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EXECUTIVE SUMMARY
This report has been prepared to comprehensively address a request from the Municipal District of Bonnyville Kinosoo
Ridge management team for the Legacy Tourism Group to evaluate the current infrastructure and programming of the
Kinosoo Ridge Snow Resort, and then complete a feasibility study investigating the opportunity to expand and enhance the Kinosoo offering, potentially into a four-season resort, followed by a business plan to support this initiative.
The Legacy Group team would like to acknowledge the support and timely responses to information requests and
questions regarding past and current operations at the facility, in particular Bowen Clausen, Kaylee Pollock, and Philip
Crampton.
Legacy Group CEO Rod Taylor, COO Jim DeHart and Legacy Ski Operation specialist Sam Oettli visited the resort on
November 5th to 7th 2021. The team met with MD and key, leadership members of the resort, toured the facilities and
walked much of the surrounding Alberta crown lands which surround the current leased property.
The first section of this report is a review of the current infrastructure and programming with assessments and recommendations to improve the current facilities. This assessment builds upon the original, detailed Operational Review
conducted by Kinosoo management in February of 2021. In general, the current state of the infrastructure is mixed.
There are some major issues to be addressed such as the replacement of the green chairlift. On the other hand, while
there are some deficiencies in many of the buildings such as drainage around the lodge, and congestion and poor flow
in the main floor common area, overall, the facilities and equipment are appropriate for a hill of this size and all the deficiencies should be able to be addressed effectively.
The second section addresses potential operating model options. Of all the options reviewed the Municipal Controlled
Corporation (MCC) is recommended as providing the best option to manage and develop the Kinosoo operation as a
stand-alone four-season business. It also provides the opportunity to formally include Cold Lake and other entities to
participate in the operation and share in the potential risks and rewards.
There are costs associated with setting up the MCC to comply with provincial regulatory requirements, but the ongoing
reporting and filing is similar to any other private operation. The MCC still allows for full control of the operation through
a board, however it separates the legal liability from the municipality and allows for its own staffing policies, wage levels, hours of work agreements and other significant adjustments to the operation that can result in significant savings.
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The most significant potential negative impact would be the loss of the ability to borrow directly from the Alberta Capital Finance Authority. However, MCCs may sometimes receive financial assistance at start-up and preferential access
to municipal assets to provide services to residents. This can include financial, capital or asset support for a set period
during the start-up and transition period as well as support for access to capital in future years.
The third section provides a detailed market demand and feasibility analysis for a potential four-season resort. Provincial and regional demographics, market segmentation, and competitive comparators are reviewed with the primary
market being determined to be the catchment area within a two-hour drive of the resort and the secondary market
being within a four-hour drive. The primary market are the potential guests who may visit the resort for a day-trip experience the secondary market are the guests who may travel to the resort for a multi-day experience. This research
resulted in the findings that the catchment areas and corresponding cohorts qualified by geography, age and income
provide enough potential guests to support a four-season resort at Kinosoo. Using Environics Analytics detailed PRIZM
data, the two-hour catchment area includes 43,764 households with 116,605 residents. Approximately 94,000 are qualified by age and 77.3% of all households are qualified by social group (i.e., school-aged families). The four-hour catchment area includes 704,645 households with 1,898,811 residents. Approximately 1.5M are qualified by age and 77.1% of
all households are qualified by social group. The reality is that although Cold Lake is in a relatively isolated location,
the surrounding region has no real competitor to an enhanced Kinosoo product. The Snow Valley resort located in Edmonton is the main competitive product and yet it is still possible to envision a family wishing to travel out of town to a
new area for a weekend getaway at a resort such as the enhanced Kinosoo resort. Guests who reside between the two
facilities are just as likely to visit Kinosoo, as the recommended, enhanced Kinosoo guest experience should be significantly more attractive than Snow Valley’s offering, accessed by less congested roadways.
Once the positive market feasibility and potential market segments were identified the final section provides recommendations for the new infrastructure and activities that would compete with Snow Valley and create the critical mass
necessary to create a guest experience compelling enough to entice a family to drive four hours or more to stay for a
multi-day vacation. This concept of critical mass is perhaps the most important finding of the entire report. While the
Kristallturm Aerial Park was the best choice for this type of attraction, alone it is a stranded asset, that is an attraction
that by itself is not enough to be a compelling reason for guests to travel even two hours for a day-trip experience.
What is required is a mix of activities that cumulatively will attract a diverse market segment from singles to couples
to families, children to parents to grandparents. As well, it was determined that in order to truly monetize the added
activities, additional accommodation is required that would allow guests to stay on the property in both the winter and
summer seasons. The addition of twenty yurts has been recommended as well as a significant expansion to the French
Bay MD Campground in order to provide this necessary infrastructure. The recommended winter and summer activities were chosen based upon the following criteria:
KINOSOO RIDGE ADVENTURE RESORT
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1. Cost. Some of the activities could be relatively expensive such as a catered long table dinner combined with a musical performance and a night’s accommodation. Others are very low or no cost such as an unguided fitness hike or
a game of disc golf or horseshoes.
2. Guided vs. Unguided. Activities include both unguided and guided experiences to ensure that both types of visitors are accommodated.
3. Physical vs. Sedentary. Some market segments are not looking to exert themselves so much (i.e., Rejuvenators)
while others are likely up for a more of a challenge. (i.e., Adventure/Fitness Seekers) The activity menu offered
must accommodate all five segments.
4. Age Specific Activities. Most of the activities can be tailored to a specific audience. A guided hike, mountain bike
rides, ecological workshop, musical performance, etc. can be created for kids as well as seniors.
5. Indoors/Outdoors. The reality is that some activities are easier to stage indoors than outdoors, and some specific
audiences will prefer the indoor domain. Inclement weather can also force an outdoors activity indoors. The educational space within the multi-activity facility (lodge) should provide for this to happen as required, particularly for
seniors and school programs.
6. Scheduling Flexibility. The range of activities allows for daily, weekly and monthly programs as well as one-off
events and annual events, again to address the needs of the broadest market possible.
7. Environmental Appropriateness. All the activities listed have been chosen as it is believed that there is a way in
which to offer these activities that is sensitive to the Kinosoo natural environment. Where the activities are located is
a big part of this equation.
8. Seasonality. For over 20 years, ski hills all over the world have been transitioning into year-round destinations. Kinosoo is no different and transitioning to a four-season model is advantageous in many ways from increasing profitability to providing year-round employment making the recruitment and retention of key staff easier.
Lastly, pro forma financials for each major activity and all accommodations are provided that, based upon very conservative sales/visitation projections, demonstrate that Kinosoo can be a profitable enterprise that is financially sustainable requiring much less subsidies by the MD than are currently required. Once the additional pillar enhancements are
in operation, the projected EBITDA for the new experiences by 2025/2026 covers the current operating losses and by
2028 totals $2,992 million, which both covers the current operating losses and returns a profit.

