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PREFACE

Preface

What makes a community a great place to visit? 

All communities across Alberta—from large vibrant cities to 
smaller towns and villages—play a role in tourism and welcoming 
visitors from across Alberta and the world. Visitors are seeking 
meaningful experiences. They want to connect authentically with 
the places they visit. As a community, do you know how visitors 
view, remember and talk about you? Do you know the image you 
present to your visitors? Are you ‘visitor friendly’?

Being visitor friendly is about more than having friendly local 
residents.  It’s about the look and feel of a community—its 
warmth, attractiveness and welcoming feel, how easy it is for 
visitors to find their way around, and how well they are treated. 
Visitor friendliness contributes to creating positive memorable 
experiences for your visitors. Visitor friendliness also ripples 
throughout a community, enhancing the quality of life for 
residents and encouraging community pride. 

This guide has been designed to help you assess your community 
from the eyes of a visitor—to see what they see— 
and to help strengthen your community’s visitor friendliness.  
A step-by-step approach is used to guide your working group 
through understanding and assessing your current tourism 
situation, establishing a guiding vision, and creating an action 
plan with clear priorities to address areas needing improvement. 

This guide is also a toolkit. Inside you will find agendas, activities 
and guidelines, and worksheets to help you complete the 
process. Each section contains tips and other useful information 
to aid in understanding and achieving visitor friendliness. 

Alberta’s communities have so much to offer our visitors.  
We invite you to open the pages and learn how your  
community can become more visitor friendly.

Preface
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Introduction

Turning your community into a successful and sustainable 
tourism destination involves many different elements.  Being 
visitor friendly is just one piece of the puzzle that helps make a 
destination tourism-ready, but it’s an important one.

A visitor friendly community creates memorable experiences 
for visitors and makes positive, lasting impressions. Visitor 
friendliness generates word-of-mouth advertising, attracts new 
visitors to the area, and most importantly, makes them want to 
return.  

Tourism plays an important role in the economic and social 
development of communities. The impacts of visitor spending 
ripple through the local economy. For example, if a visiting family 
spends $100 at a hotel, a portion of their money is paid out in 
wages to hotel staff, who then buy groceries at the local store. 
The more visitor friendly the community, the more likely it is 
to generate economic benefits – by creating opportunities for 
visitors to stop, stay longer, and spend more money. 

Tourism also helps create a sense of community pride. It creates 
positive impressions that make tourists want to return for leisure, 
business or even to relocate. By welcoming visitors, a community 
opens itself to new people, new cultures and new ideas.

Are you Ready to get Started?

Is your community ready to become more visitor friendly? Do you 
have interest and support from your municipality and economic 
development / business organizations?  If you answered yes, then 
this guide can help take you through the process, from visioning 
to creating a workable action plan. 

INTRODUCTION

Introduction
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INTRODUCTION

About the Guide

This guide acts as a starting point to encourage communities to 
think about and strengthen their visitor friendliness.

The guide is aimed at small communities and adopts a self-
directed, step-by-step approach. Larger communities can also 
apply the visitor friendly categories and approach in specific 
areas or districts (e.g. main street). It gives you the information 
and tools needed to stay on track. The guide is organized by 
sections that show each step and what you need to do. A list 
of resources at the end of most sections will give you more 
information.

Using the steps outlined in the guide, you will:

•	 learn	about	being	visitor	friendly	and	what	it	means	
to your community

•	 determine	if	the	necessary	support	is	there	to	
improve your community’s visitor friendliness

•	 assess	specific	visitor	friendly	categories	and	identify	
areas for improvement

•	 develop	an	action	plan	and	present	it	to	your	
sponsoring organization

•	 implement,	monitor	and	evaluate	 
your progress

Photo: Travel Alberta
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BEFORE  
YOU BEGIN...
Being Visitor Friendly

SECTION 1

Visitor Friendly Alberta

Section 1
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Being visitor friendly is about creating favourable, long lasting 
impressions about your community for your visitors during their 
stay. Being visitor friendly is more than having friendly local 
residents. It’s the ‘look and feel’ of a community – its warmth and 
attractiveness, the ease with which visitors find their way around, 
and how well they are treated. It contributes to fulfilling visitor 
needs and making them feel valued. Visitors will connect with a 
community that is inviting and welcoming.

Visitor friendliness influences the way visitors view, remember 
and talk about a community. Engaged visitors are encouraged 
and willing to invest their time and money in places that create 
value for them. 

A community that is visitor friendly actively reinforces a positive 
community image. It thinks about how visitors see and experience 
their community, and makes the visit easy, comfortable and 
engaging. Just as you work to make your home attractive and 
relaxing for guests, a visitor friendly community continually 
monitors itself to make sure it is welcoming and attractive.   

Visitor Friendly Categories

Being visitor friendly has five categories. You will refer  
to them often as you complete this guide:

  Overall ambience / visual appeal

  Wayfinding and signage

  Quality of service and professionalism

  Public services and visitor amenities

  Visitor information

 
A brief overview of each category is provided below.1 For each 
category, try to see your community through visitor eyes.

1

2

3

4

5
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Tip
Visitor Eyes:
Every point of contact visitors make 
during their stay will influence their 
overall impression. A parking lot full 
of litter can counteract the friendly 
service and attractive shops on  
main street.

Start of Sec 1
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BEFORE YOU BEGIN...  Being Visitor Friendly

SECTION 1

Overall Ambiance / Visual Appeal

First impressions are lasting impressions.  Putting your 
community’s best face forward will send a positive message to 
your visitors. It shows that residents care about their community 
and take pride in it. 

Have you ever looked for a place to stop and eat, and made a 
judgment call based on the appearance of the town?  An attractive 
and visually-appealing place will encourage you to stop, whereas  
a place that looks untidy and uncared for will likely have you 
moving on.

Pay attention to the physical aspects and aesthetics of your 
community. Well maintained and attractive downtown businesses, 
main street, shops, parks, and public spaces will encourage  
travellers to stop and spend more time.  

1 “25 Downtown Essentials” by Bill Baker, Total Destination Marketing, and Your Town: A Destination, 
by Roger Brooks and Maury Foreman, Destination Development Inc. 

“A good place 
to live is a 

good place 
to visit.”  
Dr. Brian White 

Cultural & Heritage Tourism:  
A Handbook for Community 

Champions, 2012

1

Tip
Visitor Eyes:
Starting at the entrance, look at 
your community objectively and 
critically as if you were a visitor 
seeing it for the first time. What do 
you see?  Are there weeds along 
the main route into town, broken 
signs, graffiti on the building, or 
overflowing wastebaskets?  These 
may seem like small things, but 
they really matter. They will be 
noticed by travellers and influence 
their impressions of your  
community.

Photo: Travel Alberta
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BEFORE YOU BEGIN...  Being Visitor Friendly

SECTION 1

2

Tip
Visitor Eyes:
Have you experienced the  
frustration of not being able to 
find an attraction or store – only to 
decide it was not worth the effort 
and moved on? Or after finding 
the place, grumbled about the 
poor signage? How likely are  
your visitors to have a similar  
experience in your community?

Wayfinding and Signage

Time is a valuable commodity. Travellers want it to be convenient 
to access your community and find specific places once they 
arrive. Effective signage can entice travellers to stop and spend  
a little more time (and money) in your community.

Wayfinding is about directing travellers from place to place 
through signage. Clear directional signage will make it easier for 
travellers to navigate through your community and influence how 
long they will stay. 

Other types of signage are equally important. An attractive, well 
maintained, landscaped and themed gateway sign at entry points 
into your community provides a welcome to travellers and sense 
of arrival, saying “We are glad you are here.” 

Destination signage lets visitors know when they have arrived at a 
specific destination in your community, such as the local museum, 
Visitor Information Centre or store. 

Signs should be visible, attractive and understood by the viewer 
at the speed they are travelling. A highway sign will have less 
information than a map aimed at pedestrians, while signs placed 
perpendicular to the street  are an effective way to guide visitors 
in cars or on foot. An overall community theme or brand, with 
consistent colours, typefaces and styles, can visually connect 
different parts of your community and give it personality.

More travellers are using Global Positioning Systems (GPS) to 
navigate. This is a great aid for travellers, but will not replace the 
need for efficient and effective signage.

Photo: Travel Alberta
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BEFORE YOU BEGIN...  Being Visitor Friendly

SECTION 1

Quality of Service and Professionalism

How visitors are greeted and treated has a huge impact on 
whether or not they will return, and how they will talk about 
your community to friends and relatives.  Being treated warmly, 
courteously and with respect will go a long way towards making 
your visitors feel welcome and valued. Consistent, reliable and 
quality customer service encourages visitor spending, word of 
mouth referrals and return visitation, while bad reports about 
poor service will make people think twice about the place and 
discourage visits.  

At the community level, residents have a role to play whenever 
they come into contact with a visitor.  Being pleasant and 
responsive to inquiries, or helpful with emergency situations, will 
leave favourable impressions about your community and what 
visitors say about you.  An example might be the local garage 
helping travellers after hours when their car broke down and the 
story they tell their friends about how the garage staff responded 
to their situation.

Providing quality service becomes even more critical as people 
connect with each other through social media, such as Facebook, 
Twitter, YouTube, blogs and TripAdvisor.  This is powerful 
communication – the click of a button can send comments around 
the world instantaneously.  What do you want people to say about 
service and hospitality in your community?

Quality service does not just happen.  It takes effort and 
commitment from staff and management.  It is essential for 
businesses and attractions to recognize and support training to 
develop the knowledge and skills needed for staff to offer efficient, 
friendly and professional services on a consistent basis.  Create 
memorable, ‘wow’ experiences by going above and beyond 
customer expectations.

 

Tip
Visitor Eyes:
Think back to places where you 
received exceptional service 
and others where the service 
was poor.  In both cases, you 
likely talked about how you were 
treated.  What sort of report would 
you give your community? Try 
Googling reviews for businesses 
and attractions in your community. 
What are people saying?

3

https://www.facebook.com/
http://www.youtube.com/
https://twitter.com/
http://www.tripadvisor.ca/
https://www.facebook.com/
http://www.youtube.com/
https://twitter.com/
http://www.tripadvisor.com/
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BEFORE YOU BEGIN...  Being Visitor Friendly

SECTION 1

Public Services and Visitor Amenities

When visitors arrive in your community, they require basic services 
to meet their needs. If you can make your visitors’ stay enjoyable 
and convenient, you will be creating value for your visitors and 
opportunities for them to spend money in your community.

What are the types of services and amenities that contribute 
toward creating customer value?  Think about your own needs on 
a road trip, such as:

•	 Transportation needs – is there convenient parking 
for the length of time you will be there?  Does parking 
accommodate your RV?  Is it easy to access the places 
you want to go?

•	 Basic needs – where are the public washrooms? 
Where can you sleep, eat and buy groceries / 
incidentals?

•	 Personal needs – where can you access an ATM 
or bank, or use laundry facilities? Is there a park for 
the kids?

•	 Communication needs – can you keep in touch with 
family and friends through internet services?

Other types of amenities can make a visit more enjoyable.  
Shopping is one of the most popular activities for travellers.  
Visitor friendly shopping provides visitors with opportunities  
to stay longer – to pick up something that they forgot to pack,  
or to browse through unique stores. Making sure that hours  
of operation cater to your visitors needs will make it easier for 
them to spend money at local businesses.

For many small communities, the shopping experience may 
be focused on main street, which might offer an authentic 
feeling with established shops that have been owned for many 
generations, a quaint side walk café, and a local arts and crafts 
shop. The ambiance of the shopping area will contribute to 
making the experience pleasant.

Tip
Visitor Eyes:
Does your community offer 
enough visitor amenities, activities 
and other experiences to make a 
visitor want to come and stay? A 
general guideline is that you need 
at least four hours of fun for every 
hour it takes to get to a destina-
tion.1 A successful downtown 
shopping area should offer a good 
mix of interesting shops, eateries 
and gift/craft stores located close 
to one another in a pedestrian-
friendly environment. Critical mass 
is not always a measure of visitor 
friendliness, but it is a key factor 
in creating successful community 
tourism destinations.  

1 Your Town: A Destination, 
by Roger Brooks and Maury Foreman, 
Destination Development Inc. 

4

Photo: Alberta Culture
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BEFORE YOU BEGIN...  Being Visitor Friendly

SECTION 1

5

Visitor Information

The visitor information you provide will influence the amount of 
time people spend in your community, the services they use, and 
the activities they participate in. Information must be relevant, 
current, accurate, and readily accessible.

Once travellers arrive in your community, make sure that visitor 
information can be easily found.  Good places to have information 
such as brochures and maps include:

•	 your	local	Visitor	Information	Centre	(VIC),	

•	 first	points	of	contact	(e.g.	service	stations,	local	
businesses), 

•	 major	attractions,	

•	 hotels,	motels	and	campgrounds.		

Outdoor kiosks provide visitor information on a 24/7 basis for 
times when personal contact is not available. Kiosks should be 
placed at key locations, such as your VIC or major areas that visitors 
frequent (e.g. main street, attractions). Kiosks can combine short-
term information, such as bulletin boards, with more permanent 
information such as maps.

A visitor friendly business or attraction will know what services and 
amenities exist in the community, where these are located, hours 
of operation, and how to get there. Training programs for new staff 
should include this information.

Don’t forget about the importance of new technologies and 
how these are reshaping the way travellers access information 
before and during their trip. Travellers will continue to use 
Global Positioning Systems (GPS) to navigate to and within their 
destinations. Travel applications such as TripAdvisor, Google Maps 
and Urbanspoon are becoming more popular as more people use 
smart phones and tablets. Access to the internet – especially  
WiFi – is important.

Tip
Visitor Eyes:
Think about the information you 
want and need about a destination, 
before, during and after your trip. 
Do you look at a town or tourism 
website? Visit the Visitor Informa-
tion Centre or pick up brochures at 
the hotel? How do you share your 
experiences after you leave? 

Photo: j.communications
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BEFORE YOU BEGIN...  Being Visitor Friendly

SECTION 1

Summary

The five visitor friendly categories are inter-connected.  
Collectively, these categories will shape the overall visitor 
friendliness of your community. You may give your community 
the benefit of the doubt, but visitors will notice the things that 
annoyed them or did not go well – the potholes in the street, the 
10-minute wait to be seated because staff was busy talking to 
each other, or that the museum was closed when it was supposed 
to be open.

A visitor friendly community works hard to address both large and 
small aspects that contribute to making a positive impression. If 
done well, visitors will enjoy how easy it was to navigate around 
your community or the opportunities for evening activities and 
shopping. They will remember the wonderful time they spent, 
how beautiful and welcoming your community was, and how 
warmly they were treated.

What will your visitors remember about your community? 

Photo: Travel Alberta
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BEFORE YOU BEGIN...  Being Visitor Friendly

SECTION 1

Food for Thought

Photo: Travel Alberta

Photo: Travel Alberta

Photo: j.communications

Photo: j.communications

Photo: j.communications Photo: j.communications
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Food for Thought
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Photo: Smoky Lake Pumpkin Growers’ Association

Photo: j.communications
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BEFORE YOU BEGIN...  Being Visitor Friendly

SECTION 1

How to See Your Community Through Visitor Eyes 

Assessing a community’s visitor friendliness means looking at it 
through visitor eyes — that is, trying to gauge how a visitor sees 
the community. 

As you work through the process and assess your community, try 
to view it as if you are seeing it for the first time. Be objective. As a 
resident of your community, this can be a challenging task. Often 
we become so accustomed to our environment, we stop noticing 
the details that affect our community’s visitor friendliness.  

Photographs are a great way of documenting, in a neutral way, 
what visitors would see as they travel into and around your 
community. Pictures can provide a visual story of what your 
community looked like before, during and after you began 
working to strengthen your visitor friendliness. 

The process in the guide focuses on using photographs,  
but here are some other ways to get visitor perceptions  
of your community:

Tip
Use your Visitor Eyes  
throughout the year and at  
different times of the day.
The more your community can 
see itself through Visitor Eyes, the 
more informed it will be about 
what tourism attractions, services 
and amenities are working well 
for visitors, and what areas need 
to be improved.  Use the above 
methods to round out the infor-
mation you will collect during 
the Site Visit in Section 4. You will 
likely find that there are clusters of 
similar observations and common 
themes from the different sources. 

Consult a New Community Member

New residents may be more sensitive 
to small details related to visitor 
friendliness. They still use signage to 
find their way around, and they often 
draw comparisons between their new 
and previous communities. If possible, 
ask new residents to be part of the 
visitor friendly process.

Talk to Friends and Relatives who  
are Visiting your Community

Every town has friends and family 
visiting them. They are a great 
resource in helping you assess your 
community. Ask them about their 
impressions of your community, 
using the five categories of visitor 
friendliness.

Food for Thought

Page 20
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BEFORE YOU BEGIN...  Being Visitor Friendly

SECTION 1

Conduct Mystery Shopping

You can conduct mystery shopping of 
your local Visitor Information Centre, 
museum, other attractions, hotels, 
restaurants, and local businesses by 
sending someone to experience the 
site and report back on how they 
were treated. Ask visitor-related 
questions to see how knowledgeable 
staff are, and to gauge the level of 
service provided.  If you do on-site 
mystery visits, make sure that staff 
do not recognize the person doing 
the mystery shop.  An example of a 
mystery shop survey is provided in 
Appendix A.

Gather Information from Visitors

Sometimes, the best thing is to go 
straight to the source. Visitor surveys 
can help you collect the type of 
information you are looking for. If 
you decide to survey your visitors, 
establish clear survey objectives, 
determine the information needed, 
assess required resources, and 
determine how the survey will be 
administered and analyzed.1 
Guest books and online sources such 
as TripAdvisor can also be useful, 
keeping in mind that they tend to 
represent the extremes of happy and 
dissatisfied visitors.

Partner with Neighbouring 
Communities

Are neighbouring communities 
of similar size also interested 
in conducting a visitor friendly 
community assessment?  Are there 
opportunities to work with them to 
exchange assessments? If so, use the 
Assessment Tool found in Section 4. 
Ideally, people doing the assessment 
should not be familiar with the other 
community. 2

1 The Arizona Tourism University provides a toolkit “How 
to conduct a visitor survey”, which provides tips and 
guidelines for developing surveys. 

2 Note: The First Impressions Community Exchange 
program (FICE), brings communities together to conduct 
assessments. 

Food for Thought
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In this section, you will learn about:

•	 The	approach	used	in	this	guide

•	 The	need	for	a	champion	and	sponsor

•	 Establishing	a	working	group

•	 Working	group	roles	and	functions

•	 Identifying	project	boundaries

•	 Timelines,	logistics	and	work	plans

The Approach Used in This Guide

This guide is designed to give small communities the tools to 
do a qualitative self-assessment of visitor friendliness, using the 
collective wisdom of a working group. This guide will lead your 
working group through a series of steps and activities to help 
your community become more visitor friendly. 

The guide (Figure 1) will help your group answer five basic 
questions:

•	 Is	your	community	ready	to	become	more	visitor	
friendly?

•	 Where	does	your	community	want	to	be	in	the	
future?

•	 Where	is	your	community	now?

•	 How	do	you	get	there?

•	 Is	your	community	there	yet?

Working sessions organized around these five basic questions are 
intended to keep the group moving at a steady pace.

 

Start of Sec 2
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Figure 1 - Approach

Completing all the steps will provide communities with a big 
picture overview of its current level of visitor friendliness and an 
action plan for improvement. This approach looks at the current 
infrastructure of a community and the hospitality it offers – what 
do visitors see in a community and how are they treated? Key to 
this approach is making sure that the group constantly looks at 
their community through visitor eyes. 

This process is not intended to provide detailed analysis. Visitor 
friendliness is only one part of making your community ready 
for tourism. Tourism-readiness also looks at understanding 
your visitors and offering the right mix of tourism attractions, 
experiences and services that will draw and retain them in your 
community. The activities in this guide are a starting point that will 
give you a qualitative assessment of your current tourism situation. 
Resources at the end of some sections and a bibliography will 
direct you to more information. 

You should add to or modify the activities in this guide to meet 
the needs and resources of your community. For example, some 
communities may have the time and resources to conduct surveys 
to gather information directly from visitors.

Tip
The final product of your group’s 
work will be a Visitor Friendly 
Assessment Report, made up of 
two main parts: an assessment 
of where you are today, and an 
action plan to get you where you 
want to be.
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The assessment presents a snapshot in time; however, it should 
be considered a living document. As actions are implemented, 
changes occur and new information is collected, you should 
review and update your plan to keep it relevant. 

The Need for a Community Champion and Sponsor

Before you begin the visitor friendly community assessment, 
consider these two critical factors:

1. Do you have a champion who will lead the charge in 
gaining support to undertake the assessment?

2. Do you have a sponsor(s) who will endorse the plan 
and play a strong role during implementation? 

 What is a Community Champion?

A community champion sees the value in becoming more visitor 
friendly and garners interest and support from individuals, 
groups and organizations around the community.  A champion 
may represent an organization such as the local municipality, 
economic development agency, chamber of commerce, 
tourism organization, or a not-for-profit group.  In some cases, 
the champion might be a local tourism attraction, business or 
individual committed to strengthening community tourism 
benefits.

The champion understands the internal workings of the 
community and helps to build support early in the process 
by engaging municipal representatives, considering existing 
municipal policies and planning processes, or gathering 
community input. Laying the groundwork can avoid problems 
later on. 1

A champion considers who will sponsor the assessment and 
action plan, including who will take a lead role for implementing 
the plan. 

Tip
Implementation is critical –  
no one wants to work hard on 
developing a plan only to see  
it sit on the shelf.  

1   Link BC. Transforming Communities  
     through Tourism: a Handbook for  
     Community Champions.  
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What is a Community Sponsor?

The sponsor is normally the local municipality or governing body, 
because it has authority over signage and transportation matters, 
building regulations, policies and by-laws, and municipally-
operated parks and recreation facilities.  The sponsor supports 
development of the assessment and action plan and will play a 
significant role in implementing the plan.

