means of b. Northern Sunrise County
relaxation and rejuvenation.

+ Seek remote destinations offering a range of recreational
opportunities d. Wood Buffalo Region

2. Diaspora (citizens that have left region)
* Looking to maintain a connection to their hometown or

c. Edmonton Region

e. Fort St. John Area

region 2. Ruralregions in BC, Sask,
» Seek opportunities to reconnect with their roots, family, and Manitoba
cultural heritage.

3. Families with Young Kids
* Prioritize safety, accessibility, and affordability when

choosing destinations for family outings.
+ Seek quiet and family-friendly camping opportunities away
from noise and distractions. -

4. Recentretirees
* Embrace a spirit of adventure and exploration in their

retirement years.
+ Seek unique and memorable experiences that enrich their

lives and provide a sense of fulfillment.

CoreTactics:
1. Conduct an assessment of all tourism assets in the region including access, activities,

accommodations, attractions, and amenities.
Foster and utilize strategic partnerships in the region.
Conduct a needs determination for local tourism businesses
Create promotional campaigns for tourism in the region utilizing paid social media ads, organic
social media posts, and website blog posts and updates.
Secondary Tactics:
1. Create tourism experience packages with local businesses and organizations.
Tertiary Tactics
1. Identify opportunities to update recreational tourism amenities and activities.
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Citizen Attraction

Target Groups and theirTendencies

1. Diaspora (citizens that have left region)
*  Maintain a strong emotional attachment to their hometown or
region
* Appreciate affordable living costs and a slower pace of life
2. French Canadian Citizens looking for alternative communities
e Value cultural diversity and are attracted to communities that
offer opportunities to maintain their French Canadian identity and
heritage.
* Seekalternative communities that embrace bilingualism and
provide access to French language services
3. Families with Young Kids
* Prioritize safety, accessibility, and family-friendly amenities when
choosing a community to settle down in.
* Seek neighborhoods with reputable schools, parks, and
recreational facilities
4. Outdoor Enthusiasts
*  Seek communities surrounded by natural beauty and offering
access to a variety of outdoor recreational opportunities.
*  Value proximity to parks, trails, and wilderness areas
5. Entrepreneurs/Small Business Owners
*  Prefer communities with a diverse economy and potential for
growth, innovation, and collaboration.
6. Recentretirees:
»  Seek communities with a high quality of life, affordable housing

options, and access to healthcare services.

Region of Origin

1.

A ™

French Canadian Communities
Edmonton Region
Calgary Region

Rural Regions in BC,
Saskatchewan, and Ontario

Region’s with Increasingly
Expensive Cost of Living

Key Activities
Core Activities

1. Keep all regional and municipal online presences up to date —Websites/Social Media

2. Create Photo/Video Content
3. Create and Adopt Regional Promotional Tools
a. Community Profile
b. Relocation Guide
c. RelocationVideos
d. QR Code
e. Social Media Ads
4. Create a concierge program for relocating citizens

5. Focus on immigration — Continue RNP program and it future variations

Secondary Activities

1. Create tourism experience packages with local businesses and organizations

Tertiary Activities
1. Create a Regional Job Board
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Inbound Investment
Target Groups and theirTendencies Region of Origin

1. Remote Working Professionals 1. Edmonton Region
» Seekinvestment opportunities in regions with affordable
housing, reliable internet connectivity, and a high quality of life
*  Value amenities and services that support a remote working 3. Rural Regions in BC, Saskatchewan,
lifestyle, such as co-working spaces, digital infrastructure, and and Ontario
recreational opportunities
2. Recentretirees still looking for opportunities
» Seekinvestment opportunities that provide a steady income
stream, long-term growth potential, and opportunities for
personal fulfillment in retirement.
3. Business in neighbouring regions looking for opportunities to

expand
*  Seek investment opportunities in regions with untapped
potential, favorable market conditions, and strategic
fave——1]
-

2. Calgary Region

4. Region’s with Increasingly Expensive
Costs

advantages for business growth

*  Value regions with supportive business environments, access
to skilled labor, and infrastructure O
4. Sector specific business investment attraction:

e Agriculture and Agribusiness r \
e Healthcare Business l I

* Senior's Care and Healthcare

Key Activities

CoreTactics Secondary Tactics
1. Create Regional Inbound Promotional Office 1. Conduct investment readiness study on the
(IPO)

Smoky River Region
a. Create regional brand

b. Create regional website 2. Create an Inventory  of  Investment

c. Have a singular contact point for Opportunities

regional businesses

d. Create process for assisting inquiring
businesses

2. Create a suite of promotional tools
a. Sector Profiles (Three key sectors)
b. Investment Prospectuses

3. ldentify Employment Ready Lands

4. Create promotional campaigns to target
potential businesses:

a. Paid social media campaigns
b. Website blogs and updates

c. Organic social media posts
Smoky River Regional Marketing and Promotions Plan 2024



For more information about the plan contact:

Smoky River Region Economic Development
701 Main Street

Falher, AB, TOH 1MO0

(780) 837-2364
ecdev@smokyriverregion.com




