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Executive Summary
The BVI
The Business Vitality Initiative (BVI) helps communities to assess their capacity to work with and support entrepreneurs, and to foster small business growth.  The BVI measures the perceptions of community leaders, business people and citizens about the current business environment in their community and compares the results to an average of other communities to determine possible short and long term actions the community can undertake to improve its business friendliness.

Larry Davidson, the Economic Development Officer for the Paintearth Economic Partnership Society (PEPS), selected and invited the community participants. These participants were to be 50% business people, 25% local leaders and 25% citizens, representing a diversity of interests, ages and perspectives in the community.  On February 4, 2008, twenty-two people attended the Phase 1 session of the BVI in Coronation.
The four sponsoring organizations are The Town of Coronation, the County of Paintearth, Meridian Community Futures, and PEPS.

This report summarizes the Phase 1 or assessment phase of the BVI.  The phase 1 session used a survey and a focus group to assess the community’s small business resources and potential.  The phase 2 or focus and action session will be open to the entire community with the purpose of setting priorities for improvement, and jump starting the community to action.  The date of that session is Wednesday, March 25, 2009.
Community Profile
In the Assessment Session, participants were asked to give three words to describe their community.  The majority of responses were positive.  According to respondents, Coronation is a safe, friendly, quiet and helpful community which is very community-minded.  When participants were asked to identify key strengths, the top response was willingness  to pull together for a common goal, followed by the hospital, volunteers, and sports facilities. When participants were asked why they live in Coronation the main reason was that it is a safe place to raise a family.  When participants were asked to provide directions for improvement for their community, the need to improve the general appearance of the town was mentioned most often.  

Coronation Section Scores 

Coronation BVI participants were asked to respond to a combination of multiple choice and short answer questions, directly related to the concept of business vitality.  The questions are divided into ten separate sections which focus on different aspects of business vitality.  Section names, descriptions, as well as Coronation section scores are as follows:  

A.  Opportunities and Attitudes:  54 out of 100 - The ability of the community to recognize, take action, and follow through on available opportunities.
B.  Quality of Life:  67 out of 100 - The ability of the community to attract & retain businesses & residents, especially those who are young, skilled workers.
C.  Education and Training:  42 out of 100 – The ability to develop entrepreneurship skills & attitudes in the non-business population, and to upgrade skills in the business community to remain competitive in larger markets.
D.  Innovation:  48 out of 100 – The ability of a community and its residents to innovate-- to think of and develop new ideas-- increases the ability of that community to adapt to changes, recognize unusual and new opportunities and technologies, and share their ideas with like-minded people.
E.  Leadership, Teamwork, and Networking:  49 out of 100 - The capacity of a community to take action on an idea or opportunity as a whole group, with good leadership, effective teamwork, and clear communication.
F.  Role of Government and Organizations:  52 out of 100 – The ability of local governments and other organizations to work with business to design processes and programs that make it as easy as possible to start or expand a business.
G.  Capital and Funding:  52 out of 100 – The ability of the community to financially support entrepreneurs through ensuring access to capital, and educating businesses about financial management and supports.
H.  Infrastructure and Business Services:  65 out of 100 – The ability to provide necessary and high quality support services and infrastructure to business at reasonable costs, allowing businesses to be as competitive as possible.
I.  Communication and Connectivity:  56 out of 100 - The ability of businesses to connect with each other and with outside markets.
J.  Markets and Marketing:  46 out of 100 – The ability of business to capture and expand markets, both locally, regionally, and outside the region, thus keeping and building local wealth.
The average score for all sections was 53 out of 100.
Recurring Themes

The following recurring themes were identified throughout the BVI, highlighting areas for the community to potentially focus action on. The positive and negative themes can be used as a strength or solid base from which to work on the things that need improvement.
	Positive
	Negative

	Safe
	Need to get more people involved, especially youth, new residents

	Very good infrastructure (schools, hospital, telecommunications)
	More town beautification efforts building on successes

	Potential in royalty theme
	Water quality

	Pull together for a common goal
	More networking/mentoring needed

	
	More youth/young adult opportunities


Possible Courses of Action

The following are some possible courses of action that the community could undertake to improve its business friendliness. They are derived from the responses to the focus groups and questionnaire. 
Table 1:  Recommendations – Possible Short Term Actions (0-12 Months)
	Possible Short Term Actions (actions completed in less than 12 months)
      (The possible actions are based upon participant responses to the survey and focus groups – each action notes the corresponding BVI section(s) where the action was listed by participant(s) – e.g. Question F8)

	Capacity Building
	· Town beautification initiative that includes dealing with vacant lots (Improvements, Focus Groups)

· Employee awards and other motivation initiatives to develop larger, more motivated labour force (A9, Focus Groups)

· Youth involvement strategy (Section A & B, themes)

	Marketing
	· Opportunity identification session involving youth &/or town (begin with ideas, opportunities mentioned in BVI – e.g. vintage tractor collection for museum, capitalizing on recreation dam for tourism, brainstorming weekend activities and youth/young adult-oriented social events, etc. ) – (Opportunities, Section A)

· Positive Buy Local program (Section A)

· Marketing many amenities in community into a cohesive image/brand (e.g. safety, schools, hospitals, royalty theme, positive community spirit, being on migratory bird route & highlight things that community is proud of) – Begin with changes to web-site  (Section A & B , Improvements, themes, etc.)

	Networking
	· Revitalized Chamber playing a key role in special events (e.g. promoting and organizing business promotions at Christmas, trade shows, fairs, joint marketing [community & regional] initiatives, celebrating business success [e.g. awards], etc.) (Improvements, Focus Groups, J9)

· Mentoring program for youth and newer businesses (F8c, Themes)

· Regular community networking event that involves local community groups, businesses and invites new residents (Sections E, F, & I)

	Admin., Research, Planning
	· Review & inventory commercial land & buildings including those owned by town/county (H9)

· Learning initiative that focuses on apprenticeship, rewarding/ recognizing youth who have stayed & returned to the community, highlights distance and online learning opportunities (Section C)

· Initiative to review hours & prices of local businesses to keep more business in town & improve service (this could be combined with Buy Local strategy) – (Section J) 

· Investigate co-op to help bring in small business – electronic repair, small engines, trades, etc. (Focus Groups)


Table 2:  Recommendations – Possible Long Term Actions (12+ Months)

	Possible Long Term Actions (actions taking more than 12 months to complete)

	Capacity Building
	· Investigate and review water quality options (Section B, Improvements)

· Leadership training program that builds skills, regional collaboration opportunities, works with youth, potential [e.g. new residents] and established leaders (Section E & F)

· Community Futures & PEPS to play larger role in bringing mentoring, training, learning opportunities, workshops to town (or, at minimum, the region) (Section F & J)

	Marketing
	· Brand review and overhaul (Section J)

· Regional marketing strategy (Section J)

· Strategy to get like-minded businesses to market together (Section J)

	Networking
	· Look at capturing more money in community through foundation, local/regional venture capital program (Section G)

· Investigate local radio (possibly engaging youth) – (Section I)

	Research, Admin. and Planning
	· Investigate seniors housing options with eye to use it as a marketing lure to seniors (Focus Groups, Section A, Improvements)

· Commercial land and building strategy (H9)

· Town/business committee to review tax rates for comparable towns (Focus Groups)

· Investigate indoor pool option (Focus Groups)


1.0 Introduction
The assessment session of the BVI was conducted in Coronation, Alberta, on February 4, 2009. The project’s community sponsor is the Paintearth Economic Partnership Society, whose Economic Development Officer, Larry Davidson, coordinated the project.
Coronation is the 18th community in Canada that has taken part in the BVI, in addition to five communities in Australia.  
The second session of the BVI, the Phase 2 or focus and action session, will take place on March 25, 2009. At that meeting, the findings contained in this report will be presented to the community, which will then set priorities for action.    Following that process, the community sponsors will be available to offer assistance to the community in locating resources to carry out the identified actions.

1.1 
Business Vitality Initiative Methodology

The BVI process surveys a variety of community members while also maximizing the information from local business people.  For this reason, community sponsors, which typically include city councils and economic development offices, are encouraged to sample communities at certain ratios:  50% business people, 25% local leaders, and 25% citizens (representing a wide range of interests, ages, and perspectives in the community).  Upon selection, these participants are asked to attend a BVI focus group session which typically takes place over two and a half hours on a weekday evening.  

A typical BVI session begins with an introduction to the BVI process and an introduction of session participants and facilitators.  In order to provide some structure for the BVI process and results, participants are then asked to discuss and define the geographical boundaries of their community.  This boundary may be just a town’s boundaries or it also may encompass nearby surrounding communities that may rely on or are integrated into the central community.  
In the case of Coronation, the group on February 4 decided the boundary was a radius of 20 km from Coronation. 

The completion of the BVI survey is the next step in the facilitation process. The first section of the BVI collects information relating to both the participant and the community.  For example, questions relating to age, income, education, and occupation are collected.  Additionally, the BVI asks participants to provide information on the strengths and weaknesses of the community.  

The second section of the BVI is comprised of various multi-choice and short answer questions in ten separate sections (Table 3).  Each section contains a variable number of questions and subsections which total 180 questions in this section of the survey.  

Table 3:  BVI Evaluation Sections
	A. Opportunities and Attitudes

	B. Quality of Life

	C. Education and Training

	D. Innovation

	E. Leadership, Teamwork, and Networking

	F. Role of Government and Organizations

	G. Capital and Funding

	H. Infrastructure and Business Services

	I.  Communication and Connectivity

	J.  Markets and Marketing


A range of answers are available to the participant for each question (completely agree, somewhat agree, neither agree or disagree, somewhat disagree, and completely disagree), and each answer receives a different score.  If all participants completely agreed with a question, the question would receive a score of 100.  Alternately, if all participants completely disagreed with the question, the overall question score would be zero.  In the case of neither agree or disagree, if all participants answered a question with this option, the question score would be 50. 
CIEL weights each question, subsection, and section according to its relative importance in terms of business vitality.

