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1.

Introduction

This study has been prepared for the Town of Banff and is dated March 23, 2007.
It contains a detailed analysis of the
implications of the approaching build-out of commercial space within the legislated boundaries of the Town of Banff.

1.1

Background

The Town of Banff is a unique municipal entity, being situated within Canada’s most visited national park and within a UNESCO
World Heritage site. Unlike most Canadian municipalities whose mandate to their residential constituents is immediately apparent,
visitors to the Town outnumber its capped population approximately 300 to 1 1 . In this regard, Banff must serve a multiple number
of “constituents”, including its own population, its seasonal employment base, park visitors and the people of Canada.
The main purposes of the town as stated in the Banff National Park Management Plan and the Town of Banff Incorporation
Agreement are:

1

•

To maintain the town as part of a World Heritage Site;

•

To serve as its primary function as a centre for visitors to the park and to provide such visitors with accommodation and
other goods and services;

•

To provide the widest possible range of interpretive and orientation services to park visitors;

•

To maintain a community character which is consistent with and reflects the surrounding environment; and

Based on 2005 annual visitation to Banff National Park of 3,165,000 (see Figure 3.1), with approximately 75% visiting the Banff townsite.
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•

To provide a comfortable living community for those persons who need to reside in the town in order to achieve its primary
function.

The Banff commercial structure is unique. It is heavily influenced by the significant number of visitors, relatively small population
base and the short supply of development lands. In addition, unlike other communities outside National Parks, Banff is effectively
“land-locked” and is significantly influenced by a growth strategy that restricts future commercial growth in accordance with the
Banff National Park Management Plan.
The boundaries of the town are fixed by federal legislation. Approximately 20% of the Town’s total area or approximately 241
acres is zoned for commercial development within six commercial land use districts including retail space, visitor
accommodations and semi industrial service commercial uses for residents and visitors.

1.2

Overview of Build-Out

In 1998 the Minister responsible for Parks Canada introduced a series of amendments to the National Parks Act to ensure
commercial development in national parks would be consistent with the legislative requirement to maintain ecological integrity
and to provide an effective framework (planning and governance) for future commercial development in national parks. This
included a requirement to restrict the number of commercial zones and maximum commercial floor space for each park
community to be set out in legislation requiring an Act of Parliament to amend them. An annual growth rate was also established
to govern the rate and amount of commercial development on annual basis. The 1998 Banff Community Plan assumed at the
time there was a total envelope of 3.89 million square feet of development on commercially zoned lands in the Town of Banff. Full
commercial build-out was expected to occur by 2010. Since the adoption of the Banff Community Plan in 1998, the Town has
been limited to an increase of 350,000 square feet of commercial development from the existing commercial development base
established in 1996 and a 1.5% annual growth rate. To date, virtually all of the 350,000 square feet has been allotted and
approximately one-third the allotted commercial space has been constructed. Although there is limited potential to transfer
commercial use development allotments between commercially zoned sites and there may be some opportunity for commercial
to residential conversions or commercial space transfer of development rights, the prevailing assumption with regards to the cap
is that no additional commercial floor area will become available once Banff reaches commercial build-out.
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There is a need for guiding policies and development regulations to ensure that Banff will continue to prosper and remain
economically, socially, and environmentally viable once full commercial build-out is reached, in order to fulfill its primary role as a
service centre for visitors to Banff National Park.
It will be important to ensure that:
(a) Banff continues to be competitive with other major visitor destinations in the Rocky Mountains, elsewhere in Canada and
throughout the World;
(b) the Town continues to provide an appropriate mix of commercial services to ensure that the needs of local residents and
visitors can be met;
(c) the capacity restrictions do not result in unacceptable levels of congestion and overuse;
(d) restrictions on commercial space do not result in rent and price escalations that restrict large segments of the public from
enjoying the Town’s commercial services; and,
(e) the Town can continue to respond to changing consumer needs on a timely basis.

1.3

Study Purpose

The intent of this report is to provide the Town of Banff with an understanding of the implications of commercial build-out and
recommendations to guide the Town to ensure that it continues to be economically, socially and environmentally sustainable.
This assignment has entailed three principal components. The first is a comprehensive inventory of commercial space in the
Town’s six commercial land use districts. The inventory was undertaken by Town staff under the direction of urbanMetrics. The
inventory incorporated techniques employed in the conduct of inventories in thousands of communities across Canada. The
second component involved an examination of market factors influencing the demand for commercial space in Banff, including
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a review of global factors, such as the aging North American population base, as well as, factors more specific to Banff, such as
the local tourist industry. The final component involved an examination of other resort communities approaching build-out and
how they approached this issue.
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2.

Town of Banff Commercial Inventory

This section provides an overview of the commercial inventory conducted in the summer of 2006 and compares it against past
inventories and those of other resort communities.

2.1

Background

A commercial and industrial inventory was conducted by Town of Banff staff under the direction of urbanMetrics inc. during the
summer of 2006. The inventory is believed to be the most comprehensive and accurate undertaken for the Town, employing a
variety of information sources. The following information was obtained for each commercial and industrial unit in the Town:
•
•
•
•
•
•
•

Commercial Name of Establishment
Municipal Address;
Land Use Zone;
Size (Square Feet)
Number of accommodation units (where applicable);
Type of Business (Descriptive); and,
Type of Business (NAICS Code).

The purpose of the inventory was to provide an accurate account of the current commercial mix in the Town; to provide an
understanding of the scale of commercial development at capacity; and to allow for a comparison between Banff and other
resort communities.
Every unit in the Town was visited by Town of Banff staff to confirm the municipal address, commercial name and type of business.
Information on size and number of accommodation units was obtained using a variety of sources depending on availability. In
order of reliability, the sources include:
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1.

Town of Banff Building Permit records;

2.

Information provided by property owners and tenants;

3.

Measurement by Air Photo;

4.

Ground Measurement by pacing; and,

5.

Estimate by visual inspection;

For the most part, a unit is defined as an individual business operation conducted in a distinct and definable premise, such as a
store or building. One exception to this definition of unit must be noted. In cases where it was not possible to obtain the sizes for
individual tenants in an office building, the entire building was included as a “unit” with “office” being listed as the type of
business.
Size is based on gross floor area, which would include the total area measured from the mid-point of exterior and demising walls.
Outside storage areas, such as bus parking, maintenance yards, public works yards, etc. were not included in the inventory.
The inventory includes all commercial and industrial units contained in the six Commercial Land Use Zones designated in the
Town:
•

Commercial Service Zone (CS)

•

Banff Avenue (CA)

•

Downtown (CD)

•

Banff Springs Hotel (CB)

•

Railway Lands (CR)

•

Tunnel Mountain (CT)
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2.2

History of Commercial Inventories in the Town of Banff

Commercial inventories have been conducted in the Town of Banff since 1986, with varying degrees of success. Figure 2-1
summarizes the inventory information for each year that it was obtained. It is important to note that there are significant
differences between this current inventory and those undertaken in the past, which likely have as much or more to do with
methodological and definitional differences as they do with actual changes in land use and commercial structure.
Figure 2-1
Banff Commercial Space Inventory 1986-2006
(square feet)
Retail
Office
Industrial
Food and Beverage
Automotive
Vacant
Sub Total
Visitor Accomodation
Total
Total Excluding Industial
Total Exlcuding Accomodations and Industrial

1986
256,800
104,300
1,860,442
300,800
26,000
2,548,342
1,761,300
4,309,642
2,449,200
687,900

1992

1994

1995

1996

461,906
220,396
1,881,792
319,298
27,150
2,910,542
1,858,420
4,768,962
2,887,170
1,028,750

506,452
236,598
1,881,792
324,772
27,150
2,976,764
1,913,187
4,889,951
3,008,159
1,094,972

520,260
234,234
1,881,792
310,622
27,150
2,974,058
1,950,611
4,924,669
3,042,877
1,092,266

524,888
234,234
1,884,235
316,112
24,675
2,984,144
2,005,648
4,989,792
3,105,557
1,099,909

1998 Adjusted

3,428,105

2006
356,682
132,825
103,941
226,388
21,925
42,337
884,097
2,305,996
3,190,093
3,086,152
780,156

Source: urbanMetrics inc.
Note: 1986 inventory conducted by Lombard North Group. 1992 Inventory conducted by Fairfield Properties. 1994, 1995 and 1996 inventories were updated
by the Town of Banff using building permit data. 2006 inventory conducted by the Town of Banff under the direction of urbanMetrics.
The 1998 adjusted figure is used in the 1998 Land Use By Law and Parks Canada as the basis for determining the future commercial space allocation. It is our
understanding that this figure is based on the 1996 inventory, with an adjustment likely made to the industrial space total which appears to be erroneaous.

The first comprehensive commercial space inventory was conducted by the Lombard North Group in 1986. A subsequent
inventory was prepared in 1992 by Farfield Properties. In 1994, 1995 and 1996 the inventory was updated using building permit
data. Until 2006, vacant space was not included in the inventory.

urbanMetrics inc.
market, economic and strategic advisors

7

Town of Banff Effects of Commercial Build-Out Study

A number of limitations exist with regards to the previous inventories. While the 1986 inventory appears to be comprehensive, no
detail or supporting documentation other than the summary tables still remains. It is not possible to verify the results of this first
inventory.
The inventory of industrial space is particularly problematic. Prior to 2006 the inventory of industrial space was conducted only in
1992. The amount of industrial space for other years (with the exception of 2006) was estimated by applying building permit data
to the 1992 figure. It is important to recognize that there is a dramatic difference between the 1992 industrial building inventory of
1.9 million square feet and the current inventory of 103,941 square feet. The 1992 industrial inventory was based on potential land
use capacity based on lot areas and floor space index policies established by the Town of Banff. It did not reflect actual space,
but rather the maximum space that could be developed given planning regulations at the time.
The current actual supply of industrial uses is limited almost exclusively to local serving businesses within the Service Commercial
Zone in the north end of the Town. This zone also includes a large amount of largely unbuilt land on the north side of Hawk
Avenue used predominantly for public works yards and vehicle storage, and therefore not included in the inventory.
The 1996 Banff Community Plan Development and Land Use Issues Background Report (August 1996) identifies a number of
deficiencies with previous inventories, which for the most part have been addressed in the current inventory.
1. Separate geographic sectors were not identified. Smaller study areas would allow for more precise analysis. The 2006
inventory has been sub-divided into 6 land use districts.
2. Only six categories of commercial space have been identified in the inventory. The 2006 inventory categorized space
by NAICS code to allow for more detailed analysis and comparison with the space in other communities. The six
categories used in the prior inventories have also been retained to allow for a historical comparison.
3. The growth measurements arrived at with the 1996 inventory are based on the work completed by previous studies. If
there are inaccuracies in the 1992 or 1986 inventories, they will be reflected in the 1996 inventory. The 2006 inventory
has not relied on previous inventories, but employs a separate methodology.
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4. The square footage of industrial space was only available in 1992. The 1986 industrial inventory was assumed to be 5%
less than that in 1992. As noted above, industrial space was completely reinventoried in 2006, with significantly different
results.
5. There is limited information pertaining to local commercial services. A household survey conducted in 1996 identified
this as a concern to local residents. This appears to still be a concern. The 2006 inventory can be subdivided by
detailed category, enabling local retail and service facilities to be analyzed separately.
In 1998, the Town of Banff and Parks Canada reduced the 1996 inventory figure from almost 5.0 million square feet to 3.43 million
square feet, in all likelihood recognizing the nature of the industrial space figure. A key objective of the 1998 Banff Community
Plan was to reduce potential commercial impacts by reducing commercial densities and entitlements in order to encourage a
balance between residential and commercial land uses. There was considerable public debate at the time with respect to the
amount of additional development that should occur. The 3.43 million square feet figure, which can best be described as a “best
estimate”, forms the basis for the 1998 development growth limit of 350,000 square feet and the annual allocation limit of 1.5%.
While it is difficult to draw definitive conclusions with regards to the change in space by category due to the methodological
discrepancies, some general observations can be made.
•

The largest growth in space occurred between 1986 and 1992, which may be the result of construction and market growth
in preparation for and following the 1988 Calgary Winter Olympics.