If your sponsor is a non-government organization, e.g., the 
chamber of commerce or an economic development organization, 
it is strongly recommended that you get local municipal support 
and endorsement as soon as possible. You will likely need 
municipal resources, such as policy and planning support, staffing, 
or funding, to help implement your action plan.  

The champion and sponsor may be one and the same. For 
example, the local municipality may see the need to become more 
visitor friendly and choose to sponsor the project.

Once you have formal support and endorsement from a 
community sponsor, and a committed champion, you’re ready to 
establish a working group. 

Forming the Working Group

Time Commitments

The guide provides a series of six sessions to help guide the 
working group through the activities needed to complete the 
assessment and action plan. These can be done in a combination 
of five 3- to 4-hour sessions and one full day session.

The sessions have been designed to accomplish most of the tasks. 
However, you will also have to do some work outside the sessions, 
such as documenting findings from the sessions, compiling 
information and preparing the final report. 

Tip
Input the results of each session 
into the electronic Forms provided 
on the Alberta Tourism, Parks  
and Recreation web site  
www.tpr.alberta.ca/tourism as 
you complete each session. This 
will make it easier to prepare  
the final report. 

www.tpr.alberta.ca/tourism
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How long it takes to complete the process will depend upon the 
frequency and length of your work sessions and the enthusiasm of 
your group. Each community will work at a different pace, which 
will influence the length of time needed to complete the process. 
For example, you could expect to take about four to five months if 
your group was to meet every three weeks.

Working Group

The champion (with the help of the sponsor, if needed) will 
establish the working group to undertake the assessment 
and develop the action plan.  The working group may be an 
existing group or committee, such as a tourism committee or a 
municipally-appointed economic development group, or it may 
be a group formed specifically for the project.

Membership should be diverse, and made up of mostly people 
who live and work in your community and understand it well. 
When selecting members, ensure they are community-minded 
with an interest or experience in tourism. They should be 
committed to working as a team, willing to invest sufficient time 
to attend working sessions and able to commit to various tasks 
and functions.  

It is strongly encouraged that both your champion and your 
sponsor are represented on the working group.  This will ensure 
that they become familiar with the assessment process, findings 
and recommendations.  It will also make it easier for the sponsor 
during implementation of the plan.

Other working group members may include representatives from 
organizations such as:

•	 The	municipality,	if	not	the	sponsor	 
(e.g. economic development, parks and recreation, 
planning, elected official)

•	 Local	tourism	organization

•	 Chamber	of	Commerce

Tip
Try to get a good mix of skills in 
your group, such as leadership, 
group facilitation, research and 
analysis, and report writing. A 
balance of strategic, big picture 
thinkers and more detail-oriented 
people would also be helpful.
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•	 Visitor	Information	Centre	(VIC)

•	 Business	Association

•	 Community	service	groups	(e.g.	Lions,	Elks,	
Communities in Bloom group, etc.)

•	 Business	owners	(e.g.	hotels/motels,	bed	&	breakfast,	
campgrounds, retail)

•	 Key	tourism	attractions	/	major	events	(e.g.	museum,	
festivals)

•	 Others	as	appropriate	to	your	community	needs	(e.g.	
public at large)

•	 A	person	who	does	not	live	in	your	community	can	
be beneficial, since he/she could provide a neutral or 
visitor eyes viewpoint about your community

The size of your working group should be large enough to 
accommodate small team work, but small enough to function 
easily and efficiently.  A group size of between ten and twelve 
people would be ideal. 

Working Group Roles and Functions

Group members will play various roles and work on a number of 
activities. Consider background skills of members when assigning 
roles.  Some individuals may share roles. Here are the roles and 
functions that need to be filled:

A. Chair of the working group
•	 Chairs	meetings;	guides	the	group	 

through the process

•	 Drives	development	of	the	plan	and	seeks	
endorsement for implementation from sponsor

•	 Keeps	the	working	sessions	focused	and	 
the project on track

•	 Knowledge	of	tourism	would	be	beneficial

Tip
Provide regular status reports to 
the sponsor to keep them aware  
of the project and how it is  
progressing.
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B. Group facilitator and logistics coordinator
•	 Works	with	the	Chair	during	work	sessions;	helps	the	

Chair keep the group focused and on topic, and acts 
as a time keeper to move sessions forward

•	 Facilitates	group	discussions	and	keeps	them	on	track

•	 Records	key	points	from	group	discussions	 
(e.g. using flip charts)

•	 Coordinates	sessions,	secures	session	space	and	
supplies (e.g. flip charts, pens, tape, computer, LCD 
projector, refreshments, etc.)

C. Report writer(s)
•	 Documents	results	from	sessions,	including	

completing electronic summary forms and making 
master copies of completed worksheets.

•	 Distributes	materials	from	sessions	to	the	working	
group for review

•	 Compiles	information	and	writes	sections	that	will	be	
included in the report and action plan

•	 Prepares	final	Visitor	Friendly	Assessment	Report,	
incorporating feedback from group discussions

D. Photographer(s)
•	 Takes	pictures	that	support	the	community’s	 

site visit and assessment

•	 This	function	may	involve	all	members	of	 
the working group

E. Researcher(s)
•	 Completes	research-related	activities	as	required	(e.g.	

gathering tourism market information) and other 
information needs identified by the group

•	 This	function	may	involve	various	members	of	the	
working group

Photo: Travel Alberta
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The champion may provide guidance and advice to the Chair and 
group throughout the process.

Make a list of members and their roles to help you stay organized. 
You can either create your own list or use Form: List of Working 
Group Members located at the end of this section. You can also 
assign roles as your group starts each session. 

Identify Project Boundaries

Discuss and set the geographic boundary for the assessment. 
Keep in mind that your boundary should fall within your sponsor’s 
control and influence.  If the municipality is the sponsor, the 
project boundary will likely correspond with the municipal 
boundary.  

Establish Timelines, Logistics and a Work Plan 

To keep the support of your sponsor and your community as a 
whole, set and maintain a steady pace with goals and deadlines. 
The sooner you are able to complete your assessment and have it 
endorsed, the sooner your community will be able to work on the 
action plan and enjoy the results.

Make sure that members are aware of the overall approach as 
presented in Figure 1 and contribute to finalizing your work plan 
and timelines for completing the project.

Here are some thoughts to get you started:

•	 Consider	the	best	time	to	start	and	finish	the	
assessment and action plan report, including 
endorsement from your sponsor:  Do you want to 
conduct the assessment during your peak tourist 
season to assess and photograph what your 
visitors would see? Is it beneficial to have your plan 
completed prior to start-up of the municipal budget  
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planning cycle, so council can consider funding 
resources needed to implement the plan?  Whatever 
works best for your group, make sure that your 
members can commit sufficient time during that 
period. 

•	 Determine	how	long	sessions	will	be:	some	working	
groups may find that meeting for a few hours or 
holding half-day sessions are possible, whereas 
other groups may find that members can commit 
to a few full-day sessions.  Some groups may do a 
combination of various session lengths to fit their 
schedule.  Remember, the shorter the sessions, 
the longer it may take the group to complete the 
assessment and action plan.

•	 Find	the	best	times	to	meet:	mornings,	before	or	after	
business hours or weekends?

•	 Find	a	suitable	location	for	sessions:		it	should	be	able	
to accommodate the group comfortably, including 
room to break out into small groups to complete 
activities.  Wall space to hang flip chart materials may 
be useful, as well as room to set up a computer and 
LCD projector to show photographs or Power Point 
presentations.  If feasible, you may want to consider 
holding sessions in a visually-appealing location – 
this may help to encourage creativity of the group.

•	 Develop	your	work	plan	and	set	your	work	session	
agendas. Suggested agendas will help you organize 
the activities needed to complete the process. 
Sessions correspond to the sections of the guide as 
follows:

Photo: Alberta Culture
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Session 1 Section 1:  Before you Begin . . . Being Visitor Friendly
Section 2:  Getting Started . . . Are You Ready?
Section 3:  Dreaming . . . Where Do You Want to Be?

Sessions 2 and 3 Section 4:  Visitor Friendly Community Assessment. . . 
How Do You Get There?

Sessions 4 and 5 Section 5:  Action Planning . . . Setting the Course

Session 6 Section 6:  Develop Your Report . . .Bringing it All Together

Present to sponsor

Feel free to modify the agendas to suit the needs of your working 
group, such as the length of your meetings or time allocated 
for each activity.  Be sure that the goals and objectives of the 
assessment will still be met if you make any modifications to the 
agendas.

•	 Use	the	Project Schedule Form in the Section Tools 
at the end of this section to develop and record your 
overall schedule.

•	 Be	flexible	to	the	needs	of	the	members,	but	keep	
focused and on track. Keep the momentum going by 
meeting on a regular basis, as determined by your 
group (e.g. every two or three weeks).  
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Summary

In this section you covered:

•	 The	approach	used	in	this	guide

•	 The	need	for	a	champion	and	sponsor

•	 Establishing	a	working	group

•	 Working	group	roles	and	functions

•	 Project	boundary

•	 Timelines,	logistics	and	a	work	plan

Before the First Session 
•	 Set	the	first	session	date	to	bring	your	group	together	

to make sure everyone has a common understanding 
of the project. You will discuss what being visitor 
friendly means to your community, both now and in 
the future.

•	 Ask	all	of	the	work	group	members	to	review	Sections	
1, 2 and 3 before the first session. It’s a good idea 
to read the Sample Visitor Friendly Community 
Assessment for the fictional town of Bienvenue. 

Resources
Authenticity Consulting LLC. “Organizing Various Groups of People and Organizations” Management 
Function of Organizing: Overview of Methods.Free Management Library. Available as a web resource: 
http://managementhelp.org/organizing/index.htm#anchor121585. Accessed March 15, 2013.

Authenticity Consulting LLC. All About Facilitation, Group Skills and Group Performance Management. 
Free Management Library. Available as a web resource: http://managementhelp.org/groups/index.htm.  
Accessed March 15, 2013.

Link B.C. Transforming Communities through Tourism:  A Handbook for Community Tourism Champions. 
Web resource: http://torc.linkbc.ca/torc/downs1/TCTT_Web_a.pdf. Accessed March 15, 2013

http://managementhelp.org/organizing/index.htm#anchor121585
http://managementhelp.org/groups/index.htm
http://torc.linkbc.ca/torc/downs1/TCTT_Web_a.pdf
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Section Tools

Form: List of Working Group Members

Working 
Group Role

Person Organization Phone E-mail Availability  
to Meet

Tools 2
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Section Tools

Form: Project Schedule 

Anticipated Project Timeline:

Start (month, year) ......................................   Completion (month, year) ...................................... 

Presentation to sponsor (target month, year): ...................................... 

Working Session Date / Time Session purpose Notes / Comments

Page 37
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Session 1 – Dreaming

Your first session is intended to orient the group to the project 
and to stimulate thinking around visitor friendliness. The group 
facilitator should guide group discussions. Each topic has a work 
sheet. Document discussions using a flip-chart, white board 
or computer with LCD projector. If a computer is used, enter 
information directly into the fillable worksheets. At the end of 

Suggested time to complete: 3 – 3 ½ hours

Suggested preparation: Review sections 1, 2 and 3 of the guide

Session goal: Orient the group to the project and stimulate thinking 
about visitor friendliness.

Topics covered in this session: •	 Visitor	friendliness:	what	does	it	mean	 
to you and your community? 

•	 Why	be	more	visitor	friendly?
•	 Who	are	your	visitors?	A	simplified	market	 

assessment
•	 Dreaming	–	how	do	you	see	your	 

community in the future?

Suggested materials: •	 Flip	chart	or	white	board	+	digital	camera/smart	
phone for recording white board information

•	 Visitor	Friendly	Guide	for	each	group	member	-	
either paper or electronic copy

•	 Current	tourism	marketing	plan
•	 Computer	with	LCD	projector	for	completing	 

fillable forms as a group

Tip
Suggested agendas for each  
session are located in the  
Section Tools.

Start of Sec 3
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the Working Session, transfer the key points to the electronic 
Summary Forms.

1. Visitor Friendliness: What Does It Mean to You  
     and Your Community? 

What does “visitor friendly” mean to you?  The appeal or 
attractiveness of a community involves much  
more than what to see and do. Think about  
the five visitor friendly categories  
and how these relate to your  
community.

Tip
Using flip charts can help focus 
group discussions, stimulate ideas 
and record key points. If you use 
a white board, take digital photos 
to record information before you 
erase. 

Remember
A community that is visitor friendly 
thinks about how visitors see and 
experience their community–and 
makes the visit easy, comfortable 
and enjoyable.Overall ambience/ 

visual appeal

W
ayfinding and 

signage

Quality
 of service 

and professionalism
Public services and 

visitor amenities

Vi
si

to
r i

nf
or

m
at

io
n

Visitor Friendly

Photo: Travel Alberta
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Think like a tourist – when you visit other communities, what kind of attributes leave a 
positive impression on you? 

Think of the places you’ve visited and what made them memorable. Did you feel welcome? 
What was the overall ambience or feeling of the community? Was it easy to navigate? Were 
your travel needs met?

What about a place that left an unfavourable impression? What were the reasons?  Did you 
receive rude service?  Perhaps the streets felt unsafe.  Or did you think, “The place was great, 
except for . . .”

Worksheet #1.1: What Does It Mean to Be Visitor Friendly?
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Imagine visiting your community for the first time. Think about the entrance to the 
community, the level of town beautification, the signage, the visitor information centre  
and the quality of service.  What would your impressions be as a visitor?

 
 
 
 

Based on your experiences as a tourist, what are some ways your community could be 
more visitor friendly?
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Photo: Travel Alberta

2. Why Be More Visitor Friendly?  
     Benefits of This Project

Your group needs a good understanding of why your community 
wants to become more visitor friendly.  Identifying the reasons for 
working on this project will help keep your group motivated and 
focused. Having a clear picture of the benefits will make it easier 
to prepare an action plan that is relevant and meaningful to your 
community.

Consider the following points and expand upon these from your 
community’s perspective.  Make sure that you record key benefits 
and reasons on the Summary Forms at the end of this section 
so the group can refer back to them during the Action Planning 
phase.
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What is the current level of support for tourism and enhancing your community’s visitor 
friendliness?  Is the timing right to do this?

What are the potential impacts of increasing tourism in your community? 

What are the benefits to residents, businesses and the community at large?

Worksheet #1.2: Why Be More Visitor Friendly?
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How would strengthening your community’s visitor friendliness affect your visitors stay and 
impressions of your community?

What are the types of economic return that could be gained from becoming more visitor 
friendly?  Remember, an economic goal of tourism is to bring more money into your 
community than is leaving your community. 

Are there other reasons to become more visitor friendly?
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3. Who Are Your Visitors?  
     A Simplified Market Assessment 

All communities play a role in tourism and attract visitors, 
whether or not a community is actively pursuing tourism. It could 
be a small role – perhaps travellers stop to refuel at a local gas 
station or to pick up a snack, or residents host friends and family 
from out of town, who spend money at an attraction or local 
restaurant. Or it could be a larger role where visitors are drawn 
to experience special events and local attractions. Who comes 
to your community should be a factor in thinking about visitor 
friendliness, since each type may require different types of service, 
amenities, attractions, or transportation and access needs.

Tip
Attractions draw visitors to your 
community – a museum, festival, 
golf course or historic main street.  
Visitor services and amenities sup-
port a visitor’s stay – a gas station, 
Visitor Information Centre, accom-
modations, day-use area, bank, or 
restaurant. Some activities, such 
as shopping, might be both an 
attraction and an amenity.

Photo: Travel Alberta
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Conducting a detailed analysis of who visits your community can 
involve a lot of work, time and resources. This guide presents a 
simplified approach that focuses on the big picture and general 
observations about who your visitors are and what they are 
looking for in your community.  

Use the collective wisdom of the working group to discuss the 
following series of questions in the worksheet below. Support your 
assumptions with evidence, if possible. You may have to do some 
more research and report your findings at the next session. Some 
good sources for additional information include:

•	 Your	current	tourism	marketing	plan,	if	available	

•	 Google	maps	or	a	local	business	directory	 
(for identifying key amenities)

•	 Community	event	calendar	

•	 Hotel/motel	guest	information	 
(for point of origin, busy seasons)

•	 Guest	books	from	museums	or	 
visitor information centres

This worksheet will be completed in two sessions:

At the end of each session, transfer the information from 
the worksheets to the Summary Form 1.B: Simplified Market 
Assessment found at the end of this section. 

Session 1:

Provide a response in the 
first row based on collective 
wisdom and the information 
you have now.

Indicate sources for the 
information.

Before the Next Session:

What else do you need to 
know? Identify information 
gaps and assign people who 
will do more research and 
report. 

Session 2:

Fill in results and identify 
additional information that 
you will need to address in 
your Action Plan.

Tip
Record or ‘park’ ideas and possible 
solutions that come up during 
discussions.  Consider these in the 
action planning phase.
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Worksheet # 1.3: Simplified Market Assessment 

What types of visitors come to your community? Are they day visitors, en route overnight 
visitors, longer stay visitors? Use these categories to define your key tourism markets.  
See Food for Thought, Digging Deeper. 

Session 1: 
Response:

How do you 
know this is 
true? Supporting 
information:

Before next 
session: Follow up 
information needed 
and person/people 
responsible: 

Session 2: 
Results of additional 
research:

Next steps: 
Information gaps 
to address in your 
Action Plan:

Page 50
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Generally, what is it about your community that attracts your key markets to stop or visit? 
What is the draw?

(e.g. visit friends and family, attractions, festivals and events, unique landmarks, your 
location en route to other destinations, etc.)

Session 1: 
Response:

How do you 
know this is 
true? Supporting 
information:

Before next 
session: Follow up 
information needed 
and person/people 
responsible: 

Session 2: 
Results of additional 
research:

Next steps: 
Information gaps 
to address in your 
Action Plan:
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What are the key attractions and activities that attract your key markets to stop,  
visit, or stay longer?

Session 1: 
Response:

How do you 
know this is 
true? Supporting 
information:

Before next 
session: Follow up 
information needed 
and person/people 
responsible: 

Session 2: 
Results of additional 
research:

Next steps: 
Information gaps 
to address in your 
Action Plan:
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What are the key visitor support services and amenities that your community  
offers to visitors? 

(e.g. gas station, bank, internet, visitor information centre, accommodation, grocery stores, 
pharmacy, liquor stores, public washrooms, retail/arts/crafts/souvenir stores, etc.) 

Session 1: 
Response:

How do you 
know this is 
true? Supporting 
information:

Before next 
session: Follow up 
information needed 
and person/people 
responsible: 

Session 2: 
Results of additional 
research:

Next steps: 
Information gaps 
to address in your 
Action Plan:
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When do the majority of your key markets come to visit? 

(i.e. seasonality – summer, fall, spring, winter; weekends / weekday)

Session 1: 
Response:

How do you 
know this is 
true? Supporting 
information:

Before next 
session: Follow up 
information needed 
and person/people 
responsible: 

Session 2: 
Results of additional 
research:

Next steps: 
Information gaps 
to address in your 
Action Plan:
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How do the majority of your key markets travel to your community? 

(e.g. by car, RV, train, air, etc.)

Session 1: 
Response:

How do you 
know this is 
true? Supporting 
information:

Before next 
session: Follow up 
information needed 
and person/people 
responsible: 

Session 2: 
Results of additional 
research:

Next steps: 
Information gaps 
to address in your 
Action Plan:
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Food for Thought
Digging Deeper:  
What Is Tourism and Who Is a Tourist?

More simply, a tourist is someone who visits your community for 
reasons other than commuting to work or school, or for routine 
visits such as conducting sales or service calls, household grocery 
shopping and appointments. Not all visitors to your community 
will be tourists. You may find that the majority of your visitors 
are locals coming into town for shopping, appointments or 
community events. Being visitor friendly will encourage locals to 
support your community rather than driving to major centres. This 
will help keep money in the community.

Defining your tourist markets will help you meet their needs 
and be visitor friendly. In general, you can analyse tourists by 
demographics (who they are), geographic (where they come from) 
or by psychographics (what they’re interested in). Each of these 
factors will affect the types of amenities, services and experiences 
they want. See the Resources at the end of this section for more 
information. 

One simple way to categorize tourists for this project is to look at 
length of stay. Use the following definitions as a guideline: 

The World Tourism 
Organization defines 

tourism as:

“The activities of 
persons travelling 
to and staying in 

places outside their 
usual environment 
for not more than 
one consecutive 
year for leisure, 

business and  
other purposes.”

Tip
Distance plays a role in determin-
ing same day trips, but does not 
apply to overnight trips.

Photo: Government of Alberta

Canadian Tourism Commission. Glossary 
of Tourism Terms. 
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Food for Thought

Day-use visitors (same day trips):
•	 Do	not	stay	overnight
•	 Come	to	your	community	from	

more than 40km away
•	 Come	to	your	community	for:	 

a) a specific attraction, activity or 
event or, b) stopping en route to 
another destination

•	 May	require	services	related	to	
travel (service stations) and food 
and beverage (lunch, supper or  
light groceries)

•	 May	look	for	shopping	and	retail	
services or public amenities like 
picnic areas, walking trails or  
public washrooms

Overnight visitors en route to 
somewhere else:
•	 Stay	overnight,	likely	arriving	in	

the evening and departing in the 
morning. They don’t necessarily  
visit attractions

•	 Require	support	facilities	and	
services including accommodation, 
service stations, food and beverage 
services.

•	 May	look	for	food	and	beverage	
services that are open in the 
evening, and possibly some  
evening activities

Multi-day visitors:
•	 Stay	for	one	or	more	nights.	They	

visit attractions and participate in 
activities or events in the area

•	 Could	be	visiting	for	the	weekend
•	 Require	support	facilities	and	

services including accommodation 
(e.g. hotel, bed and breakfast, 
campgrounds), food and beverage 
services that are open in the 
evening, evening activities, retail 
shopping and craft outlets, travel 
services (gas stations, sewage dump 
stations, grocery stores), picnic 
areas, walking/biking trails, events 
and festivals  

Photo: Travel Alberta
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4. Visioning

Developing a vision statement provides your group with a 
common goal for this project. It paints the big picture and focuses 
you on where you want to be. It reflects values rather than 
measurements. A vision should be inspiring – describing a clear, 
compelling and achievable picture of your community’s preferred 
future for visitor friendliness.  