In addition to the survey portion of the BVI, focus groups in Coronation discussed the factors that make the community a good place to do business and improvements that could be made in order to improve business vitality.  The results of the focus groups are then added to the data provided by the BVI survey in order to gain a better understanding of the strengths and weaknesses of a community.
2.0 Community Profile and Focus Group Results
2.1
BVI Focus Group Respondent Profile

The first part of the BVI survey consists of various questions used to profile focus group participants. Nineteen people from the community of Coronation participated in the BVI survey and focus group sessions on February 4, 2009.
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37% of Coronation BVI participants were female, and 63% were male. 
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· In the BVI focus group session, 58% of the participants were in the 45-65 age range. There was no one under 25.
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· 72% of the BVI survey group had household incomes over $60K.
· There were no participants with an income under $20K.
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· The most common educational grouping was “Trade or non-university diploma or certificate” at 42% of participants.
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· The most common occupation of BVI participants is  agriculture.
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· The majority of the participants have lived in the community more than 20 years.
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· One-third of the participants reported no community affiliations.
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· Most of the participants said they feel influential in the community in some way.
· No participants felt they were ‘never’ influential in the community.
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· 89% of participants stated that they felt they are a business person or entrepreneur in some way.
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· 21% of participants stated that they have started at least one business in the last 5 years.

2.2 Focus Group Results
The focus groups on February 4 were asked two questions.
Question 1:  What are the things that make this community a good 

place in which to do business?


Question 2:  What are the things (within the community’s control) 


that can be improved to help businesses in your community?
Table 4 shows a partial list of responses to Question 1.  For a full listing of answers consult Appendix F.
Table 4:  Focus Group Question 1

	
	Count

	Personal aspect - know your customers - personal attention
	5

	Commercial property - less expensive
	3

	Easy parking
	2

	Access to capital for expansion
	2

	Good variety of businesses
	2

	Small town feel
	1

	Revitalization of downtown core
	1

	Staff training
	1

	Pros and cons to shopping out of town
	1

	Sharing knowledge of services available between businesses
	1

	See Appendix F for more
	


Table 5 shows a partial list of responses to Question 2.  For a full listing of answers consult Appendix F.

Table 5:  Focus Group Question 2
	
	Count

	Larger, skilled, motivated labour pool
	1

	Apprenticeship programs in school
	1

	Method of tax calculation for businesses compared to neighbouring communities (municipal)
	1

	Maintain vacant business lots
	1

	Provincial gov't provide more money - no strings attached
	1

	Improve advertising on the web - town website
	1

	More social events to bring people in,  farmers markets, etc.
	1

	Start a coop to help bring in small businesses - electronic repair, small engines, trades, etc.
	1

	Promote weekend activities
	1

	See Appendix F for more
	


2.3   Community Profile Results

The community profile is broken up into seven different questions.   For each question, a table of the top answers is presented below with a count of the number of answers in brackets.  For a full list of responses for each question, tables are located in Appendix G.

2.3.1  Describing Coronation in Three Words
There were 46 individual responses to the community profile question which asks for three words or phrases that best describe Coronation.  Of those, 32 were considered to be positive, 11 were neutral, and 3 were considered negative, resulting in a 10:1 positive to negative ratio, indicating an overall strength for the community.  
Table 7:  Describing Coronation in Three Words (Top Ten)
	Positive
	Negative

	Safe
	12
	Passive
	1

	Friendly
	8
	Set in their ways
	1

	Quiet, peaceful
	4
	Stuck
	1

	Helpful, cooperative
	2
	
	

	Community minded
	2
	
	

	Clean
	1
	Neutral

	Robust
	1
	Small
	4

	Established
	1
	Rural
	4

	Vibrant
	1
	Senior
	1

	Energetic
	1
	Remote
	1

	Child Friendly
	1
	Traditional
	1

	Supportive
	1
	
	

	Attractive 
	1
	
	

	Eventful
	1
	
	

	Warm
	1
	
	

	Simple (easy to function)
	1
	
	

	Spirit
	1
	
	

	Local centre
	1
	
	

	Close ties
	1
	
	

	Outgoing
	1
	
	


2.3.2 Strengths and Assets of Coronation
In the strengths and assets section of the Coronation community profile, there were 45 individual responses, all listed in Appendix G. The top self-assessed strengths of Coronation appear in Table 8 below.  
Table 8:  Strengths and Assets of Coronation
	
	Count

	People willing to pull together for a common goal
	6

	Hospital
	4

	Community spirit of volunteers 
	4

	Sport facilities
	4

	Schools
	3

	Affordable property
	3

	Safe place to raise a family
	2

	Slower pace of life
	2

	See Appendix G for more
	


2.3.3 Improving Coronation
There were 44 suggestions on how to improve Coronation, all listed in Appendix G.
Table 9:  Top Ways to Improve Coronation
	
	Count

	General appearance (buildings, streets, houses)
	8

	More people
	3

	More involvement from businesses for economic initiatives
	2

	Improved water quality
	2

	Number of businesses
	2

	More seniors housing thus making it a place for seniors to move to
	2

	See Appendix G for more
	


2.3.4 Reason for living in Coronation 
Table 10:  Reasons for Living in Coronation
	
	Count

	Safe place to raise a family
	6

	Family ties
	2

	Work
	2

	Size of the community
	1

	Everyone knows everyone
	1

	Friendly
	1

	Enjoy rural setting and we are on migratory flight routes
	1

	Here now and very busy (really no time to ponder)
	1

	Quality of life
	1

	The people
	1

	Excellent opportunities in agriculture
	1

	Secure
	1


2.3.5 What makes Coronation unique

Table 11 contains a partial list. For the full list of responses consult Appendix G.
Table 11:  Reasons Coronation is Unique

	
	Count

	Location - Far enough away from bigger busier centres, but close enough
	2

	Murals on buildings
	2

	Our fire hydrants are painted as caricatures
	1

	Our name - Coronation and using it as a marketing tool.
	1

	There is community involvement in recreation, education, beautification.
	1

	"Countryness" - is a feeling of safeness
	1

	It's one of the larger centres
	1

	Low crime
	1

	Everyone is friendly
	1

	Town council puts its money where it sees it is needed
	1

	See Appendix G for more
	


2.3.6 Untapped Opportunities

Table 12:  Untapped Opportunities (partial list)
	
	Count

	Musical talent, the music fest
	2

	Vintage tractor collections for tourism
	2

	Tourism and tourism promotion
	2

	Evening entertainment
	1

	Our recreation dam for tourism
	1

	Fitness centre for the youth and seniors
	1

	Museum
	1

	Need to get oil field companies (service) to relocate here  
	1

	Large capacity water wells
	1

	See Appendix G for more
	


2.3.7 What is the one thing you are most proud of? 
Table 13: Sources of Pride (partial list)
	
	Count

	Community Centre
	3

	Communities in bloom
	2

	Heritage park and museum
	1

	How it has improved in appearance
	1

	The Brownfield community hall
	1

	Volunteers have worked very hard to change a dusty oil town to where you see little gems of beauty springing up
	1

	Annual fair
	1

	The cooperation and commitment to getting projects done 
	1

	Debt free and freedom
	1

	Medical facilities and great doctors
	1

	See Appendix G for more
	


3.0 Section Scores
Overall, Coronation had a full survey score of 53 out of 100, which is 2% above the 18-community average of 52.  

The BVI section results as shown in figures 1 and 2 illustrate that Coronation scored equal to or above the 18-community average in 6 out of 10 sections.  A particular strength for Coronation is its score for the ‘Infrastructure and Business Services’ section of 65 out of 100 (18% above the community average). The highest scoring section of the survey is ‘Quality of Life’ with a score of 67 (2% above the community average). 
The lowest scoring section of the survey was ‘Education and Training’ which had a score of 42 (4% below the 18-community average).   
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Figure 1:  Coronation and 18- Community Average Section Scores
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Figure 2:  Coronation and 18- Community Average Section Scores
31. Individual Section Scores

The remainder of this chapter presents a look at each of the ten sections of the Coronation BVI individually, including:

· a graph showing the subsection results for each section, and the deviation of those results from the 18-community average.
· a list of all questions in each section showing the score for Coronation compared with the average score for the 18 communities. That table has the highest scoring question in relation to the 18-community average highlighted in green, and the lowest in red.
· a graph indicating the distribution of answers within each question. 
· a summary of the strengths and improvements as stated by the survey participants.

3.2
Section A:  Opportunities and Attitudes (54 out of 100)
· The ability of the community to recognize, take action on, and follow through on available opportunities.
The Opportunities and Attitudes section was the 4th highest ranking section of the BVI survey in Coronation. 
[image: image6.emf]47

63

48

64

48

47

0

10

20

30

40

50

60

70

80

90

100

Embracing Opportunity: 3% Entrepreneurial Mindset: -1% Motivated Workforce: -3%

Average Score out of 100

Coronation 18 Community Average


Figure 3:  Opportunities and Attitudes Subsection Scores

· The ‘Entrepreneurial Mindset’ subsection scored highest (63 out of 100), 1% below the 18-community average.
· With a score of 47, the “Motivated Workforce’ subsection scored lowest in the section, 3% below the 18-community average.