•

Excluding the industrial and accommodations sectors, commercial growth since 1992 has been minimal, even prior to the
1998 Parks Canada imposed development restrictions. For example, between 1996 and 1992, commercial space
excluding accommodations and industrial, grew by less than 7% or about 1.7% per year.

•

The 2006 inventory identifies substantially less space than the previous inventories. This is apparent in every category with
the exception of the accommodations sector. In total the current inventory includes about 1.8 million square feet less
than the 1996 inventory.
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•

Excluding the industrial category, which we know to be problematic in previous inventories and the vacant category that
was only included in 2006, the current inventory contains only about 60,000 square feet less than the one conducted in
1996. However, between 1996 and 2006, there has been significant growth in the accommodations sector, which has
increased by over 450 rooms or by about 14%. The difference in the accommodation space between 1996 and 2006,
likely reflects actual growth. The difference in non-accommodation commercial space between 1996 and 2006 is due to
(a) methodological and definition differences; (b) conversions either to non-commercial or accommodations space; (c)
errors in prior inventory information; or (d) a combination of these factors.

•

Unfortunately little information is available with regards to the methodologies employed in previous inventories and no
base data exists to for us to make a direct comparison between the current and previous inventories. However, based on
our understanding of how the previous inventories were conducted, it is our opinion that overall, the amount of space
(particularly in the industrial and the non-accommodation commercial categories) was dramatically inflated in past
inventories.

2.2.1 Commercial Space by District
The Town of Banff Land Use By-law establishes six categories of commercial land uses. These designations are intended to guide
the development approval within the Town. Each land use classification corresponds to a particular zone in the Town with specific
permitted uses. These designations include:
1. Commercial Service (CS) District - includes the commercial service compound and public works yard at the north end of
Banff. This is the Town’s industrial park. Permitted uses include automotive and equipment repair shops, business support
services, contractor services, government services, household repair services, protective and emergency services, public
parks, service stations, utility services and warehousing.
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2. Banff Avenue (CA) - includes two areas at the east and west entrances to Banff which are adjacent to residential
development. This is the auto-oriented hotel corridor leading to the downtown. Permitted uses include accommodations
and complimentary uses.
3. Downtown (CD) - extends from Buffalo to Elk Street and
from Bear Street to east of Banff Avenue. The downtown
area is Banff’s pedestrian district and the Town’s retail
core. Permitted uses include accommodations, eating
and drinking establishments, general retail stores,
professional, financial health and office services,
government services, public parks and internet cafes.
4. Banff Springs Hotel (CB) District - includes the Banff
Springs Hotel and Conference Centre complex and is
located at the south edge of the town. Also included is
a small 8 room inn on Spray Avenue.

Town of Banff
Commercial Land Use Districts

Service Commercial
Railway Lands

5. Railway Lands (CR) - covers the Canadian Pacific
Railway right-of-way and adjacent railway lands
including the train stations.
Permitted uses include
railway services.
6. Tunnel Mountain (CT) - includes visitor accommodations
adjacent to Tunnel Mountain Road. Permitted uses are
accommodations and ancillary services.

Tunnel Mountain
Banff Avenue
Downtown

Banff Springs Hotel

The inventory by district is illustrated on Figure 2-2.
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Figure 2-2
Banff Commercial Space by Type of Use and District - 2006

(square feet)
Retail
Office
Industrial
Food and Beverage
Automotive
Vacant
Visitor Accomodation
Total

Banff Avenue

Banff Springs

11,371
2,173
38,324
11,932
925,589
989,388

17,309
14,667
1,213,506
1,245,482

Commercial
Service
25,218
103,941
1,593
9,210
29,907
169,869

Downtown
323,022
92,076
167,427
783
12,430
131,549
727,287

Railway Lands

Tunnel
Mountain

13,358
13,358

1,934
29,052
30,987

Non Conforming 1
3,045
4,378
6,300
13,723

TOTAL
356,681
132,825
103,941
226,388
21,925
42,337
2,305,996
3,190,093

Source: urbanMetrics inc.
1) Includes Elkhorn Lodge, Banff Indian Trading Post and Phil's Restaurant which are businesses that are located in residential areas.

The following points summarize the characteristics of the inventory by district.
•

Banff Springs represents the largest concentration of commercial space in the Town, with about 40% of the total. By
comparison, Banff Avenue and Downtown have about 31% and 23% of total space respectively

•

Downtown has the greatest diversity of uses and contains the largest selection of retail, food and beverage and office
space. On the other hand it only has about 6% of the Town’s accommodation inventory.

•

The Commercial Service district contains all of the industrial space found in Banff.

•

Downtown is distinguished by a significant amount of retail space and a mix of Food and Beverages establishments,
office space and visitor accommodation.
About 80% of the Town’s commercial inventory (excluding
accommodations and industrial space) is concentrated in Downtown.
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•

There is just over 40,000 square feet of vacant commercial space in Banff, as illustrated on Figure 2-3. Excluding
accommodations, this represents an overall vacancy rate of about 5%, which would normally be indicative of a
balanced and well performing market. However, most of the vacant space is in the industrialized commercial service
district. There is only a very limited supply of vacant commercial space elsewhere in the community. An abnormally
low vacancy rate can lead to economic inefficiencies, such as excessively high rents that limit entry by new retailers
and force out certain commercial businesses that do not generate sufficiently high sales volumes. A low vacancy rate
also makes it difficult for existing businesses to expand, renovate, or improve operating efficiencies.

Figure 2-3
Town of Banff Commercial Space Vacancy Summary

(Square Feet)
Banff Avenue
Banff Springs
Commercial Service
Downtown
Railway Lands
Tunnel Mountain
TOTAL

Total Space (Excluding
Accomodations)
63,799
31,976
169,869
595,738
13,358
3,045
877,785

Vacant
Space
29,907
12,430
42,337

Vacancy
Rate
0%
0%
18%
2%
0%
0%
5%

Source: urbanMetrics inc.
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2.3

Banff Inventory by Store Type

This section examines the Banff retail and service inventory by store type. This analysis is based on the North American Industry
Standard Classification system and differs from the broad categories used in the above tables. The store types included in each
category have been listed in the Appendix section. The purpose of this analysis is to specifically review the supply of retail and
service outlets in Banff and to compare it to typical supply ratios found in other communities and to other resort communities.
For the purpose of this analysis we have utilized the following definitions of retail space:
•

Food Store Retail – Included grocery stores, supermarkets, convenience stores and beer, wine and liquor stores.

•

Non Food Store Retail - This group of retail uses include all furniture and home improvement stores, pharmacies and
personal care stores, apparel and general merchandise stores and others.

•

Services – This includes all services (excluding automotive) and includes food services, personal services, financial services,
health care services, and others.

•

Automotive – This includes all automotive uses, including garages, gas stations, and a range of automotive uses.

•

Vacant

Figure 2-4 summarizes the total space and provides a summary of the space per resident and space per visitor. The space per
resident is based on the 2005 Banff Census population of 8,352. The space per visitor day is based on the 2005 visitation to Banff
National Park of 3,164,900 divided by 365. We have also estimated that 75% of visitors to the National Park visit the Townsite,
based on data compiled in the 2004 Banff Community Indicators Report. The retail mix in the community represents the Town’s
role as a tourist centre. The largest store categories are food services (e.g. restaurants, bars, fast food outlets, pubs, etc) and
clothing and accessories (e.g. fashion, jewellery, shoes, etc.). Also significant are personal services, which include entertainment
and travel, and miscellaneous retailers, which include gift, souvenir, sporting goods, book and other tourist oriented shops.
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Unlike most communities, the vast majority of retailing in Banff occurs in the downtown core. There is limited auto-oriented
retailing and no suburban type shopping facilities.
The market orientation of Banff, which includes a high proportion of short stay visitors, has led to a proliferation of mass produced
tourist merchandise subject to high price mark-ups. Retailers offering this type of merchandise in an environment characterised
by high demand and constrained supply have the ability to out-bid many other potential tenants for retail store space. For
example, retailers and services oriented to the much smaller and less affluent population base, such as food stores and personal
services, will have difficulty generating sufficient sales to cover the high rents which tend to exist in this environment.
Figure 2-4
Inventory of Retail and Service Space

BUSINESS TYPE (NAICS CODE)
FOOD STORE RETAIL
NON FOOD STORE RETAIL
Home Funishings, Home Improvement an
Pharmacies and Personal Care Stores
Clothing and Accessories Stores
General Merchandise Store
Miscellaneous Retailers
TOTAL
SERVICES
Financial Services
Food Services
Personal Services
Other Services
TOTAL
Automotive
Vacant
GRAND TOTAL

3164900

Banff Avenue
2,000

Banff Springs
-

Commercial
Service
-

-

-

2,303

1,428

-

-

5,633
7,061

17,309
17,309

2,303

38,324
2,310
560
41,194
11,932
62,187

14,667

1,593
10,137

14,667
31,976

11,730
9,210
29,907
53,149

Downtown
40,966

Railway Lands
-

13,546
7,324
134,213
14,400
67,194
236,677
21,498
167,427
57,277
8,784
254,986
783
12,430
545,842

Tunnel
Mountain
1,934

Residential
Area (Non
Conforming)

-

-

-

-

-

-

13,358
13,358
13,358

3,045
3,045
4,378
-

-

1,934

4,378
7,423

Total Space
Per Resident
TOTAL
44,900
5.4

Total Space
Per
Visitor/Day
6.9

15,849
7,324
135,641
14,400
93,181
266,395

1.9
0.9
16.2
1.7
11.2
31.9

2.4
1.1
20.9
2.2
14.3
41.0

21,498
226,389
83,082
9,344
340,313
21,925
42,337
715,870

2.6
27.1
9.9
1.1
40.7
2.6
5.1
85.7

3.3
34.8
12.8
1.4
52.3
3.4
6.5
110.1

Source: urbanMetrics inc.