Here are a few vision statements to get you started: 

“Downtown St. Albert is an 
exciting vibrant place where 
residents, visitors, businesses 
and government come together. 
It’s a place to shop, celebrate 
history and the arts, and 
enjoy outstanding events and 
entertainment.”  

- City of St. Albert

“By the year 2032, Downtown Lacombe will emerge 
as the symbolic “Heart of Lacombe”, celebrating its 
rich historic roots while embracing complementary 
contemporary architecture.  With its progressive 
and dynamic central core, surrounded by beautiful, 
safe, and highly livable residential neighbourhoods, 
Downtown Lacombe will be celebrated as a vibrant 
year round destination for all to enjoy.”

- City of Lacombe  

City of St Albert. Downtown Area 
Redevelopment Plan. St. Albert, AB: 2010.  

Parioplan. City of Lacombe Downtown Area 
Redevelopment and Urban Design Plan. 
Edmonton, AB: Parioplan.  2013. 

Photo: Travel Alberta
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Bring the whole group together and brainstorm to develop your 
vision statement. Set a time limit of 10 minutes, and use your 
group facilitator to record ideas on a flip chart or white board. 

Use the following questions to get people thinking: 

Where Are We Now?
•	 What	do	we	do	well	for	our	visitors?

•	 How	can	we	improve	things	for	our	visitors?

Where Do We Want to Go?  

•	 What	kind	of	community	do	you	want	to	live	in?

•	 What	kind	of	community	do	you	want	to	be	for	
visitors?

•	 What	is	the	experience	you	want	visitors	to	remember	
and talk about?

After brainstorming, do a preliminary sifting of the ideas. Are there 
any ideas that are similar and could be grouped around a theme? 
Which ones have the most merit for your community? Which ones 
resonate with your community, reflect its authenticity or hold 
true? 

Use the flip chart or white board recordings to document key 
points on the Summary Form 1.C: Visioning Key Points located at 
the end of this session. They will be useful when you develop your 
Action Plan.

You may be able to craft a good vision statement during the 
session. If not, have a couple of members create a vision statement 
that captures the collective thoughts of the group. This draft 
statement should then be presented back to the working group at 
the next session for feedback, amendment and approval.

Once the group has agreed on the vision statement, document it 
and provide it to all members of the working group. 

Remember
Brainstorming is about collecting 
ideas without judgement. Everyone 
has a say. There are no ideas too big 
or silly at this point. Be creative. One 
idea may spawn another idea.

Tip
Revisit your visitor friendly vision 
at the start of each session to 
make sure that the group’s activi-
ties are on track, or to see if the 
vision needs tweaking, based on 
new information gathered during 
the process.
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Summary

In this section, you covered:

•	 What	visitor	friendliness	means	to	you	and	your	
community 

•	 The	reasons	for	becoming	more	visitor	friendly	

•	 Who	visits	your	community

•	 Ideas	for	developing	your	visitor	friendly	vision

 
Before you End Session 1

•	 Review	follow-up	activities	identified	from	the	
simplified market assessment exercise and who is 
responsible.

•	 Assign	one	to	two	members	to	draft	a	Visitor	Friendly	
Vision Statement to present at the next session.

•	 Use	the	electronic	work	sheets	and	forms	to	begin	
documenting information gathered.

•	 Look	ahead	to	Section	4.	Two	sessions	will	be	needed	
to complete this section. At the group’s next session, 
you will conduct a visitor friendly assessment by 
doing a site visit of your community and taking 
photographs. Group members will be asked to 
present their findings at the following session, so that 
the group can identify visitor friendly strengths and 
areas for improvement. 

•	 Set	the	next	session	date	for	your	group.	It’s	
suggested that this be a full day. Factor in time 
needed to complete any follow-up work and the 
availability for all members to participate in the full 
day session. Discuss housekeeping, such as where to 
meet and whether lunch will be provided. 

•	 Remind	group	members	to	review	Section	4	before	
the next meeting. 
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Resources
Gutierrez,	Eileen;	Lamoureux,	Kristin;	Matus,	Seleni;	Sebunya,	Kaddu.	Linking	Communities,	Tourism	&	
Conservation: A Tourism Assessment Process. Conservation International and The George Washington 
University, 2005. pp. 24-25. Available as a web resource at: http://www.conservation.org/Documents/
CI_ecotourism_tourism_assessment_process_manual.pdf. Accessed March 15, 2013.

Travel Alberta. http://industry.travelalberta.com/. For tourism marketing information in Alberta.  Accessed 
March 15, 2013

Alberta Tourism, Parks and Recreation.  http://www.tpr.alberta.ca/tourism. For tourism statistics and 
research.  Accessed March 15, 2013

Canadian Tourism Commission. Explorer Quotient - EQ.  Ottawa: Canadian Tourism Commission, 2013. 
Available as a web resource at: http://en-corporate.canada.travel/resources-industry/explorer-quotient. 
Accessed March 15, 2013

Photo: Travel Alberta

http://www.conservation.org/Documents/CI_ecotourism_tourism_assessment_process_manual.pdf
http://www.conservation.org/Documents/CI_ecotourism_tourism_assessment_process_manual.pdf
http://industry.travelalberta.com/
http://www.tpr.alberta.ca/tourism
http://en-corporate.canada.travel/resources-industry/explorer-quotient
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Section Tools

Suggested time to complete: 3 – 3 ½ hours

Suggested materials: •	 Flip	chart	or	white	board	+	digital	camera/smart	
phone for recording white board information

•	 Visitor	Friendly	Guide	for	each	group	member	-	
either paper or electronic copy

•	 Current	tourism	marketing	plan
•	 Computer	with	LCD	projector	for	 

completing fillable forms as a group

Session 1 - Dreaming

Tools 3
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Section Tools

 Suggested Agenda: Session 1
Appx Time Agenda Topics Lead by

30 min
(Section 2)

Orientation:
•	 Welcome	&	introductions
•	 Introduce	project,	purpose	&	intended	results	/	 

expectations
•	 Confirm	project	boundary
•	 Establish	/	confirm	roles	&	functions	of	group	members
•	 Review	process	&	timelines

Chair

20 min
(Section 1)

Being Visitor Friendly:
•	 Recap	/	review	5	visitor	friendly	categories

Chair / champion

40 min total
(Section 3)

Dreaming:
Facilitated large group discussion

Chair / group facilitator

20 min
20 min

•	 What	does	it	mean	to	our	community
•	 Why	be	more	visitor	friendly	(benefits)

20 min Break

45 min
(Section 3)

Key tourism markets
•	 Simplified	Market	Assessment

30 min
(Section 3)

Visioning
•	 Brainstorm	for	10	minutes;	use	remaining	 

time to review ideas

Chair / group facilitator

15 minutes Wrap up / Next Steps
•	 Confirm	follow-up	activities	by	whom
•	 Next	work	session	–	date	&	time;	purpose	/	 

activities

Chair
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Summary Form 1.A: Why Be More Visitor Friendly? 

What does visitor friendly mean to our community?

Summary of Key Points Comments /Notes

Benefits of becoming more visitor friendly

Summary of Key Points Comments /Notes

Section Tools

Page 64
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Section Tools

Summary Form 1.B: Simplified Market Assessment 

Our current key 
tourism markets /  
Key season(s) they 

visit

Key attractions / 
services / activities 
offered that draw 
visitors

Key support services 
and amenities 
visitors are looking 
for

Comments / notes 
(e.g. observations 
related to visitor 
friendliness)

Page 65
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Section Tools

Summary Form 1.B: Simplified Market Assessment 

Our current key 
tourism markets /  
Key season(s) they 

visit

Key attractions / 
services / activities 
offered that draw 
visitors

Key support services 
and amenities 
visitors are looking 
for

Comments / notes 
(e.g. observations 
related to visitor 
friendliness)
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Summary Form 1.C: Visioning Key Points

How do you picture your community’s visitor friendliness in the future?

Brainstorming Ideas Comments

Idea Clusters and Themes Comments

Section Tools

Page 67
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Section Tools

Summary Form 1.D: Vision Statement

Draft Visitor Friendly community vision statement (to be presented to large work group):

Final Visitor Friendly community vision statement:

Page 68



       Table of Contents        1         2         3        4          5         6         7         Section Start         Section Tools           Appendices              

69

VISITOR 
FRIENDLY 
COMMUNITY 
ASSESSMENT...
How Do You Get There?

SECTION 4

Visitor Friendly Alberta

Section 4



70

Photo:  Alberta Culture



71

VISITOR FRIENDLY COMMUNITY ASSESSMENT...  
How Do You Get There?

SECTION 4

       Table of Contents        1         2         3        4          5         6         7         Section Start         Section Tools           Appendices                    

Session 2 – Site Visit

Suggested time to complete: Full day

Suggested preparation: •	 Review	Section	4	of	the	guide,	including	the	 
Assessment Tool, activities, and Section Tools

•	 View	the	completed	assessment	in	the	sample	report	
for the fictional Town of Bienvenue (Appendix B)

Session goal: Complete Simplified Market Assessment from last  
session; break into small teams to conduct a site visit to 
experience your community through visitor eyes

Topics covered in this session: •	 Project	status	and	follow-up	from	last	session
•	 Site	visit	preparation:	recap	of	five	categories	of	 

visitor friendliness, completing the Assessment  
Forms and documenting with photographs

•	 Site	visit	re-cap
•	 Vision	Statement	revisited

Suggested materials: •	 Flip	chart	or	white	board	+	digital	camera/smart	
phone for recording white board information

•	 Visitor	Friendly	Guide
•	 Work	Sheet	#1.3	:	Simplified	Market	Assessment	 

from Session 1
•	 Print-outs	of	Form 2.A: Visitor Friendly Community 

Assessment, and score guide for each team
•	 Digital	cameras
•	 Options	for	meal/snack	break

Start of Sec 4
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This session will address information gaps in the simplified market 
assessment from Session 1, and get small teams out into the 
community to evaluate its visitor friendliness. Assessment forms 
are organized around the five categories of visitor friendliness 
and uses specific indicators to help group members record and 
analyze what they see or experience. The teams will report back at 
the next session, when you will discuss assessment observations, 
confirm indicator rankings, and identify areas of visitor friendly 
strengths and areas for improvement. Each group will present 
photographs of the good and bad aspects of what they saw.

1. Project Status and Follow-up From Last Session –  
     Large Group Discussion

Ask members to report back on follow-up activities identified from 
the last session, specifically:

•	 Follow-up	on	supporting	information	from	the	
simplified market assessment (i.e. gathering of 
market evidence to support assumptions). Was 
information available to support the assumptions?

•	 Are	there	any	major	market	information	gaps	that	
need to be addressed in the Action Plan? Record 
them in the last line of Worksheet #1.3: Simplified 
Market Assessment. For example: It turns out visitor 
statistics are not collected for major events hosted 
in the community. The group thinks the Action Plan 
should include a strategy to collect this information, 
as well as asking attendees what services and 
amenities they use during their visit.

Remember
Try to see your community through 
visitor eyes. 

Tip
Keep your market assessment 
findings and key attractions, 
amenities and services in mind as 
you conduct your visitor friendly 
assessment. Remember to look 
at these aspects during your site 
visit.

Tip
Consider accessibility as factor 
for visitor friendliness. Young 
families with strollers, the el-
derly with walkers or scooters, 
and wheelchair users all have the 
same needs for sloped curbs and 
automatic doors. Sounds at traffic 
lights and street braille (different 
textures at intersections) help 
guide visitors with visual impair-
ment. Having materials or services 
available in different languages 
could be useful for many visitors. 
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2. Site Visit Introduction:  
     The Five Categories of Visitor Friendliness

For the site visit, you will be working in small teams of 2-3 people. 
Each team will use the Visitor Friendly Community Assessment 
form to describe  the level of visitor friendliness in your 
community. The assessment takes the five visitor  
friendly categories presented in Section 1, Before You 
Begin: Being visitor friendly and rephrases them to 
help you see through visitor eyes. 

Applying a visitor friendly perspective 

Looking at your tourism markets from a visitor friendly perspective, you might find that:

•	 Your	community	attracts	a	lot	of	overnight	weekend	visitors	during	the	
peak summer season.  A visitor friendly gap might be that retail shops, local 
craft stores or ice cream parlours are not open during the evening.  Opening 
during those times could not only offer visitors more to do, but generate 
increased revenue for businesses.

•	 Your	community	hosts	a	major	festival	that	draws	a	significant	number	
of out-of-town visitors.  A gap in visitor friendliness might be that visitors 
have difficulties finding the festival site and parking on-site cannot 
accommodate the volume of attendees.  Making it convenient and easy 
for festival attendees to arrive at the site would contribute to their overall 
experience in your community.

•	 Your	community	gets	a	lot	of	bus	tours	of	seniors.	A	visitor	friendly	gap	
might be that there are no sloped curbs at intersections. Installing sloped 
curbs would make it easier for visitors using wheelchairs, walkers or 
scooters to get around.

Overall ambience/ 
visual appeal

W
ayfinding and 

signage

Quality
 of service 

and professionalism
Public services and 

visitor amenities

Vi
si
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m
at
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Visitor Friendly
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1. The Community Has a Nice Look and Feel: This 
refers to the Overall Ambiance of the community. 
Indicators for this statement are related to how well 
maintained the community is, and the feelings of 
attractiveness, safety and comfort.

Example: You heard that this community has a great shopping 
district and decided to see for yourself.  When you get there, you 
are greeted with a pleasant, tree-lined boulevard.  The storefront 
signage is bright and welcoming.  Even the empty lots have 
decorations around them so that they don’t stand out.

2. I Can Easily Find My Way Around:  This statement 
is related to Wayfinding and Signage.  The indicators 
help determine if the community makes it easy for a 
visitor to get from point A to point B with clean, clear, 
visible and effective street signs and maps.

Example:  You and your family are looking forward to attending 
a concert at the fairgrounds, but you would like to eat first. You 
realize that you forgot your map at home, so you go to the Visitor 
Information Centre and ask for restaurant suggestions.  The sign 
just outside of town indicated that the VIC was only 3km directly 
ahead. (Or was it 5km? The sign was a bit tattered.)  You find 
yourself driving a lot longer than you thought you would, and do 
not come across another VIC sign or the VIC itself.

3. I Was Treated Well During My Stay:  The indicators 
in this category focus on Quality of Service and 
Professionalism. Do interactions between a visitor 
and service sector employees (e.g., restaurant server 
or hotel front desk staff) or locals make the visitor feel 
welcome?
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Example:  Upon entering the main office at the campground, you are 
greeted by friendly faces.  You mention that tomorrow you want to go 
on one of the tours in town. You ask them for advice about the tour. 
The campground hosts not only tell you about this particular tour, 
but also recommend similar activities they think you might enjoy.  

4. My Needs Were Met During My Stay:  This statement 
relates to Public Services and Visitor Amenities 
available in the community. The indicators assess the 
physical amenities that visitors may need, such as 
accommodation, bathrooms, parking, food, shopping 
and entertainment.  

Example: Shortly after arriving in the community, you need to 
make a quick stop at a pharmacy.  After driving around for quite a 
while, you finally find the store.  When you arrive, you see that their 
debit machines are down and they are only accepting cash.  The 
person at customer service is new to town and doesn’t know where 
the nearest bank is.  Your frustration grows as you continue looking 
for a bank or ATM.

5. I Have a Clear Understanding of What the 
Community Offers:  These indicators assess the quality 
of Visitor Information as well as information sources, 
including online resources, telephone service, a Visitor 
Information Centre or front-line staff.

Example:  You have heard about the activities being offered in 
this community for many years, viewed the website and decide to 
make a weekend trip.  You arrive late at night and want to get a bite 
to eat.  The front desk staff at your motel provides a simple map 
of the town and marks off which restaurants are open. A brochure 
rack in the lobby is well stocked with up-to-date information. Some 
brochures even have coupons. 
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3. Site Visit Preparation

Break into small teams of 2-3 people, and hand out a set of 
assessment forms and score guide to each team. The teams 
will complete the information on paper copies. Teams will use 
information from the assessment to prepare presentations. At 
the next session, the large group will confirm assessments and 
identify key strengths and areas for improvement. Once everyone 
has agreed, the report writer should transfer the finalized 
assessments into the electronic forms. 

Each team should focus on one category of the assessment, but 
still complete all categories. If you do not have five teams, some 
teams will focus on more than one category. For lunch and breaks, 
teams should try to find a place they have never eaten before, and 
continue their observations and recording.

 
3.A. Completing the Assessment Forms

Note: Assessment forms are available in the Section Tools  
at the end of this section.

Complete the general information and context on Form 2.A as a 
group – this includes the weather, any special events, time of year, 
and any other circumstances that may affect results.

Go over the indicators and scoring system. Teams will evaluate 
each indicator by assigning a score of 1 to 4, or Not Applicable 
(N/A). Assign a score to ALL indicators. Select the best score based 
on your overall impression of the community. Remember

Remember to print off copies of the 
Score Guide for each team to use 
during the site visit.
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Rating Example

The sample ratings below are for line item #10, “Streetscapes are 
visually appealing,” under the Overall Ambiance/Visual Appeal 
category. You can find additional examples in the sample report 
for the fictional Town of Bienvenue (Appendix B). 

 

Score Guide:

1 Poor performance throughout the community

2 Poor to Satisfactory performance in most of the community

3 Satisfactory to Excellent performance in most of the community

4 Excellent performance throughout the community

N/A Criteria is not applicable in your community

Example of 1 Rating: 
As we entered the community, streetscapes were not 
visually appealing. They were not well maintained, 
there were no banners and there were no decorative 
planters filled with flowers.  This situation did not 
improve as we moved downtown and throughout the 
community. 

Example of 2 Rating: 
As we entered the community, streetscapes were not 
visually appealing. They were not well maintained, 
there were no banners and there were no decorative 
planters.  This situation did improve somewhat as 
we entered the downtown area and the rest of the 
community, where some major streets had plantings 
and decorations that were inviting.

Example of 3 Rating: 
As we entered the community, streetscapes were 
visually appealing. They were well maintained, there 
were attractive banners and there were decorative 
planters with flowers.  As we entered the downtown 
area and the rest of the community most major streets 
had attractive planters and decorations but a few 
streets could use some improvement.

Example of 4 Rating: 
As we entered the community, streetscapes were 
visually appealing. They were well maintained, there 
were attractive banners and there were attractive 
planters filled with flowers. As we entered the 
downtown area and the rest of the community we 
continued to be pleased as all major streets had 
attractive landscaping and decorations.
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Food for Thought

Make sure each team has a camera to 
take photographs of what they observe. 
Remind them to photograph both good 
and bad examples of visitor friendliness.  

Photos will help you assess your 
community objectively, and provide 
useful ”before and after” documentation 
as your Action Plan is implemented. 
Here are some tips for taking assessment 
photos: 
•	 Safety	first:	if	you	need	to	drive	to	

different areas to take photos, pull 
over safely before you use your 
camera, or have someone other than 
the driver take photos. Distracted 
driving laws are in effect.

•	 Photos	should	address	all	five	
categories, if possible. It may be 
difficult to photograph Quality of 
Service and Professionalism. Respect 
people’s privacy and remember: your 
aim is not to embarrass community 
members, but to provide an honest 
assessment.

•	 Ensure	photographs	represent	
both the visually appealing areas 
and the areas that could use some 
improvement.

•	 Start	at	the	community	entrance	and	
take photos of what visitors see as 
they arrive and navigate around your 
community. Be sure to include gateway 
and directional signage, main travel 

routes that visitors would use, waste 
receptacles, parking areas, streetscapes, 
storefronts, empty lots, major visitor 
attractions and facilities, parks and 
picnic sites, industrial areas, etc. 

•	 Try	taking	panoramas	of	key	
intersections and other areas 
to eliminate bias and see your 
community as a first-time visitor.

•	 Your	assessment	photos	will	represent	
only one day and season. Round 
out your assessment photos by 
taking pictures at other times and 
seasons when many visitors are 
likely to be in your community, e.g. 
evenings, weekends, summer/winter, 
during festivals, events, or holidays, 
etc.  Additional pictures can help 
supplement your on-going work with 
visitor friendliness.

•	 If	any	photos	are	used	for	promotional	
or commercial purposes, make sure 
that you have necessary approvals or 
release forms (e.g. interiors of specific 
businesses or attractions, individuals 
photographed, etc.)

Documenting With Photographs:  Seeing Your Community Through Visitor Eyes

Tip
As you implement your action plan, 
continue to take photographs to 
showcase improvements made 
from working on strengthening 
your visitor friendliness.   
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4. Site Visit Debrief Activity– Large Group Discussion

Use your group facilitator to help summarize your big picture 
observations from your site visit.  What were your group’s first 
impressions of your community?  What did you see, feel and 
experience? 

Use Worksheet 2.1 to record key points and observations on 
either a flip chart or on the worksheet. Document points onto the 
electronic form.

Tip
If you want to supplement the 
photographic assessment with 
other methods, the time between 
this session and Session 3 is a good 
time to do it. Review the Food for 
Thought in Section 1, How to See 
Your Community Through Visitor 
Eyes. You can consult with new 
community members or a partner 
community, interview out-of-town 
visitors, or do more formal mystery 
shopping.  These activities are 
optional. If you choose to do them, 
document the findings and share 
them with the working group at 
the next session so you can use 
them in the Action Planning phase.

Worksheet 2.1: Big Picture Observations

Key Observations Comments / Notes
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5. Visioning Revisited – Large Group Discussion

Present and discuss the draft visitor friendly vision statement, using 
insights obtained from the assessment. Confirm or refine the vision 
statement as needed and come to consensus on an agreed vision. 
Document the final vision statement below, and on Summary Form 
1.D: Vision Statement located in Section 3, Section Tools. 