Table 14:  Opportunities and Attitudes Individual Question Scores

	
	
	Score out of 100
	

	Subsection
	Question
	Coronation
	18- Community Average
	% Difference

	Embracing Opportunity
	A1.  There is an up-to-date community vision or plan that reflects the community's values and attitudes and represents all groups within the community. 
	44
	46
	-4%

	
	A2.  The community is facing an economic crisis. 
	51
	60
	-14%

	
	A3.  The community is facing a significant economic opportunity. 
	43
	61
	-30%

	
	A4.  Entrepreneurial ventures and business creation are encouraged and supported by citizens and local governments.
	56
	58
	-4%

	Entrepreneurial Mindset
	A5.  Individuals desire independence, responsibility & control over their future, and are willing to work to achieve these regardless of a risk of failure.
	63
	63
	0%

	
	A6.  Individuals are skilled in a trade, talent, or profession, and have the desire to form a business with these
	67
	65
	2%

	
	A7.  Individuals are capable of thinking creatively and developing unconventional solutions using a proactive/can-do attitude.
	62
	66
	-6%

	
	A8.  Individuals are capable of identifying new, unconventional or changing business opportunities.
	62
	61
	1%

	Motivated workforce
	A9.  A pool of motivated employees is available to meet business needs.
	36
	47
	-25%

	
	A10.  Managers and supervisors are motivated in their work and about their staff
	60
	59
	2%

	
	Section Score
	54
	54
	0%


· The highest and lowest scores in terms of the community average are shaded in green and red, respectively, above.
· The highest and lowest absolute scores are in large bold type.
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Figure 4:  Opportunities and Attitudes Question Response Distribution
· Highest level of agreement with the question: A6 (skills) at 63%.
· Lowest level of agreement with the question: A3 (significant economic opportunity) at 21%.
· Highest level of “Don’t know” responses: A1 (community plan) at 16%.
· Highly polarized responses: A2 (economic crisis), A4 (support for entrepreneurship)
Table 15:  Opportunities and Attitudes Strengths and Improvements

	Strengths
	Improvements

	Affordable land
	4
	Shop locally and promote it
	3

	Adult learning  
	3
	Change the belief that this is all we will ever be, and focus on the positive.  
	2

	Great schools
	2
	More community participation
	2

	All basic needs met in community
	2
	Youth involvement
	1

	Sports facilities
	2
	Make town more attractive
	1

	Low cost of living/housing
	2
	Raise level of education-- show young people you can get an education and succeed here
	1

	Tax incentives
	1
	Tax break like the northern living allowance
	1

	Large pool of youth and young adults
	1
	Better publicity for the town
	1

	Great medical facility  
	1
	Retain and attract businesses
	1

	Local dance studio
	1
	New water line
	1

	Gov't programs
	1
	See new businesses moving in as opportunity not roadblock
	1

	Great place for young families to grow
	1
	Financial assistance
	1

	Opportunities for training
	1
	More jobs
	1

	Volunteers who get things done
	1
	Advertise/sell a safe community lifestyle
	1

	Welcoming attitude
	1
	Welcoming new community members and outlining opportunities to be involved in the community.
	1

	Steady, unchanging population 
	1
	Communication between groups and communities
	1

	Not willing to give up
	1
	
	

	Infrastructure within municipal government
	1
	
	

	Agricultural industry
	1
	
	

	Oil industry
	1
	
	

	Opportunities for networking and building relationships
	1
	
	

	The willingness to volunteer, participate in, and financially support worthwhile community endeavours (minor sports, arts, CIB, etc)
	1
	
	


3.3
Section B:  Quality of Life (67 out of 100)
· The ability of the community to attract & retain businesses & residents, especially those who are young, skilled workers.
The Quality of Life section was the highest ranking section for Coronation. The list of the 20 highest scoring questions listed in Appendix A contains six questions from this section. The highest scoring questions in the entire survey are B2 (high elementary and secondary schools) and B10 (community safety), which both got scores of 93 out of 100.
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Figure 5:  Quality of Life Subsection Scores
· The ‘Commitment to Business’ subsection scored highest as compared with the 18-community average and in terms of absolute score, with a score of 78 (4o% above average).

· The lowest scoring subsection, ‘Daily Services’ had a score of 54 (4% below the 18-community average).

Table 16:  Quality of Life Individual Question Scores

	
	
	Score out of 100
	

	Subsection
	Question
	Coronation
	18- Community Average
	% Difference

	Health & Education
	B1.  A quality health care facility is accessible, well serviced and within a reasonable distance.  
	87
	70
	25%

	
	B2.  There are quality elementary and secondary schools in the community.
	93
	80
	17%

	
	B3.  There is an educational organization in the area that offers post-secondary programs and continuing education opportunities. 
	34
	54
	-37%

	Arts & Culture
	B4.  High quality events (i.e. festivals, concerts) catering to a range of ages take place regularly in, or close to, the community.
	64
	61
	6%

	
	B5.  There is a strong community identity, and there are plentiful and varying opportunities for involvement (i.e. arts, athletics, politics, church groups).  
	76
	70
	9%

	Lifestyle Opportunities
	B6.  The community is physically beautiful and environmentally safe (i.e. pollution, water quality).
	66
	86
	-24%

	
	B7.  Young adults (25-34) consider the community to be a desirable place to live.
	42
	49
	-15%

	
	B8.  There are locations/facilities (i.e. nightclubs, pubs, bingo, camps) that attract a variety of people, and provide social opportunities for local residents of all ages. 
	38
	45
	-17%

	
	B9.  There are many high quality recreational opportunities in the area (i.e. sports fields, golf courses, lakes, hiking trails, parks). 
	56
	81
	-31%

	
	B10.  The community is a safe place to live. 
	93
	90
	3%

	Commitment to Business
	B11.  Successful businesses want to remain in the community.
	82
	83
	-1%

	
	B12.  Individuals are capable of persevering and being committed to their business, remaining in the community even during hard economic times. 
	74
	70
	5%

	Daily Services
	B13.  Quality residential and business real estate opportunities (both purchase and rental) are available and affordable.
	61
	61
	0%

	
	B14.  There is a diversity of quality and affordable services (i.e. dry-cleaning, photo developing, petrol station). 
	47
	51
	-8%

	
	Section Score
	67
	65
	2%


· The highest and lowest scoring questions in terms of the community average are shaded in green and pink, respectively, above.

· The highest and lowest absolute scores are in large bold type.
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Figure 6:  Quality of Life Question Response Distribution

· Highest level of agreement with the question: B10 (safety) at 100%.

· Lowest level of agreement with the question: B3 (post-secondary education) at 31%.

· Highest level of “Don’t know” responses: B13 (affordable real estate) at 5%.

· Highly polarized responses: B14 (diversity of quality services)

Table 18:  Quality of Life Strengths and Improvements

	Strengths
	Improvements

	Peaceful small town living
	7
	Improved water quality
	2

	Safe
	7
	Health care including extended care 
	2

	Friendly
	4
	More businesses
	2

	Good recreation
	2
	Secondary schooling
	1

	Strong community involvement
	2
	Increase population -  more opportunity to find others with common interests
	1

	Hospital, medical care
	2
	Increase population to attract professionals 
	1

	Clean 
	1
	Be a more welcoming community
	1

	Caring
	1
	Diversify recreational activities
	1

	Affordable activities for families
	1
	Pitch the affordability of living here
	1

	Low crime rate
	1
	More doctors
	1

	Aging in place
	1
	Allowing seniors to have affordable housing 
	1

	
	
	More recreation and things for youth-- movie theatre, etc.
	1

	
	
	More young adult night life
	1

	
	
	More jobs 
	1

	
	
	Greater involvement of all community members
	1


3.4
Section C:  Education and Training (42 out of 100)
· The ability to develop entrepreneurship skills & attitudes in non-business population, and upgrading skills in the business community to remain competitive in larger markets.
The Education and Training section was the lowest-scoring section of the survey. Five questions from this section appear in Appendix B, the list of the lowest-scoring questions for Coronation. Three of those same questions also appear in Appendix D, the list of questions with the greatest negative deviation from the 18-community average: CIi (university programs), C8 (availability of labour), and C1h (college programs). 
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Figure 7:  Education and Training Subsection Scores
· The ‘Access to Business Training’ subsection was the highest scoring subsection, 4% above the average.
· The ‘Ongoing Skills and Personal Development’ subsection was the lowest scoring subsection with a score of 39.

Table 18:  Education and Training Individual Question Scores

	
	
	Score out of 100
	

	Subsection
	Question
	Coronation
	18-community Average
	% Diff.

	Ongoing Skills & Personal Development
	C1.  A range of training and educational programs are utilized, including:

	
	Business training
	C1a.  Business plan development
	38
	53
	-28%

	
	
	C1b.  Basic business skill development (i.e. sales, pricing, display)
	38
	41
	-7%

	
	
	C1c.  Advanced business skill development (i.e. financial planning, marketing, accounting, communication)
	44
	41
	8%

	
	
	C1d.  Computer training for business (i.e. excel, web design, graphics, business applications)
	53
	56
	-5%

	
	C1e.  Personal Development (i.e. Stress management)
	41
	41
	1%

	
	C1f.  Online / distance education
	57
	65
	-12%

	
	C1g.  Continuing education
	50
	57
	-12%

	
	C1h.  TAFE/College
	22
	31
	-29%

	
	C1i.   University
	20
	34
	-40%

	
	C1J.  Professional Development (i.e. certification sessions)
	36
	36
	1%

	Entrepreneurial Development
	C2.  Business mentors and/or role models are available in the community
	48
	50
	-4%

	
	C3.  There is an entrepreneurial development program in primary and secondary schools.
	28
	34
	-18%

	Access to Business Training
	C4.  There is an organization through which training and educational programs/opportunities can be offered.
	56
	63
	-11%

	
	C5.  Training programs are affordable for anyone (i.e. business owners, youth, professionals)
	60
	48
	24%

	
	C6.  Flexible timing for skills training is available to meet local business needs.
	54
	42
	29%

	
	C7.  The education and business communities work together to provide convenient training
	39
	41
	-5%

	Effectiveness & Quality of Training
	C8.  A pool of skilled and trained labour is available to local businesses.  
	22
	34
	-35%

	
	C9.  Teaching organizations develop courses that serve community needs (i.e. specialised training)
	31
	41
	-24%

	
	C10.  Teaching staff are skilled in and knowledgeable about the subject(s) they teach
	71
	57
	24%

	
	C11.  Individuals are motivated to learn new skills and to develop existing ones.
	49
	51
	-5%

	
	Section Score
	42
	44
	-4%


· The highest and lowest scoring questions in terms of the community average are shaded in green and red, respectively, above.

· The highest and lowest absolute scores are in large bold type.
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Figure 8:  Education and Training Question Response Distribution
· Highest level of agreement with the question: C1f (online distance education) at 61%.

· Lowest level of agreement with the question: C8 (skilled and trained labour available) at 5%.

· Highest level of “Don’t know” responses: C3 (entrepreneurial development programs in schools) at 50%.