In Figure 2-5, we have provided an analysis of the space per capita and per visitor based on typical norms in Canadian
municipalities. The “Typical Canadian Per Capita Standard” has been based on thousands of commercial inventories conducted
by urbanMetrics in communities across Canada. The standard is based on urban municipalities or regions, with a full range of
retail goods and services, where residents have limited need to shop outside of their municipality or region and where the outflow
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of expenditures is roughly equal to the inflow from visitor spending.
retail and service supply in a municipality.

This provides good basis by which to compare the level of

In the case of Banff, because a significant retail volume is derived from visitor spending, it is not possible to directly compare per
resident space to the Canadian standard. For this reason, we have employed a factor representing the blended space per visitor
and resident. The blended rate represents the supply per person and per visitor day and is used to compare with the typical
Canadian standard. It represents a comparison of the inventory to the total population (residents and visitors) in the Town site on
an average day.
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Figure 2-5:
Town of Banff Per Capita Space Analysis

BUSINESS TYPE (NAICS CODE)
FOOD STORE RETAIL
NON FOOD STORE RETAIL
Home Funishings, Home Improvement and Electronics
Pharmacies and Personal Care Stores
Clothing and Accessories Stores
General Merchandise Store
Miscellaneous Retailers
TOTAL NON-FOOD RETAIL
SERVICES
Financial Services
Food Services
Personal Services
Other Services
TOTAL
Automotive
Vacant
GRAND TOTAL

Typical
Total Space Per Total Space Per Blended Space Per Canadian Per
Resident
Visitor/Day
Resident/Visitor Capita Standard
5.4
6.9
3.0
4.5 - 5.5
0.0
0.0
0.0
1.9
2.4
1.1
4.0 - 5.0
0.9
1.1
0.5
0.8 - 1.2
16.2
20.9
9.1
2.0 - 3.0
1.7
2.2
1.0
4.0 - 5.0
11.2
14.3
6.3
3.0 - 4.0
31.9
41.0
17.9
14.0 - 17.0
2.6
27.1
9.9
1.1
40.7
2.6
5.1
85.7

3.3
34.8
12.8
1.4
52.3
3.4
6.5
110.1

1.4
15.2
5.6
0.6
22.9
1.5
2.8
48.2

1.0 - 2.0
3.0 - 4.0
3.0 - 4.0
2.0 - 3.0
10.0 - 12.0
2.0 - 3.0
1.5 - 3.0
35.0 - 40.0

Source: urbanMetrics inc.
1) Based on 2005 Banff Census population of 8,352 full and seasonal residents.
2) Based on 2005 Banff National Park Visitation of 3,164,900 as per Parks Canada records divided by 365 days. Based on Banff Community Indicators Report it is estimated
that approximately 75% of visitors to the National Park visit the Townsite.
3) Based on blended average of 8,352 residents and 8,671 average number of daily visitors.
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As indicated by Figure 2-5, the total blended space per capita of 48.2 square feet is just above the range and likely reflects the
above average incomes of visitors to the Town site. The following points summarize the analysis indicated in Figure 2-5:

2.4

•

Given the size of the population and the extent of visitation, the community appears to be under served in terms of
food store retailing. Although on purely a space per resident basis, the local food facilities are within the standard
range, the blended space per capita falls well short of the range, when visitors are taken into consideration. Although
in many tourist regions, visitors do make significant grocery purchases, this is not necessarily the case in Banff, which
caters to a significant volume of campers and outdoor recreation enthusiasts requiring provisioning.

•

The community is under supplied in terms of retailing catering to non-tourists, such as home furnishings, home
improvement, electronics, pharmaceuticals, general merchandise, and some services. The low level of general
merchandise space is due largely to the fact that Banff does not have the threshold population large enough to sustain
a department store such as Wal-Mart or Sears.

•

Automotive facilities, such as specialty repair shops, gas stations, auto parts facilities, etc. also appear to be under
supplied. To some extent, this may reflect the lack of suitable sites within the community.

•

Conversely, the categories well above typical industry standards are food services, apparel and miscellaneous retailers,
which reflect the Town’s tourist orientation. Recently, there has been a proliferation of low end tourist/souvenir shops
that threatened the heterogeneity of the town’s retail mix. It is also important to note that within the apparel category,
most of the shops serve the tourist market, with limited availability for local residents.

Banff Commercial Space Compared to Other Resort Communities

The following table illustrates the relative amount of space compared to other resort destinations on a per visitor basis. The
communities chosen offer four season recreational opportunities with a strong orientation to downhill skiing. The availability of
inventory data limited other potential comparables, such as Vail, Canmore, and Stowe. The space categories used differ slightly,
although the “retail” and “office” categories are fairly consistent among the communities reviewed. The Banff Town Site has the
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highest level of visitation at 2.4 million compared to 1.9 million for Whistler and 1.5 million for Aspen. The Town also has the smallest
amount of commercial space, particularly in the retail category. On a per visitor basis, Banff has less than half of the supply of
Aspen or Whistler. The low level of vacancy in Banff suggests that from a purely market perspective, the Town could support
considerably more commercial space. In other words, tourist centres with fewer visitors than Banff and with fewer constraints on
retail supply, are able to support more commercial space. The experience of Whistler and Aspen suggests that given more
commercial space opportunities,
that Banff could support additional
Figure 2-6:
retail and service tenants.
Commercial Space Per Visitor Comparisons (Excluding Accomodations)
1900000.00
Banff
sf/visitor

Whistler
sf/visitor

sf

Retail
Office
Food and Beverages
Industrial
Automotive

293,986
132,825
211,721
103,941
21,925

0.12
0.05
0.09
0.04
0.01

407,901
197,836
387,729
241,808
NA

0.21
0.10
0.20
0.13
NA

654,942
315,360
NA
NA
NA

0.44
0.21
NA
NA
NA

45,386

0.02

260,161

0.14

438,560

0.29

809,784

0.33

1,495,436

0.79

1,408,862

0.94

42,337

0.02

90,344

0.05

NA

NA

852,121

0.35

1,585,780

0.83

1,408,862

0.94

Commercial
Vacant
Total

sf

Aspen
sf/visitor

Category of Use

Other Services

sf

2468250.00

Source: Whistler: 2003-04 Resort Community Monitoring Report, Aspen: City of Aspen Land Use Code, June 2005 and Banff: 2006
Commercial Space Inventory by the Town of Banff.
beverage services, industrial space and automotive services.
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2.5

Commercial Accommodations

Figure 2-7 summarizes the accommodation rooms in
Banff. The Banff Springs hotel is the largest single
facility in the town, although, the majority of visitor
rooms are located on Banff Avenue.
Since 1975, the number of rooms has increased by
some 76%, with the highest growth occurring prior to
1986.
While over the past 10 years, the nonaccommodations commercial space has been fairly
stable, the accommodations supply has still grown by
some 452 rooms.

Figure 2-7:
Town of Banff
Inventory of Fixed Roof Accomodation Rooms
Land Use District
Banff Avenue
Banff Springs
Commercial Service
Downtown
Railway Lands
Tunnel Mountain
TOTAL

Year
Rooms

Number of Rooms
2,258
778
0
233
0
495
3,764

1975
2,127

1986
2,757

1996
3,312

2006
3,764

Source: urbanMetrics inc.

2.6

Un-built Allocated Commercial Space

As per the Parks Canada restriction on new commercial development which was imposed in 1998, the Town was limited to a total
of 350,000 square feet of new commercial development, which was allocated at approximately 58,000 square feet per year (1.5%
of the total existing inventory). The final allotment lottery occurred in 2004 and to date some 130,000 square feet have been
constructed and some 212,000 square feet have been allocated, but un-built. A small amount has reverted back to the Town
owing to the inability of owners to construct the total of their allotment. Figure 2-8 summarizes the un-built commercial space by
Land Use District and by use. About 70% of allocated space is proposed for accommodations. The majority of the remaining
space has been allocated for retail uses (including restaurants). We would note that the owners of an allotment have five years
within which to construct otherwise they risk losing their allotment. A number of un-built allotments will be expiring in 2007, and
may return to the pool of reallocation.
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Figure 2-8:
Unbuilt Allotted Commercial Space

Address
501-503 Banff Avenue
555 Marmot Street
451 Banff Avenue
555 Banff Avenue Banff Voyageur Inn
461-467 Banff Avenue
339 Banff Avenue
124 Eagle Cres
W arehouse Commercial Service District
217 Bear Street
112 Banff Avenue
138 Caribou
319 Banff Avenue
204 W olf Street
218 Lynx Street - Hom estead Inn
318 Marten Avenue
701 Tunnel Mountain
901 Coyote Lane - Hidden Ridge III
901 Coyote Lane Hidden Ridge V
901 Coyote Lane - Hidden Ridge IV
TOTAL
By Land Use Type
Accommodations
Retail
Office
Industrial
Total

Unbuilt
Allotment (Sq
Ft)
1,722
3,572
5,337
23,071
36,089
55,791
188
4,745
1,313
1,474
3,185
4,379
8,468
10,006
39,973
99
3,906
4,250
5,003
212,571
(Sq Ft)
148,845
57,480
1,313
4,933
212,571

Description
Conversion of Staff to Commercial Accomodation
Hotel
Hotel
Hotel Expansion
Hotel and Restaurant
Hotel with Restaurant
Industrial
Industrial
Office
Retail
Restaurant
Addition to Commercial Building
Restaurant and Retail
Hotel
Potential Retail
Hotel
Hotel
Hotel
Hotel

By Land Use District
Commercial Service (CS)
Downtown (CD)
Banff Avenue (CA)
Tunnel Mountain (CT)
Total

District
CA
CA
CA
CA
CA
CA
CS
CS
CD
CD
CD
CD
CD
CD
CD
CT
CT
CT
CT

(Sq Ft)
4,933
68,798
125,581
13,258
212,571

Source: urbanMetrics inc. based on information provided by the Town of Banff

Figure 2-9 summarizes the future space at build-out if all un-built allotted commercial space is developed as proposed. In total the
Town would have approximately 3.4 million square feet of commercial space, of which 73% would comprise accommodations.
We would note that this is still lower than the “build-out” of commercial space of 3.89 million square feet as determined by Parks
Canada, and reflects methodological and definitional differences between the current and past inventories.
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Figure 2-9
Banff Commercial Space Existing and Alloted (Sq Ft)

Land Use
Retail
Office
Industrial
Food and Beverage
Automotive
Vacant
Visitor Accomodation
Future Use Undetermined
Total

Existing
339,372
132,825
103,941
211,721
21,925
42,337
2,337,972
3,190,093

Alloted
and
Unbuilt
57,480
1,313
4,933

148,845
8,000
220,571

Space at
Build-Out
396,852
134,137
108,875
211,721
21,925
42,337
2,486,818
8,000
3,410,664

% of
Total
12%
4%
3%
6%
1%
1%
73%
0%
100%

Source: urbanMetrics inc.