The visitor friendly vision for our community is:

 
6. Complete Assessments and Develop  
     Presentations – Small Team Work

Spend about half an hour to complete team assessments, 
including finalizing ratings for all indicators in your assigned 
category(s). Once completed, you should start to develop a 
presentation on your assigned category(s) for the next session. 
One half hour will be allocated for each category presentation, 
which includes time for questions and to confirm or come to 
consensus on the indicator ratings as a large group.

Your presentation may be as simple as providing some 
overall impressions about what the team found (positive and 
negative aspects), any themes that emerge from the category 
(e.g. directional signage to key attractions and the VIC need 
improvements) and presenting each indicator with its assigned 
rating for confirmation or adjustment. 
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Use flip chart paper to record key points for your presentation.

Select no more than ten pictures from your site visit that reflect 
your findings and observations for your assigned category(s). If 
you think that some photos seem to reflect more than one indicator, 
use your judgment as to where the photo might fit best, or you can 
use it to illustrate a number of points. Photographs should represent 
both positive and negative aspects that you observed.

Think about how you will show the photographs based on the 
equipment available to the group. If the group has access to a 
computer and LCD projector, PowerPoint presentations would  
work well. 

Before you End Session 2:
•	 	Review	activities	to	be	completed	in	Session	3.

•	 	Set	the	date	for	your	next	session.

Tip
Show your photographs to people 
from outside your community and 
get their reaction to the pictures.  
At the same time, you might 
consider asking them other ques-
tions about what they would be 
interested in doing while in your 
community.

Tip
Knowing the visitor friendly 
strengths of your community is 
equally important as knowing 
where you need to improve.

Photo:  Alberta Culture
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Session 3 – Assessment

 

 
1. Small Team Presentations to Large Working Group

Have a member from each team present their assessment of 
their assigned category(s) to the large working group, including 
photographs. 

Invite group members to ask questions and/or to make 
observations about the assessment.

Suggested time to complete: 3 1/2 – 4 hrs

Suggested preparation: •	 Group	members	review	their	completed	work	
activities from the last session (completed 
assessment(s) worksheets, photos;  
presentation)

Session goal: Review completed Community Assessments and  
photographs from last session; identify visitor friendly 
strengths and areas for improvement

Topics covered in this session: •	 Team	presentations	of	 
Community Assessments

•	 Visitor	friendly	strengths	and	areas	 
for improvement

Suggested Materials: •	 Flip	chart	or	white	board	+	digital	camera/smart	
phone for recording white board information

•	 Visitor	Friendly	Guide
•					Completed	draft	team	Community	Assessment	

Forms and presentation materials
•	 Computer	with	LCD	projector	for	displaying	

photographs, or 8 x 10” print-outs
•	 Summary Form 3.A: Top Areas of Visitor Friendly 

Strengths and Areas for Improvement
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Review each indicator and come to consensus on the ratings as 
a large group. This may be a matter of confirming the small team 
ratings. Discuss any specific indicators where other members may 
have a question about the rating. 

Assign a team member to make sure that the final ratings 
are documented and to make any other modifications to the 
assessment forms, as needed from the group discussion. Make an 
electronic master copy of the final assessments for each category. 
These can be used in your final report as a benchmark, if the group 
feels comfortable with including them.

2. Top Areas of Visitor Friendly Strengths and  
     Areas for Improvement 

Once the group has agreed on the ratings for each category of the 
Assessment, use them as a basis to discuss and come to consensus 
on the top areas where your community is doing a good job, and 
where work is needed to improve its visitor friendliness. These will 
form the foundation for building out your Action Plan. 

Use your group facilitator to lead the discussion, use the LCD 
projector to enter the information onto the electronic copy of 
Summary Form 3.A: Top Areas of Visitor Friendly Strengths and 
Areas for Improvement as a group, or use a flip chart to focus 
the discussion. If you use a flip chart, remember to transfer the 
information to the electronic form when you are done.  

Tip
Consider other ‘visitor eyes’ 
information you may have col-
lected (e.g. through new residents; 
mystery shopping). Have common 
items been mentioned several 
times (e.g. can’t find the VIC, store 
XYZ not open when it said it would 
be open)?  ‘One-off’ comments 
should be treated with caution as 
these may represent bias or a  
one-time situation. 
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Resources
Industry Canada. “Release Agreements or Waivers for Photography.” Publishing Toolbox. Ottawa: Industry 
Canada, 2012. Available as a web resource: http://www.ic.gc.ca/eic/site/pt-te.nsf/eng/00205.html. Accessed 
March 10, 2013.

Summary

In this section, you covered:

•	 	An	assessment	of	visitor	friendliness	in	your	
community, including photographs documenting 
positive and negative aspects

•	 Significant	areas	of	visitor	friendly	strengths

•	 Significant	areas	for	improvements	to	your	
community’s visitor friendliness

Before you End Session 3:
•	 Remind	group	members	to	review	Section	5	before	

your next session. Two sessions will be needed to 
complete this section. Your working group will focus 
on developing your Action Plan. 

•	 Encourage	group	members	to	read	the	Action	Plan	
portion of the sample report for the fictional Town of 
Bienvenue.

•	 Set	the	date	for	your	next	session.

http://www.ic.gc.ca/eic/site/pt-te.nsf/eng/00205.html
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Section Tools

Suggested time to complete: Full day

Suggested Materials: •	 Flip	chart	or	white	board	+	digital	camera/smart	
phone for recording white board information

•	 Visitor	Friendly	Guide
•	 Work	Sheet	#1.3	:	Simplified	Market	Assessment	 

from Session 1
•	 Print-outs	of	Form	2.A:	Visitor	Friendly	Community	

Assessment, and score guide for each team
•	 Digital	cameras
•	 Options	for	meal/snack	break

Session 2 – Site Visit 

Tools 4
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Suggested Agenda: Session 2
Appx Time Agenda Topics Lead by

30 minutes Recap of last session:
•	 Report	back	on	follow-up	activities	from	last	session	
•	 Adjust	market	assessment,	as	needed

Chair /  
individual members

30 minutes Review of Visitor Friendly Assessment Tool
•	 Recap	/	review	5	visitor	friendly	categories

Chair / champion

2 to 3 hours Site Visit and Photographing your community:
•	 small	teams	conduct	site	visit	of	the	community,	 

including taking pictures

Small team work

45 to 60 minutes Meal / snack break
•	 As	determined	by	the	group

Small teams

30 minutes Site visit debriefing / Visioning
Large group discussion:
•	 Big	picture	observations	–	what	did	we	see,	what	 

did we experience, what did we feel
•	 Present	draft	vision	and	come	to	consensus

Chair / group facilitator

60 minutes Small team work:
•	 complete	assessments	on	their	category(s)	 

(ratings, comments)
•	 develop	short	presentation	for	their	category(s)
•	 select	key	photos	that	illustrate	ratings	(max	10	photos)

Small team work

10 minutes Wrap up / Next Steps:
•	 Confirm	follow-up	activities	by	whom	(if	needed)
•	 Next	session	date	&	time;	purpose	/	activities

Chair
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Session Form 2.A:  Visitor Friendly Community Assessment

General Information

Name of Community:

Date of Assessment:

Assessor (s) Name (s):

Context: 
For example:   
Is this assessment taking 
place immediately before/
during/after a major 
community event?

Time of year (is this in the 
middle of summer, late fall, 
winter)

Comment on external 
conditions that day (i.e. 
weather, roads, number of 
people out and about etc.)

Score Guide
1 Poor performance throughout the community

2 Poor to Satisfactory performance in most of the community

3 Satisfactory to Excellent performance in most of the 
community

4 Excellent performance throughout the community

N/A Criteria is not applicable in the community

Page 87
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Overall Ambiance/Visual Appeal
Through the Visitor’s Eyes: The Community Has a Nice Look and Feel 

# Indicators Score Comments

1 Public waste baskets are readily available

2 Public waste baskets appear well maintained

3 Key locations appear free of graffiti

4 Buildings (empty and occupied) appear well maintained 

5 Streets appear clean

6 Industrial sites/power lines etc. are camouflaged  
(e.g. with plantings, banners etc.)

7 Empty space is well maintained

8 Heritage buildings appear well maintained

9 Public green spaces are visually appealing

10 Streetscapes are visually appealing (e.g. banners, decora-
tions, plantings visible, etc.)

11 Public art/murals are prominent throughout the community

12 Pedestrian areas are easy to navigate

13 Pedestrian areas appear safe 

14 Key locations appear to be well lit

15 There are adequate walking trails along scenic viewpoints

16 There is an overall theme to the community  
(e.g. consistent signage, etc.)
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Signage/Wayfinding

Through the Visitor’s Eyes: I Can Easily Find My Way Around

# Indicators Score Comments

17   Highway signage appears well maintained

18 Highway signage effectively directed me to the community

19 Gateway signage is visually appealing

20 Gateway signage effectively welcomed me to  
the community

21 Business signs are visually appealing

22 Business signs effectively directed me to appropriate services

23 Signage to sites and attractions is visually appealing

24 Signage to sites and attractions effectively directed me to 
attractions

25 Signage to VIC is visually appealing

26 Signage to VIC effectively directed me to the VIC

27 Signage to key parking areas is visually appealing

28 Signage to key parking areas effectively directed me  
to parking

29 Signage at key attractions is visually appealing

30 Signage at key attractions effectively directed me  
around the attraction site
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Quality of Service/Professionalism

Through the Visitor’s Eyes: I Was Treated Well During My Stay

# Indicators Score Comments

31 Service Sector employees/volunteers  
(other than VIC staff) were courteous

32 Service Sector employees/volunteers (other than VIC staff) 
were attentive

33 Service Sector employees/volunteers (other than VIC staff) 
were able to answer questions effectively

34 Service Sector employees/volunteers (other than VIC staff) 
were neat in appearance

35 There are opportunities available to provide feedback on 
service (e.g. surveys etc.)

36 Local residents are welcoming 
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Public Services/Visitor Amenities

Through the Visitor’s Eyes: My Needs Were Met During My Stay 

# Indicators Score Comments

37 Public restrooms are available at key locations in the community

38 Public restrooms appear well maintained

39 Public parking is available at key locations in the community

40 Transportation options are available to travel within the 
community (e.g. taxi, transit, shuttle service, etc.)

  41 Picnic areas are available at key locations in the community

42 Picnic areas appear well maintained

43 An adequate supply of overnight accommodations are available

44 Diverse overnight accommodation options are available

45 An adequate supply of restaurants are available

46 Diverse restaurant options are available

47 An adequate supply of other visitor amenities are available 
(gas stations, banks, restaurants, shopping, internet access, 
pharmacies, supermarkets, etc.)

48 Facilities are accessible to users with different needs  
(wheelchairs, seeing or hearing impaired)

49 An adequate supply of evening entertainment/activities are 
available

50 Diverse evening entertainment/activity options are available

51 An adequate supply of daytime entertainment/activities are 
available

52 Diverse daytime entertainment/activity options are available
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Visitor information
Through the Visitor’s Eyes: I Have a Clear Understanding of What the Community Offers 

# Indicators Score Comments

53 Community website effectively welcomed me to the community

54 Community website effectively directed me to appropriate 
tourism services and attractions

55 Phone line for tourism information is well advertised

56 Tourism business websites effectively welcomed me  
to the community

57 Tourism business websites effectively directed me  
to appropriate services

58 Information (e.g. maps, products, services) is available at 
outdoor kiosks for 24-hour access 

At the Visitor Information Centre:

59 VIC is open for visitors at convenient times

60 Comprehensive information is available at the VIC related to 
the community

61 Comprehensive information is available at the VIC related to 
the region

62 Comprehensive information is available at the VIC related to 
the province

63 Information is available in different languages

64 An up-to-date calendar of events is available at the VIC

65 Adequate public internet access is available at the VIC
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# Indicators Score Comments

At the Visitor Information Centre:

66 An opportunity to book accommodations, restaurants,  
entertainment, etc. is available at the VIC

67 VIC employees/volunteers were courteous

68 VIC employees/volunteers were attentive

69 VIC employees/volunteers were able to answer questions 
effectively

70 VIC employees/volunteers were neat in appearance
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Suggested time to complete: 3 1/2 – 4 hrs

Suggested Materials: •	 Flip	chart	or	white	board	+	digital	camera/smart	
phone for recording white board information

•	 Visitor	Friendly	Guide
•					Completed	draft	team	Community	Assessment	

Forms and presentation materials
•	 Computer	with	LCD	projector	for	displaying	

photographs, or 8 x 10” print-outs
•	 Summary	Form	3.A:		Top	Areas	of	Visitor	Friendly	

Strengths and Areas for Improvement

  

Suggested Agenda: Session 3
Appx Time Agenda Topics Lead by

10 minutes Recap of last session:
•	 any	observations	/	comments	from	last	session
•	 purpose	of	this	session

Chair 

150 minutes 
(2 ½ hours)

Presentations to large group
•	 Each	team	presents	their	findings	from	assigned	

category(s)
•	 allocate	½	hour	to	each	presentation	(including	 

comments, questions, consensus on indicator ratings)

Team presenter

40 minutes Large group discussion:
•	 identify	top	areas	of	visitor	friendly	strengths	for	each	

category
•	 identify	top	areas	where	improvements	are	needed	for	

each category

Chair / group facilitator

10 minutes Wrap up / Next Steps:
•	 Confirm	any	follow-up	activities	&	by	whom
•	 Next	session	date	&	time;	purpose	/	activities

Chair

Session 3 - Assessment 
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Summary Form 3.A:  
Top Areas of Visitor Friendly Strengths and Areas for Improvement

Areas of Strength Areas for Improvement

Overall Ambiance / Visual Appeal

Signage and Wayfinding

     Quallity of Service/Professionalism

Page 95
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Summary Form 3.A:  
Top Areas of Visitor Friendly Strengths and Areas for Improvement

Areas of Strength Areas for Improvement

Public Services / Visitor Amenities

Visitor Information
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Suggested time to complete: 4 hours

Suggested preparation: •	 Review	Section	5	of	the	guide	and	activities
•	 Read	through	the	action	plan	component	of	

the sample report for the fictional town of  
Bienvenue. (Appendix B)

Session goal: Review top areas for improvement; break into small 
teams to identify specific actions

Topics covered in this session: •	 Project	status	and	follow-up	from	last	session
•	 Review	top	areas	for	improvement	for	each	

category of visitor friendliness
•	 Sources	for	inspiration	and	possible	funding
•	 Brainstorming	possible	actions
•	 Assessing	actions	based	on	timelines,	respon-

sibilities and possible cost 
•	 Setting	priorities	

Suggested materials: •	 Flip	chart	or	white	board	+	digital	camera/smart	
phone for recording white board information

•	 Flip	chart	paper	for	each	group
•	 Visitor	Friendly	Guide
•	 Completed	Visitor	Friendly	Community	Assessments
•	 Photos	from	Session	2
•	 Draft	Top	Areas	of	Visitor	Friendly	Strengths	and	

Areas for Improvement from Session 3 
•	 Visitor	Friendly	Vision	Statement	–	display	on	flip	

chart or white board

Session 4 – Action Planning

Start of Sec 5
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By this time, your working group has covered:

•	 What	makes	a	community	visitor	friendly

•	 The	benefits	of	being	visitor	friendly

•	 Your	community’s	tourism	markets

•	 Your	community’s	visitor	friendly	strengths	 
and areas for improvement

The next step is putting it together into an Action Plan that will 
help you become more visitor friendly by describing, assessing 
and prioritizing specific actions.

Action planning will take two work sessions. In these sessions you 
will confirm your top areas for improvement for each of the five 
visitor friendly categories. Form into small teams to brainstorm 
and identify specific actions that address the top areas for 
improvement. Each team will use an action planning template to 
document and assess actions. Some actions may be quick, simple 
and inexpensive. Others may be more complicated, longer-term 
projects that may cost more. At the end of each session, transfer 
information to the electronic version of the Action Planning 
Template.

Tip
As you begin to develop your 
plan, follow the SMART planning 
principles:
Specific – give details about what 
you are going to do and why
Measurable – you can evaluate 
results objectively
Achievable – tasks are within the 
abilities and budget of the com-
munity 

Relevant – results will help you 
become more visitor friendly
Timely – the plan contains specific, 
reasonable time frames for  
achieving results 

Identify gaps Brainstorm actions Assess actions Set priorities for implementation> > >
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1. Action Planning Preparation –  
     Large Group Discussion

As a large group, review the top areas for improvement (gaps) that 
were identified during the last session and recorded on Summary 
Form 3.A: Top Areas of Visitor Friendly Strengths and Areas for 
Improvement. Are there any gaps that are similar but recorded 
in more than one category? Decide on which category fits best. 
Confirm the top areas for improvement and document any 
changes on Summary Form 3.A.  

Here are some things to consider as a large group before you 
begin small team work for action planning. Review your Visitor 
Friendly Community  Vision from Session 2, which should be 
displayed so everyone can see it. Use your vision to help keep  
you focused. How will the actions relate to the vision? If these 
actions are implemented, is the vision achievable?

Discuss how to develop actions. 

•	 Brainstorm	ideas.	Be	creative.	Don’t	concentrate	on	
details at this point.  Look at the bigger picture within 
the context of the visitor friendly category and how it 
fits within your visitor friendly vision.

•	 Assess.	Evaluate	your	ideas.	Be	realistic.	Is	there	
something unique that would fit with your 
community? Are your ideas achievable? Consider  
a wide range of short-to longer-term actions.  
Do you need to do more research? Would your 
community benefit from education, policy and 
planning, or infrastructure development and 
improvements? Keep the SMART principles in mind. 

•	 Review.	Did	you	‘park’	possible	solutions	during	
the site visit assessment or from other points in the 
process that should now be considered as actions?

Tip
Example:
In the sample report for Bienvenue, 
the working group completed 
their community assessment and 
found that WiFi service is a gap in 
both the Public Services/Visitor 
Amenities category (indicator 47) 
and Visitor Information (indicator 
65). The group decided to list it 
only in the Public Services/Visitor 
Amenities category as a top area 
for improvement.
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•	 Identify	quick	wins	–	actions	that	are	simple,	cost	
effective and provide immediate results? Creating 
small successes can build a sense of accomplishment 
and help motivate the community to continue with 
implementing the plan.

See the accompanying Food for Thought pages in this section 
for examples and useful sources of information.

2. Using the Action Planning Template –  
     Small Team Work

Break into small teams.  Each team will work on one visitor friendly 
category. Depending on the number of teams, some may be 
assigned two categories. There is an action planning template 
for each category, as well as a general initiatives template in 
case there are initiatives that apply across the community (e.g. 
organizational aspects, collection of visitor information, etc.).

Before you begin:

•	 Each	team	should	have	the	top	areas	for	
improvement and the site visit assessments for 
their category, as well as other completed summary 
forms from previous sessions. These may be useful in 
identifying actions or confirming discussion points. 
Keep the site visit photographs handy – these will 
refresh your memory for what you saw.

•	 Review	the	assessment	criteria	in	Step	3	and	make	
sure everyone agrees. If you adjust the criteria, make 
sure all teams use the same criteria (e.g. if timelines or 
costing factors are modified).

Tip
Initiatives...
...are the broad strategies to  
address gaps, for example,  
‘Clean up Main Street.’ 
Actions break it down into 
specific tactics, for example, 
1) add warmth and colour with 
banners; 

2) provide gathering places with 
small plazas and benches at main 
pedestrian intersections; 
3) make vacant buildings more 
attractive with murals in the win-
dows. See the sample report for 
Bienvenue for more examples. 

General Considerations? Timelines? Roles	&	Responsibilities?

Cost?

Assessing an Action

Evaluation?
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Complete the Action Planning Templates

Each team should use flip chart paper as a draft copy of the  
Action Planning template. This will focus the discussion, and 
make it easier to present information to the large group at the 
next session. Once the large group has agreed on the content,  
the information should be transferred to the electronic version  
of the Action Planning template.  

Transfer the action plan headings from your assigned category 
onto the flip chart paper as noted below. Abbreviating the 
headings and using the long side of the paper will give you  
more width for recording.

Teams can also use computers to complete the electronic action 
planning template.  Use a computer and LCD projector to present 
information at the next session.

Action Planning Template

Visitor Friendly Category:

Area Needing Improvement: Applies to:

Initiative:

Action(s) Required
Timeline 
(or Target 

Date)
Lead by

Possible 
Investment 
/ Operating 

Costs

Priority Evaluation Notes

(I)=investment
(O)=operating
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Use the following guidelines to complete the templates.

Step 1:  Identify areas needing improvement and draft initiative 
statements

Look at the top areas for improvement (gaps) for your assigned 
category(s).

•	 Are	there	specific	gaps	that	could	be	grouped	
together? (e.g., litter and overflowing wastebaskets 
on Main Street, main routes into town, overflowing 
wastebaskets in parking lots)

•	 Draft	an	initiative	statement	that	gives	an	overall	
direction for addressing each theme (e.g., “Improve 
cleanliness of town”)

•	 List	the	gaps	to	be	addressed	within	each	initiative.	
(e.g., Addresses: litter and overflowing wastebaskets)

Step 2:  Identify actions

For each initiative:

•	 Develop	specific	action(s)	that	respond	to	the	
initiative and identified gaps (e.g., have regular 
volunteer clean-up days, empty wastebaskets daily)

•	 Follow	the	SMART	principles

Tip
Check the Food for Thought pages 
in this section for examples about 
visitor friendly initiatives and sources 
of information about generating 
action ideas and possible funding. 
Refer to the sample report for the 
Town of Bienvenue for more ideas 
and examples (Appendix B).

Remember
Develop actions specific to your 
community, its current situation 
and community dynamics, and 
existing resources.

Tip
See Food for Thought: An example 
from Bienvenue for how initiative 
statements can be developed.
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Step 3:  Assess actions

Once you’ve identified possible actions, go back and assess them. 
Alternatively, you may want to complete the assessment for each 
action before identifying new actions. 