· Highly polarized responses: C1g (continuing education), C6 (flexible time for skills training), C11 (motivation).
Table 19:  Education and Training Strengths and Improvements
	Strengths
	Improvements

	Good k-12 school
	17
	More online courses
	3

	Adult education
	7
	More distance learning programs
	2

	Distance education
	4
	Apprenticeship programs - school working in conjunction with businesses.
	2

	Number of persons (young) available to participate
	1
	Training in the trades
	2

	Vermillion Red Deer close
	1
	Secondary education
	1

	BCEC  offers post secondary
	1
	Post-secondary education
	1

	High speed internet for online training
	1
	Evening classes and/or counsellor to help people choose online courses and skill training
	1

	
	
	Get people to admit they have something left to learn
	1

	
	
	Larger vocation centre in school, more hands on and less computer
	1

	
	
	Citizens need to take advantage of programs offered
	1

	
	
	Have more career days
	1

	
	
	Healthcare training
	1

	
	
	Computer training
	1


3.5
Section D:  Innovation (48 out of 100)
· Ability of a community and its residents to innovate, that is, think of and develop new ideas, increases the ability of that community to adapt to changes, recognize unusual and new opportunities and technologies, and share their ideas with like-minded people.
The Innovation section scored 7th for Coronation, and its questions do not appear significantly in the lists of highest and lowest scores.
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Figure 9:  Innovation Subsection Scores

· ‘Information Access’ is the highest scoring subsection, with a score of 64 (8% above average).
· The lowest scoring subsection ‘Innovation in the Community’ still scored 25% higher than the average.
Table 20:  Innovation Individual Question Scores

	
	
	Score out of 100
	

	Subsection
	Question
	Coronation
	18 Community Average
	% Difference

	Information Access
	D1.  Individuals have access to research (local, regional, national, international) relating to new technologies, business development and/or expansion.
	57
	58
	-2%

	
	D2.  There are library or resource facilities that carry information on business development, market trends, new technologies, policies, and networks.
	69
	60
	15%

	Attitude towards Innovation
	D3.  Business people & entrepreneurs are aware and knowledgeable about new and innovative technologies, & are eager to further their knowledge.
	53
	54
	-3%

	
	D4.  Innovation is valued and recognized by business people.
	58
	60
	-4%

	
	D5.  Support and assistance for innovative business research and development is available.
	43
	47
	-8%

	Innovation in the Community 
	D6.  Businesses that do research, or research facilities are geographically concentrated (clustered) and interact with each other.
	38
	33
	18%

	
	D7.  Skilled and knowledgeable scientists and researchers do academic and/or practical work in my community or region (not necessarily about the region).
	27
	28
	-5%

	
	D8.  There are formal and informal forums (conferences, workshops, association lunch meetings) on technology and technology applications.
	42
	28
	50%

	Application of Innovation
	D9.  Businesses use innovative technology, practices and research.
	44
	45
	-3%

	
	D10.  Research that is being done in the community or region is relevant to the business community's needs and interests.
	42
	45
	-7%

	
	Section Score
	48
	46
	3%


· The highest and lowest scoring questions in terms of the community average are shaded in green and red, respectively, above.
· The highest and lowest absolute scores are in large bold type.
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Figure 10:  Innovation Question Response Distribution
· Highest level of agreement with the question: D2 (library or resource facilities) at 58%.

· Lowest level of agreement with the question: D7 (scientists and research) at 11%.

· Highest level of “Don’t know” responses: D10 (relevant research ) at 32%.
· Highly polarized responses: D3 (aware of innovative technologies), D8 (forums), D10 (relevant research), D5 (support for business research) .
Table 21:  Innovation Strengths and Improvements

	Strengths
	Improvements

	Economic development officer
	2
	More opportunities for information and awareness
	3

	Local knowledge
	1
	More people with educated knowledge in individual industry
	1

	None known
	1
	Participation in Paintearth Economic Partnership with surrounding communities
	1

	I am not aware of any R&D outside our own company
	1
	Provide initiatives to businesses or individuals wishing to improve
	1

	Oil and gas technology makes cord?
	1
	Individual interest/involvement
	1

	None!!
	1
	Annual semi-annual gathering of groups
	1

	We have a library in the school and downtown and internet is available to everyone
	1
	Get more people interested in our community in general
	1

	Groups such as town council, PEPS, buffalo trail, researching and developing
	1
	
	

	Meetings such as this
	1
	
	


3.6 Section E:  Leadership, Teamwork, and Networking (49 out of 100)
· The capacity of a town to take action on an idea or opportunity as a whole group, with good leadership, effective teamwork, and clear communication.
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Figure 11:  Leadership, Teamwork, and Networking Subsection Scores
· ‘Attitude Towards Community Cooperation’ is the highest scoring subsection with a score of 61 (8% above average).
· The lowest scoring subsection, ‘Leadership Development’ has a score of 37 (11% below average).

Table 22:  Leadership, Teamwork, and Networking Individual Question Scores

	
	
	Score out of 100
	

	Subsection
	Question
	Coronation
	18-Community Average
	% Diff.

	Community Leadership & Teamwork 
	E1.  Members representing interests of the public, private, and government sectors jointly participate in community decision-making and implementation.
	58
	58
	-1%

	
	E2.  There is a pool of talented leaders with diverse skills, cultural experiences and backgrounds who are available for leading community initiatives.
	59
	67
	-12%

	
	E3.  Qualified supervisors and managers (and management services) are available to small business.
	38
	44
	-12%

	Networking & Communication
	E4.  There are adequate opportunities (informal and formal) where business people and entrepreneurs can network with each other.
	44
	55
	-19%

	
	E5.  Business people are able to give and receive support from other experienced business people (i.e. business associations, mentoring).
	53
	51
	4%

	Leadership Development Opportunities
	E6.  There are opportunities for leadership training and development for individuals of all ages and interests (i.e. professionals, youth).
	35
	41
	-16%

	
	E7.  There are opportunities for small business to learn and develop management and leadership skills.
	39
	42
	-6%

	Attitudes towards Community Cooperation
	E8.  Groups with similar interests can form alliances and cooperate to achieve goals.
	60
	61
	-3%

	
	E9.  Cooperatives and joint community initiatives are encouraged and respected.
	62
	57
	8%

	
	Section Score
	49
	52
	-5%


· The highest and lowest scores in terms of the community average are shaded in green and pink, respectively, above.
· The highest and lowest absolute scores are in large bold type.
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Figure 12:  Leadership, Teamwork, and Networking Question Response Distribution
· Highest level of agreement with the question: E1 (multi-sector decision making) at 58%.

· Lowest level of agreement with the question: E3 (qualified managers) at 21%.

· Highest level of “Don’t know” responses: E7 (opportunities to learn management skills) at 12%.
· Highly polarized responses: none
Table 23:  Leadership, Teamwork, and Networking Strengths and Weaknesses

	Strengths
	Improvements

	Cooperation between a variety of ages, groups, experience, and volunteers
	8
	Better communication and teamwork between groups.
	4

	Mayor and town council
	2
	Regular community networking events with all volunteer groups present
	2

	The local organizations within our community are outgoing  
	1
	People taking advantage of what is offered
	1

	Willingness to give things a try
	1
	Motivating citizens with a good idea
	1

	We have great leaders, smart and educated, but need more people
	1
	More people to show interest at different level--  walk the walk
	1

	Cooperative between neighbouring communities in education, health care, physician recruitment  
	1
	Give opportunity for unknown leaders that may be making their mark elsewhere to become engaged locally
	1

	The town is great at developing recreational facilities
	1
	Get more community members involved in local activities
	1

	PEPS
	1
	Encourage youth to get involved
	1

	Leadership program in grade 7/8 at local school
	1
	Bringing more education and experienced talent
	1

	Chamber of Commerce
	1
	A greater focus on business growth
	1

	Diverse population with untapped leadership skills
	1
	
	


3.7
Section F:  Role of Government and Organizations (52 out of 100)
· Ability of local governments and other organizations to work with business to design processes and programs that make it as easy as possible to start or expand a business.
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Figure 13:  Role of Government and Organizations Subsection Scores

· The ‘Governing Body’s Attitude’ subsection is the highest scoring subsection with a score of 66 (7% above average).
·  ‘Availability of Business Development’ scored lowest with a score of 41 (20% below average).

Table 24:  Role of Government and Organizations Individual Question Scores

	
	
	Score out of 100
	

	Subsection
	Question
	Coronation
	18 Community Average
	% Difference

	Governing Body's Attitude towards Business
	F1.  The municipal government recognizes that businesses are important and valuable for the development of the community.
	78
	75
	3%

	
	F2.  The governing body is committed to recruiting or attracting businesses to the community, and may use strategies or incentives to do so.
	62
	58
	6%

	
	F3.  The governing body is committed to assisting existing or startup business opportunities through policy and action.
	57
	50
	14%

	Government Assistance and Processes
	F4.  Community leaders and officials are willing to cooperate with business and business associations.
	71
	67
	7%

	
	F5.  Local officials make it easy/reasonable for businesses to start or expand.
	66
	52
	26%

	
	F6.  Local regulations, policies, rules, bylaws, zoning are easily understood by business people, making it easy/reasonable for businesses to expand or start up.
	58
	48
	21%

	Availability of Business Development Support & Programs
	F7.  There is a recognized organization or individual available to assist people identify, assess, expand and/or create business opportunities.
	54
	52
	2%

	
	

	
	F8a.  Counselling
	35
	48
	-26%

	
	F8b.  Training 
	35
	49
	-30%

	
	F8c.  Mentoring
	23
	43
	-47%

	
	F8d.  Assistance for those seeking self-employment
	38
	55
	-31%

	
	F8e.  Loans
	54
	60
	-10%

	Delivery of Business Development Support & Programs
	F9.  Business development initiatives are effective and efficient, and do not duplicate each other.
	38
	42
	-9%

	
	F10.  Business programs are offered in a well-known and accessible location.
	35
	48
	-27%

	
	F11.  Staff members delivering programs are knowledgeable, competent and approachable.
	50
	59
	-16%

	
	F12.  Successful programs are repeated, reproduced, and further developed.
	46
	49
	-6%

	
	Section Score
	52
	54
	-5%


· The highest and lowest scores in terms of the community average are shaded in green and pink, respectively, above.
· The highest and lowest absolute scores are in large bold type.
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Figure 14:  Role of Government and Organizations Question Response Distribution
· Highest level of agreement with the question: F1 (municipal government recognition) at 84%.

· Lowest level of agreement with the question: F8c (mentoring) at 6%.

· Highest level of “Don’t know” responses: F8c (mentoring) at 65%.