2.7

Tourism and Resort Based Retailing

Tourism based retailing such as that which predominates in Banff has different characteristics than traditional or “population
based” retailing. Tourism retailing typically does not draw from a definable market area and is far more susceptible to economic
swings due to fluctuations in visitor composition and volumes. Demand patterns are also significantly different. Tourism retailing is
subject to greater impulse and discretionary behaviour. As a result, the shopping experience and the quality of the retail
environment play a much greater role in the success of tourism based retailing. For example, high quality tourism destinations with
well designed retail cores will typically attract more per capita spending than second and third tier destinations. As a world class
natural heritage site with a strong tourism infrastructure, Banff is well positioned to attract high per capita spending compared to
similar destinations.
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It is also important to draw a distinction between short stay tourism destinations and resorts catering largely to seasonal residents,
and the owners of time shares, fractional units and other vacation properties. Short stay destinations, where the tourist market is
comprised primarily of hotel guests campers and day visitors, such as Banff, will support “experiential” merchandise, such as
apparel, locally made crafts, and souvenirs, that provide a lasting emotional attachment to a “once in a lifetime” vacation.
Resorts with a high proportion of long stay and repeat visitors (i.e. persons for whom the destination is not a “once in a life time”
experience, will support a higher proportion of day-to-day goods and services, as well as luxury/destination retailers, such as
jewellery stores, designer apparel, home décor shops, electronics outlets etc.
Both types of tourist destinations will also support retailers and services supporting local recreation activities. In the case of
mountain resorts, such as Banff, this would include outfitters, camping supply outlets, ski shops, etc.
Similarly, waterfront
destinations will attract boating suppliers, watersports outlets, etc., beachwear stores, etc.
While the accommodation supply in Banff is largely oriented primarily to hotels, inns, motels and camping sites, the significant
resort development occurring in the Canmore area provides Banff with an opportunity to reorient its retail focus towards a greater
balance between “experiential merchandise”, population serving retail and services, and higher quality/luxury retail items.

2.8

Conclusions

The 2006 inventory has overcome many of the discrepancies of previous inventories. It is apparent that the total space reported
in the community prior to 2006 has been dramatically overstated, particularly with respect to industrial facilities. Although it is
difficult to compare the current inventory to those of previous years due to methodological differences, it appears as though the
growth in commercial space over the past 10 years has been concentrated heavily in the accommodation sector.
Compared to other resort communities, such as Whistler and Aspen, Banff has significantly less commercial space on a per visitor
and per resident basis. Low levels of commercial vacancy and a review of comparable resort communities suggest that Banff
could support significantly more commercial space on purely a market basis. A constrained supply of commercial space can be
problematic, putting pressure on rents and forcing out commercial uses that cannot generate the sales volumes to warrant high
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leasing costs. Our examination of commercial categories on a per resident and per visitor basis suggests that local serving
categories, such as food, convenience retail and some services are not sufficiently represented compared with typical norms.
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3.

Trends Influencing the Banff Town Site

As an integral part of one of Canada’s most visited National Park and as a world recognized tourist destination, the Town of Banff is
influenced by many factors. Land use pressures will come from both local sources as well as more global economic, demographic
and tourism shifts. In this section, we have addressed some of the more prevalent trends and their potential influence on Banff’s
future land use requirements.

3.1

Economy

•

At least in the medium term, the economies of Canada and Alberta are expected to remain strong, which will generally translate
into high levels of consumer spending and an increased propensity for travel by Canadians. This may be tempered slightly by the
high cost of fuel and transportation. While this may have a positive influence for many Canadian travel destinations, a strong
economy may present some competitive challenges for Banff. First, higher disposable incomes typically translate into an
increased demand for longer trips. In that about 60% of visits to the Rocky Mountain Tourist Region (including Banff and Jasper
National Parks and Kananaskis Country) are made by Albertans, Banff may experience greater pressure to keep its largest market
from traveling elsewhere. Secondly, higher incomes in combination with an aging population, have led to a substantial rise in the
demand for vacation properties - a type of real estate that Banff is limited in its ability to provide owing to its National Park status.
Consequently, Banff has eluded the growth that has occurred in competing resort communities, such as Canmore, Creston (BC),
Fernie (BC), and Whitefish, Montana, which have been successful in attracting real estate investment by Southern Alberta
residents.

•

The strength of the Canadian dollar combined with impending international border crossing requirements will likely result in fewer
American tourist visits to southern Alberta in the future. While in numerical terms, US visitors represent just over 10% of all visitors to
the Canadian Rockies, they account for over one-quarter of tourist spending. Consequently local resort communities will have to
look to other markets, as well as new and expanded products to off set a decline in this important source of income.
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•

The supply of workers is expected to remain a major issue in Alberta and British Columbia, and is likely to become more pressing
for Canada as a whole. Banff’s ability to attract quality employees to the community will be directly related to its ability to offer
affordable accommodations and a full range of community services.

3.2

Global Demographic Trends

•

The prevailing demographic trend facing most developed nations is the aging of the population. In Canada, over the next 25
years, the population aged 55 to 75 will grow by over 60% according to Statistics Canada projections or by approximately 4.0
million persons. These individuals will have the time, discretionary income and desire to travel and to purchase vacation
properties. This market will be driven by service, quality and sophisticated experiences, likely at a time when a labour shortage will
make it increasingly difficult to satisfy these needs. Over the next quarter century, the communities that are best equipped to
serve this market will be those that are also able to attract and retain quality employment.

•

Due to the increasing demand for retirement and vacation properties, Banff’s competition has grown to include many small
communities in British Columbia that are rapidly expanding their real estate offerings and, in some cases are developing
“commercial villages”. These include: Mt. Washington Alpine Resort (Courtenay), Hemlock Valley Resort (Mission), Apex Alpine
Resort (Penticton), Big White Resort (Kelowna), Silver Star Resort (Vernon), Mount Mackenzie Resort (Revelstoke), Panorama
Mountain Resort (Invermere).

•

The Calgary population is currently estimated at 1,165,000 and is projected to reach 1,338,000 by 2015 based on City of Calgary
forecasts. This represents a growth rate of about 15% over the next nine years. The Provincial population currently amounts to
3,376,000 million based on estimates by the Alberta Ministry of Finance and is projected to reach 3.9 million by 2015, representing
growth of approximately 17% over this period.

3.3
•

Local Demographic Trends

As of the 2005 Municipal Census, the Banff population was 8,352, which included 1,025 non-permanent residents. This represented
an increase of 636 residents since 2005, when the population amounted to 7,716. On an annual basis this represented growth of
about 1.5%. At this rate of growth, the planned population capacity of 10,000 will be achieved in 10 to 15 years.
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•

As with most resort communities, the Banff population is heavily skewed towards young singles and couples. Over half the
population is between 20 and 39 years of age and about 35% is between 20 and 29. The highest growth rates over the past five
years were associated with these age groups.

•

The young adult population, which represents a key component of the workforce at mountain resorts, will stagnant or in decline
over the next 20 years. By 2026, Statistics Canada projects that the Canadian population between 20 and 29 will decline by
about 3% and the 20 to 34 will only grow by about 3%, compared to a 16% growth in the population as a whole. In short, the
traditional resort labour force will not come close to keeping up with the growth in demand by the aging population. As a result,
communities such as Banff must find creative ways of competing for this increasingly scarce supply of youth labour.

3.4

Global Tourism Trends

•

The World Tourism Organization reports that by 2020 global tourism (measured by international arrivals) will more than double. At
the same time, it will be spread out over a much broader range of destinations. In 1950, 71% of international arrivals were
concentrated in five countries (Canada being number 2 behind the United States) and 97% were accounted for by the top 15.
By 2000, the top five destinations accounted for only 35% of arrivals, with 38% in countries outside of the top 15. In 2003, Canada
had dropped to 10th.

•

Information technologies and the mass media have made tourism marketing truly a global proposition. While Banff continues to
be recognized as a world renowned visitor destination, its competition is increasing exponentially as the ability of even remote
communities to market to a global audience expands. At the same time, the internet and mass media has led to much
“information clutter” and high value destinations, such as Banff, must continue to seek ways to ensure that clear marketing
messages are being transmitted to its non-local markets.

•

The internet has led to a rise in “independent travellers”, who do not book their trips through traditional travel agents. These
travellers are able to book almost every aspect of their trip on-line, including hotel, air and ground transportation, rental vehicles,
golf, activities, etc. As a result, locally based travel packaging and tour companies will have a greater role in attracting tourists
and influencing their activities.
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•

Tourism marketing and products are increasingly becoming more sophisticated in response to more informed global audience, a
maturing market, and the greater use of electronic media.

•

As the baby boomer population ages, skiing and snowboarding participation rates will likely decline. While research has shown
that participation rates increase slightly for persons in their late 30’s to mid 40’s when their children become more active in winter
sports, skiing and snowboarding will be outpaced in popularity by less strenuous past times, such as hiking, bird watching, golf, etc.
This trend may also shift future growth in Banff to the summer months and shoulder seasons.

3.5

Local Tourism Trends

•

The Banff Bow Valley Corridor study reviewed past growth rates and trends and had indicated that the number of visitors to the
National Park could potentially increase from about 5 million in 1996 to 19 million by 2020. While the National Park has shown
positive levels of growth over the past few years, recent trends suggest that future change in visitation will be more manageable.
In fact, given the rise in global competition and potential difficulties attracting the US market, without continual product
development and competitive marketing, it is possible that a decline in attendance at Banff National Park could occur in future
years.

•

As a percent of all Mountain
Park visitors in Alberta, Banff has
seen its share remain constant in
recent years at about 52%.