6

Recognizing the significant capital required ($12.668M) to achieve these revenue numbers, a timeline for the implementation of the business plan and subsequent construction that amortizes these costs is included as well. As noted
in the risks and challenges section of this report, a commitment to excellence is a key factor in the resort realizing the
opportunity that lies before it. The execution of this business plan needs to be done in its entirety and done well. In the
absence of this commitment, it is unlikely that the financial projections in the report will be realized.
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SECTION 1: CURRENT INFRASTRUCTURE &

PROGRAMMING FINDINGS & RECOMMENDATIONS
CURRENT OPERATIONS
EVALUATION AND
RECOMMENDATIONS
KINOSOO RIDGE RESORT OPERATIONAL
OVERVIEW
The Kinosoo Ridge Resort Operational Overview internal report was developed by the Director of Parks,
Recreation and Culture and presented to the Municipal District of Bonnyville leadership in the spring of
2021. The report identifies critical issues with many
components of the operation and should be used to
help develop and guide the renewal required to operate the resort successfully. A few key points from
the report executive summary can be found below.
In addition, the authors have attempted to capture
some of the higher-level issues in the applicable
areas of Section 1.
On February 18, 2021, full time and several seasonal
staff resigned, with over a month and a half remaining in the ski season. Due to a staffing dynamic made
almost entirely of seasonal employees, there were
no remaining full time staff that could step in and fill
these voids. To ensure that Kinosoo remained viable
for the remainder of the ski season for both the community, and the many employees of the resort, the
Director of Parks, Recreation and Culture, parks staff,
and remaining Kinosoo staff pulled together keeping
the resort operational.
Following the events of February 18th, many operational aspects were identified and observed in several areas which require attention in the near or immediate future. These areas cover nearly all aspects of
the operation. The report delves deeper into these,
grouping them into staffing, financial, infrastructure
and general site themes.
The report suggests that the numerous deficiencies and issues throughout the resort are due to the
neglect and/or poor administration of the following
areas:

•

Regular maintenance, preservation and due care
for publicly funded facilities and operations,

•

Utilization of public funds, assets, and properties
to their fullest,

•

Industry accepted management practices,

•

Basic operational administration,

FINDINGS

•

Financial accountability and business acumen,

Lifts

•

Long term and general good fiscal planning and
management,

Blue Chair

•

Organizational preservation,

Concluding the report are recommendations for
each of these theme areas which strive to address
the above foundational concerns and identifying
how best to move forward making Kinosoo Ridge
Resort a more functional, profitable, inviting, and fully
utilized site and facility year-round.
After reviewing this document, the Legacy team
agree with every assessment and recommendation
included in this work. The evaluation is a pragmatic
assessment of the current state of the infrastructure.
Many of the report’s recommendations are referred
to later in this report.

nance conditions assessment. The Kinosoo Ridge
Resort Operational Overview document contains
more detailed comments, particularly in regard to
facility conditions.