· Highly polarized responses: F7 (recognized business opportunities organization), 
Table 25:  Role of Government and Organizations Strengths and Improvements

	Strengths
	Improvements

	Council accessible and responsive, willing to work together 
	8
	Involve new residents
	3

	Chamber of Commerce
	2
	To get more people involved
	2

	Many active organizations
	2
	More initiatives towards business
	1

	The same people do the work in several different roles
	1
	Create a business association
	1

	Smart and outgoing
	1
	Better communication between groups
	1

	Provincial government
	1
	Quarterly joint meeting
	1

	PEPS
	1
	More visibility
	1

	Mayor
	1
	Enhance community knowledge of local government and their role in the community
	1

	Long term residences
	1
	Men don't accept women
	1

	Four good candidates running for Town Council
	1
	Availability--  doors open attitude--  let people know who is on council, remind them
	1

	Flexible
	1
	Municipal gov't decisions are made by "who" they are - a fault of most small towns--  gov't and organizations and business don't work together
	1

	
	
	More accountability
	1


3.8
Section G:  Capital and Funding (52 out of 100)
· Ability of the community to financially support entrepreneurs through ensuring access to capital, and educating businesses about financial management and supports.
The Capital and Funding section scored 5th for Coronation out of 10 sections, and is distinguished by an extremely high incidence of “don’t know” responses (see Figure 16, below).
Coronation’s score was 15% higher than the 18-community average, and this is reflected by Appendix C, the list of the 20 greatest positive  deviations from the 18-community average, which contains five questions from this section: G5 (fund-raising skill), G6 (businesses understand financial management), G8b (informal local investors), G8a (equity funds accessible), and G8c (accessible grants).
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Figure 15:  Capital and Funding Subsection Scores

· The ‘Types of Capital’ subsection scored highest in the section with a score of 60 (25%  above the average).
· The ‘Businesses’ Access to Management of Capital’ subsection is the lowest scoring subsection of the section with a score of 39 (12% above average).
Table 26:  Capital and Funding Individual Question Scores

	
	
	Score out of 100
	

	Subsection
	Question
	Coronation
	18 Community Average
	% Difference

	Lenders' Ability to Understand and Work with Entrepreneurs
	G1.  Lenders are willing to take chances based on individual character and good business ideas.
	54
	47
	15%

	
	G2.  Lenders and investors understand entrepreneurs' needs and have programs to address those needs.
	46
	48
	-3%

	
	G3.  The following types of lending organizations are utilised for business needs.

	
	G3a.  Banks
	76
	78
	-3%

	
	G3b.  Credit Unions
	66
	76
	-14%

	
	G3c.  Business Development Organizations
	55
	73
	-24%

	Businesses' Access to & Management of Capital
	G4.  Business capital is available to anyone committed to a venture, regardless of credit history or any other factors.
	17
	21
	-19%

	
	G5.  People who are interested in expanding or starting a business are skilled in raising funds.
	39
	29
	37%

	
	G6.  Businesses have a firm understanding of financial management (cash flow, reading financial statements).
	57
	46
	25%

	
	G7.  Costs of Capital (i.e. interest, application fees) of accessing capital are manageable for entrepreneurs.
	48
	48
	0%

	Types of Capital
	G8.  The following sizes of loan funds are accessible to expand or start a business.

	
	G8a.  Equity (formal investors)
	67
	55
	21%

	
	G8b.  Angel (informal local investors)
	54
	43
	24%

	
	G8c.  Grants 
	64
	54
	18%

	
	G8d.  Revolving Loan Funds (i.e. lines of credit)
	72
	67
	8%

	
	G8e.  Micro Loans (up to $5,000)
	54
	74
	-27%

	
	G8f.  Loans $5,000 to $200,000
	61
	69
	-12%

	
	G8g.  Loans $200,000 and above
	50
	55
	-9%

	
	Section Score
	52
	46
	15%


· The highest and lowest scoring questions in terms of the community average are shaded in green and pink, respectively, above
· The highest and lowest absolute scores are in bold type.
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Figure 16:  Capital and Funding Question Response Distribution
· Highest level of agreement with the question: G3A (banks) at 73%.

· Lowest level of agreement with the question: G4 (business capital available) at 6%.

· Highest level of “Don’t know” responses: G8a (equity loans) at 65%.

· Highly polarized responses: G2 (lenders understand entrepreneurs needs), G7 (costs of capital are manageable), G8b (informal local investors), G8E (micro-loans), G8G (loans 200,000 and above).
.
Table 27:  Capital and Funding Strengths and Improvements
	Strengths
	Improvements

	Local banks
	7
	Set up community venture capital program
	2

	Supportive lending institutions in a competitive atmosphere
	1
	Easier ways to borrow  other than local bank having to go to large cities for answers--  loans officers must not be scared to loan money for small business
	1

	Lots of 'retired money' in area.  
	1
	Securing local funds, providing appropriate information to people wanting to start businesses
	1

	Money is not unique to community - money can be accessed globally
	1
	More entrepreneurial and business skill training
	1

	Development banks
	1
	Get people over their fear of debt
	1

	Government grants, fundraising, etc.
	1
	Publicity
	1

	Knowledge of grant opportunities
	1
	Give it away
	1

	Short supply of capital lending.
	1
	0 interest on new funding
	1

	
	
	I  do not bank in Coronation--  I had an issue with small town confidentiality
	1

	
	
	Fix problems with ATB
	1

	
	
	More fundraising
	1

	
	
	Direct some people to development organizations
	1

	
	
	Provide awareness opportunities to community members
	1


3.9
Section H:  Infrastructure and Business Services (65 out of 100)
· Ability to provide necessary and high quality support services and infrastructure to business at reasonable costs, allowing businesses to be as competitive as possible.
This section was the second highest scoring section of the survey for Coronation with a score if 65 (18% above average). Appendix A, the list of Coronations’s 20 highest scoring questions, contains 6 questions from this section. 
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Figure 18:  Infrastructure and Business Services Subsection Scores
· The ‘Business Core’ subsection was the highest scoring subsection of the section with a score of 71 (13% above average).  
· The ‘Availability of Business Space’ subsection was the lowest scoring subsection with a score of 43 (17% below average).

Table 28:  Infrastructure and Business Services Individual Question Scores

	
	
	Score out of 100
	

	Subsection
	Question
	Coronation
	18 Community Average
	% Difference

	Presence of a Business Core (Cluster)
	H1.  There is a vibrant, active town centre or community core.
	59
	51
	17%

	
	H2.  Parking near core business areas is accessible and adequate.
	88
	81
	9%

	Existence of Business Services 
	H3.  Business services (i.e. printers, web designers) are affordable and modern.  
	61
	59
	4%

	
	H4.  Professional services (i.e. legal, accounting) are easily accessible and affordable.

	
	H4a.  Banking
	87
	84
	4%

	
	H4b.  Insurance
	86
	82
	4%

	
	H4c.  Freighting
	58
	68
	-14%

	
	H4d.  Legal
	76
	65
	17%

	
	H4e.  Marketing
	47
	41
	14%

	
	H4f.  Accounting
	76
	72
	6%

	
	H4g.  Graphic Design
	46
	51
	-10%

	Adequacy of Utilities for Business
	H5.  Existing infrastructure (i.e. power, water) is of good quality, well maintained, serviced, and modern.
	58
	71
	-18%

	
	H6.  The planning of new physical infrastructure (i.e. roads, power, sewage) considers business needs.
	63
	60
	4%

	
	H7.  Telecommunication infrastructure is reliable, well maintained and modern.
	79
	60
	32%

	Availability of Business Space
	H8.  A variety of real estate is available to accommodate business expansion, attraction, or creation (i.e. home-based, town centre, industrial park).
	54
	56
	-4%

	
	H9.  Quality rental space is available to accommodate business expansion, attraction, or creation.
	32
	46
	-32%

	
	Section Score
	65
	55
	18%


· The highest and lowest scores in terms of the community average are shaded in green and pink, respectively, above.
· The highest and lowest absolute scores are in bold type.
[image: image21.emf]0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

H1

H2

H3

H4a

H4b

H4c

H4d

H4e

H4f

H4g

H5

H6

H7

H8

H9

Question

Percent of Respondents

Completely Agree Somewhat Agree Neither Agree or Disagree

Somewhat Disagree Completely Disagree Don't Know


Figure 18: Infrastructure and Business Services Question Response Distribution
· Highest level of agreement with the question: H2 (accessible parking) at 95%.

· Lowest level of agreement with the question: H9 (rental space available) at 26%.

· Highest level of “Don’t know” responses: H3 (business services) at 11%.

· Highly polarized responses: H4e (marketing), H4g (graphic design), H8 (real estate available).
Table 29:  Infrastructure and Business Services Strengths and Improvements

	Strengths
	Improvements

	Accessible, available
	4
	Funds
	2

	Diversity of local available infrastructure.  
	3
	More infrastructure for small and large business
	1

	Lots of space to develop
	2
	Ensuring water, power, and sewer services are modernized and easily accessible
	1

	New water pipeline
	2
	Incentives for business development/expansion
	1

	Feed mill - 200km radius
	1
	Better courier services
	1

	 Real estate (residential) industrial
	1
	Buy local
	1

	Streets
	1
	Clean up problems with contaminated sites for downtown revitalization
	1

	Pavement, sidewalk
	1
	More businesses
	1

	 Reliable market
	1
	Better government funding for program
	1

	 Good roads and maintenance programs
	1
	Better planning
	1

	A full line of recreational facilities.
	1
	More retail shopping.
	1

	Financial services are available.
	1
	Quality rental space.
	1

	We have basically everything available in Coronation.
	1
	Better water
	1

	New community centre
	1
	
	


3.10
Section I:  Communication and Connectivity (56 out of 100)
· The ability of businesses to connect with each other and with outside markets.
The Communication and Connectivity section is the third highest scoring section of the survey with a score of 56 (6% above the 18-community average). Five questions from this section appear in Appendix A, the list of the highest scoring questions for Coronation, and six questions appear in Appendix C, the list of the questions with the highest positive deviation from the 18-community average. 
This section contains three of the six highest scoring questions from the survey: I1a (word of mouth communication), I1f (basic internet services available), and I1e (mobile phone services available). It also contains the highest scoring question in Appendix C: I7 (availability of shipping and freight services).
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Figure 19:  Communication and Connectivity Subsection Scores

· The ‘Methods of Communication’ and ‘Shipping’ subsections were the highest scoring of the sections with score of 74 (20% and 19% above average).
· ‘Transportation Within the Community’ was the lowest scoring subsection, 31% below average with a score of 26.

Table 30:  Communication and Connectivity Individual Question Scores

	
	
	Score out of 100
	

	Subsection
	Question
	Coronation
	18- Community Average
	% Diff.