1. General Considerations:

•	 Is	the	action	consistent	with	your	visitor	friendly	
vision? 
For example: Your vision says that you want to convey 
a sense of your unique heritage as a Francophone 
community, but a suggested action is painting a series of 
murals with a cowboy theme.

•	 Is	the	action	short	term	or	long	term?	Should	it	be	
implemented in phases?  
For example: developing a community theme with 
a signage program may require ongoing work and 
multiple phases such as reviewing existing signage 
policies, deciding on a theme, designing a sign template, 
installing in high-priority areas first, installing in low-
priority areas as money becomes available. 

•	 Does	the	action	need	organizational	support?	Is	that	
support readily available?   
For example: the municipality may be creating an on-
going tourism committee that reports to council, but it 
may take six months to be established. 

•	 Are	there	existing	programs,	services	or	other	
community planning initiatives that could help 
with implementing or supporting the actions?  Do 
municipal policies or by-laws support or hinder any 
actions?

Tip
If there are actions that affect  
attractions outside municipal 
boundaries, make sure that you 
talk to the responsible administrat-
ing body about the visitor friendly 
project and obtain their input and 
support for those actions before 
you finalize your plan and present  
it to your sponsor.

Photo: Alberta Culture
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2. Timeline (or Target Date)

How long might it take to implement the action? Identify specific 
target dates or use short, medium and long-term targets. Some 
actions may be ongoing, e.g., maintenance. If needed, adjust 
timelines to fit your community’s situation.

3. Who leads? 

Who could be responsible for implementing the action? Consider 
a wide range of stakeholders, including municipal staff, chamber 
of commerce, local organizations, volunteer groups, business 
operators and individuals. You can also fill this column in with “To 
be determined” (TBD) if you don’t know who may be responsible. 
The implementation team can determine the lead later.

For example: A local service club might organize regular volunteer 
clean-up days, but the implementation team needs to talk to the town 
waste services and parks departments to see who might take on daily 
emptying of wastebaskets. 

Short term

Timeline

Remember
Talk to groups and organizations 
to get their interest, support and 
buy-in before they are included in 
the final plan and presented to your 
sponsor.

1 year or less

Medium term

1 - 5 years

Long term

5 or more years

Ongoing

Ongoing



       Table of Contents        1         2         3        4          5         6         7         Section Start         Section Tools           Appendices                     

107

ACTION PLANNING...  Setting the Course

SECTION 5

4. Cost

Consider cost factors, such as possible investment costs (I) and 
possible operational or on-going (O) costs to help you with 
determining priorities.  This could be done as a rapid assessment, 
based on the knowledge available from within the group. While it 
may not be completely accurate, it will provide the group with a 
broad estimate that can be factored into each action.  

For example: 

Possible Investment Cost (I) 
•	 Low	cost	 less	than	$1,000
•	 Moderate	cost	 $1,000	to	$5,000
•	 High	cost	 over	$5,000

Possible Operational / On-going Cost (O)
•	 Low	/	inexpensive	cost		 less	than	$1,000	per	year
•	 Moderate	cost	 $1,000	to	$5,000	per	year
•	 High	cost	 over	$5,000	per	year

5.	Evaluation

How will you know when you’ve achieved the results from 
your action? Build in measurements so that you can evaluate 
objectively. Measurements should relate to timelines.

For example: Town clean-up day will be measured by how many 
people show up at the event each time and how many bags of litter 
are collected. Wastebaskets will be evaluated with ten random checks 
over the next six months, with a goal of 90 per cent of wastebaskets 
less than two-thirds full. 

Tip
Adjust costing figures to your 
community’s situation. Some com-
munities might consider low costs 
to be less than $10,000; moderate 
$10,000 - $50,000, and high over 
$50,000. Make sure that everyone 
in the working group uses the same 
figures for costing estimates.

Tip
Once you have estimated individual 
actions, consider total cost esti-
mates for all of the high, medium 
and low priority actions together. 
Think about possible sources of 
funding, including longer-term 
budget considerations. This will be 
useful for your presentation to your 
sponsor. 
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6. Priorities 

You can’t do everything at once. Decide which actions will be 
implemented first, and which can wait. Not all actions that are easy 
to implement and inexpensive need to be high priority. You may 
decide to do just a few small, inexpensive things that will give you 
a quick win now, but focus most of your resources on longer-term, 
more expensive projects that will have a bigger impact, or that will 
affect how you implement other actions. 

For example: You decide that cleaning up litter will be relatively 
low cost and have a big benefit (high priority). You also decide to 
delay painting a mural or buying new street furniture (low priority) 
until you have developed a town theme (high priority). 

•	 High Priority
There is a strong benefit to strengthening visitor 
friendliness (tourism, other community benefits), and 
it is consistent with the vision. Timing considerations, 
costs, organizational readiness and relative 
importance in relation to other initiatives make these 
actions a high priority at this time.

•	 Medium Priority
There is considerable benefit to strengthening visitor 
friendliness (tourism, other community benefits) and 
it is consistent with the vision.  However, because of 
timing considerations, costs, organizational readiness 
and relative importance in relation to other initiatives, 
these actions are considered a lower priority than 
high priority actions at this time.
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1    Expedition Management Consulting. 
Visitor Friendly Camrose : Visitor 
Friendly Community Assessment and 
Action Plan. Alberta Tourism, Parks 
and Recreation, and the City of  
Camrose: 2011.

•	 Low Priority
There is considerable benefit to strengthening visitor 
friendliness (tourism, other community benefits) and 
it is consistent with the vision. However, because of 
timing considerations, costs, organizational readiness 
and relative importance in relation to other initiatives, 
these actions are considered the lowest priority 
at this time. 1

Before You End Session 4: 
•	 Set	the	date	and	time	for	your	next	session.

•	 Encourage	the	group	to	investigate	additional	ideas	
from the Food for Thought pages.
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Food for Thought
Examples of Visitor Friendly Related Initiatives:

Photo: Government of Alberta

Photo: Government of Alberta

Photo: Travel Alberta

Photo: j.communications

Photo: j.communications

Photo: j.communications

Photo: Government of Alberta

Photo: Travel Alberta

Photo: Government of Alberta

Photo: Travel AlbertaPhoto: j.communicationsPhoto: j.communications
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Networking and partnerships:
Talk to contacts in provincial, regional and 
professional organizations for information 
on best practices, and examples of how 
others have addressed similar gaps. 
Check newsletters for ideas. Examples of 
organizations and programs that may be 
helpful include:
•	 Alberta	Visitor	Information	Providers	

Program (AVIP): http://industry.
travelalberta.com/Programs/Vistor%20
Information%20Centres.aspx

•	 Alberta	Tourism,	Parks	and	Recreation	
website:   http://tpr.alberta.ca/tourism

•	 Travel	Alberta	consumer	website:	http://
travelalberta.com/

•	 Travel	Alberta	industry	website:	http://
industry.travelalberta.com/   

•	 Other	tourism	organizations	(Alberta	
based-regional, provincial; national; 
international): http://industry.travelalberta.
com/Marketing%20Toolbox/Working%20
with%20Travel%20Alberta/Industry%20
Resources.aspx

•	 Alberta	Museums	Association:	http://www.
museums.ab.ca/

Accessibility:
Consider children, visitors with disabilities, 
language or cognitive challenges:
Alberta Centre for Active Living: http://
www.centre4activeliving.ca/keyword.
cgi?k=accessibility

Food for Thought
Other sources for ideas:

Programs Related to Community 
Enhancement and Heritage 
Preservation:
A national non-profit organization to enhance 
green spaces:
Communities in Bloom: http://www.
communitiesinbloom.ca/ 
A provincial program to help communities 
preserve historic places:
Municipal Heritage Partnership Program: 
http://www.mhpp.ab.ca/ 
A provincial program to help communities 
conserve historic commercial districts:
Alberta Main Street Program: http://culture.
alberta.ca/ahrf/mainstreetprogram.aspx
Programs related to quality of service : Alberta 
Hotel and Lodgings Association:
http://www.ahla.ca/programs-and-services/
hr-2/ 
A tourism highway signage program oriented 
to the tourism industry:
Sign Up Alberta: http://www.signupalberta.
com/
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Food for Thought
Possible Funding Sources:

Corporate and business donations or 
sponsorships, in-kind services (paint, materials, 
staff time) and other fund-raising activities
Assistance (non-monetary) from volunteer 
groups, including local schools, service clubs, 
societies, and associations. Could include 
contests (e.g., design a town mascot) activities 
(e.g., volunteer clean up days) or on-going 
programs (e.g., community gardens in vacant 
lots)
Alberta Municipal Affairs ‘Municipal Grants’ 
portal website, which contains information on 
various grant programs: 
http://www.municipalaffairs.alberta.ca/
municipalgrants.cfm
Alberta Culture administers grant programs for 
communities and not-for-profit organizations: 
http://culture.alberta.ca/grantprograms/
default.aspx
Alberta Historical Resources Foundation 
provides financial and technical assistance to 
individuals and organizations for initiatives that 
preserve and interpret Alberta’s heritage:
http://culture.alberta.ca/ahrf/default.aspx
Alberta Tourism, Parks and Recreation has a 
listing of other funding sources which may be 
helpful: 
http://tpr.alberta.ca/tourism
Please note that information in the guide 
is thought to be accurate at the time of its 
publication.  Make sure you have current and 
accurate information before you proceed.
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Overall Ambiance/ Visual Appeal
Through the Visitor’s Eyes: The Community Has a Nice Look and Feel 

# Indicators Score Comments

1 Public waste baskets are readily available 3 Have sufficient waste baskets on Main 
Street; could use more along Blue Lake trail 
system

2 Public waste baskets appear well maintained 2 Noted that baskets were overflowing on 
main street and at Blue Lake Park

3 Key locations appear free of graffiti 3 Traces of graffiti on some street posts and 
vacant buildings 

4 Buildings (empty and occupied) appear well maintained 2 Occupied buildings on Main Street main-
tained; empty buildings need attention 
(unsightly, paper window coverings, litter in 
doorways, graffiti on buildings)

5 Streets appear clean 2-3 Main street is generally clean; main route 
into town has litter & weeds along the route, 
especially spring & throughout summer

6 Industrial sites/power lines etc. are camouflaged  
(e.g. with plantings, banners etc.)

3 Secondary access route into town has an 
industrial site that could use camouflage, as 
well as transmission boxes

7 Empty space is well maintained 2 Two vacant lots close to Main Street are 
unsightly (weeds, litter)

8 Heritage buildings appear well maintained 3 Buildings give Main Street character & a 
unique look

9 Public green spaces are visually appealing 3 Blue Lake Park and trail are generally well 
maintained. Waste baskets overflowing

10 Streetscapes are visually appealing (e.g. banners, decora-
tions, plantings visible, etc.)

2 Some banners on Main Street; could be 
more throughout town. Could use more 
plants & greenery; few benches to sit on in 
Main Street & Main Street Plaza

11 Public art/murals are prominent throughout the community 2 One mural on Main Street; maybe have 
more tied in to French theme throughout 
community

An Example From Bienvenue:
The sample report for Bienvenue (Appendix B) will provide you with some 
ideas for developing initiative statements. For example, the team used the 
ratings and comments for the assessment of Overall Ambiance/ Visual Appeal 
and highlighted the top areas for improvement:

Food for Thought
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Overall Ambiance/ Visual Appeal
Through the Visitor’s Eyes: The Community Has a Nice Look and Feel 

12 Pedestrian areas are easy to navigate 3 Pedestrian areas are main street & Main 
Street Plaza - easy to walk around. Walking 
map of Bienvenue that shows a scenic 
walking route to get to Blue Lake Park and 
Trail system

13 Pedestrian areas appear safe 3 Main street appears safe – do an audit for 
all areas?

14 Key locations appear to be well lit 3 Main street has sufficient lights; could use 
more lighting for Blue Lake parking area

15 There are adequate walking trails along scenic viewpoints 3 Yes – Blue Lake trail is very scenic

16 There is an overall theme to the community  
(e.g. consistent signage, etc.)

2 French Village theme on main street – great 
unique lamp posts, banners. Expand theme 
throughout the community?

Food for Thought

Looking at the areas for improvement,  
the team identified three groupings:

Grouping 1: 

 Litter, full wastebaskets, maintenance. Applies to: 
Main Street, main routes into town, Blue Lake Park 

Grouping 2:

 Greenery, plants, resting areas, vacant buildings and lots. 
Applies to: Main Street

Grouping 3: 

	 Community	theming,	murals	&	banners,	public	art,	signs.	
Applies to: whole community
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Food for Thought

The team then developed three initiative statements  
from the groupings: 

Initiative 1: Improve cleanliness of the Town to address:

•	 Litter	along	Main	street,	main	travel	routes	and	other	 
key tourist areas 

•	 Overflowing	public	waste	baskets

 
Initiative 2: Improve visual appeal of Main Street to address:

•	 Warmth	and	colour	on	Main	street

•	 Streetscape	decorations	and	furniture	–	greenery,	benches,	 
areas to sit

•	 Attractiveness	of	vacant	buildings	and	lots

 
Initiative 3: Highlight Bienvenue’s unique character to address:

•	 Community	theming

•	 Murals	&	banners

•	 Public	art

•	 Signage

Finally, they identified specific actions to implement the initiative, and  
evaluated the actions according to the assessment criteria. They recorded  
their work onto flip chart paper to discuss with the large group.
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Action Planning Template

Visitor Friendly Category:         Overall Ambience/Visual Appeal

Area Needing Improvement: 

Litter, full wastebaskets, maintenance.

Applies to: 

Main Street, main routes into town, Blue Lake Park

Initiative:     Improve cleanliness of town to address:
                              - Litter along Main Street, main travel routes and other tourist areas 
                              - Overflowing wastebaskets

Action(s) Required
Timeline 
(or Target 

Date)
Lead by

Possible 
Investment 
/ Operating 

Costs

Priority Evaluation Notes

Have town clean-up days Ongoing Town event 
coordinator

(I)= Low 
(O)= Low High

At least 15 
people vol-
unteer; count 
bags of litter 
collected

Start anti-littering campaign Long term
TBD: Local 
junior high 
school?

(I) = Low 
(O) = Low Low

Amount 
of litter 
collected 
diminishes 
over time

Implementa-
tion team 
to approach 
school; find 
sponsor? 

Empty wastebaskets daily Short term
TBD: Town 
maintenance 
or parks dept?

(I)= Low 
(O)= Moderate High

Spot check 
shows 90% 
of waste 
baskets < 
2/3rd full

Implementa-
tion team to 
determine 
lead.

Food for Thought
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Session 5 – Action Planning Presentations 

Suggested time to complete: 4 hours

Suggested preparation: •	 Review	material	from	last	session
•	 Review	Section	6:	Develop	Your	Report

Session goal: Complete action planning, present action plans for  
each category; discuss preparing the draft report

Topics covered in this session: •	 Project	status	and	follow-up	from	last	session
•	 Action	plan	presentations
•	 Confirm	initiatives,	action	assessments	and	

priorities
•	 Preparing	draft	report

Suggested materials: •	 Flip	chart	or	white	board	+	digital	camera/smart	
phone for recording white board information

•	 Visitor	Friendly	Guide
•	 Small	team	action	planning	flip	chart	work	 

from previous session 
•	 Completed	Visitor	Friendly	Community	Assessments
•	 Photos	from	Session	2
•	 Completed	Top	Areas	of	Visitor	Friendly	Strengths	

and Areas for Improvement 
•	 Visitor	Friendly	Vision	Statement	–	 

display on flip chart or white board
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1. Complete Action Planning – Small team work

Break into the small teams from last session and finalize the action  
plans for their categories, including any ideas from the Food for  
Thought pages. Each team should choose a spokesperson to  
present the action plan. 

2. Action Planning Presentations – Large group discussion

Each team will present its proposed action planning for its assigned 
category(s) to the larger group.  Allocate one half hour for each  
category. Use the flip charts where teams have recorded their  
preliminary initiatives and actions to focus the large group discussion. 

After each presentation, invite other group members to ask questions  
and make comments about the recommended actions. Make any  
necessary modifications as needed from the large group discussion.

Once the group has agreed upon the action plans, transfer  
the information from the flip charts to the electronic Action  
Planning template so you can include it in your draft report. 

3. Pulling Information Together – Large group discussion

The working group has completed the assessment and action planning.  
Now it’s time to prepare a draft report that presents the work and  
findings from the group. Discuss what should be included in the report. 
Ensure the plan references your working group’s major activities — this  
way, your work results are documented into one easily accessible place.

Look at the suggested report outline in the Food for Thought page 
for information to help guide you. 

Create an outline for the draft report. Your report will be specific to  
your community, so make sure that you include any other relevant 
 items. The sample report for the fictional Town of Bienvenue   
(Appendix B) provides an example of what a report might look like.



       Table of Contents        1         2         3        4          5         6         7         Section Start         Section Tools           Appendices                     

119

ACTION PLANNING...  Setting the Course

SECTION 5

Identify group member(s) who will develop the draft report. 
Give the report writer electronic versions of the worksheets and 
summary forms, as well as photographs and any other useful 
information. The draft report should be distributed prior to the 
next work session so you can review it as a group at that time.

The group should begin to think about when it might present  
the report to its sponsor.  Consider: 

•	 The	amount	of	time	needed	to	develop	and	
review the report, including time for changes and 
preparation of a final draft 

•	 Sponsor	schedules	(e.g.	if	municipal	council	is	your	
sponsor, you will need to schedule your presentation 
into a council meeting agenda)

Summary

In this section, you covered:

•	 Confirming	top	areas	for	improvement

•	 Developing	draft	initiatives

•	 Identifying	and	assessing	draft	actions

•	 Confirming	initiatives,	actions	and	priorities

•	 Creating	an	outline	for	the	draft	report

•	 Assigning	report	writing	tasks	and	deadlines	

  Before you end Session 5:
•	 Set	a	timeline	for	circulating	the	draft	report	prior	to	

the next session so members have an opportunity to 
review it before you meet

•	 Set	the	date	of	the	next	session

Remember
The draft report will include the visi-
tor friendly assessment (where you 
are); your vision statement (where 
you want to be) and the action plan 
(how you will get there). 
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Food for Thought

Suggested report outline: 

1. Introduction:

a. Explain what visitor friendly means to your community, benefits and reasons 
for why it’s useful.  Include your proposed vision (from Session 2)

b. Describe who sponsored the project and list all working group members 
and their affiliated organizations 

 
2. Community assessment:

a. Briefly describe the process used for your assessment. (e.g., using a visitor 
eyes perspective, on-site visit using the assessment tool, photographing 
your community) 

b. Provide a summary of your community’s general tourism situation using 
your simplified market assessment (from Session 1 activities).

c. Key visitor friendly findings - List the top areas of your community’s visitor 
friendly areas of strength and areas for improvement (from Session 3 
activities)

 
3. Action plan:

a. Insert your completed action plan charts here  
(from Sessions 4 and 5)

b. Make sure that criteria used in assessing the actions are provided so the 
reader understands the charts

 
4. Next Steps / Implementation:

a. Make recommendations about the next steps, including who would take the 
lead in overseeing and coordinating action plan implementation.  Normally, 
this will be the sponsor with active involvement from its staff.