•

The 2014, 4 person fixed-grip Doppelmyer (Blue
Chair) is a standard model from Doppelmyer. It
currently services the racing and training slope
to the southwest of the facility. This lift appears
to have been well maintained and is in good
condition.

•

Records keeping is a critical component of
lift operations, not having access to records is
concerning. In conversation with staff, maintenance was carried out as per the manufacturer’s
recommendations and followed the regulatory
requirements of the Z98 code.

•

At the time of the visit, all lifts needed inspections and maintenance had been completed
and the team was waiting on Alberta lift safety
authorities to complete their annual inspection
for certification.

•

This lift appears to have lots of service life
remaining and will be a great asset for years to
come.

•

Staff members mentioned that the grips seem to
wear very fast and always have deep grooving
when removed. This should be addressed in the
next maintenance season and is likely due to an
induced rope twist. It was recommended to staff
that when they complete the required 3-year
rope NDT next year that they also conduct a
rope twist check to isolate where it is being
induced while the chairs have been removed. It
is likely happening at the drive station – which
would probably require a slight adjustment of

SITE INSPECTION OVERVIEW
A high-level site inspection and meetings with senior
Kinosoo staff and managers took place November
5 to 7, 2021 at the Kinosoo facility. The inspection
also included an overview of the Alberta Crown land
surrounding the existing Kinosoo lease site.

Disclosure
The following summary is based on visual inspections and conversations with staff at the time of the
site visit. This inspection and review have only been
completed as a general readiness inspection. This
report is not to be used as a measure of certification
or safety compliance nor as a preventative mainte-

KINOSOO RIDGE ADVENTURE RESORT
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the drive station sheave assembly.
•

Auxiliary drive and bypass systems are standard
on this lift. However, the staff were new at the
time of the visit and were still unfamiliar with
the system (other than one person). SOPs for
this system should be created or updated and
posted on the evacuation drive panel. Drills and
training should be conducted regularly with all
staff that operates this system.

Recommendations
•

Training for all maintenance staff on diesel evacuation and bypass systems and record keeping
for training.

•

Training for all staff on rope evacuation and
record keeping for training.

•

Develop or update and maintain maintenance
record keeping procedures.

•

Develop or update and maintain or update Standard Operating Procedures where required.

•

•

•

8

•

The primary DC drive motor recently had its
windings replaced. Some adjustments to the
control system were required and is to be expected when completing this type of overhaul. It
caught the maintenance team by surprise. This
caused a great deal of stress for the team. It was
however rectified and now is ready for operation.

•

The auxiliary drive is an older stick shift style
drive. This system is very outdated and takes a
high level of skill to operate. It was recommended to staff that multiple training and drills be
completed by staff to understand this system.
Procedures for this operation should be created
or updated and posted in the drive room.

•

Maintenance was recently completed to meet
z98 code requirements and the team was waiting on inspections by Alberta lift authorities.

•

It was noted to the maintenance staff that there
are gaps in the drive station connection plates
where the drive station connects to the support
structure. This should be looked at and ensure
all connecting bolts are properly torqued.

Complete a rope twist evaluation and adjustment during the scheduled 3-year NDT in
summer 2022.

Green Chair
•

angle and low friction lift line and should have
low wear and tear.

The oldest of the facility’s lifts and the primary
above surface lift to the peak. Fixed grip quad
Doppelmyer.
The age of the lift is 41 years and had not yet
been certified for 2021/22 operations during the
site inspection. The age is not uncommon in the
ski industry, but it is showing its age. It is scheduled for replacement in 2022 and deposits have
been made on a new Doppelmyer fixed-grip
quad.
The chair has had control system upgrades and
looks to have been well maintained. With no records available for review, it is difficult to assess
all maintenance needs. This is however a low

WWW.LEGACYTOURISM.COM

Surface Carpet Lifts
•

There are currently three surface carpet lifts at
the facility, all made by Sunkid. One near the
base, next to the lodge parking area for the
beginner hill. Second just up from the lodge, to
access a longer green learning area and tube
park. Third in the tube park.

•

All three lifts are of good quality, condition and
look to have been very well maintained. Proper
summer storage and coverings were in place,
making an inspection of the belts difficult. The
Kritter Carpet belt is scheduled to be replaced in
2022 for $30,000.