	Methods of Communication
	I1.  The following communications services are accessible and utilized.

	
	I1a.  Word of Mouth
	91
	90
	0%

	
	I1b.  Local Newspaper
	72
	74
	-3%

	
	I1c.  Local Radio
	28
	56
	-50%

	
	I1d.  Overnight express mail service (nationally)
	54
	56
	-3%

	
	I1e.  Mobile phone
	88
	66
	34%

	
	I1f.  Basic Internet Services
	89
	84
	7%

	
	I1g.  Fast or High-Speed Internet services
	87
	58
	49%

	
	I1h.  Video Conferencing Capabilities
	57
	45
	27%

	
	I2.  Quality communication services (phone, fax, high speed internet) are affordable to business.
	88
	73
	21%

	Transportation Services within the Community 
	I3.  The following transportation services are accessible and utilised within the community.

	
	I3a.  Public Transportation
	20
	33
	-40%

	
	I3b.  Taxi Service
	3
	40
	-93%

	
	I3c.  Special transportation services (i.e. Seniors, people with disabilities)
	70
	54
	29%

	
	I3d.  Carpooling system (i.e. park and ride, car sharing)
	13
	25
	-47%

	Inter-Community Transportation
	I4.  The following transportation services are available between communities.

	
	I4a.  Air (commercial)
	13
	27
	-53%

	
	I4b.  Air (private)
	38
	47
	-19%

	
	I4c.  Bus
	67
	68
	-2%

	
	I4d.  Train
	1
	22
	-93%

	Freighting
	I5.  Main transportation and freight routes between communitys are safe, well maintained and well serviced.
	79
	68
	15%

	
	I6.  Regular and frequent freight to major centres is accessible and utilised.
	74
	70
	5%

	
	I7.  Freight services into and out of the community are affordable to businesses.
	69
	45
	53%

	
	Section Score
	56
	53
	6%


· The highest and lowest scores in terms of the community average are shaded in green and pink, respectively, above
· The highest and lowest absolute scores are in large bold type.
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Figure 20:  Communication and Connectivity Question Response Distribution
· Highest level of agreement with the question: 12 (communication services) at 100%.

· Lowest level of agreement with the question: I4d (train) at 0%.

· Highest level of “Don’t know” responses: I1h (video conferencing) at 27%.

· Highly polarized responses: none
Table 31:  Communication and Connectivity Strengths and Improvements

	Strengths
	Improvements

	High speed internet
	9
	High speed accessible to all
	3

	Newspaper
	3
	Taxi service
	1

	Good infrastructure
	3
	Regular community meetings--  more support for new community members
	1

	Vital computer solutions
	2
	More options
	1

	Cell phone coverage
	2
	More access in Brownfield for high speed internet
	1

	Local businesses that supply the technical end of business (computers, high speed, faxes, cell phones)
	1
	Local radio
	1

	Internet access to marketing from newspaper ads
	1
	Have an avenue for building better communication between business, gov't, and organizations
	1

	Greyhound services  
	1
	Get Greyhound to come more than Monday, Wednesday, and Friday
	1

	Active chamber of commerce
	1
	Freight
	1

	
	
	Enable best less than load and courier service possible
	1

	
	
	Better relations between local gov't and newspaper
	1

	
	
	More involvement  in the Chamber of Commerce
	1


3.11
Section J:  Markets and Marketing (46 out of 100)
· Ability of business to capture and expand markets, both locally, regionally, and outside the region, thus keeping and building local wealth.
The Markets and Marketing section ranked 8th in Coronation’s scores.  Appendix B (lowest scoring) and Appendix D (highest negative deviation from the community average) both contain questions J5 (distinctive brand or marketing image) and J9 (joint marketing). 
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Figure 21:  Markets and Marketing Subsection Scores
· The ‘Market Savings’ subsection was the highest scoring subsection with a score of 54 (2% below average).
· The ‘Regional Marketing’ subsection was the lowest scoring subsection with a score of 34 (20% below average).
Table 32:  Markets and Marketing Individual Question Scores
	
	
	Score out of 100
	

	Subsection
	Question
	Coronation
	18 Community Average
	% Difference

	Market Saviness
	J1.  Businesses have a good understanding of their customers and their purchasing behaviour.
	58
	61
	-5%

	
	J2.  Business people have knowledge and an awareness of the global economy and market trends, and its relevance to local markets.
	56
	53
	5%

	
	J3.  Local businesses demonstrate creativity and innovation in seeking new customers, both locally and outside of the area.
	50
	53
	-5%

	Market Reputation
	J4.  The community has a reputation for high quality products and/or services
	56
	55
	2%

	
	J5.  The community has a distinctive or unique brand or marketing image.
	28
	43
	-35%

	
	J6.  People from outside the community see it as a desirable place to live.
	49
	66
	-27%

	Local Marketing
	J7.  Products and services are reasonably priced in comparison to regional and city competitors
	55
	57
	-3%

	
	J8.  People prefer to purchase local products and services before those from out-of-area.
	44
	43
	4%

	Regional Marketing
	J9.  Businesses in the community / region market their products and services as a group. 
	21
	31
	-33%

	
	J10.  Locally developed goods and services are marketed both in the community and in other regions.
	50
	57
	-12%

	
	Section Score
	46
	51
	-10%


· The highest and lowest scores in terms of the community average are shaded in green and red, respectively, above.
· The highest and lowest absolute scores are in large bold type.
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Figure 22:  Markets and Marketing Question Response Distribution
· Highest level of agreement with the question: J1 (businesses understand their customers) and J2 (businesses understand global economy) both at 47%.

· Lowest level of agreement with the question: J5 (unique brand or marketing image) at 21%.

· Highest level of “Don’t know” responses: J3 (creatively seek new customers) at 15%.

· Highly polarized responses: J3 (creatively seek new customers), J4 (reputation for high quality), J6 (desirable place to live), J7 (products reasonably priced), J10 (marketing of local goods.

Table 33:  Markets and Marketing Strengths and Improvements
	Strengths
	Improvements

	Word of mouth, friendly people you know
	3
	Be more competitive and accessible (prices, specials, opening hours, marketing)
	5

	Knowledge of products
	1
	Group marketing
	3

	Market area is well defined
	1
	Stronger newspaper-- positive press not negative
	1

	Individual managers that make use of opportunity
	1
	Local governments
	1

	We have a number of "chain" businesses which benefit from marketing originated by the parent companies, which help keep businesses in town.
	1
	Get people to think beyond eyesight of water tower
	1

	Affordable local advertising opportunities
	1
	Working together
	1

	Should be low overhead to do business here, should offset freight costs
	1
	Better promotion
	1

	Convince
	1
	Farmers market
	1

	There is almost everything available here, if you want to shop here
	1
	More government workshops
	1

	Friendly knowledgeable staff
	1
	We need more
	1

	High speed internet
	1
	Get the word out, attend the right trade shows, find out what makes us unique/niche
	1

	Centre of a region
	1
	Attract and keep seniors in community through new/enhanced seniors housing
	1

	Stable market  
	1
	Availability of product
	1


Appendix A:
Top 20 Highest Scoring Questions

	
	Score out of 100
	

	Question
	Coronation
	18- Community Average
	% Difference

	B2.  There are quality elementary and secondary schools in the community.
	93
	80
	17%

	B10.  The community is a safe place to live. 
	93
	90
	3%

	I1a.  Word of mouth is utilized.
	91
	90
	0%

	I1f.  Basic Internet services are accessible and utilized.
	89
	84
	7%

	H2.  Parking near core business areas is accessible and affordable.
	88
	81
	9%

	I1e.  Mobile phone services are accessible and utilized.
	88
	66
	34%

	I2.  Quality communication services (phone, fax, high speed internet) are affordable to business.
	88
	73
	21%

	B1.  A quality health care facility is accessible, well serviced and within a reasonable distance.  
	87
	70
	25%

	H4a.  Banking services are easily accessible and affordable.
	87
	84
	4%

	I1g.  High speed Internet services are accessible and utilized.
	87
	58
	49%

	H4b.  Insurance services are easily accessible and affordable.
	86
	82
	4%

	B11.  Successful businesses want to remain in the community.
	82
	83
	-1%

	H7.  Telecommunication infrastructure is reliable, well-maintained, and modern.
	79
	60
	32%

	I5.  Main transportation and shipping routes between communities are safe, well-maintained and well-serviced.
	79
	68
	15%

	F1.  The governing body (city council, village council, or area director) recognizes that businesses are important and valuable for the development of the community
	78
	75
	3%

	G3a.  Banks are utilized for business needs.
	76
	78
	-3%

	H4d.  Legal services are easily accessible and affordable.
	76
	65
	17%

	H4f.  Accounting services are easily accessible and affordable.
	76
	72
	6%

	B5.  There is a strong community identity, and there are plentiful and varying opportunities for involvement (i.e. arts, athletics, politics, church groups).  
	76
	70
	9%

	B12.  Individuals are capable of persevering and being committed to their business, remaining in the community even during hard economic times. 
	74
	70
	5%


Appendix B:
Bottom 20 Lowest Scoring Questions
	
	Score out of 100
	

	Question
	Coronation
	18- Community Average
	% Diff.

	I4d.  Train services are available between communities.
	1
	22
	-93%

	I3b.  Taxi Services are accessible and utilized within the community.
	3
	40
	-93%

	I4a.  Air (commercial) services are available between communities.
	13
	27
	-53%

	I3d.  Carpooling system is accessible and utilized within the community.
	13
	25
	-47%

	G4.  Business capital is available to anyone committed to a venture, regardless of credit history or any other factors
	17
	21
	-19%

	I3a.  Public Transportation services are accessible and utilized within the community.
	20
	33
	-40%

	C1i.   University programs are utilized.
	20
	34
	-40%

	J9.  Businesses in the community /region jointly market their products and services
	21
	31
	-33%

	C1h.  College programs are utilized.
	22
	31
	-29%

	C8.  A pool of skilled and trained labour is available to local businesses.  
	22
	34
	-35%

	F8c.  Mentoring programs and services assisting business people are utilized.
	23
	43
	-47%

	D7.  Skilled and knowledgeable scientists and researchers do academic and/or practical work in my community or region (Not necessarily about the region).
	27
	28
	-5%

	I1c.  Local Radio is accessible and utilized.
	28
	56
	-50%

	C3.  There is an entrepreneurial development program in elementary and secondary schools (K-12).
	28
	34
	-18%

	J5.  The community has a distinctive or unique brand or marketing image
	28
	43
	-35%

	C9.  Teaching organizations develop courses that serve community needs (i.e.. Specialized training)
	31
	41
	-24%

	H9.  Quality commercial rental space is available to accommodate business expansion, attraction, or creation.
	32
	46
	-32%

	B3.  There is an educational organization in the area that offers post-secondary programs and continuing education opportunities. 
	34
	54
	-37%

	F8b.  Training  programs and services assisting business people are utilized.
	35
	49
	-30%

	E6.  There are opportunities for leadership training and development for individuals of all ages and interests (i.e. professionals, youth). 
	35
	41
	-16%


Appendix C:
Top 20 Highest Positive Deviation from the 18-community Average
	
	Score out of 100
	

	Question
	Coronation
	18 Community Average
	% Diff.