 
5. Appendices (if needed):

a. Completed community assessment forms (from Sessions 2 and 3)

b. Photographs (selected from Session 2)

Remember
Use the electronic assessment  
and action planning forms to  
prepare your report.  
www.tpr.alberta.ca/tourism
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Section Tools

Suggested time to complete: 4 hours

Suggested materials: •	 Flip	chart	or	white	board	+	digital	camera/smart	
phone for recording white board information

•	 Flip	chart	paper	for	each	group
•	 Visitor	Friendly	Guide
•	 Completed	Visitor	Friendly	Community	Assessments
•	 Photos	from	Session	2
•	 Top	Areas	of	Visitor	Friendly	Strengths	and	Areas	for	

Improvement from Session 3 
•	 Visitor	Friendly	Vision	Statement	–	display	on	flip	

chart or white board

Session 4 – Action Planning 

Tools 5
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Section Tools

Suggested Agenda: Session 4
Appx Time Agenda Topics Lead by

10 minutes Recap of last session:
•	 any	observations	/	comments	from	last	session
•	 purpose	of	this	session

Chair 

30 minutes Large Group activity:
•	 Review	top	areas	for	improvement	to	confirm	consensus	/	

remove possible duplication
•	 Overview	of	action	planning	approach

Chair / group facilitator

60 minutes Action planning:
•	 Small	team	work	to	identify	preliminary	actions	and	 

address other implementation aspects

Small team work

15 minutes Large group discussion:
•	 Pause	point	–	how	is	it	going?		Any	concerns	 

about action planning?
•	 Discuss	ways	to	overcome	identified	concerns

Chair / group facilitator

90 minutes Continue with Action Planning:
•	 Go	back	into	your	small	teams	to	continue	action	planning

Small team work

10 minutes Wrap up / Next Steps:
•	 Next	work	session	date	&	time;	purpose	/	activities
•	 Next	session	to	continue	with	developing	actions

Chair
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Action Planning Template

Visitor Friendly Category: Overall Ambiance / Visual Appeal

Area Needing Improvement: Applies To:

Initiative:

Action(s) Required
Timeline 
(or Target 

Date)
Lead by

Possible 
Investment (I)/ 

Operating 
Costs (O)

Priority Evaluation Notes

(I)=
(O)=

(I)=
(O)=

(I)=
(O)=

(I)=
(O)=

(I)=
(O)=

(I)=
(O)=
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SECTION 5

Action Planning Template

Visitor Friendly Category: Wayfinding and Signage

Area Needing Improvement: Applies To:

Initiative:

Action(s) Required
Timeline 
(or Target 

Date)
Lead by

Possible 
Investment (I)/ 

Operating 
Costs (O)

Priority Evaluation Notes

(I)=
(O)=

(I)=
(O)=

(I)=
(O)=

(I)=
(O)=

(I)=
(O)=

(I)=
(O)=

Section Tools
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SECTION 5

Section Tools

Action Planning Template

Visitor Friendly Category: Quality of Service and Professionalism

Area Needing Improvement: Applies To:

Initiative:

Action(s) Required
Timeline 
(or Target 

Date)
Lead by

Possible 
Investment (I)/ 

Operating 
Costs (O)

Priority Evaluation Notes

(I)=
(O)=

(I)=
(O)=

(I)=
(O)=

(I)=
(O)=

(I)=
(O)=

(I)=
(O)=
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SECTION 5

Action Planning Template

Visitor Friendly Category: Public Services and Visitor Amenities

Area Needing Improvement: Applies To:

Initiative:

Action(s) Required
Timeline 
(or Target 

Date)
Lead by

Possible 
Investment (I)/ 

Operating 
Costs (O)

Priority Evaluation Notes

(I)=
(O)=

(I)=
(O)=

(I)=
(O)=

(I)=
(O)=

(I)=
(O)=

(I)=
(O)=

Section Tools
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SECTION 5

Section Tools

Action Planning Template

Visitor Friendly Category: Visitor Information

Area Needing Improvement: Applies To:

Initiative:

Action(s) Required
Timeline 
(or Target 

Date)
Lead by

Possible 
Investment (I)/ 

Operating 
Costs (O)

Priority Evaluation Notes

(I)=
(O)=

(I)=
(O)=

(I)=
(O)=

(I)=
(O)=

(I)=
(O)=

(I)=
(O)=
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SECTION 5

Section Tools

Action Planning Template

Visitor Friendly Category:       General Areas for Improvement that Apply Across the    
                                                           Community to Visitor Friendliness

Area Needing Improvement: Applies To:

Initiative:

Action(s) Required
Timeline 
(or Target 

Date)
Lead by

Possible 
Investment (I)/ 

Operating 
Costs (O)

Priority Evaluation Notes

(I)=
(O)=

(I)=
(O)=

(I)=
(O)=

(I)=
(O)=

(I)=
(O)=

(I)=
(O)=



       Table of Contents        1         2         3        4          5         6         7         Section Start         Section Tools           Appendices                     

129

ACTION PLANNING...  Setting the Course

SECTION 5

Suggested time to complete: 4 hours

Suggested materials: •	 Flip	chart	or	white	board	+	digital	camera/smart	
phone for recording white board information

•	 Visitor	Friendly	Guide
•	 Small	team	action	planning	flip	chart	work	 

from previous session 
•	 Completed	Visitor	Friendly	Community	Assessments
•	 Photos	from	Session	2
•	 Completed	Top	Areas	of	Visitor	Friendly	Strengths	

and Areas for Improvement 
•	 Visitor	Friendly	Vision	Statement	–	 

display on flip chart or white board

Session 5 – Action Planning 

Section Tools
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SECTION 5

Section Tools

Suggested Agenda: Session 5
Appx Time Agenda Topics Lead by

10 minutes Recap of last session:
•	 any	observations	/	comments	from	last	session
•	 purpose	of	this	session

Chair 

60 minutes Continue with action planning:
•	 Go	back	into	your	small	teams	and	complete	action	plan-

ning for assigned category(s)
•	 discuss	presentation	to	large	group

Small team work

2 ½ hours  
(150 minutes)

Large group discussion:
•	 small	teams	present	preliminary	action	plan	for	input,	

questions	&	modify	as	needed
•	 ½	hour	allocated	for	each	presentation

Chair /  
team presentations

15 minutes Large group discussion:
•	 Pulling	information	together	for	the	report
•	 Discuss	time	frame	for	presentation	to	sponsor

Chair

10 minutes Wrap up / Next Steps:
•	 Next	work	session	date	&	time;	purpose	/	activities

Chair

Section 6
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YOUR  
REPORT...
Bringing it All Together

SECTION 6

Visitor Friendly Alberta

Section 6



132

Photo:  Travel Alberta



133

DEVELOP YOUR REPORT...  Bringing it All Together

SECTION 6

       Table of Contents        1         2         3        4          5         6         7         Section Start         Section Tools           Appendices                      

Suggested Time to Complete: 3 hours

Suggested preparation: •	 Report	writer	should	create	a	draft	report
•	 Circulate	draft	report	to	all	group	members	 

for review
•	 Review	Section	7

Session goal: Finalize report and prepare for presentation  
to the Sponsor

Topics covered in this session: •	 Input	and	approval	from	the	group	on	the	
draft report

•	 Consider	presentation	to	the	Sponsor
•	 Discuss	the	transition	to	the	 

implementation phase

Suggested materials: •	 Draft	report
•	 Completed	worksheets	&	summaries	from	all	work	

sessions (if needed)
•	 Flip	charts,	pens,	tape
•	 Computer	/	LCD	projector	for	showing	photos	and	

draft report (if needed)

Session 6: Draft Report Review

Start Sec 6
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SECTION 6

1. Review the Draft Report – Large Group Discussion

The Visitor Friendly Assessment Report provides a benchmark for 
where your community is now, and sets the framework for moving 
forward.  Once complete, your report should be used in two ways:

1. As a document presented to your sponsor for 
approval, endorsement, and implementation

2. As a resource, to use and update throughout action 
plan implementation

 
All of the major work completed in Sessions 1-5 should now be 
compiled in one document. All group members should have had 
an opportunity to review the draft report prior to this session. As 
a group, go through the report section by section to ensure that 
everyone agrees on what has been included, and to make sure 
nothing significant has been left out. 

The group may feel that various worksheets do not need to be 
included in the final report. Even if you do not include everything 
in the document, make sure that all master worksheets and forms 
(paper and electronic) are kept in a Visitor Friendly file accessible 
to the implementation team. This will be useful for anyone outside 
of the working group, such as your sponsor or members of the 
implementation group, who were not involved in the process.

Discuss suggestions for funding implementation of the action 
plan. If you think your cost estimates are reasonably accurate, you 
could include budget information in your presentation to your 
sponsor. Otherwise, think about possible sources for funding. If 
you decide not to include this information in your presentation, 
you should still have the information ready in case you are asked. 

Once the group has reviewed the overall report and any changes 
have been noted, arrange a time to present the report to your 
sponsor. Have the report writer document changes to the report. 
Send the revised draft report out to the group for one last review. 
Based on comments received, decide if an extra meeting is needed 
to discuss possible outstanding concerns.
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SECTION 6

2. Presentation to Your Sponsor –  
     Large Group Discussion

As a group, discuss where and when you could present your 
report to the sponsor. Consider sponsor schedules, e.g., timing of 
municipal council meetings. 

 The presentation should include the following elements: 

1. Introduction
a. An explanation of visitor friendliness and its benefits 

to the community

b. Who participated in the assessment

c. Methodology – assessments and action planning

2. Visitor Friendly Vision

3. Key findings from the assessment, including areas of  
 visitor friendly strengths and areas for improvement 

4.  Key initiatives and actions identified

5.  Next steps: implementation
a. Suggested timelines

b. Recommendations for who would oversee 
implementation of the total plan

c. Suggested funding sources (optional, if appropriate)

6. The ask: what you want from your sponsor
a. Endorsement of the report  

b. Implementation of the action plan

c. Sponsor involvement (e.g., providing a representative 
to the implementation committee)

7. Summary and thank you

8. Questions

Tip
Presentation pointers:
•	 Determine	who	from	the	group	

will give the presentation. Will 
one person do all the speaking, 
or will a few people cover  
different items?

•	 Whoever	speaks	must	be	com-
fortable with public speaking

•	 Find	out	how	much	time	you	 
will have and modify your  
presentation to fit, including  
time for questions and answers. 

•	 Find	out	what	presentation	tools	
are available, e.g., is there a  
LCD projector so you can do  
a PowerPoint presentation,  
or will you need slides or  
presentation boards? 

•	 Make	speaking	notes
•	 Practice	your	presentation	 

beforehand
•	 Use	select	photographs	 

(if needed) to illustrate your 
presentation

•	 All	members	of	your	working	
group should attend the  
presentation, if possible.  
This will help show support  
for the report
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SECTION 6

After the presentation, make any necessary refinements to the 
report based on comments and feedback received from your 
sponsor.  Once the sponsor has formally endorsed the plan, your 
work here is done.

 
Summary

In this session, you covered:

•	 Final	changes	to	your	Visitor	Friendly	Community	
Assessment Report

•	 Presenting	your	report	to	your	sponsor	

Before You End Session 6:

Congratulate your working group for a job well done!

 
Next steps

After your presentation, you should have:

•	 Received	your	sponsor’s	formal	endorsement	of	the	
report 

•	 Received	support	for	moving	forward	with	
implementing the action plan

Now that your report has been endorsed, the working group 
has completed its role, which was to conduct a visitor friendly 
assessment of where your community is today, and develop 
the action plan for where you want to be. The next steps look at 
establishing a team to begin implementation of your action plan.

Some of the final responsibilities of the Chair (and Champion) 
will be to address organizational matters for transitioning to the 
implementation phase. 

Photo: Government of Alberta
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SECTION 6

For example:

•	 Confirm	ownership	of	the	plan,	master	worksheets	
and where these will be housed

•	 Confirm	who	will	be	responsible	for	leading	and	
coordinating implementation activities. Would the 
sponsor assume this leadership role or would the 
sponsor delegate this responsibility to the existing 
group or another organization?

•	 Make	suggestions	about	the	composition	of	the	
implementation team—assess whether or not the 
existing group or a new group is appropriate, or 
if it should be a combination of existing and new 
members.

•	 Set	the	date	for	the	first	session	of	the	suggested	
implementation team and sponsor representative.  
At this session, the sponsor and group will focus on 
organizational matters, such as coordinating roles and 
responsibilities as it relates to implementation.

Before the first implementation team session: 
•	 Ensure	all	attendees	review	the	endorsed	Report	and	

Action Plan and Section 7.
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SECTION 6

Section Tools

Suggested Time to Complete: 3 hours

Suggested materials: •	 Draft	report
•	 Completed	worksheets	&	summaries	from	all	work	

sessions (if needed)
•	 Flip	charts,	pens,	tape
•	 Computer	/	LCD	projector	for	showing	photos	and	

draft report (if needed)

Session 6 – Developing the Report

Tools 6
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SECTION 6

Section Tools

Suggested Agenda: Session 6
Appx Time Agenda Topics Lead By

10 minutes Recap of last session:
•	 any	observations	/	comments	from	last	session
•	 purpose	of	this	session

Chair 

90 minutes Review of draft report:
•	 make	any	necessary	modifications	to	action	plan	 

section, come to consensus on action plan priorities
•	 make	any	necessary	modifications	to	remainder	 

of draft report

Chair / group facilitator

45 minutes Large group discussion:
•	 discuss	implementation	(section	7)—transition	to	imple-

mentation,	roles	&	responsibilities	for	moving	forward,	
phasing of work

•	 discuss	presentation	to	sponsor,	including	who	presents;	
confirm	date	&	time	(if	already	scheduled)

•	 Other	items,	as	needed

Chair / group facilitator

15 minutes Wrap up / Next Steps:
•	 Revise	draft	report	and	distribute	for	final	review	 

by working group
•	 Individual	review	of	final	draft	report—determine	 

when need to receive comments
•	 Determine	if	one	last	session	of	the	working	 

group is needed to review & come to consensus  
on the final plan

•	 As	needed,	keep	members	updated	on	final	activities	and	
presentation date

Chair

Next steps:  presentation to sponsor for endorsement and 
support of your Visitor Friendly Community Action Plan
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Visitor Friendly Alberta

Section 7
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SECTION 7

       Table of Contents        1         2         3        4          5         6         7         Section Start                                        Appendices                     

Section 7 – Implement, Monitor, Measure:  
Are You There Yet?

Topics covered in this section:

•	 Organizing	the	implementation	team

•	 Monitoring

•	 Measuring	

•	 Results

While delivery of the report signals the end of the assessment 
and action planning process, your work will continue as you 
move forward with implementing your visitor friendly action 
plan. You will also want to monitor and measure results over time. 

Remember
Ongoing evaluation is absolutely 
essential to make sure that you 
know you are on track, where you 
have had success and where you 
need to adjust and refine.  

SECTION 2

GETTING STARTED...  
Are you ready?

•	 Champion	&	Sponsor

•	 Establish	Working	Group

•	 Timelines,	Logistics,	 
Workplans

SECTION 3

DREAMING...  
Where do you want  
to be?

•	 What	does	Visitor	Friendly	
mean to you

•	 Benefits

•	 Who	are	your	Visitors

•	 Visioning

SECTION 5

ACTION PLANNING...  
Setting the course

•	 Develop	Initiatives	and	
Actions

SECTION 7

IMPLEMENT, MONITOR, 
MEASURE...  
Are you there yet?

•	 Organize

•	 Implement

•	 Monitor

•	 Measure

•	 Results

SECTION 6

DEVELOP YOUR  
REPORT...  
Bringing it all together

•	 Develop	the	Report

•	 Present	to	Sponsor

SECTION 4

COMMUNITY  
ASSESSMENT...  
Where are you now?

•	 Site	Visit	&	Photography

•	 Complete	Assessment

•	 Identify	areas	for	 
Improvement

How do you get there?

Start Sec 7
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SECTION 7

1. Organizing the Implementation Team

The working group has fulfilled its commitment and done a 
great job in assessing and developing the action plan. The 
implementation team may be a different entity from the 
assessment and planning work group. While both groups are 
important to the project, each group has different functions and 
may require different skill sets. It is recommended that some group 
members sit on the implementation team for continuity.

There will be a transition period as you move from planning 
to implementation activities. For example, there may be a 
new project leader since the sponsor may assume leadership 
responsibilities for overseeing and coordinating implementation. 
Or new members may be added because of their expertise and 
skills needed for implementation. New members will need to gain 
an understanding of the process followed by the working group 
and the resulting visitor friendly community action plan.

Be clear about the roles and responsibilities of the implementation 
team, including timelines. You may wish to draft a team charter. 

Set regular meetings to:

•	 provide	status	reports	on	initiatives	and	actions,	
monitoring and measuring

•	 develop	alternative	actions	when	needed

•	 determine	if	any	general	tasks	are	needed	to	help	
achieve overall plan results

•	 address	any	problems	that	arise

•	 support	team	members	efforts

Photo: Travel Alberta
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SECTION 7

Implementing the Plan

Where to start?  A general approach might be to first review the 
actions by priority.  Review the high, medium and low priority 
actions identified in the endorsed report. Review the actions 
in more detail and refine timelines. Of the high priority actions, 
determine which ones could be achieved over the next 12 to 18 
months. Are there a few medium priority actions that could be 
easily achieved within that time frame? Don’t forget to consider 
cost factors in organizing priorities.

There may be some longer-term, high-priority actions that need 
to be started immediately. For example, making businesses, 
attractions and public buildings more accessible to wheelchairs 
and strollers may take several steps over a period of time, such 
as consulting with stakeholders and experts, reviewing existing 
municipal policies, developing guidelines, obtaining support and 
identifying funding sources.

The implementation team can provide leadership and support to 
the organizations, groups or individuals who have been assigned 
responsibility for the actions, particularly if these groups are 
not members of the implementation team. Invite these groups 
to report on the implementation activities that they have been 
working on.  

Where appropriate, seek out partners or funding sources to 
help implement various actions. For example, could the local 
gardening store contribute bedding plants or hanging flower 
baskets for Main Street? Decide on a sponsor recognition package, 
with appropriate levels of recognition for different types of 
contributions. (e.g., bronze, silver, gold, and platinum sponsors, 
with bronze sponsors receiving a mention by name in the town 
annual report, while platinum sponsors get their name on a 
plaque at the park or a special sticker for their business door.) 

Tip
Look for some actions that  
provide quick wins and visible 
small successes. This may create 
momentum and invigorate the 
team to continue with its efforts.
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SECTION 7

Refer back to the Food for Thought pages in Section 5 for possible 
funding sources and other ideas to consider as you begin to 
implement your plan.

Before you begin implementing actions, review the suggestions in 
the Measuring section below to make sure that your efforts are on 
target and effective. 

Monitoring

Monitoring and reviewing progress will determine if the team is 
on track with its activities, and results that it wants to achieve. It 
will keep the team focused. Use the team meetings to provide 
status reports and updates about activities. At that time, the team 
can make revisions to the activities or timelines and address any 
issues or concerns. These could be formal reviews set regularly, for 
example, at the end of each quarter.

Make sure that the sponsor is informed of progress on the action 
plan at regular intervals.   

Measuring

Before you begin implementing the actions, make sure that you 
know what end result you want to achieve from each action.

Remember to be SMART:
•	 Specific – give details about what you are going to 

do and why

•	 Measurable – you can evaluate results objectively

•	 Achievable – tasks are within the abilities and budget 
of the community 

•	 Relevant – results will help you become more visitor 
friendly

•	 Timely – the plan contains specific, reasonable time 
frames for achieving results 
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SECTION 7

Each of the actions from your plan will have identified how it 
would be measured and evaluated. Review the measurements to 
confirm that they would accomplish the intended outcome within 
the specified timeframe. Make necessary adjustments to ensure 
that results will be targeted and effective. 

Some measurements may be easy to evaluate. You will know 
whether or not the action has resulted in the intended outcome.  

For example:

•	 Initiative:	improve	the	visual	attractiveness	of	main	
street by giving it more warmth and colour

•	 Actions:	Place	planters	along	main	street	in	spring	
and summer of this year; ensure that planters are 
maintained and flowers watered

•	 Measurement:	Number	of	planters	and	baskets	in	place	
(e.g. six per block); planters are full and flowers are 
blooming and healthy

The measurements are objective and easy to verify. 

Other measurements may be harder to evaluate. The 
implementation team needs to decide on measurement 
procedures before you begin working on the action, and ensure 
that the evaluation criteria actually measures the result you want 
to achieve. 

For example:

•	 Initiative:	improve	the	quality	of	service	of	the	visitor	
information centre staff

•	 Actions:	ensure	all	staff	annually	attend	the	training	
programs and familiarization tours offered by the 
regional tourism organization

•	 Measurement:		all	staff	have	participated	in	training	and	
familiarization tours; visitors are satisfied with the level 
of service provided
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SECTION 7

In this example, the measurement is objective, but does it capture 
what you want to achieve? Does attending the training programs 
automatically improve visitor service? It will help, but you may also 
need another way of measuring results. In this case, you may want 
to determine specific areas of service that require improvement 
in order to set a benchmark. (e.g., Staff smile and greet visitors; 
staff are able to give directions to town attractions and businesses, 
staff are neatly dressed and polite.) Some measurement options 
could be to conduct mystery visits or to develop an exit survey 
for visitors to the VIC to collect visitor feedback and determine 
whether or not service is improving. 

Other factors that should be considered prior to implementing 
these actions might be the costs of developing and administrating 
the mystery visits or the survey, as well as participant incentives for 
the survey (e.g. name entered in a draw, pens, pins) and compiling 
the information. 

Results

All of the above activities will move you forward with a series of 
results and outcomes that will collectively contribute towards 
achieving your vision.  Recognize and celebrate major milestones 
that move your community forward with its vision on becoming 
visitor friendly. 
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Sample Mystery Shop  
Evaluation Form

APPENDIX A

Facility                     Rating

1. Regarding the OUTSIDE of the facility, please rate the following aspects  
using a scale of 1 (poor) to 5 (excellent):        

  a. Condition of parking area (road surface, cleanliness, etc.)    

  b. Condition of grounds - landscaping, picnic area (well maintained, clean, free of litter)

  c. Condition of entryway (well maintained, clean)

  d. Hours of operation were visible

  e. Waste containers were available and reasonably empty

  f. Facility was easy to find (well marked by directional signage/building signage)

  g. Access to sufficient visitor parking available

 Comments:        

 1 2 3 4 5

YES    /    NO

Note
The sample form is provided only  
to illustrate the types of indicators 
that might be considered for a 
mystery shop. Use it as a guide for 
developing your own evaluation 
form.

Date: 

Name / Location:

Start Time:   am / pm  End Time:   am / pm

Continued on the next page

Appendix A



       Table of Contents        1         2         3        4          5         6         7         Section Start                                        Appendices                      

154

Facility                     Rating

2. Regarding the INSIDE of the facility, please rate the following aspects  
using a scale of 1 (poor) to 5 (excellent):        

  a. Cleanliness of the facility 

  b. Interior was free of unnecessary clutter      

  c. Interior lights were all working      

  d. Atmosphere was welcoming           
 

 Comments:        

 1 2 3 4 5

3. Regarding the FACILITY WASHROOMS, please rate the following aspects  
using a scale of 1 (poor) to 5 (excellent):         

  a. Cleanliness (i.e. counters and mirrors were clean)      

  b. Sinks and dispensers were in good working order      

  c. Toilets were in good working order      

  d. Availability of supplies (toilet paper, soap, etc.)      

  e.  Wheelchair accessible (width of door/stalls wide enough for a wheelchair,  
  no uneven surfaces)             
     

 Comments:        

 1 2 3 4 5
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Initial Contact                    Rating

1. Were you acknowledged when you first entered the facility?       

2. Did you have to wait before being assisted?        

3. If the answer to the previous question was YES, please specify the number  
of minutes you had to wait        

4. Was the wait time reasonable given the number of customers in the  
facility/waiting for service?        

5. Did staff approach you or did you have to approach staff for assistance/service?     
           

 Comments:        

 1 2 3 4 5

YES    /    NO

YES    /    NO

YES    /    NO

YES    /    NO

YES    /    NO

min.

APPENDIX A

Continued on the next page



       Table of Contents        1         2         3        4          5         6         7         Section Start                                        Appendices                      

156

Customer Encounter                   Rating

1. Appearance and Professionalism:        

  a. Staff are appropriately attired  
  (i.e. look professional, clean uniform, name tag, etc.) - Note name       

  b. Acceptable hygiene      

  c. Body language suggests interest      

  d. Professional approach (i.e. not chewing gum, eating at the counter, horseplay, etc.)     
            