Figure 3-1
Attendance to Alberta's Mountain Parks (Thousands)
2001

2002

2003

2004

2005

2006

Banff
Jasper
Yoho
Kootenay
Total Alberta Mountain Parks

3,102
1,837
569
416
5,924.0

3,112
1,855
565
420
5,952.1

2,933
1,689
502
390
5,513.7

3,111
1,858
573
418
5,960.2

3,165
1,908
581
424
6,078.3

3,219
1,928
595
451
6,192.5

Total Visitors to Alberta

23,649

21,772

17,895

18,331

Banff as a Percent of National Parks

52%

52%

53%

52%

Banff as a Percent of Visitors to Alberta

13%

14%

16%

17%

52%

52%

Source: urbanMetrics inc. based on Parks Canada Attendance Calculator and Alberta Ministry of Economic Development: Alberta Tourism Market Monitor
1) Estimates based on January to November data. December data and Group Tour Visitors were not available at the time the analysis was conducted.
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Figure 3-2: Ratio of Banff Visitors to Alberta's Mountain
Parks
60%

55%
52%

52%

2001

2002

53%

52%

52%

52%

2004

2005

2006

50%

45%

40%

•

2003

The number of US and international visitors to
the Rocky Mountain TDR has decreased
significantly compared to pre “9/11”. While
visits by international tourists appear to be
rebounding, US visitation is still well below
historic levels. These trends match tourism
data for Canada as a whole. The outlook is
relatively strong for the overseas market, but
less certain for the US market.

•

Based on the most recent information from Alberta Tourism
Market Monitor, about 15% of annual visitors to Alberta travel
to Banff National Park.

•

Approximately 60% of visitors to Alberta’s “Rocky Mountain”
Travel Destination Region (“TDR”) are provincial residents,
based on the most recent 2004 Alberta Economic
Development data, with about 40% from the Calgary area.
Over the near future, growth in the Calgary and Alberta
population is anticipated at about 1.5% to 2.0% annually. This
forecast provides an indication of the potential increase in
visitor demand for Banff National Park.

Figure 3-3
Canadian Rockies Tourism Destination Region
Visitors by Place of Origin (Millions)
Place of Origin

2004

2003

2002

2001

2000

1999

1998

Calgary and Area
Other Alberta
Total Alberta

1.18
0.55
1.73

1.01
0.53
1.54

1.32
0.76
2.08

1.95

1.75

1.97

1.64

Other Canada
United States
International
Total

0.38
0.41
0.52
3.04

0.30
0.40
0.43
2.67

0.42
0.51
0.58
3.59

0.41
0.52
0.65
3.53

0.36
0.54
0.56
3.21

0.37
0.55
0.56
3.45

0.40
0.60
0.55
3.19

Calgary and Area
Other Alberta
Total Alberta

39%
18%
57%

38%
20%
58%

37%
21%
58%

55%

55%

57%

51%

13%
13%
17%
100%

11%
15%
16%
100%

12%
14%
16%
100%

12%
15%
18%
100%

11%
17%
17%
100%

11%
16%
16%
100%

13%
19%
17%
100%

Other Canada
United States
International
Total

Source: urbanMetrics inc. based on Alberta Economic Development Tourism in Canadian Rockies data.
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•

The proportion of visitors to Banff National Park by season has remained relatively stable in recent years.

Figure 3-4
Visitors to Banff National Park by Season
Peak Ski
Season

Summer

Shoulder
Seasons

Jan to Mar+Dec

June to Sept

Apr/May/Oct/Nov

21%
21%
21%
24%
24%
24%
24%

57%
57%
56%
50%
51%
50%
51%

The volume of room nights in hotels has increased significantly since
the late 1990’s. This is particularly significant in light of the fact that
visitation has declined over this period.

•

Decreases were experienced in nights spent in motels,
campgrounds and trailer parks over this period. This may be
evidence of an increasing demand for higher quality services and
changing vacation patterns triggered by an aging population.

Total

Percent of Total Visits

2006
2005
2004
2003
2002
2001
2000

•

21%
21%
23%
26%
25%
26%
26%

100%
100%
100%
100%
100%
100%
100%

Source: urbanMetrics inc. based on Alberta Ministry of Economic Development Alberta
Tourism Market Monitor
1) Estimated based on January to November data.

Figure 3-5
Accomodations Used in Rocky Mountain Travel Destination
(Millions of Person Nights)

2004
2003
2002
2001
2000
1999
1998

Hotels
3.44
2.81
3.65
2.90
1.95
2.60
3.05

Campgrounds
Motels
/Trailer Parks
0.55
0.95
0.46
1.26
0.77
1.59
0.50
1.38
0.74
1.45
0.90
1.40
0.85
1.85

Friends and
Relatives
0.77
0.65
0.54
0.60
0.49
0.54
0.45

Other
1.39
1.12
1.17
1.35
1.98
1.33
1.48

Total
7.10
6.30
7.72
6.73
6.61
6.77
7.68

11%
10%
7%
9%
7%
8%
6%

20%
18%
15%
20%
30%
20%
19%

100%
100%
100%
100%
100%
100%
100%

Percent of Total

2004
2003
2002
2001
2000
1999
1998

48%
45%
47%
43%
30%
38%
40%

8%
7%
10%
7%
11%
13%
11%

13%
20%
21%
21%
22%
21%
24%

Source: urbanMetrics inc. based on Alberta Economic Development Tourism in Canadian Rockies data.
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3.6

Downtown Trends

♦

The Town of Banff is currently embarking on a major downtown revitalization program – “Banff Refreshing”. The program will
include urban design treatments, such as sidewalk widening and additional street furnishings; enhanced signage; landscaping
and new programming

♦

These elements are similar to those put in place in other successful downtowns and will have the effect of enhancing the
pedestrian experience and enabling the Town to become more competitive as a tourist destination.

♦

As noted previously, tourism related retailing is dependent on the quality of the visitor experience. The Banff Refreshing
initiative will help the Town to strengthen its retail function, and potentially enable it to broaden its market focus.
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3.7

Retail Trends

•

In many resort communities, there is an increased demand for retail stores that are oriented toward second homeowners as
opposed to short stay tourists. These include, more convenience shops and services, such as food stores, personal services,
automotive services, home improvement and décor outlets, etc. as opposed to souvenir shops and restaurants. In addition, due
to the affluence of vacation home owners, there is a growing demand for upscale fashion and related retailers. While this trend
may be less prevalent in Banff owing to real estate restrictions, there is still a growing retirement market in the surrounding
communities that will be within the Town’s area of influence.

•

Sales and Rental rates at resort communities tend to be significantly above the average of areas without a significant tourist base.
Rental Rates in Banff are at the high end of the range for resort communities, which reflects both the restricted supply situation in
the community and trends in the Calgary market, which now boasts some of the highest retail rates in Canada.

•

High rental rates in Banff will invariably influence the type of retailing that occurs in the community. For example, the low margins
typically generated by food stores will make it difficult for them to sustain the rents that might be charged to more tourist oriented
retailers. Similarly, stores and services oriented predominantly to residents and employees may not generate high enough sales to
justify the commercial rents being achieved in the community.

•

“Suburbanization” is occurring in many resort communities, whereby the economic influence of tourism spreads to adjoining
communities. Often these suburban communities attract second tier commercial enterprises that cannot afford space in the
principal tourist area. Squamish, for example, is beginning to serve this role with respect to Whistler. In the case of Banff, Canmore
partially fulfills this role. However, Canmore’s proximity to Calgary, its greater ability to accommodate new real estate and its
existing infrastructure has allowed the Town to develop its own tourism base distinct from Banff.
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Figure 3-6: Resort Communities Average Rents and Sales Performance (Figures in Canadian Dollars)
Resort Community

Lease Rate Per Square Foot (Net)

Est. Average Annual Sales
Performance Per Square Foot

Average Rent as a % of Gross Sales

$85-$110

$600-$850

15+%

Jackson, WY

$17-$57

$230-$680

8%-10%

Vail, CO

$45-$80

$440-$910

6%-12%

Whistler, BC

$85-$95

$400-$625

15%+

Whitefish, MT

$17-$23

$280-$510

6% - 8%

Aspen, CO

$91-$140

$680-$910

15%+

Canmore, AB

$22-$25

na

na

Banff, AB 1)

Source: Thomas Consultant, Resort Municipality of Whistler, Canmore Economic Development Authority, Paramount Realty, Fairfield Commercial and Bow
Valley Realty.
1) Rents per square foot included in Figure 3-6 correspond to averages of both high and low lease rates on Banff Avenue. It is important to note that all
figures are expressed in ranges and are used to provide a general portrait of the current retail conditions in the communities.
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3.8

Conclusions

•

Increased global competition for tourism spending means that Banff will have to continually renew its offerings if it is to maintain its
position as a leading natural attraction and vacation destination. Initiatives such as Banff Refreshing and other downtown
enhancements will be needed to maintain the competitiveness of the Town to an increasingly globalizing competition.

•

Visitation to the Rocky Mountains in Alberta has fluctuated since the late 1990’s, as Canada has had to deal with a number of
significant tourism challenges. Modest growth in visitation is anticipated due to future population increases in Alberta and
Calgary, however, this may be offset by potential declines in US visitation due to pending border crossing requirements and a
higher Canadian dollar.

•

The increasing demand for second homes and other vacation properties may result a shift in Alberta residents towards other
mountain destinations, such as Whitefish, Montana, Whistler, Fernie and Canmore.

•

It is likely that the Banff will be challenged to experience the significant growth projected in the Banff Bow Valley Corridor studies.

•

Labour force shortages will likely intensify over the next two decades, at a time when the maturing travel market will be seeking
more services and higher quality tourism products. In order to remain competitive, Banff should focus on strategies to attract and
retain a quality employment base, including affordable housing opportunities and local services.

•

Tourist related retailing in Banff is oriented to serving the impulse and discretionary spending of day-trip and short stay visitors. The
development of vacation real estate projects in the Canmore area offers Banff an opportunity to achieve a more balanced
supply of retail outlets and services, including the addition of more “population serving” retailers and services and outlets
providing a higher quality of retail merchandise.

•

There appears to be a growing trend towards hotels as opposed to lower cost accommodations, campgrounds and trailer parks.
Banff should ensure that its accommodations sector is able to respond to current market requirements and expectations. This
would require a detailed study of Banff hospitality’s sector, including an evaluation of its product offering (e.g. packages, tours,
and amenities) benchmarked to competitive resort communities to ensure that Banff can provide the type of services
demanded.
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4.