	I7.  Shipping and freight services into and out of the community are affordable to business.
	69
	45
	53%

	D8.  There are formal and informal forums (Conferences, Workshops) on technology and technology applications
	42
	28
	50%

	I1g.  High speed Internet services are accessible and utilized.
	87
	58
	49%

	G5.  People who are interested in expanding or starting a business are skilled in raising funds
	39
	29
	37%

	I1e.  Mobile phone services are accessible and utilized.
	88
	66
	34%

	H7.  Telecommunication infrastructure is reliable, well-maintained, and modern.
	79
	60
	32%

	C6.  Flexible timing for skills training is available to meet local business needs.
	54
	42
	29%

	I3c.  Special Transportation Services (i.e.. Seniors, People with disabilities) are accessible and utilized within the community.
	70
	54
	29%

	I1h.  Video Conferencing Capabilities are accessible and utilized.
	57
	45
	27%

	F5.  Local officials make it easy/reasonable for businesses to start or expand.
	66
	52
	26%

	G6.  Businesses have a firm understanding of financial management (cash flow, reading financial statements).
	57
	46
	25%

	B1.  A quality health care facility is accessible, well serviced and within a reasonable distance.  
	87
	70
	25%

	C10.  Teaching staff is skilled in and knowledgeable about the subject(s) they teach
	71
	57
	24%

	G8b.  Angel funds (informal local investors) are accessible to expand or start a business.
	54
	43
	24%

	C5.  Training programs are affordable for anyone (i.e. business owners, youth, professionals)
	60
	48
	24%

	I2.  Quality communication services (phone, fax, high speed internet) are affordable to business.
	88
	73
	21%

	F6.  Local regulations, policies, rules, bylaws and zoning are easily understood by business people making it easy/reasonable for businesses to expand or start up.
	58
	48
	21%

	G8a.  Equity funds (formal investors) are accessible to expand or start a business.
	67
	55
	21%

	G8c.  Grants are accessible to expand or start a business.
	64
	54
	18%

	D6.  Businesses that do research or research facilities are geographically concentrated (clustered) and interact with each other.
	38
	33
	18%


Appendix D:
Bottom 20 Largest Negative Deviation from the 18-community Average

	
	Score out of 100
	

	Question
	Coronation
	18 Community Average
	% Difference

	I4d.  Train services are available between communities.
	1
	22
	-93%

	I3b.  Taxi Services are accessible and utilized within the community.
	3
	40
	-93%

	I4a.  Air (commercial) services are available between communities.
	13
	27
	-53%

	I1c.  Local Radio is accessible and utilized.
	28
	56
	-50%

	F8c.  Mentoring programs and services assisting business people are utilized.
	23
	43
	-47%

	I3d.  Carpooling system is accessible and utilized within the community.
	13
	25
	-47%

	C1i.   University programs are utilized.
	20
	34
	-40%

	I3a.  Public Transportation services are accessible and utilized within the community.
	20
	33
	-40%

	B3.  There is an educational organization in the area that offers post-secondary programs and continuing education opportunities. 
	34
	54
	-37%

	C8.  A pool of skilled and trained labour is available to local businesses.  
	22
	34
	-35%

	J5.  The community has a distinctive or unique brand or marketing image
	28
	43
	-35%

	J9.  Businesses in the community /region jointly market their products and services
	21
	31
	-33%

	H9.  Quality commercial rental space is available to accommodate business expansion, attraction, or creation.
	32
	46
	-32%

	F8d.  Assistance for those seeking self-employment programs and services assisting business people are utilized.
	38
	55
	-31%

	B9.  There are many high quality recreational opportunities in the area (i.e. Ski hills, lakes, hiking trails, parks). 
	56
	81
	-31%

	F8b.  Training  programs and services assisting business people are utilized.
	35
	49
	-30%

	A3.  The community is facing a significant economic opportunity. 
	43
	61
	-30%

	C1h.  College programs are utilized.
	22
	31
	-29%

	C1a.  Business plan development programs are utilized.
	38
	53
	-28%

	G8e.  Micro Loans (up to $5,000) are accessible to expand or start a business.
	54
	74
	-27%


Appendix E:
The “Gut Check 12”
The following questions provide a snap-shot of a community’s business vitality.  These key questions can be used to inform future efforts aimed at improving business friendliness.
	
	Score out of 100
	

	Question
	Coronation
	18 Community Average
	% Diff.

	A2.  The community is facing an economic crisis. 
	51
	60
	-14%

	B7.  Young adults (25-34) consider the community a desirable place to live.
	42
	49
	-15%

	B11.  Successful businesses want to remain in the community.
	82
	83
	-1%

	C7.  The education and business communities work together to provide convenient training
	39
	41
	-5%

	C11.  Citizens are motivated to learn new skills and to develop existing ones.
	49
	51
	-5%

	F2.  The governing body is committed to recruiting or attracting businesses to the community, and may use strategies or incentives to do so.  
	62
	58
	6%

	F3.  The governing body is committed to help existing businesses or creating new businesses through policy and action.
	57
	50
	14%

	G5.  People who are interested in expanding or starting a business are skilled in raising funds
	39
	29
	37%

	H1.  There is a vibrant, active downtown area or community core. 
	59
	51
	17%

	J5.  The community has a distinctive or unique brand or marketing image
	28
	43
	-35%

	J6.  People from outside the community see it as a desirable place to live. 
	49
	66
	-27%

	J8.  People prefer to purchase local products and services before those from out-of-area.
	44
	43
	4%


-
Appendix F:
Focus Group Results

Question One:  What makes this community a great place to do business in? 

	
	Count

	Personal aspect - know your customers - personal attention
	5

	Commercial property - less expensive
	3

	Easy parking
	2

	Access to capital for expansion
	2

	Good variety of businesses
	2

	Small town feel
	1

	Revitalization of downtown core
	1

	Staff training
	1

	Pros and cons to shopping out of town
	1

	Sharing knowledge of services available between businesses
	1

	Community cooperative starting/expansion of new business
	1

	Taxi services
	1

	Branding of marketing our initiatives
	1

	Junior achievement
	1

	We have low overhead compared to cities
	1

	Variety of service clubs (Elks, Lions, etc.)
	1

	Low crime (thanks RCMP)
	1

	Hospital - 2 doctors
	1

	Emergency services (fire ambulance)
	1

	Town appearance - CIB, Parks/Museum, flowers/yards
	1

	Early business hours 6am+
	1

	Variety of banking and legal services
	1

	Recreation (hockey, curling, fishing, golfing, camping, soccer, ball, tennis, etc.  Indoor pool)
	1

	Variety of playgrounds
	1

	Location - close
	1

	Accessibility
	1

	Ease of transactions - quick
	1

	Safe
	1

	Businesses returning support to the community (financial, in kind, volunteer)
	1

	Franchise businesses (warranties, advertising, availability/ability to get product, service)
	1

	Small town feel
	1


Question Two:  What changes can be made to help business in your community? 

	
	Count

	Larger, skilled, motivated labour pool
	1

	Apprenticeship programs in school
	1

	Method of tax calculation for businesses compared to neighbouring communities (municipal)
	1

	Maintain vacant business lots
	1

	Provincial gov't provide more money - no strings attached
	1

	Improve advertising on the web - town website
	1

	More social events to bring people in,  farmers markets, etc.
	1

	Start a coop to help bring in small businesses - electronic repair, small engines, trades, etc.
	1

	Promote weekend activities
	1

	More memberships for Chamber of Commerce.
	1

	Indoor pool
	1

	Celebrate achievement/success
	1

	Offer training programs - owners
	1

	Business hours to include 12-1 pm
	1

	Education as a whole - including the youth - put it out to get it back.
	1

	Revitalize the Chamber of Commerce
	1

	Lending institutions need to communicate with community/government programs
	1

	Education K-12 - more one on one
	1


Appendix G:
Community Profile Results

Name 3 words, phrases or adjectives that best describe your community
Positive
	
	Count

	Safe
	12

	Friendly
	8

	Quiet, peaceful
	4

	Helpful, cooperative
	2

	Community minded
	2

	Clean
	1

	Robust
	1

	Established
	1

	Vibrant
	1

	Energetic
	1

	Child Friendly
	1

	Supportive
	1

	Attractive 
	1

	Eventful
	1

	Warm
	1

	Simple (easy to function on a daily basis)
	1

	Spirit
	1

	Local centre
	1

	Close ties
	1

	Outgoing
	1


Neutral
	
	Count

	Small
	4

	Rural
	4

	Senior
	1

	Remote
	1

	Traditional
	1


Negative

	
	Count

	Passive
	1

	Set in their ways
	1

	Stuck
	1


1. What are the 3 greatest strengths / assets of your community?

	
	Count

	People willing to pull together for a common goal
	6

	Hospital
	4

	Community spirit of volunteers 
	4

	Sport facilities
	4

	Schools
	3

	Affordable property
	3

	Safe place to raise a family
	2

	Slower pace of life
	2

	Close
	1

	Council
	1

	Knowledge of leaders
	1

	We have good selection of businesses. (Food, clothing, hardware, etc.)
	1

	People are willing to change for the betterment of town
	1

	Using schools, churches, and hall for multiple functions (book club meeting at school library)
	1

	Town status
	1

	Great food stores
	1

	Rural location
	1

	Hard working
	1

	Access to farm with minimal conflicts for land use
	1

	There are some people willing to become leaders
	1

	Friendliness
	1

	Location
	1

	Communities in Bloom and other groups (Lions, musical festival, fair board, minor sports, community centre, golden age)
	1