 Comments:        

 1 2 3 4 5

2. Customer Service Skills:         

  a. Greeted you promptly (verbally or with eye contact)      

  b. Greeting was friendly/sincere (including smile quality)      

	 	 c.	 Made	eye	contact	(frequency	&	quality)	 	 	 	 	 	

  d. Gave full attention      

  e. Willingness to help             
          

 Comments:        

 1 2 3 4 5

APPENDIX A



       Table of Contents        1         2         3        4          5         6         7         Section Start                                        Appendices                     

157

Customer Encounter                   Rating

3. Communication Skills:        

  a. Listened to you attentively      

  b. Spoke clearly and articulately      

  c. Used appropriate vocabulary            
           

 Comments:        

 1 2 3 4 5

4. Established Rapport and Interpersonal Skills:         

  a. Hospitable/Sincere/Friendly      

  b. Showed genuine empathy and genuine concern towards your needs      

  c. Thanked you for visiting the facility and invited you to come back       
               

 Comments:        

 1 2 3 4 5

APPENDIX A

Continued on the next page
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APPENDIX A

Customer Encounter                   Rating

5. Local / Regional Tourism Knowledge:        

  a. Able to answer local / regional tourism related questions      

  b. On-site tourism resources available (e.g. maps, brochures)      

  c. On-site tourism resources used to respond to questions         
                

 Comments:        

 1 2 3 4 5

6. Overall Impression:         

  a. Overall level of satisfaction with the facility - Please comment      

  b. Overall level of satisfaction with staff you encountered - Please comment       
               

 Comments:  

  c. What is the one thing that was done very well - facility and/or staff?

  d. What is the one thing the facility and/or staff should try to improve?     

 1 2 3 4 5

Total Score
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Sample Visitor Friendly Assessment Report  
Town of Bienvenue

APPENDIX B
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Visitor Friendly Community Assessment Report: 
Town of Bienvenue 

(MM / YYYY)

1. Introduction 

Bienvenue is a small community in rural Alberta with a unique 
history and character. Originally settled by French colonists in 
the late 1880s, our community boasts a relatively intact heritage 
district on Main Street, beautiful green spaces, and several nearby 
recreation opportunities and campgrounds. We can build upon 
these assets to help strengthen tourism in our town, which could 
lead to increased economic activity. 

A key component to strengthening tourism is to become more 
visitor friendly in order to make the experience of visiting 
Bienvenue easy, enjoyable and memorable. The quality of the 
visitor experience affects how likely visitors are to stop in the 
community or return for a repeat visit, and how they will talk 
about Bienvenue to friends and family. For example, having 
attractive signage at community entrances makes visitors feel 
welcome, a beautifully landscaped main street leaves a positive 
first impression, and friendly customer service makes the visit 
easy and enjoyable. A pleasant experience encourages people to 
stop, stay longer, spend more money, visit again and tell friends 
and family good things about Bienvenue. In contrast, confusing 
signage, poorly maintained buildings and streets, and litter-filled 
vacant lots are frustrating or even intimidating to visitors and 
create a negative impression, decreasing the chances that they 
will stop or return. 

Putting time and resources into becoming more visitor friendly 
will have benefits for tourism. It can also help develop community 
pride, create more amenities for residents, and potentially 
encourage visitors to relocate here.

Note
The Town of Bienvenue is fictitious. 
The contents of the report do not 
represent any particular community 
and are used solely for illustrative 
purposes. You are welcome to use 
it in any way, including modifying it 
to develop a report that meets your 
community and sponsor’s needs. 

Appendix B



       Table of Contents        1         2         3        4          5         6         7         Section Start                                        Appendices                      

160

Last spring the Town of Bienvenue sponsored a working group to 
study and make recommendations about how to become more 
visitor friendly. This report is the result of the working group’s 
efforts, and includes both an assessment of our current state of 
visitor friendliness, and an action plan for how to address the top 
areas needing improvement. 

The working group developed the following vision statement to 
guide us during this process: 

“Bienvenue is a community where visitors from near and far feel 
welcomed. It is clean, attractive, and conveys a sense of our unique 
heritage as a Francophone community. Businesses and attractions 
are easy to find, and provide friendly service.”

This should continue to be the guiding statement for decisions 
and actions during implementation of the plan. 

2. Working Group

A variety of stakeholders from Bienvenue participated on the 
working group. Members were selected for their interest in 
tourism, and to ensure diverse community representation. The 
working group invited a new resident to participate in order to 
help us see our community from a fresh perspective. 

Our working group members were:

•	 John	Brown	–	Town	of	Bienvenue,	Economic	
Development Officer

•	 Sarah	Green	–	Bienvenue	Tourism

•	 Anne-Marie	Tremblay	–	Bienvenue	Chamber	of	
Commerce

•	 Jim	Peters	–	Visitor	Information	Centre

•	 Alexandre	Lacroix	–	Historical	and	Performing	Arts	
Society

•	 Bob	Holmes	–	Community	Lions	Club

•	 Brenda	Smith	–	Lakeshore	Campground
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•	 Karen	Michaels	–	Karen’s	Klothes

•	 Tom	Campbell	–	Voyageur	Canoe	Adventures	Ltd.	

•	 Denise	Leblanc	–	Festival	du	Sucre	(Maple	Festival)	

•	 Ibrahim	Drogba		–	Bienvenue	Bistro	(New	resident	
representative)

 
3. Approach

The assessment and action planning followed a self-guided, 
five-step process outlined in the guide “Visitor Friendly Alberta: 
A guide to welcoming tourists to your community.” Six working 
sessions were held over a five-month period from June to 
October.  

 The approach centred on seeing the community through visitor 
eyes. The group conducted an on-site assessment of Bienvenue 
and tried to look at the community as though we were seeing it 
for the first time. Working in small teams, we took photographs 
and completed assessment forms in each of the five categories 
of visitor friendliness. Next, the group analysed the findings 
and identified the community’s strengths and top areas of 
improvement. The group then developed an action plan outlining 
a series of initiatives and specific actions to address each area of 
improvement. Once Council has approved this report, the next 
phase of the project will be to implement the action plan and 
monitor results, making adjustments to the plan as needed. 

4. Current Tourism Situation 

Understanding our community’s current role in tourism is an 
important part of the visitor friendly assessment. Knowing who 
currently visits our community and why tells us what visitors are 
looking for when they come to our community, how we can meet 
their needs, and provides us with a baseline to measure changes 
in tourism after we implement the action plan.  
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The group completed a simplified market assessment, which 
provides a general indication of who comes to Bienvenue. 
We drew on visitor information collected by the Museum 
of Bienvenue and the Visitor Information Centre (VIC), and 
discussions with local businesses, event organizers, and local 
accommodation establishments. We appreciated the time they 
spent with us to share information. However, we recommend 
collecting visitor information in a more consistent and 
coordinated fashion in order to get a better picture of both visitor 
needs and a more accurate baseline. For example, campgrounds, 
motels and other accommodation could all use the same form to 
collect information about point of origin and length of stay, while 
event organizers could collect attendance figures for the various 
festivals and events.

According to the information collected at the VIC and the 
museum, Bienvenue receives approximately 5,000 visitors a year. 
(The actual number may be higher, as not all visitors will go to 
these facilities on every visit.) We found that our two key tourism 
markets	are	young	families	and	mature	couples	(55+).	The	
majority (65 per cent) are same day trip visitors, who come from 
over 40 km away and return home the same day. The rest are 
overnight visitors, with the majority staying for one night. Many 
overnight visitors are on their way to another destination.

The main reasons for visiting were to:

•	 Visit	friends	and	family

•	 Visit	area/community	attractions	and	events,	or

•	 Stop	en	route	to	another	destination	for	fuel,	food	or	
a rest stop. 

According to information from the VIC, the main attractions in 
Bienvenue are seasonal. The summer season draws the most 
visitors (60 per cent), while the fall season sees the second 
highest visitation (35 per cent). Two key weekend festivals 
and events held outside summer and fall receive significant 
visitation from out of town visitors. These were the annual 
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Winter Wonderland festival in December and the Old Timers 
Curling Bonspiel held each February. Local motels and bed-and-
breakfasts report being fully booked during these events, but 
information on visitors is not currently being collected. Christmas, 
Easter and other holiday times account for most other visitation, 
especially with people visiting friends and family. 

During the summer, visitors are attracted to recreational 
opportunities at Blue Lake, including canoe rentals, hiking/
cycling trails, and golfing. Overnight visitors to Blue Lake stayed 
at the campground or the RV park. Based on the experience 
of park interpreters and campground staff, both day-use and 
overnight visitors to Blue Lake also come into town to experience 
the heritage district on Main Street, which offers shopping for 
souvenirs, antique furniture, clothing and local crafts, as well 
as several restaurants.  Visitors also purchased groceries and 
incidentals at stores in the strip mall along the highway, outside 
of the heritage district. 

The heritage district downtown, with its French village theme, 
cafes and local cuisine bistro, is a significant draw for visitors. 
Other key attractions include the museum, our performing arts 
theatre, 18 hole golf course, arena complex and rodeo grounds. 
Sports tournaments mostly occur during the winter, so visitors 
to those events are most likely to stay in motels and bed-and-
breakfasts, as are visitors attending the Winter Wonderland 
festival. Visitors to the summer rodeo, summer stock theatre and 
golf course are evenly divided between camping and fixed-roof 
accommodation.

Bienvenue is strategically located along a major travel corridor, 
with quick access from the highway. The Travel Centre on First 
Street offers a convenient grouping of amenities, with four 
different gas stations (two on either side of the highway), places 
to eat and drink, public washrooms, and a large green space and 
picnic area. This is a major draw for day-use visitors en route to 
somewhere else, but it is also a large drawing point for overnight 
visitors wanting orientation at the VIC. 
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Because most of the visitors to Bienvenue are day-use visitors or 
overnight visitors en route to somewhere else, they are looking 
for services and amenities that facilitate travel, such as service 
stations, food and beverage, public washrooms, and sani-dump 
stations. These facilities should be well marked and easily 
accessible. Services that offer late-night and early-morning hours 
would benefit those stopping overnight en route to somewhere 
else. Walking trails and picnic sites are valuable to day-use visitors 
and should be well maintained. Clear signage could encourage 
en route visitors to venture beyond the Travel Centre and explore 
the heritage district downtown.    

Community Assessment

The working group completed a visitor friendly community 
assessment. This involved a site visit of Bienvenue to look at 
our community through visitor eyes, as if we were seeing it for 
the first time. The group broke into small teams and used an 
assessment form to score a series of indicators, sorted into the 
following five visitor friendly categories:

•	 Overall	ambiance	/	visual	appeal	(the	community	
has a nice look and feel)

•	 Wayfinding	and	signage	(I	can	easily	find	my	way	
around)

•	 Quality	of	service	and	professionalism	(I	was	treated	
well during my stay)

•	 Public	services	and	visitor	amenities	(my	needs	were	
met during my stay)

•	 Visitor	information	(I	have	a	clear	understanding	of	
what the community offers)

Each team took photographs to document what they saw. Teams 
were encouraged to photograph both areas where we were 
doing well, and areas that required improvements. The site visit 
took place on the third Saturday in July.
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The working group discussed some general observations from 
the assessment and then identified top areas of strength and top 
areas for improvement.  

Top areas of strength: 

•	 Our	historic	main	street	is	generally	well	maintained;	
however it could be made more attractive and 
expanding community theming could give our town 
a unified look. 

•	 The	heritage	buildings	give	Main	Street	its	unique	
character and businesses in those buildings have 
made their entryways warm and welcoming. 

•	 Traveling	around	Bienvenue	is	generally	easy,	as	is	
finding sufficient parking at key visitor locations. 

•	 For	our	current	markets,	we	have	a	good	supply	of	
visitor services, especially with our Travel Centre that 
provides visitors with gas stations, restaurants and 
green spaces to stretch their legs. 

•	 Our	VIC	has	friendly	and	knowledgeable	staff	who	
provide excellent service.

Top Areas for improvement:

1. Overall Ambience / Visual Appeal:  
     The community has a nice look and feel

Mainstreet

•	 Overall	maintenance	and	cleanliness:	litter	in	
doorways, overflowing waste baskets, street 
maintenance lacking

•	 Visual	appeal:	could	use	more	plants,	greenery;	
weeds in vacant lots; empty buildings have graffiti, 
litter in doorways

•	 Streetscapes:	could	use	more	places	to	sit
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Main routes into town

•	 Maintenance	along	routes:	litter	and	weeds	along	
the route

•	 Theming	across	community:	French	village	theme	
not very noticeable, with few murals, banners, public 
art, signs

Blue Lake Park trail system

•	 Maintenance:	litter	in	parking	area,	overflowing	
waste baskets

 
2.  Wayfinding and Signage: I can easily find my way around

Gateway entrances

•	 Existing	sign:	needs	upgrade	or	significant	
maintenance; landscaping is uninspiring

•	 Secondary	entrance:		no	gateway	signage	in	place

Visitor Information Centre signage

•	 Directional	signs	to	VIC:	confusing,	not	at	key	
intersections

•	 Signs	at	VIC	location:	too	small,	old,	paint	peeling

Vegetation maintenance

•	 Trees	blocking	some	street	signs

3. Quality of Service and Professionalism:  
    I was treated well during my stay

Service sector businesses

•	 Hospitality	and	customer	service:	staff	could	use	
more training re. knowledge of attractions and local 
businesses 
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Customer / visitor feedback:

•	 Need	to	gather	more	information	about	customers	
and feedback about service 

Resident / community knowledge

•	 Some	residents	were	not	aware	of	attractions	and	
amenities 

4. Public Services and Visitor Amenities:  
     My needs were met during my stay 
 

Public washrooms

•	 Lack	of	washrooms	on	Main	Street	and	staging	area	
for Blue Lake staging area 

WiFi service access

•	 Limited	availability	on	Main	Street	and	at	the	Visitor	
Information Centre

Night life

•	 Lack	of	awareness	of	existing	evening	entertainment	

•	 Some	visitor	related	businesses	close	too	early	
during the summer season

5. Visitor Information: I have a clear understanding  
    of what the community offers

24/7 visitor information

•	 Information	kiosks	needed	on	Main	Street	and	at	the	
Travel Centre

The completed assessment can be found in Appendix 1.
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Action Plan

Based on the top areas for improvement identified from the 
community assessment, the working group has determined a 
series of initiatives to improve Bienvenue’s visitor friendliness. 
The initiatives correspond to the categories of visitor friendliness, 
and outline specific actions, a timeline for completion, identifying 
who could take the lead for implementing the action, and how to 
evaluate success. 

Action plan decisions were made during the working sessions 
based on group knowledge. The working group contacted 
groups and organizations that were suggested to lead the 
actions. All groups that are included in the action plan have 
expressed their willingness to assist with implementation. 

The working group used the following terms and criteria in 
determining actions:

Time frames:

•	 Short	term:	18	months	or	less

•	 Medium	term:	18	months	to	five	years

•	 Long	term:	five	years	or	more

•	 Ongoing:	requires	actions	on	a	regular	basis

 

Cost:
Investment and recurring costs were determined through a rapid 
assessment using knowledge from within the working group and 
therefore may not be completely accurate. Possible costs were 
intended to help the group determine priorities and should not 
be used as a definitive budget. 

Possible Investment Cost (I)

•	 Low	/	inexpensive	cost	–	less	than	$1,000

•	 Moderate	cost	-	$1,000	to	$5,000

•	 High	cost	-	$5,000	+
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Possible Recurring / Operating Cost (O)

•	 Low	/	inexpensive	cost	–	less	than	$1,000	per	year

•	 Moderate	cost	-	$1,000	to	$5,000	per	year

•	 High	cost	-	$5,000	+	per	year

Priorities:

High Priority
There is a strong benefit to strengthening visitor friendliness 
(tourism, other community benefits), and it is consistent with the 
vision. Timing considerations, costs, organizational readiness and 
relative importance in relation to other initiatives make these 
actions a high priority at this time.

Medium Priority
There is considerable benefit to strengthening visitor friendliness 
(tourism, other community benefits) and it is consistent with 
the vision.  However, because of timing considerations, costs, 
organizational readiness and relative importance in relation to 
other initiatives, these actions are considered a lower priority 
than high priority actions at this time.

Low Priority
There is considerable benefit to strengthening visitor friendliness 
(tourism, other community benefits) and it is consistent with 
the vision. However, because of timing considerations, costs, 
organizational readiness and relative importance in relation to 
other initiatives, these actions are considered the lowest priority 
at this time.
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Initiatives

Visitor Friendly Category: Overall Ambiance /Visual Appeal

Area Needing Improvement:  
Litter, full wastebaskets, maintenance. 

Applies to:  
Main Street, main routes into town, Blue Lake Park

Initiative: Improve cleanliness of town to address:         •  Litter along Main Street, main travel routes and other tourist areas
                                                                                                                    •  Overflowing wastebaskets

Action(s) Required
Timeline 
(or Target 

Date)
Lead by

Possible 
Investment (I)/ 

Operating 
Costs (O)

Priority Evaluation Notes

Have town clean-up days Ongoing
Town event 
coordinator

(I)= low
(O)=  low

High

At least 
15 people 
volunteer; count 
bags of litter 
collected

Start anti-littering campaign Long term
TBD: Local junior 
high school?

(I)=  low
(O)=  low

Low

Amount of 
litter collected 
diminishes over 
time

Implementation 
team to 
approach 
school; find 
sponsor? 

Empty wastebaskets daily Short term
TBD: Town 
maintenance or 
parks dept?

(I)=  low
(O)= Moderate

High

Spot check 
shows 90% of 
waste baskets 
< 2/3rd full

Implementation 
team to 
determine lead.
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Visitor Friendly Category: Overall Ambiance /Visual Appeal

Area Needing Improvement:  
Attractiveness of Main Street  

Applies to:  
Main Street

Initiative: Improve visual appeal of Main Street to address: •  Plants, greenery; weeds in vacant lots; graffiti on empty buildings, litter in doorways
                                                                                                                            •  Places to sit 
                                                                                                                            •  Decorations (banners, murals, etc.)

Action(s) Required
Timeline 
(or Target 

Date)
Lead by

Possible 
Investment (I)/ 

Operating 
Costs (O)

Priority Evaluation Notes

Place planters / flowers along Main 
street in spring and summer

Short term 
(planters in place 
for this year’s 
tourist season)

Town of 
Bienvenue 
(Town), business 
operators, 
volunteers

(I)= Moderate

(O)= low
High

A number of planters in 
place (e.g. six per block) 
Planters are attractive; 
flowers are blooming 
and healthy

Ensure that planters are 
maintained and flowers 
attended to.

Investigate joining the Communities 
in Bloom (CIB) program

Short term 
(decision made 
by this fall)

Town, Tourism 
Committee

(I)= Moderate

(O)= Moderate
High

Information gathered; 
decision made about 
becoming involved

Advise residents about 
this to gauge interest & 
participation; use Town 
website / Utilities bill to 
communicate this

Place more benches in key visitor 
areas: Main Street / downtown

Medium Town
(I)= High

(O)= Low
Medium

Within 24 months there 
are 25% more benches 
placed in key visitor 
areas

Also pathway to 
lakeshore, and all parks

Investigate how other municipalities 
are addressing aesthetics of vacant 
buildings (find some best practice 
case studies)

Medium Town
(I)= low

(O)= Low
Medium

Research completed 
& recommendations 
made to Town 
administration within 9 
months.

Use Town contacts & 
other networks 
Check municipal policies / 
by-laws.

Paint murals on empty store front 
windows; keep windows clean

Short term
Town, Chamber 
of Commerce

(I)= Moderate

(O)= Moderate
High

90 per cent of windows 
have murals

Need agreement of 
building owners; 
explore working with 
arts programs, artist 
volunteers  
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Visitor Friendly Category: Overall Ambiance /Visual Appeal

Area Needing Improvement:  
Community uniqueness  

Applies to:  
Main Street, main routes and tourist areas

Initiative: Build upon community uniqueness to address:         •   Unified signage themes
                                                                                                                                  •  Banners, murals

Action(s) Required
Timeline 
(or Target 

Date)
Lead by

Possible 
Investment (I)/ 

Operating 
Costs (O)

Priority Evaluation Notes

Develop a community theme strategy 
that is based on the unique attributes 
of Bienvenue

Long term 
implementation 
(within 5 years), 
Develop strategy 
in short term

Town
(I)= High
(O)= High

High

Strategy 
developed and 
endorsed by 
Town council; 
implementation 
plan established 
with resources 
and funding 
identified

Strategy should 
consider our 
local French 
heritage & 
other unique 
attributes. 
It should 
incorporate 
such things as 
murals, banners, 
signs, public art, 
etc. to tie the 
theme together  
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Visitor Friendly Category: Wayfinding/Signage

Area Needing Improvement:  
Attractiveness of gateway signs  

Applies to:  
Community entrances

Initiative: Improve entrance features to address:         •   Maintenance, greenery at main gateway sign
                                                                                                                 •   Sign at secondary highway access

Action(s) Required
Timeline 
(or Target 

Date)
Lead by

Possible 
Investment (I)/ 

Operating 
Costs (O)

Priority Evaluation Notes

Refresh main gateway sign (painting, 
repairs) and flowers planted to 
enhance the visual appeal of our 
entry

Short Town
(I)= Moderate
(O)= low

Medium

Gateway sign is 
refreshed and 
flowers planted 
for this year’s 
summer season

The community 
theme strategy 
may impact 
gateway signs. 
Some work 
should be done 
to refresh the 
entry point. 
Additional work 
to be considered 
after findings 
in strategy 
(e.g. new signs, 
landscaping) 

Add entrance sign to east entrance 
to town 

Long Town
(I)= High
(O)= Low

Low

Entrance sign 
placed after 
community 
theme strategy 
completed
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Visitor Friendly Category: Wayfinding/Signage

Area Needing Improvement:  
Difficulty finding VIC   

Applies to:  
Main routes to VIC, VIC itself

Initiative: Improve wayfinding to VIC to address:        •  Directional signs leading to VIC
                                                                                                               •  Old/illegible sign at VIC

Action(s) Required
Timeline 
(or Target 

Date)
Lead by

Possible 
Investment (I)/ 

Operating 
Costs (O)

Priority Evaluation Notes

Add consistent signage from 
entrances into to town guiding 
visitors to VIC

Medium
Town, 
Bienvenue 
Tourism, VIC

(I)= High
(O)= low

High

Entrance signs 
in place within 
18 months and 
positive visitor 
feedback

Involve 
Transportation 
department 

Investigate potential for a new VIC 
sign at the site 

Long
Town, 
Bienvenue 
Tourism, VIC

(I)= High
(O)= Low

Low

Recommen- 
dations made  
to Bienvenue 
Tourism for 
decision within 
18 months

Strike a sub-
committee to 
investigate 
(costs, funding 
sources, time 
frame, criteria 
for design);  
town theme 
may affect 
signage
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Visitor Friendly Category: Wayfinding/Signage

Area Needing Improvement:  
Hidden, illegible signs   

Applies to:  
All streets

Initiative: Improve maintenance of street signs to address:      •  Signs obscured by greenery
                                                                                                                                  •  Illegible signs (graffiti, age, wear and tear)

Action(s) Required
Timeline 
(or Target 

Date)
Lead by

Possible 
Investment (I)/ 

Operating 
Costs (O)

Priority Evaluation Notes

Ensure all directional signage within 
town are well maintained by regular 
vegetation management surrounding 
the signs

Ongoing
Town – 
Transportation 
Dept.

