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@ TOURISM MASTER PLAN

EDMONTON 2021-2030
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The Tourism Master Plan aligns with and is informed by a mutitude of existing plans

ncluding the Downtown Public Places Plan, BREATHE Edmon s Green Network
Strategy, River Crossing, T-:ruchthe Water Promenade, Ribbon of Green, and more
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BREATHE
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River Crossing & Ribbon of Green
Touch the Water
Promenade

Downtown

Public Places Edmonton’s Green
Plan Network Strategy
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MMGY NextFactor conducted a detailed asseszment of Edmonton's visitor economy

utliong a comprehensive stakeholder survey that measures destination strength and

ermmunity engagement, basad on a senes of 20 variables. The results were then used

for

to plot Edmonton into a Scenanio Mo which chows the speahc opportunibe
Explere Edmonton and their partners to buld upon

Streng Comrrarity Algrrara

From a destination strength perspective, Edmonton
outperformed the industry average, posting the “ m
highest scores in the areas of Outdoor Recreation

and Sports Facilities, Attractions and Entertainment

Events, and Accommodaticn. The lowest scores

fellin the categones of Intematicnal Readiness,

Mcbility and Accessiility, and Place Brand S ———— Edmonton Sresg Destieatinr

Industry
From a community engagement perspectnve Ararnge

Ec

Edmonton’s highest 5o

cnton fell just bedow the industry average

res were in the areas of

Sustainability, Hospitality Culture, Partnership

Strength, Workforce and Regional Collaboration m
Its lowest scores were in the categonies of Toursm

Weak Carveserity Al gresent

Funding and Local Cormmunity Support

RESIDENT SURVEY

In cormudtation with Explore Edmonton staff, MMGY respect to ivability, culture, econcary, and sense of place
NextFactor developed an online survey to identify and gauge More than Boo residents of the Edmonton Metropolitan
residents’ perceptions on a vanety of key characterstics with Region participated in the survey
1. L4 - Reughly g in 10 (87%) residents agree that tounsm
L‘V" 4 & good for the city of Edmonton and more than
’ — s f Edmonton residents agree that toursm
,/' aeates cpportunibes for local businesses and
/

that tourism creates employment opportunities

for resadents

Three-quarters agree that tounism brings in new

dents

amersties and attracbons that local resc

can dzo enjoy; nearly 75% agree that tounsm

generates tax revenues for natonal, prowncal and

K

ocal governments; and amilarly, neady 5% agree
that tounsm helps create positive ambiance/vibe
in the local community and iz an important facter

in rmaks

ur Comymurity a great place to Iwve
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