Review of Build-out Models-Case Studies

Like Banff, other mountain resort communities are also seeking to achieve a balance between economic growth and environmental
sustainability. The situation in Banff, however, is in some ways more complex than that in other communities, owing to it situation as
part of a National Park and the resulting development restrictions. In this section, we have examined the growth related policies of
other mountain resort communities and how they are planning for eventual build-out.
The communities selected for review are those which are roughly similar in size to Banff, are experiencing significant expansion
pressures, and have other characteristics relevant to the Banff situation. They include:
Canmore, Alberta - Some 25 kilometres south of Banff and closer to the Calgary market. Canmore provides a view of how
commercial development in Banff might occur in the absence of the Parks Canada development restrictions.
Whistler, BC - The host community for the 2010 Winter Olympics has experienced a development explosion over the past decade.
Largely a planned community, Whistler presents an extreme example of the type and scale of commercial infrastructure required to
serve current market trends. Commercial development pressures in Whistler, have also spilled over into the more laid back
community of Squamish, which has had to develop its own growth strategy.
Aspen, Colorado – A mature resort community, Aspen has seen a significant change in its commercial composition in recent years
due to increased competition and unfavourable economic conditions. Like Banff, it has struggled to achieve a balance between
local serving commercial facilities and tourist related retailing and services.
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4.1

Canmore, AB

Situation
As a result of its location immediately outside of Banff National Park and in
conjunction with Federal policies prohibiting expansion of the Banff Town site,
including severe population and development limits, Canmore will
accommodate a large share of future tourism and commercial growth in the
Bow corridor.
In 1991, the Town annexed some 5,930 acres from the surrounding districts to
accommodate anticipated growth. In 1992, the Town prepared a General
Municipal Plan, which led to the Municipal Development Plan in 1998, which has
guided development to the present.
As of the 2006 Canmore municipal census, the Town has some 11,599 permanent
4,818 non-permanent residents. 2 Since 1992, the permanent residential population has almost doubled and the non-permanent
population has tripled since 1998. Canmore currently contains 2,114 hotel rooms 3 and attracts some 900,000 visitors days per year
Growth has been focused largely on two resort areas – Silver Tip and Three Sisters, as well as other areas which can accommodate
new development.
Commercial development in Canmore has historically translated into either pedestrian oriented shops in the Town Centre or as
highway commercial uses adjacent to the Trans Canada Highway and the Bow Valley Trail. Until recently, the Bow Valley Trail and
adjacent Gateway zone had not experienced significant development pressure and provide a base of vacant and underutilized
commercial land supply.

2

Shirley Ketterer, 2005 Canmore Municipal Census, Town of Banff, 2005

3

Canmore Economic Development Authority Website, retrieved on October 19, 2006
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The Town includes two existing industrial areas and a planned business park east of the Three Sisters Interchange. The future business
park is intended to accommodate clean employment uses, including light industries, offices and trades services.
Issues
Canmore’s principal issues relate to achieving an appropriate balance between economic prosperity, social responsibility and
environmental stewardship. The Town has an extraordinary environmental setting, including important wildlife movement corridors
and habitats. At the same time, it has been faced with unprecedented growth pressures resulting from its proximity to the Calgary
market, the economic wealth inherent in Southern Alberta, and the development restrictions imposed on the Banff Town site. High
land values have resulted in a housing affordability issue and a shortage of rental housing. There is also a limited supply of land for
future industrial development.
Canmore’s economic base is changing from its traditional role as a local service centre to a regional resort community and tourist
destination. To a large extent this dynamic is driven by a combination of the increased interest in Kananaskis Country as a visitor
destination and the quotas on new development in Banff.
In recent years there has been concern that the retail market is approaching saturation, which is evident in increasing vacancies and
depressed retail rents, which are well below those in the Banff Town site. On the other hand, there is a shortage of medium and long
term industrial land and the retention and intensification of existing and planned industrial areas is a policy priority.
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Response
Growth management within the community
is guided by the Municipal Development
Plan (MDP). The MDP is concerned with the
“orderly and economic distribution of land
uses, the form of future development and
the protection of key natural areas”. The
Growth Management Strategy within the
MDP has established an objective of
achieving 6% or less annual permanent
population growth, which is controlled by an
annual
quota
on
new
residential
development.

Figure 4-1: Canmore Conceptual Land Use Plan

Until 1998, development of retail stores in
Canmore was restricted in the Bow Valley
Trail and Gateway commercial areas in
order to protect the Town Centre as the
primary focus for commercial activity.
However, with the development of new
visitor accommodations, these areas have
been opened up for larger commercial
projects serving the growing local and regional population and visitor base. The Town Centre is still intended to be the central
commercial node for the community. The MDP also recognizes the need for commercial land to serve the East Canmore Residential
area.
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Figure 4-2: Canmore Commercial Land Use Areas

In addition to recognizing regional retail facilities, the Town also recognizes
the need to provide new local commercial establishments close to
residential neighbourhoods to “enhance pedestrian orientation and
reduce the need for driving”.
The MDP also permits small scale
commercial activities, such as home based businesses in appropriate
residential areas.
In terms of tourism development, the Town has designated two Resort
Centre Areas, which are expected to accommodate the majority of new
accommodations, vacation condominiums and visitor oriented services.
The MDP establishes a base of 2,750 new visitor accommodation units. The
policies in the MDP are based on a 1997 Tourism Task Force Report. The
tourism objectives in the MDP are focused on ensuring that tourism
development is economically and environmentally sustainable and to
provide an appropriate balance between the needs of residents and the
needs of visitors.
Unlike commercial and tourist development policies, the Town’s industrial
policies are focused on attracting appropriate industries to provide
employment opportunities for the local population, while at the same time
protecting a limited industrial land supply. The industrial policies are
geared towards attracting environmentally friendly industries that will assist
in diversifying the local economic base. These include businesses in sectors
such as research and development; health; recreation; arts; technology;
and environmental services.
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4.2

Whistler, BC

Situation
Over the past 30 years, Whistler has experienced significant growth to the point where it has become an internationally recognized
tourism and resort destination. Since being awarded the 2010 Winter Olympics with Vancouver, Whistler has received extensive
infrastructure investment, which in turn has accelerated development.
The current permanent population is estimated at approximately 10,000, and has grown exponentially over the past 20 years. In 1976,
prior to the development of the resort, the population
Figure 4-3: Whistler Retail Districts
stood at just 595 residents. The highest rate of growth
occurred between 1988 and 1998, when the
population grew at an average of 13.1% per year.
Since 1998, population growth has been at a more
manageable annual rate of 1.4%.
Since 1998, the visitation base has been very stable.
Over this period, visitation has ranged from 1.78
million (1997) to 2.33 million (1999). In 2005, there
were 2.11 million visitors to the community. About
45% of visitors arrive during the winter months.

Source: Thomas Consultants Inc. Whistler Draft Retail Strategy, December, 2006

Excluding on-mountain retail facilities, Whistler
comprises about 850,000 square feet of retail space,
distributed over eight separate nodes. The central
nodes in the vicinity of the Whistler and Blackcomb
bases represent the largest concentration of retail
space, with very high rents ($30 to $100 per square
foot) and low vacancies (i.e. under 5%) The outlying
commercial areas, such as Function Junction – a
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quasi commercial/industrial district, Whistler Creek and Whistler North tend to have higher vacancies and
much lower rents in the $15 to $40 range.
As of 2004, there were some 14,143 dwelling units in the community, of which 5,680 were classified as either
tourist accommodations hotels. Given the preponderance of condominiums in Whistler, it is difficult to
definitively separate permanent residential units from those which are accessible to visitors. For example,
approximately 58% of developed multi-family units are zoned to allow both residential and tourist
accommodation use. The total unit capacity is 15,970, which represents a remaining supply of 1,827 units. Of
this total remaining supply, there are 1,061 hotel and tourist accommodation units. Multi-family units are close
to capacity.
Issues
In a very short period, Whistler has gone from a small mountain community to a world class tourist and resort destination now
approaching capacity. Because much of the community occurred in pre-planned modules, it has been better able to manage its
growth than other mountain communities. Its planning policies are strongly oriented to environmental responsibility, quality of life, and
strengthening the economy. It is, however, facing many competitive issues common to other Canadian resorts, including the threat
of declining US visitation, changing activity patterns by an aging population base, a looming labour force shortage, and balancing
the needs of full-time residents, seasonal residents, tourists and the labour force. Highway Commercial development in nearby
Squamish will draw spending away from Whistler.
At the same time, however, its non-accommodation sector continues to boom. With over 2 million square feet, space has been
added at the rate of 5% per year in recent years. Although, vacant space has grown considerably since 1998, it is still less than 5% of
the total and is still representative of tight supply conditions.
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FIGURE 4-4:

Response

NON-RESIDENTIAL SPACE BY TYPE OF USE (1998-2003)
Average Annual

Growth
% Annual Growth
1998
2002
2003
Whistler relies on a number of growth Category of Use (in square feet
management tools. Its principal control Commercial
349,107
388,881
407,901
11,800
3.4%
is the “bed cap” i.e. a cap on the Retail
Office
152,670
176,233
197,836
9,000
5.9%
number of bed units, although this limit Service
73,649
120,947
121,432
9,600
13.0%
276,964
323,724
325,479
9,700
3.5%
has crept upwards over the past several Food and Restaurant
Bar
53,251
62,250
62,250
1,800
3.4%
years, from 50,199 units to 55,087 4 Convention/Conference
65,587
84,026
91,012
5,100
7.8%
128,471
138,730
7,200
7.0%
102,906
currently in place. As part of this cap, Tourism/Recreation
1,284,532
1,344,639
54,200
5.0%
Commercial
1,074,133
Whistler is committed to housing 75% of INDUSTRIAL
Manufacturing
129,634
97,352
95,328
-6,900
-5.3%
local employees within the community. Light
Wholesale/Storage
118,008
127,772
10,800
14.6%
73,800
9,365
16,771
18,708
1,900
20.3%
While this is an easily understood target Heavy Manufacturing
232,131
241,808
5,800
2.7%
Industrial
212,799
and one that is easy to monitor, it has
several limitations. The cap is more PUBLIC
Public Institutional
250,506
310,431
17,200
7.7%
224,403
related to infrastructure capacity (e.g. Social/Health
53,208
53,207
-400
-0.7%
55,328
303,714
363,638
16,800
6.0%
Public
279,731
roads, sewer, and water facilities) and
38,654
90,344
9,300
27.0%
Vacant
34,489
not to a natural or experiential carrying
Total
1,601,152
1,859,031
2,040,429
86,100
5.4%
capacity. In other words, the cap is not
directly tied to environmental impact Source: 2003-04 Resort Community Monitoring Report
mitigation or the quality of the resort
experience, but rather the ability to provide hard services. Secondly, the cap only relates to the Town and not the surrounding
communities within the valley, which could benefit from spill over development from Whistler, in the same way that growth in
Canmore has been stimulated by the development quotas in Banff

In addition to the bed cap, planning for build out is also tied to a 20% increase in visitation by 2020, although this variable is difficult to
control and predict. Build-out population is projected at 15,000, an increase of about 33%.

