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The big picture —realities of BC rural communities
@ the challenge of stabilizing the population base

and attracting younger generations

Amenity based rural development

Evidence from other jurisdictions...

Questions to ponder today and later at home...

Closing thoughts and questions...

Amenity based rural development (ABRD)
is emerging as a potentially valuable
approach to enable regional resilience;

This place-based approach utilizes the natural and
cultural amenities within rural regions as drivers for
new economic realities, encouraging people to visit,
relocate or invest due to the attractiveness of rural
regions.

While people have been attracted to these amenities
throughout time, the notion of using attractiveness to
drive development is a new conceptualization that

provides a holistic umbrella for economic development.
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Stabilizing population dynamics
Stemming outward migration and population loss

- Addressing population gains and associated pressures
- Attracting investment

- Enhancing climate for small business success

Diversifying, integrating and managing different economies
- Addressing aging infrastructure and service
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“The only communities that will
remain are those where people
choose to vote with their feet”

- Pre-occtipations for
rural communities
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Population
2006

Population
2011

Tofino

Sechelt

Ucluelet

Gibsons

Port Hardy

Parksville

Campbell River

QualicumBeach

Powell River

Port Alberni

Port Alice

Port McNeil

Gold River

Sayward 341
Tahsis 36€
Zeballos 18¢

BC Average 7% growth between 2006-2011

For interest sake

Population

Median age
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Coastal community| 2006  |Population 201] % change

Tofino
Port McNeil

Ucluelet I 148

Port Hardy
Campbell River
Port Alberni
Gold River
Zeballos
Port Alice
Powell River
Gibsons
Tahsis
Sechelt
Sayward
Parksville

QualicumBeach

134

33.3

3q

38.1

382z 400¢;

Above BC Average ii)j
growth AND lower .
than BC average
Median age
12957
4182
36€
8454
341
2651¢
850z

e

(younger than others)
57% are between the ages of 20-44 (BC is 34%)
and 4% are over 65 (BC is 15%)

Despite overall trend of population loss, some are growing...

This growth is highly correlated to the presence of amenities
which are speculated to drive rural development.
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Amenities S
- — Amenities refer - Thinking of sectors - Thinking of places
— to the pleasurable - Providing subsidies (l'e‘gl,\l}j s) )
aspects . Viewing rural areas - Making Investments in

associated to as places of places
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natural and production Moving towards Viewing rural areas as

places of consumption
(amenities)

- Exporting goods . Importing people, ideas
and investment

cultural features (resources)
of rural areas.

These make rural
areas attractive
places to visit,
play, live and
prosper.

Amenities that are based on the natural attributes of rural
areas including climate, air quality, land and water and whicl
provide the scenic settings and materials for work and leisur
pursuits of residents. S
> of valued LA A
s in rural

promote the
active

of rural

relocation and
investment,

2) protect the future
value of amenities, and

3) to create economies
(directly and
indirectly) from the
presence of amenities.

Natural amenities
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Amenities based in the cultural context of rural areas
including heritage, recreation and sports, arts, work and
community and which serve to enhance quality of life in
rural regions.

- Visitors — attracted to experience
the amenities and contribute to
local economy;

- Residents — attracted to live near
the amenities and for overall
quality of life;

« Investors — attracted to create
economic value from the
amenities — directly or indirectly.

The three audiences

- This is often not fully
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System amenities

Amenities that enable the development of natural
and cultural amenities including infrastructure,
services and connectivity.

+ Itis the front door to

most economic
development efforts

- People visit a place first,

form an impression and
consider relocating or

investing... L .
> Tourism is a vehicle of change

for communities — moves our
thinking from a generator of
economic impacts to its
potential in addressing broader
needs of communities.

How does tourism fit into this
bigger picture?

recognized by
stakeholders in economic
development



Tourism or place
promotion exposes
people to the
attractive amenities
in communities
allowing them to form
a positive impression
and interest in
visiting or later
relocating.

Is there opportunity here?

7/6/2016

My definition of
sustainable

in a way that infuses revenue
into households, businesses

and the tax coffers.

revenue is reinvested
into the amenities that are
ed by local residents i N

Choose where you want to work
and take it with you...



The lifestyles provided by natural and
cultural amenities are influencing labour
mobility decisions...

Love of leisure ovéabour

Evidence from BC
Resort
Communities...

Communities/regions
elsewhere are capitalizing
on the opportunity,

attracting people, their
ideas and investments —
AND becoming more
competitive.
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Amenity driver: Natural areas and trails —
consuming through mountain biking
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Resident attraction campaign
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The purpose of the Evocities campaign is to combat the lack of awareness
about NSW inland regional cities amongst metropolitan residents, and
drive new residential growth and business investment.
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Between 2010 and 2015:
« The Evocities website had more 375,000 visitors.

« The Evocities branded employment website had more than 1.5 million visitors.
« Nearly 5,000 relocation enquiries were lodged.
« Over 2,500 families had relocated to an Evocity.

AUSTRALM'S IICHEST - THE EVOCITIES
SEnNES

Vancouver, Toronto markets drive decline in
housing affordability: RBC

Pecn Incrmanes Bhely 1D COSVIE I RERT ISITE TEROF AaYY

Are urbanites aware of the attractiveness of
BC’s rural communities? Is there room to
collaborate on a resident attraction strategy?
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Attracting young
population of 25 r ' dultS

strengthening
n;

nd s upipx
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= For them attractive means...
» Natural amenities

» Social connections &
community character
oram is providing $25 9 g
il W e 3 ‘5“9, : - Community festivals &
in 201 (oB];elplrural events
T e, » Recreation & leisure
ttractive & opportunities
+ Be cautious about the

: perceptions created...
Potential 2B |
A ‘ : - - “grow up & move away

fundlng 7 culture

Opp Ortunity’) - “Retirement community’

”

Trails and Pathways: ,3 s ': - “The millennials, represent
the biggest population
bubble in 50 years. 64% of
college educated
millennials choose first
where they want to live,
and only then do they look
for ajob. They highly value
walkable communities.”
Speck, 2014

Important to millennials...
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- Baby boomers are
finishing child rearing
and ﬁndlm, their
suburban homes too
large and isolating.
va are choosmo
where to retire.
“Freedom for many in
this generation means
living in walkable,
accessible communities”

Could place based investment in
And at the other end... amenities enable your community to

achieve long term prosperity?

Is every community a fit?

“This brings to question whether remote )
communities should be investing in residents value about your

Do you know what your current

providing increased amenities, or whether
the investment may be better spent on
improving infrastructure that supports

access to larger centres.” Have you thought about who

‘ ' (and how many) you want as

community?

future new residents?
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Do these new residents
know your community
exists?

Are the visitors you are
If so, what are their promoting to, the desired
impressions AND are they residents of tomorrow?
attracted?

What amenities are being Small communities are never

short on ideas...but they are
on human and financial
resources.

promoted for your
community?

Are they also being Are you clear on your
adequately protected to priorities for amenity based
retain future value? investments?

12



Word of caution

Need for long term
vision, planning and
appropriate supports.

?Many communities are not yet
equipped to deal with the
planning consequences of
amenity-led development. The
explosion of impacts has caught
many areas unprepared.”
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Invest in place

protection

Work with regional neighbors
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Nicole
Vaugeois

BC Regional Innovation
Chair in Tourism and
Sustainable Rural
Development

Email:
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