	Very well equipped with community infrastructure - sports facilities, hospital, school, etc.
	1

	Many businesses that support local growth
	1

	Oil/resource driven
	1

	More time than money
	1


2. What are 3 things that could improve your community?
	
	Count

	General appearance (buildings, streets, houses)
	8

	More people
	3

	More involvement from businesses for economic initiatives
	2

	Improved water quality
	2

	Number of businesses
	2

	More seniors housing thus making it a place for seniors to move to
	2

	Theatre
	1

	Size
	1

	Group effort in improving business promotions (Xmas shopping)
	1

	Youth retention
	1

	Commitment to growth
	1

	Small population growth
	1

	Restaurant open on weekends
	1

	Shopping
	1

	More community activities (fairs, trade shows, etc.)
	1

	Promoting our dam as a tourist attraction
	1

	Sometimes they are cliquey in Brownfield (those who do not attend the Baptist church are not the "in" group)
	1

	Diversify industry beyond oil and agriculture 
	1

	Rail back
	1

	High end hotel/motel
	1

	People willing to help out more
	1

	Raise average level of education in area
	1

	Provide good atmosphere for people to shop and enjoy the town
	1

	More outgoing citizens
	1

	Service centre
	1

	Large factory - jobs, etc.
	1

	Break down the attitude that change is a bad thing
	1

	More planning
	1

	Make area more socially welcoming for newcomers
	1

	More employment opportunities for youth and adults
	1

	Determination on projects
	1


3. What is the most important reason why you live in Coronation? 
	
	Count

	Safe place to raise a family
	6

	Family ties
	2

	Work
	2

	Size of the community
	1

	Everyone knows everyone
	1

	Friendly
	1

	Enjoy the rural setting and we are on migratory flight routes
	1

	Here now and very busy (really no time to ponder)
	1

	Quality of life
	1

	The people
	1

	Excellent opportunities in agriculture.
	1

	Secure
	1


4. What makes your community unique in contrast to other communities? (list up to 3)
	
	Count

	Location - Far enough away from bigger busier centres, but close enough
	2

	Murals on buildings
	2

	Our fire hydrants are painted as caricatures
	1

	Our name - Coronation and using it as a marketing tool
	1

	There is community involvement in recreation, education, beautification.
	1

	"Countryness" - is a feeling of safeness
	1

	It's one of the larger centres
	1

	Low crime
	1

	Everyone is friendly
	1

	Town council puts its money where it sees it is needed
	1

	No Tim Hortons
	1

	Level of infrastructure
	1

	Self sustaining community
	1

	Pretty standard AB small town
	1

	Good leadership
	1

	Citizens that largely pull together for worthy causes
	1

	Rural setting
	1

	Supportive
	1

	There are more business here as compared to other towns
	1

	Long distance to major urban centre
	1

	Affordable housing
	1

	Surrounding town and villages
	1


	Cost of living very low
	1

	Local parks
	1

	Our street names - royal
	1

	A quiet sleepy little town
	1

	Acceptance of new people
	1

	Oil and gas
	1

	Cost of living very low
	1

	Local parks
	1

	Our street names - royal
	1

	A quiet sleepy little town
	1

	Acceptance of new people
	1


5. What are the untapped opportunities in your community? (List up to 3)
	
	Count

	Musical talent, the music fest
	2

	Vintage tractor collections for tourism
	2

	Tourism and tourism promotion
	2

	Evening entertainment
	1

	Our recreation dam for tourism
	1

	Fitness centre for the youth and seniors
	1

	Museum
	1

	Need to get oil field companies (service) to relocate here  
	1

	Large capacity water wells
	1

	Business owners  work together to improve economic development
	1

	Barber shop - want to tear it down rather than restore it
	1

	Our outfitters and hunting lodges (tourism)
	1

	Youth centre
	1

	Apache gets to many services from Red Deer
	1

	This resource could be tapped by a variety of industries
	1

	Secondary schools
	1

	Youth with a lot of time on their hands
	1


6. What is the one thing you most proud of in your community?
	
	Count

	Community Centre
	3

	Communities in Bloom
	2

	Heritage park and museum
	1

	How it has improved in appearance
	1

	The Brownfield community hall
	1

	Volunteers have worked very hard to change a dusty oil town to where you see little gems of beauty springing up
	1

	Annual fair
	1

	The cooperation and commitment to getting projects done 
	1

	Debt free and freedom
	1

	Medical facilities and great doctors
	1

	Support and involvement given to any worthwhile community endeavour
	1

	Getting the new water pipeline
	1

	The school
	1

	People
	1

	Close ties of residents
	1

	Strong community to lead local area and communities, outgoing
	1


Appendix H:
Phase 1 Session Attendance

Pat King

David Connauton

Dionne Elliot

Brett Alderdice

Robert Guse

Carol Funnel

Chris Selzler

Toni Selzler

Tom Allan

Cst. B. Torpe

Herb Rock

John Rush

Linda McLarty

Vivian Anderson

Jackie Morettin

Ryan Ramsay

Barbie Evans

Audrey Glazier

B. Sheffelmaier
Brent Heidecker

Joyce Webster

Edward Griffiths

Appendix I: Coronation Community Profile -- Age Distribution 
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Appendix J:
Coronation Community Profile—Labour Force 
Distribution 
Top 5 Industries of Employment by Participation
	Coronation
	Alberta

	Agriculture and resources
	21%
	Business Services
	18%

	Business services
	16%
	Agriculture and resources
	12%

	Health and social services
	13%
	Retail
	11%

	Retail
	10%
	Health and social services
	9%

	Construction
	7%
	Construction
	9%




Source: Statistics Canada 2006 Census
Appendix K:
Coronation Community Profile—Educational attainment, population over 15
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Appendix L:
Coronation Community Profile—Labour Force Distribution
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Appendix M:
Coronation  Community Profile—Earnings and 




Income  in 2005

	
	Coronation
	Alberta


	Median Earnings (people over 15)
	$30,003
	$29,738

	Percent of population in low income category
	3.6
	9.1

	Government transfers as % of all income
	13.7
	7.2


Source: Statistics Canada 2006 Census
Appendix N: Population Growth

	
	Coronation
	Alberta



	Population in 2006
	1015
	3,290,350

	Population in 2001
	902
	2, 974,807

	Percent Increase
	12.5
	10.6


Source: Statistics Canada 2006 Census
Appendix O:
The Business Vitality Initiative
The BVI was developed by Mike Stolte, an economist and economic development manager in Nelson, B.C.  He knew that people have an innate need to see where they stand relative to others before taking action, and that communities have this same desire. In trying to build a tool based on available statistics to compare communities, Mike was disappointed with what was available, especially in rural areas.  Mike and colleague Anne Stacey researched the keys to entrepreneurial success from academic research and practice from all over the world and combined it with their own experiences in the rural context to build a tool made up of 100 perceptual indicators, qualitative questions and focus groups. 

BVI Principles

· Communities know best

· Communities must harness their untapped human resources & energy

· Communities must become more self-reliant

· Small steps/actions to build capacity are recommended
· Process is better when it’s inclusive
· BVI is not a substitute for community planning

Why is entrepreneurship important?

The 21st Century has been dubbed “The Entrepreneurial Century”. There is a powerful link between entrepreneurship & economic performance. Some studies suggest that entrepreneurs and small business are creating 90-95% of new jobs. Studies also show that 80-90% of jobs are generated from retaining and expanding business within a community. Increasingly, research shows entrepreneurs fare better in supportive communities with dynamic business support organizations.

Summary of the BVI Process

Using a combination of community meetings, focus groups, questionnaires, statistics, and written reports, the BVI guides the community through three stages:

1. Assessment --a 3 hour community meeting featuring a 95-question survey and focus groups will be accompanied by an on-line survey for those who wish to participate but cannot make the meeting.

2. Focus-- a 3 hour community meeting where survey results are reviewed, analysis is provided, possible community actions are considered, actions are selected by the community, and a reality check is performed.

3. Action-- the action stage features the community working 

on 3-4 top priorities or actions selected in the focus stage.

The BVI will allow communities to benchmark themselves and compare themselves to other communities using CIEL’s unique graphs and scoring. 

Appendix P:
List of BVI Communities to Date

Canada
· Creston, BC, Canada
· Harrop Proctor, BC

· Pemberton, BC

· Nakusp, BC

· New Denver/Silverton, BC

· Grand Forks, BC

· Castlegar, BC

· McBride, BC

· Cache Creek, BC

· Nelson, BC

· Elkford, BC

· East Shore Region, BC

· Port Hardy, BC

· Kimberley, BC

· Gladstone, MB
· Dauphin, MB

· Castor, AB

· Hinton, AB

· Coronation, AB
Australia

· Yarram, VIC

· Dimboola, VIC

· Myrtleford, VIC

· Robinvale, VIC

· Macarthur, VIC

Appendix Q:
About CIEL

The Centre for Innovative and Entrepreneurial Leadership (CIEL) strengthens communities by helping them become more business-friendly, more culturally vibrant, and more sustainable. We also assist them in improving leadership and enhancing community involvement. 
CIEL is a non-profit organization located in Nelson, British Columbia, in a region featuring many communities that are quickly having to make transitions to survive in a fast-changing global economy.
Our early work assisted small communities in the neighbouring mountain valleys.  We developed innovative assessments coupled with strategic processes that helped communities focus, leverage assets and energy and, most importantly, jumpstart action. Then our ideas attracted the attention of communities farther afield, and we began working with communities across the rest of B.C.  More recently we have been invited into communities across Canada, the U.S, New Zealand and Australia. 
Our Communities Matrix – a one page tool for assessing stages of community readiness – has now been used in many countries across the globe.  The Government of Canada contracted CIEL to research, develop and build a collaborative leadership program as an effective means of building capacity for rural communities in Canada.
CIEL continues to develop practical, engaging and innovative tools and processes that strengthen communities. In 2008, CIEL won the award for the region’s most innovative organization from the Kootenay Association for Science & Technology.
Our network of facilitators and trainers allows us to be responsive to the needs of communities across the world. CIEL’s conference presentations have inspired at the local, regional, state/province and international level. Our work has been featured on the Canadian Broadcasting Corporation, Canadian Living Magazine and the Australian Broadcasting Corporation.
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