4

The current bed unit cap of 55,087 represents 15,970 dwelling units.
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Whistler 2020 is the community’s “comprehensive sustainability plan” to guide the community towards the future. It contains five
priorities, including: enriching community life; enhancing the resort experience; protecting the environment; ensuring economic
success and partnering for success. The “Built Environment” section of this plan includes statements with respect to achieving a
balance between the needs of local residents and visitors, avoiding continuous encroachment on nature, adhering to “Smart
Growth” principles, ensuring a compact urban structure, and the sustainable management of energy and materials.
The Town has engaged an extensive monitoring process including a wide range of criteria under the categories of “Community Life”,
“Resort Economy” and “Environmental Health”.

4.3

Aspen, Colorado

Situation
Aspen is a mature resort destination which traces its tourism roots to the 1930’s. The current population is approximately 5,800
residents. The city emerged as a skiing mecca following World War II and the foundation of the Aspen Skiing Company by Walter
Paepcke, a Chicago industrialist who sought to create a utopian community of the mind and body. Like Banff, its rugged outdoor
setting, and investments into institutions such as the Aspen Institute and Aspen Music Festival and School have made the city a yearround international destination for recreation, arts, business, and intellectual discourse. Because, Aspen was one of the earliest major
North American skiing destinations, it has been continually forced to upgrade its tourist offering as new competition emerges with
more modern products and technologies. Although the City, has a quota system to manage long term growth, recent issues facing
the community relate more to unfavourable economic conditions, than they do to controlling development.
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Issues
Considerable study has been undertaken to understand the forces affecting the City. An Economic Sustainability Committee was
created as a co-operative venture by the City of Aspen, the Aspen Chamber Resort Association and the Aspen Institute Community
Forum. In 2002, the Town commissioned a study of its Real Estate Sector. A number of issues have been identified:
•

A lack of land and development restrictions has made it difficult for Aspen to compete with the large scale resort communities
now emerging elsewhere in North America.

•

There has been a dramatic shift away from the ski industry in favour of a high end real estate driven market. With this shift,
ownership became more oriented to part-time residents.

•

There has been a general shift to the upper end consumer. This has caused a significant shift in the retail situation, whereby
high end chain stores have pushed out independent operators and stores catering to local residents. Rapidly rising rents have
made retailing uneconomic for most stores. Lodging establishments either serve the very high end visitor or in the case of
older obsolete establishments, serve a much lower income segment. The middle market is being squeezed out.

•

As real estate prices rose, local residents and employees have been forced out of the community. The Aspen Community
Plan estimates that about 65% of the local workforce commutes from outside of the community.

•

A paradox has been created in that, while rents have escalated, so too have vacancies, in part because of economic
conditions and because the cost of real estate forces land lords to delay leasing so as to attract high end tenants.

•

Non-retail uses in ground floor retail districts reduce the vibrancy of downtown.

•

Aspen has traditionally had a bohemian character, made popular by characters such as John Denver, as well as popular arts
events. The “New Aspen” seems to have lost this element in favour of an experience that caters to high end residents and
visitors.
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•

The lodging and tourist facilities inventory has decreased in favour of condominium and other residential developments. The
owners of older accommodations operations do not perceive a sufficient return to improve existing facilities or develop new
ones.

•

The airport is limited in its ability to accommodate all types of aircraft. As a result, Aspen loses tourist business to more
accessible destinations.

•

There is considerable economic leakage from the community because of the limited range of commercial and industrial
operations in the community.

Response
The City’s growth management strategy has been tied to a quota system. It is similar to the one employed in Banff, although it has
been divided into five distinct land use categories, including: free-market residential; affordable residential; commercial; lodging;
and essential public facilities. The “Growth Management Quota System” – GMQS has been developed based on achieving a
maximum peak monthly population of 30,000 visitors and residents and ensuring that the growth rate does not exceed the City’s
ability to cope with service demands and changes in community character. The initial peak population, on which the quota system
was based was achieved July, 1998, and was 23, 050 visitors and residents. Based on this maximum population, development ceilings
were established for free market residential dwellings (units), affordable housing (units), commercial (square feet) and lodging
(pillows).
In addition, a two percent maximum average annual growth rate was imposed on commercial development (representing 28,000
square feet per year) and an annual growth rate of one-half of one percent was imposed on free market residential development
(representing 18 units per year). No growth rate was applied to lodging accommodations because of the desire to encourage
investment in this sector or to affordable housing. Any unused annual allotment at the end of a year is available for “roll-over” in the
following year. Multi-year allotments may also be granted.
New or expanded commercial, mixed use or lodging developments must provide affordable housing for 60% of the associated
employees, or provide cash-in-lieu to support the construction of new affordable units.
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In addition to these policies, some recommendations that have come from the City’s studies include:
•

Developing a broader based economy by supporting neighbourhood commercial and affordable housing in-fill opportunities.
Local serving industries, such as construction companies and contractors should be retained and expanded.

•

New regulations should be developed within the commercial core that requires retail at the ground level and professional
offices and housing on the upper levels. Opportunities should be available for affordable retailing and retail start-ups.

•

Downtown should contain a mix of uses and not just function as a shopping centre. Encourage residential, cultural civic uses,
multi-family housing through infilling and higher densities.

•

Reduce regulations restricting investment in downtown (e.g. signage, outside merchandising, view ordinances, etc).

•

Stimulate and promote incubator space.

Conclusion
These examples provide different experiences and responses to similar issues facing Banff. In many ways, Canmore represents what
Banff could become without the development quota. It has self regulated its growth, but at the same time is able to respond to
changing demand for new tourist accommodation formats. It is also challenged to attract new industry to the community to
balance its economic base.
Whereas Banff represents a more mature mountain resort community, Whistler is still on an upward growth curve. Its ability to pre-plan
much of its commercial development has enabled the community to develop policies aimed at facilitating both local and tourist
serving facilities. The need to minimize transportation requirements has led it to develop policies around neighbourhood commercial
development.
In many ways Aspens represents an alternative future for Banff, as an aging resort community struggling to maintain its
competitiveness and dealing with a significant change in its market orientation. Like Banff, it also has a quota system, but unlike Banff,
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its quota system is tied to an aggregate visitor and resident population. Its quota system is also divided among different land use
types, which provides flexibility to adjust growth rates and policies by development type, to respond to specific land use issues.
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5.

Banff Commercial Structure – SWOT Analysis

In this section, we have provided an analysis of the strengths, weaknesses, opportunities and threats with regards to Banff’s
commercial structure, based on the review conducted in the previous sections.

5.1

Strengths

•

Banff has a good mix of independent and chain retailers, offering a unique retail environment not found in typical Canadian
communities.

•

The Town offers many high quality retailers and eating and drinking establishments. Its commercial core represents a tourist
draw in its own right.

•

Banff offers a strong pedestrian oriented downtown, with a large surrounding residential base. Its restrictions on retail
commercial uses outside of the core have, in part, been responsible for this situation. Few communities the size of Banff have
downtown’s can match the strength, vibrancy and year-round attraction as downtown Banff.

•

Banff’s commercial sector is very successful, being characterized by low vacancy rates and high rents. Consequently it is able
to attract tenants that have an heir of exclusivity and are not found in typical shopping environments.

5.2

Weaknesses

•

The commercial development cap is not tied to any specific level of visitation and was developed as an attempt to
anticipate threats of undue development pressure on the town. Although the ecological integrity of the town site must be
maintained, the cap based on inflated numbers in 1998 prevents the town from meeting its land use objectives.

•

Similarly, the cap and commercial growth rates are not sub-divided by land use type, which also makes it impossible to tailor
policies to specific land use trends. For example, Canmore does not limit industrial growth in an attempt to diversify its
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economy. The City of Aspen has exempted visitor accommodations from its annual growth rate limit to encourage
investment in this sector. Such policy responses are not possible with the commercial cap as it applies to Banff.
•

Restrictions on the future supply of retail space have driven up rents to the point that they exceed those in most mountain
resorts in North America. This has the effect of forcing out commercial uses, that may other wise be desirable in the
community, but may not be capable of affording the lease rates in effect in Banff. In particular, there is a shortage of local
serving retail and services, particularly food stores, home furnishings stores, general merchandisers, and personal services.

•

Given that all commercial space has been effectively allotted, there is no opportunity to expand the industrial area to attract
uses to diversify the local economy. As a result, Banff will be highly vulnerable to fluctuations in the tourism industry.

•

The Town has no provision for convenience commercial nodes oriented to its local neighbourhoods.

•

High rents make it difficult to attract start-up and entrepreneurial businesses that may add character and diversity to the
Town’s retail mix.

5.3

Opportunities

•

There is currently approximately 212,000 square feet of unbuilt but allocated space. To the extent that some of this space is
not developed and returns to the Town for re-allotment, there may be an opportunity to give priority to specific uses, such as
food stores, local serving retail facilities and certain light industries.

•

Canmore has the ability to serve Banff residents and visitors with retail uses and services that could not be accommodated in
Banff. Although they are some 20 kilometres away from each other, Banff and Canmore co-ordinate commercial planning to
better serve the regional market.

•

There is about 30,000 square feet of vacant space in the Service Commercial District together with other under-utilized and
vacant sites. With respect to the vacant space, the Town has the opportunity to attract desirable uses, such as local serving
businesses (e.g. automotive repair, home improvement and building supplies, etc.) as well as other select and appropriate
industries that may provide for greater economic diversification (e.g. environmental services, offices, etc.).
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•

The recently approved downtown initiative “Banff Refreshing” will enhance Banff’s competitiveness and provide for a more
functional retail core. The $22.8 million project commencing this spring is intended to replace century–old infrastructure and to
redesign the streetspace for the enjoyment of residents and visitors alike.

•

Banff is well positioned to take advantage of the growth in the Southern Alberta economy, particularly for day-trips and short
stays.

5.4

Threats

•

The anticipated growth in the age 50+ market in North America combined with the decline in the young adult market will
create a severe labour shortage for resort communities such as Banff. There will be a serious need to attract the youth labour
force through low cost accommodations and available services. At the present time, the retail mix is dominated by visitor
services. Some shift will have to occur if Banff is to be competitive in attracting its traditional labour force.

•

Impending passport requirements and a general change in US travel behaviour, will likely mean a continued decline in US
visitation to Banff. While this may be offset by a growing Southern Alberta population, it may mean that Banff will have to
make some adjustments in its commercial mix towards serving more day-trips, weekend and short duration trips.