(I)= Low
(O)= Low

Medium

Monitoring 
signage and 
maintain 
a 2 foot 
distance from 
surrounding 
vegetation

Replace or clean damaged signs Ongoing
Town – 
Transportation 
Dept.

(I)= Medium/High
(O)= Low

Medium

Spot checks find 
95 per cent of 
signs in good 
condition

Incorporate 
town theming 
in replacement 
schedule
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Visitor Friendly Category: Quality of Service/Professionalism 

Area Needing Improvement:  
Staff knowledge of community; visitor feedback  

Applies to:  
Service sector businesses

Initiative: Encourage service sector businesses to enhance customer service by addressing:  
                              •  Staff knowledge about hospitality and customer service 
                              •  Staff knowledge about community attractions 
                              •  Mechanism for collecting visitor feedback

Action(s) Required
Timeline 
(or Target 

Date)
Lead by

Possible 
Investment (I)/ 

Operating 
Costs (O)

Priority Evaluation Notes

Initiate discussions with businesses 
and attractions about ways to 
increase their participation in the 
Chamber’s hospitality program

Short
Chamber of 
Commerce

(I)= Low
(O)= Low

High

Discussed 
at Chamber 
meetings & 
recommendations 
made within 6 
months. Approach 
implemented 
for next year’s 
summer season.

Consider 
expanding the 
staff recognition 
for good service 
program

Incorporate service sector businesses 
into the VIC spring training 
familiarization tour so service sector 
staff are aware of community & local 
area attractions

Short

Bienvenue 
Tourism, VIC, 
Chamber of 
Commerce

(I)= Low
(O)= Low

High

Service sector 
staff have 
knowledge 
of attractions 
prior to start of 
summer season

Work with local businesses to develop 
a visitor feedback program

Medium
Chamber of 
Commerce

(I)= Low
(O)= Low

Medium

Decision made 
on feasibility of 
program within 
one year; if 
feasible, program 
initiated within 
6 months of 
decision.

Implement mystery shopping 
programs for areas in which visitors 
will visit

Medium-Long 
term

Bienvenue 
Tourism, 
chamber of 
commerce, 
operators, VIC

(I)= Moderate
(O)= Moderate

Low

Mystery shop at 
establishment 
before annual 
training program 
and after training 
program and 
evaluate whether 
or not there was 
a difference in 
service.
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Visitor Friendly Category: Quality of Service/Professionalism 

Area Needing Improvement:  
Residents’ knowledge of community   

Applies to:  
Community residents

Initiative: Encourage residents to become familiar with community attractions to address:         •  Level of community knowledge

Action(s) Required
Timeline 
(or Target 

Date)
Lead by

Possible 
Investment (I)/ 

Operating 
Costs (O)

Priority Evaluation Notes

Initiate a “Be a tourist in your own 
back yard” program

Medium
Town, 
Bienvenue 
Tourism

(I)= Moderate
(O)= Moderate

High

Program 
developed and 
initiated within 
one year

Investigate 
how other 
communities 
have developed 
similar 
programs

Visitor Friendly Category: Public Services/Visitor Amenities  

Area Needing Improvement:  
Availability of public washrooms    

Applies to:  
Main Street, Blue Lake staging area

Initiative: Investigate adding washrooms at key visitor locations to address:         •   Washrooms available for customers only
                                                                                                                                                                      •   No washrooms

Action(s) Required
Timeline 
(or Target 

Date)
Lead by

Possible 
Investment (I)/ 

Operating 
Costs (O)

Priority Evaluation Notes

Conduct research and determine 
feasibility for adding public 
washrooms at the two locations 
(e.g. costs-implementation /
maintenance, funding sources, roles & 
responsibilities)

Medium
Town, Chamber 
of Commerce, 
Lions Club

(I)= High
(O)= Moderate

Medium

Feasibility 
determined 
within one 
year; decision 
made about 
proceeding.
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Visitor Friendly Category: Public Services/Visitor Amenities  

Area Needing Improvement:  
Availability of internet    

Applies to:  
Main Street, VIC

Initiative: Add WiFi access in downtown and at the VIC to address:         •  Access to on-line information

Action(s) Required
Timeline 
(or Target 

Date)
Lead by

Possible 
Investment (I)/ 

Operating 
Costs (O)

Priority Evaluation Notes

Support current efforts of the Town 
to add WiFi service access within the 
down town area. 
Request Town to add the VIC location 
to existing discussions on securing 
WiFi service.

Short (within 6 
months)

Town, VIC
(I)= High
(O)= Moderate

High

WiFi is available 
in the down 
town / Main 
street area and 
at the VIC.

The Town 
is currently 
working on 
bringing WiFi to 
the down town 
area.
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Visitor Friendly Category: Public Services/Visitor Amenities  

Area Needing Improvement:  
Knowledge of evening events and activities during summer months   

Applies to:  
Campground, RV park, motels and retail businesses

Initiative: Increase promotion of evening events and activities to address:        •   Knowledge of events
                                                                                                                                                                 •   Attendance at events

Action(s) Required
Timeline 
(or Target 

Date)
Lead by

Possible 
Investment (I)/ 

Operating 
Costs (O)

Priority Evaluation Notes

Distribute coupons for events at 
campground, RV park and motels 

Short term 
Bienvenue 
Tourism

(I)= Low
(O)= Low

High 
Number of 
coupons 
redeemed

Work with event 
organizers to 
determine 
feasibility 
(e.g. types 
of incentives 
offered, timing, 
etc). 

Make sure all evening events and 
activities are located on the calendar 
of events and websites.  Distribute 
calendar at campground & RV Park 
and motels and local businesses.

Encourage event organizers to design 
posters and display in windows of 
local businesses

Short term 
(have in place 
for upcoming 
summer season)

Bienvenue 
Tourism, Event 
organizers

(I)= Low
(O)= Low

High

Survey event 
attendees to 
see how many 
are visitors 
and how they 
heard about the 
event.
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Visitor Friendly Category: Public Services/Visitor Amenities  

Area Needing Improvement:  
Evening business hours during summer months    

Applies to:  
Main Street

Initiative: Investigate potential for retail businesses along Main Street to stay open longer during summer months:        
                              •  Evening activities for summer visitors

Action(s) Required
Timeline 
(or Target 

Date)
Lead by

Possible 
Investment (I)/ 

Operating 
Costs (O)

Priority Evaluation Notes

Approach retail & other businesses 
that cater to visitors to discuss and 
determine interest for staying open 
longer during the summer months. 

Medium
Chamber of 
Commerce

(I)= Low
(O)= Low

Medium

Number of 
businesses 
that decide it is 
worthwhile to 
open longer. 
Survey 
overnight 
visitors to find 
out if there 
were sufficient 
evening 
activities 
for them to 
participate in.
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Visitor Friendly Category: Visitor Information  

Area Needing Improvement:  
Availability of visitor information 24/7   

Applies to:  
High tourist areas

Initiative: Add visitor information kiosks to address:     •  Knowledge of attractions and amenities
                                                                                                                    • Unique sense of place

Action(s) Required
Timeline 
(or Target 

Date)
Lead by

Possible 
Investment (I)/ 

Operating 
Costs (O)

Priority Evaluation Notes

Erect a display board / kiosk at the 
public plaza on Main street and 
Travel Centre that is visible 24 hours; 
include a map, key visitor attractions 
and emergency numbers; quick facts 
about community history

Medium
Town, 
Bienvenue 
Tourism

(I)= Medium
(O)= Low

High

Boards / kiosks 
are erected 
within 24 
months and 
are lit at night 
for 24 hour 
viewing.

The community 
theme strategy 
may influence 
the design & 
location of the 
board / kiosk

Visitor Friendly Category: General Areas for Improvement that apply across the 
Community to Visitor Friendliness  

Area Needing Improvement:  
Community knowledge of tourism markets  

Applies to:  
High tourist areas

Initiative: Increase collection of visitor statistics to address:     •  Knowledge of visitor demographics
                                                                                                                                  •  Knowledge of visitor satisfaction

Action(s) Required
Timeline 
(or Target 

Date)
Lead by

Possible 
Investment (I)/ 

Operating 
Costs (O)

Priority Evaluation Notes

Work with organizations and 
attractions to develop an easy way to 
collect and store visitor statistics

On-going
Bienvenue 
Tourism

(I)= Low
(O)= Low

High

All events and 
attractions 
document 
visitor statistics

Bienvenue 
Tourism could 
be the group 
that oversees 
the visitor 
collection 
project & be 
the keeper of 
yearly statistics 
collected
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Next Steps:  Implementation

The working group recommends that the sponsor of this project, 
the Town of Bienvenue (the Town), take the lead in overseeing 
and coordinating the implementation of this plan. We also 
recommend that the Town appoint a staff member to be a 
champion for the process and ensure plan implementation. An 
implementation working group should be formed to develop a 
more detailed implementation plan and monitor progress. The 
Town’s participation is critical, since it has authority over signage 
and transportation matters, building regulations, by-laws, and 
municipally-owned parks and recreation facilities. The Town 
should work closely with Bienvenue Tourism and the Visitor 
Information Centre regarding items directly related to increasing 
tourism visitation. 

The working group recommends that actions should be 
organized by priority, starting with determining which high 
priority actions could be achieved within 18 months. The sponsor 
should begin by focusing on these actions, or by looking for 
actions that provide quick wins and small successes to create 
momentum and invigorate the team to continue with its efforts. 

Appendices
•	 Appendix	1:	Completed	community	assessment		

•	 Appendix	2:	Selected	photographs	 
(Not included in sample report)

APPENDIX B



       Table of Contents        1         2         3        4          5         6         7         Section Start                                        Appendices                     

183

Appendix 1: Visitor Friendly Community Assessment

The following scoring was used in the assessment:

Note
If you decide to include the assess-
ment forms, make sure to remove 
any specific information that 
might embarrass individuals or 
specific businesses. If you decide 
not to include the assessment 
forms, make sure to keep them in 
a file that will be available to the 
implementation team. 

Score Guide:

1 Poor performance throughout the community

2 Poor to Satisfactory performance in most of the community

3 Satisfactory to Excellent performance in most of the community

4 Excellent performance throughout the community

N/A Criteria is not applicable in your community
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Overall Ambiance/ Visual Appeal
Through the Visitor’s Eyes: The Community Has a Nice Look and Feel 

# Indicators Score Comments

1 Public waste baskets are readily available 3 Have sufficient waste baskets on Main Street; could use 
more along Blue Lake trail system

2 Public waste baskets appear well maintained 2 Noted that baskets were overflowing on main street 
and at Blue Lake Park

3 Key locations appear free of graffiti 3 Traces of graffiti on some street posts and vacant 
buildings 

4 Buildings (empty and occupied) appear well maintained 2 Occupied buildings on Main Street maintained; empty 
buildings need attention (unsightly, paper window 
coverings, litter in doorways, graffiti on buildings)

5 Streets appear clean 2-3 Main street is generally clean; main route into town 
has litter & weeds along the route, especially spring & 
throughout summer

6 Industrial sites/power lines etc. are camouflaged  
(e.g. with plantings, banners etc.)

3 Secondary access route into town has an industrial site 
that could use camouflage, as well as transmission 
boxes

7 Empty space is well maintained 2 Two vacant lots close to Main Street are unsightly 
(weeds, litter)

8 Heritage buildings appear well maintained 3 Buildings give Main Street character & a unique look

9 Public green spaces are visually appealing 3 Park and trail are generally well maintained, excepting 
waste baskets

10 Streetscapes are visually appealing (e.g. banners, decora-
tions, plantings visible, etc.)

2 Some banners on Main Street; could be more 
throughout town. Could use more plants & greenery; 
more benches to sit on in Main Street & Main Street 
Plaza

11 Public art/murals are prominent throughout the community 2 One mural on Main Street; maybe have more tied in to 
French theme throughout community

12 Pedestrian areas are easy to navigate 3 Pedestrian areas include main street & Main Street 
Plaza - easy to walk around. Walking map of Bienvenue 
that shows a scenic walking route to get to Blue Lake 
Park and Trail system

13 Pedestrian areas appear safe 3 Main street appears safe – do an audit for all areas?

14 Key locations appear to be well lit 3 Main street has sufficient lights; could use more 
lighting for Blue Lake parking area

15 There are adequate walking trails along scenic viewpoints 3 Yes – Blue Lake trail is very scenic

16 There is an overall theme to the community  
(e.g. consistent signage, etc.)

2 French Village theme on main street – great unique 
lampposts, banners. Expand theme throughout the 
community?
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Signage/Wayfinding
Through the Visitor’s Eyes: I Can Easily Find My Way Around 

# Indicators Score Comments

17 Highway signage appears well maintained 2-3 Standard highway signage

18 Highway signage effectively directed me to the community 2-3 Could use a facility sign at secondary entry point

19 Gateway signage is visually appealing 2 Main highway access: gateway sign: needs 
maintenance; no landscaping 
Secondary access: do not have a gateway sign

20 Gateway signage effectively welcomed me to the community 2 Main access route: sign is dated; small

21 Business signs are visually appealing 3 Main Street business signs fit in with historic character.  
Businesses at Travel Centre into town: gas stations, 
Dairy Queen, etc. use standard signs; local independent 
businesses (e.g. Tommy’s Drive In) have attractive signs

22 Business signs effectively directed me to appropriate services 3 Main Street signs are visible and generally up to date, 
Vacant buildings still have old business signs. Signs for 
businesses at entry points into town are easy to see

23 Signage to sites and attractions is visually appealing 3

24 Signage to sites and attractions effectively directed me to 
attractions

2-3 Recreational facility signs are in good locations; more 
consistent signage needed to direct visitors to museum. 
Some signs were blocked because of overhanging 
trees. Needs a bit of vegetative management around 
some signs

25 Signage to VIC is visually appealing 2 Small sign and weathered

26 Signage to VIC effectively directed me to the VIC 2 Directional signage to VIC was confusing

27 Signage to key parking areas is visually appealing 3 Signs only on Main Street; standard signs used

28 Signage to key parking areas effectively directed me  
to parking

3 Most parking is along Main Street, good parking lot at 
Blue Lake Park and community recreational facilities

29 Signage at key attractions is visually appealing 3 Blue Lake trail signs are good; sign does not say that the 
VIC is also the museum

30 Signage at key attractions effectively directed me  
around the attraction site

3 Once at the attraction, had no problems getting around; 
could use some interpretive signs along  
Blue Lake trail
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Quality of Service
Through the Visitor’s Eyes: I Was Treated Well During My Stay 

# Indicators Score Comments

31 Service Sector employees/volunteers (other than VIC Staff) 
were courteous

2-3 Overall, they were courteous. We visited the majority 
of businesses on main street & at the main entry point 
into town.  We did see that when some employees were 
really busy they got impatient with slow customers

32 Service Sector employees/volunteers (other than VIC Staff) 
were attentive

2-3 Generally yes, but we did notice that some staff were 
chatting when customers were waiting to be served

33 Service Sector employees/volunteers (other than VIC Staff) 
were able to answer questions effectively

2 When asked questions about visitor attractions 
& businesses in the community, staff in different 
businesses did not know how to answer our questions.

34 Service Sector employees/volunteers (other than VIC Staff) 
were neat in appearance

3 Yes, appropriate for the businesses they work in

35 There are opportunities available to provide feedback on 
service (e.g. Surveys etc.)

2 Did not see any evidence for providing customer 
feedback

36 Local residents are welcoming 2-3 Our new resident rep on the committee was a mystery 
shopper, asking residents questions about visitor 
services and attractions. He found mixed responses 
– some residents were knowledgeable about the 
community, while some were less so.
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Public Services/ Visitor Amenities
Through the Visitor’s Eyes: My Needs Were Met During My Stay 

# Indicators Score Comments

37 Public restrooms are available at key locations in the  
community

2 Available at gas stations and the VIC. Needed on main 
street and the staging area for the Blue Lake trail.

38 Public restrooms appear well maintained 2-3 We noticed that some maintenance was needed at the 
gas station washrooms (paper towels, soap).

39 Public parking is available at key locations in the community 3 Yes – Angle street parking on main street, parking lot 
at Blue Lake trail staging area, arena grounds & Lion’s 
Club park. Could the vacant lot near Main Street be 
used for parking during summer weekend events held 
on Main Street?

40 Transportation options are available to travel within the  
community (e.g. taxi, transit, shuttle service etc.)

N/A Bienvenue is too small to warrant taxi, transit services.  
Almost all visitors come by vehicle

  41 Picnic areas are available at key locations in the community 3 Blue Lake Park is close to the Travel Centre; People can 
eat outdoors at the Main Street plaza 

42 Picnic areas appear well maintained 2-3 We noticed waste baskets were full at the Blue Lake 
Park, and there was litter in the parking area

43 An adequate supply of overnight accommodations  
are available

3 There are three motels in town and a campground & RV 
park adjacent to town. It was mentioned that summer 
weekend events see the RV campground full.

44 Diverse overnight accommodation options are available 3 Appears so for our current overnight market

45 An adequate supply of restaurants are available 3 We have 2 fast food businesses at the Travel Centre, 
2 café / bistros on Main Street, a drive-in, a pub, two 
restaurants and an ice cream parlour.

46 Diverse restaurant options are available 3 Could use a fine dining restaurant.

47 An adequate supply of other visitor amenities is available 
(gas stations, banks, restaurants, shopping, internet access, 
pharmacies, supermarkets etc.)

2-3 Yes, but could use WiFi in main street area

48 Facilities are accessible to users with different needs (wheel-
chairs, seeing or hearing impaired)

3 Sloped curbs on Main Street, automatic doors on 
most businesses and attractions; some motels have 
accessible washrooms

49 An adequate supply of evening entertainment/activities are 
available

3 Evening music events are held once per month during 
summer weekends; two plays annually. One restaurant 
offers wine & spirits; the pub has music on weekends; 
movie theatre

50 Diverse evening entertainment/activity options are available 2 Overnight visitors are not aware of our evening 
entertainment –currently visitors take walks along the 
Blue Lake trail, stroll on main street. Local businesses 
could stay open longer during the summer months. 

51 An adequate supply of daytime entertainment/activities are 
available

3 Appear so - Main street shopping, farmer’s markets, 
weekend events, lake trail and picnic areas

52 Diverse daytime entertainment/activity options are available 3 Appears to be.
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Visitor Information
Through the Visitor’s Eyes: I Have a Clear Understanding of What the Community Offers 

# Indicators Score Comments

53 Tourism website effectively welcomed me to the community 3 Generally yes. Need to update photos of the community 
to reflect the seasons

54 Tourism website effectively directed me to appropriate 
services

3 Yes

55 Tourism phone line is well advertised 3 Yes, on front page of website; number provided to all 
hotels, campground & RV park and local businesses

56 Tourism business websites effectively welcomed me to the 
community

2 Some information outdated; could use more photos

57 Tourism business websites effectively directed me to appro-
priate services

3 Good descriptions of attractions, hours of operation

58 Information (e.g. maps, products, services) is available at 
outdoor kiosks for 24-hr access 

2 Outdoor kiosk is located at the VIC (map of town, special 
events, brochures checked each day). Kiosk needed on 
main street and at the Travel Centre

 At the Visitor Information Centre:

59 VIC is open for visitors at convenient times 2-3 Open May 15-Sept 15. Hours 8:00 am to 5:00 pm, 
Monday Saturday. Operated with museum. Not open on 
Sundays or during evenings. There is an outdoor kiosk 
with visitor information posted

60 Comprehensive information is available at the VIC related to 
the community

3 Have full stock of brochures. Saw that counsellors 
accessed an information binder, which they said was 
updated every year.

61 Comprehensive information is available at the VIC related to 
the region

3 yes

62 Comprehensive information is available at the VIC related to 
the province

2-3 Yes, but at the provincial level (e.g. campground, 
accommodation guides, travel planner)

63 Information is available in different languages 4 VIC has brochures in English and French.. Staff speak 
English, French,  and German

64 An up-to-date Calendar of Events is available at the VIC 3 Yes, for community and regional events

65 Adequate public internet access is available at the VIC 2 Only have one computer terminal for staff use.  Staff 
will search out information for visitors during their 
inquiry. Should offer WiFi at VIC

66 An opportunity to book accommodations / restaurants / 
entertainment etc. is available at the VIC

2 None available

67 VIC employees/volunteers were courteous 3 Yes

68 VIC employees/volunteers were attentive 3 Yes

69 VIC employees/volunteers were able to answer questions 
effectively

3 Yes, when did not have information, used the internet 
or called local business

70 VIC employees/volunteers were neat in appearance 3 Yes
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