•

As Aspen has been experiencing, the aging population is impacting the ski/snowboard market, in favour of resort real estate
investment (e.g. condominiums, fractional ownership properties, vacation homes, time shares, etc.). The restrictions of
commercial development make Banff very vulnerable to these changing market dynamics. Furthermore, its local skiing
facilities – Sunshine, Lake Louise and Mount Norquay do not have the same development opportunities as other major ski
destinations in western North America, such as Whistler and Vail, which poses a further risk for Banff. In other words, one of its
core markets will likely shrink in the future and its competitiveness may be constrained by its development restrictions.

•

Canmore, owing to its favourable location with respect to Calgary and its ability to accommodate new resort real estate
demand will also add to Banff’s competition in the future. While Canmore is less favourably located with respect to the ski hills,
it offers more real estate options and may be a competitive alternative in the summer months.
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6.

Recommendations

6.1

Seek Opportunities to Develop Additional Retail Space and Retain Existing Retail Space

As determined through the inventory analysis and comparison with other resort communities, the Banff market could support
considerably more retail space than has been developed to date. This retail undersupply has resulted in very high rents, low
vacancies and difficulties in maintaining certain retail categories that cannot afford the existing lease rates. Furthermore, as
demographic trends suggest, there may be a shift from US over-night visitors to more day trips and short term stays. This may put a
greater emphasis on retail versus accommodation services in the Town.
Several remedies to attract and maintain retail space are recommended:
¾

The priority should be given to expanding the overall retail offering and to ensuring that the commercial inventory achieves a
proper balance in terms of serving Banff’s resident and visitor markets. This can be accomplished either as part of a redistribution of unused commercial space re-allotment or an emphasis on ensuring a retail component in any proposed
redevelopment of existing commercial uses.

¾

The existing retail base should be protected through the zoning by-law so as to protect against conversion to other uses. For
example, any redevelopment project should ensure that at a minimum, an equal amount of retail space will be constructed
to replace any space lost to demolition. Where possible, the zoning should promote that downtown street frontages be
developed with retail space and services which rely on walk-in traffic, rather than offices, accommodations, institutional and
other less uses that do not typically interact with the pedestrian traffic.

¾

Parks Canada should be approached to provide exemptions from the cap for certain commercial categories. As noted
previously, the present inventory is considerably less than that assumed by Parks Canada when the commercial space cap
was developed. Secondly, it is unlikely that the level of visitation projected in the Banff-Bow Valley Corridor study will be
reached, owing to demographic shifts, increased competition from other resorts, and a likely decline in US visitation. One of
the difficulties with how the cap was imposed was that it did not make a distinction between commercial uses that add
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capacity to Banff’s visitor infrastructure and thereby serve to attract more users to the National Park and Town site (e.g.
accommodations) and those that provide support services to the existing population, visitor and employee base. It is this
latter category where shortfalls exist and would have a much less impact on the level of visitation than the former category.

6.2

Attract and Retain More Local Serving Retail and Services

The lack of local serving retail facilities and services is problematic for several reasons. First because it forces existing residents and
visitors to drive longer distances to obtain these services, which adds traffic to the highway, with the potential of creating greater
environmental impacts. Secondly, as the aging population puts a greater strain on the labour force, it will be imperative for resort
communities to provide affordable accommodations and high quality services to their employees. As noted throughout this report,
the shortage of retailers and services such as food stores, personal services, home furnishings, automotive services, non-tourist
clothing, and home improvement supplies, is largely due to the high rents, which through natural economic processes give priority to
uses which generate high sales volumes. The addition of new retail space generally will help to relieve the supply shortage and have
a downward effect on rents, thus making space more affordable for local serving retail and service providers. At the same time some
strategies may apply specifically to these local serving facilities:
¾

Priority should be given to uses such as food stores, hardware/home improvement stores, home furnishings stores, selected
apparel outlets, automotive services and personal services through any re-allotment of commercial space. Zoning can be
used to protect specific sites from converting from local serving facilities to other uses, either by restricting the range of uses or
by ensuring the replacement of local serving uses as part of any redevelopment.

¾

A convenience commercial node should be identified for long term conversion or redevelopment. The node could contain a
variety of local serving uses oriented at residents, campers and longer term visitors. It would accommodate uses, such as a
supermarket, drug store, fast food/take out facilities, personal and similar services on a parcel of approximately five acres. The
site would ideally be suited near one of the entrances to the Town site. This may be a long term conversion of an existing
commercial property or on another site that may be able to accommodate a re-allocation of an unused allotment or by way
of a possible exemption to the commercial cap.
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In complement to this study, resources should be devoted to the analysis of the needs of tourists and residents in the Town by means
of expenditure surveys and public consultation. The detailed study would also investigate strategies to enhance Banff’s retail
positioning at the zone-level.

6.3

Monitor and Respond to the Mix of Chain and Independent Retailers

¾

The current balance between chain and independent retailers appears to be appropriate at the present time. Both types of
stores perform an important function in a tourist retail area. Independent retailers provide the uniqueness that visitors expect.
They have the merchandising flexibility to experiment with products and services that may beyond the risk or margin
requirements of large chains. Often independent retailers are owner operated and are able to provide a personal approach
that cannot be matched by chains, particularly when they are not franchise. Chains, on the other hand, have the name
recognition and customer loyalty that can enhance customer traffic in tourist areas. In Banff, stores such as Lululemon, The
Gap, and The Bay perform this function.

¾

Successful tourist areas often attract national retail chains, which may be in a better position to pay high rents than
independent retailers.
An overabundance of chains can be detrimental to the unique character of a tourist area.
Conversely, struggling downtowns and tourist areas lack the presence of chains to act as anchors and to induce market
acceptance. Successful tourist areas tend to have a good balance between chain and independent retailers.

¾

In the United States, some jurisdictions have local ordinances restricting chains in certain store categories from operating in
tourist areas. For the most part, the limited powers granted to municipalities in Canada make this strategy difficult to
implement although, through zoning by-laws, design guidelines and size restrictions can help to ensure that chain retailing is
sympathetic to the theme of a tourist area. Because all lands in Banff are Federally owned and subject to land leases
administered by Parks Canada, greater land use control is possible than is the case with most municipalities.

¾

In our opinion, the imbalance which exists with respect to local retailing relates more to the types of stores and services
available locally than with the ratio of chains to independent operators. It is therefore recommended that the balance
between chains and independents be monitored. If necessary, it can be addressed through the leasing process in
consultation with Parks Canada, as well as through strategic business development marketing by the Town.
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6.4

Seek Opportunities to Serve the “Long Stay” Market

The development of vacation properties in the Canmore area provide an opportunity for Banff to broaden its primary retail focus
beyond serving the day trip and short stay market. Persons owning vacation homes have different retail requirements and spending
patterns than hotel guests. Owners and guests of condominiums, time shares, fractional units, etc. are more likely to prepare meals
and undertake routine domestic care than hotel guests. They are often times more affluent than short stay visitors and are seeking
higher quality retail merchandise. Depending on the type of unit they own, they may also be responsible for furnishing and routine
maintenance. As noted previously, the vacation ownership market is less interested in souvenirs than the short stay market and will
make larger lifestyle related purchases, including home décor, recreation services and equipment.
Similarly, Calgary has a rapidly growing, youthful, and affluent consumer base. The ability to offer specialty merchandise not
available in the metropolitan area in a unique mountain community represents a strategic opportunity to the Town. This is a role that
Canmore is currently taking on to a much greater extent than Banff. The Banff Refreshing initiative will make Banff more attractive to
leisure visitors from Calgary and other parts of southern Alberta. Sidewalk widening and other measures to make downtown more
pedestrian friendly will reduce crowding and make the retail district more inviting for leisure visitors. As with the owners and guests of
vacation properties, Alberta residents will be less interested in local souvenirs and more likely to support lifestyle retailers, artisans, crafts
persons and other unique merchants not available in an urban setting.
Further study is required to fully appreciate the potential for Banff to reorient itself to better serving these markets, in particular
understanding their size, growth potential and motivations, as well as retailer interest and availability.

6.5

Work Towards Economic Diversification

Banff is very vulnerable to downturns in the tourism industry and the current development restrictions make it difficult for the Town to
respond to competitive challenges. Some diversification is, therefore, recommended. As indicated in the discussion of Canmore,
there is a shortage of industrial lands in the region and there is considerable under utilized property and vacant space in the Service
Commercial district that may be used in this regard. While it is beyond the scope of this study to undertake an industrial diversification
strategy, the Town should identify appropriate businesses that may be attracted to this area.
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6.6

Undertake a Joint Commercial Strategy with Communities in the Banff Bow Valley Corridor

In many ways, Banff and Canmore complement each other in terms of their economies. While Banff is predominantly oriented to
hotel accommodations, campers and the day-trip market, Canmore provides for the vacation real estate market that cannot be
accommodated in Banff. Canmore also offers highway commercial and arterial commercial sites that, again, cannot be
accommodated in Banff. Banff, however, has its distinction as a National Park and World Heritage site and is better situated with
respect to the three major ski areas in the area. As a result, Banff has a visitor base more oriented to international and US visitors.
For this merit, there would be merit in preparing a joint commercial strategy with Canmore and potentially other communities within
the Banff Bow Valley Corridor. The study should focus on future demand by tourists and residents and developing strategies to meet
long term economic, environmental and social goals.

6.7

Undertake a Comprehensive Retail Strategy

We would recommend that the Town of Banff undertake a retail strategy study to achieve the following objectives:
♦

Understanding the size of the current retail market and future growth prospects;

♦

Understanding the current market orientation and demand patterns;

♦

Evaluating the balance between chain and independent retailers;

♦

Identifying the opportunity for expanding the Town’s retail penetration into the nearby vacation property owner/guest
market and the Southern Alberta resident market;

♦

Evaluating the retail expenditure potential by specific category and the extent to which it is being served by the existing
commercial inventory;

♦

Assessing the ability of the Town’s current retail structure to support the Town’s land use policies and long range vision for
the community; and,
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♦

6.8

Developing strategies to ensure a sustainable balance of commercial opportunities to serve local residents; short stay
tourists; nearby vacation property owners and Southern Alberta Residents.

The Case for Change

Based on our analysis it is imperative for Banff to take actions. Competition from other resort communities is intense. Residents require
basic services and desire to continue enjoying Banff’s unique experience. Balancing the needs of both visitors and residents is difficult,
but crucial. By the means of land use planning, it is important that authorities use their power to meet the objective of maintaining a
“balanced community”. Under current conditions, certain uses are shifting away and to continue to be a sustainable community
Banff will require making critical decisions about appropriate commercial uses.
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