•

All systems and controls were to standards and
to Z98 code.

Recommendations
•

Last season running this chair.

•

Training for all maintenance staff on diesel evacuation and bypass systems and record keeping
for training.

•

Training for all staff on rope evacuation and
record keeping for training.

•

•

Develop or update and maintain maintenance
record keeping procedures.

Move the tube park lift to the south side of the
run for better access and run upgrades.

•

•

Develop or update and maintain or update Standard Operating Procedures where required.

Add 3 to 4 additional tube park runs once the
carpet is moved.

•

•

Complete the replacement process and purchase of a new fixed grip 4 passenger lift.

Develop or update and maintain maintenance
record keeping procedures.

•

Develop or update and maintain or update Standard Operating Procedures where required.

Recommendations

KINOSOO RIDGE ADVENTURE RESORT
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Main Lodge

Rentals

Cafeteria and Kitchen

•

Equipment looked to be in good condition and
well maintained. Staff identified drainage/drying
issues with boots, equipment and racking .

•

The tech room looked small but appropriately sized for the scale of operations, however
ventilation was identified as an issue for waxing
fumes.

•

The lodge has a reasonable size cafeteria area
for the size of the operation.

•

Full commercial service kitchen is in good condition. Internal emergency exit handles required
for coolers, dishwasher needs repair/replacement. Steel countertops would improve ability to
disinfect food preparation surfaces.

•

•

Staff indicated a convection oven would be a
good asset to add to the kitchen. This would be
a good addition for catering and would increase
the ability to diversify menu offerings, particularly for higher end events such as weddings.

•

All equipment was well secured.

•

The rentals area is small and creates guest congestion and moisture-related issues during the
operating season. A separate year-round rentals
centre should be developed that includes
the tech room. This centre should be located
outside of the main lodge, adjacent to parking
and ski hill access. It should be used for summer
mountain bike, ski, snowboard, and snowshoe
rentals as well as demo and sales options.

The seating, table and chairs all look to be in
good condition.

Lounge

•

•

Fair space but a little on the small side for current visitation.

•

Outdoor seating should be added on the balcony to increase seating capacity and take advantage of the viewscape.

Reasonably good space however there are flow
and congestion issues with current configuration.

•

New MtOS POS system being used. Good
choice and good customer experience.

•

Signage and information are well displayed.

•

Lack of retail space impacts ability to generate
additional revenues.

The staff area seems fairly large but is undersized when there is a full staffing complement.
An ATCO trailer rental is located next to the ski
patrol hut in the winter months to supplement
this space.

•

Office spaces are limited to two. One is located
at the staff entrance area. See Operational Overview for detail.

Mechanical
•

Well water is the primary water source. Current
system is correctly installed and situated uphill
from the wastewater tank.

•

The water filtration system appears to be maintained and in good running order.

•

The wastewater tank has a proper high-level
alarm and is on a scheduled clean out.

•

The Boiler system is scheduled for replacement
in 2022, temporary repairs were made in 2021.

•

A/C units need maintenance. An inspection was
not possible at the time however the facility
manager had commented that there was no
maintenance performed for some time and
that foreign objects and wildlife may be in the
system.

•

Mechanical systems viewed looked to be in
good operational condition.

Retail
•

Guest Services
•

as identified later in the sponsorship section,
having the supplier of the rental/retail gear
would be positive for both parties.

report for detailed issues.
•

The lack of a reasonable retail space virtually
eliminates the ability to create revenues from
this opportunity. If the recommendation to
remove the rental and tech area from the lodge
is implemented a good retail space can be developed to provide this guest service, increase
revenues and manage guest congestion issues.

Structure
Facilities
•

Accessible bathrooms on both levels with elevator access.

•

Bathrooms were a bit small for the potential
volume of patrons.

•

All general facilities looked to be in reasonable
overall condition, see Operational Overview

KINOSOO RIDGE ADVENTURE RESORT

•

The building appears to be in good overall
condition with minor wear and tear, however the
more detailed review in the Operational Overview document refers to drainage and other
serious maintenance issues that need to be
addressed in the short term.

•

All safety structures, walkways and rails appeared to be in good condition.
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•

South-facing side columns and outdoor concrete slabs appear to have settled. This has
caused minor flooding in the past. Attempts
have been made to create better drainage along
the concrete perimeter. This should be further
investigated to prevent flooding in the future as
per the Operational Overview document.

•

Develop or update and maintain maintenance
record keeping procedures for equipment.

•

Develop or update and maintain Standard Operating Procedures for equipment.

•

Increase parking, including overflow parking in
French Bay Campground

to the site. Without the machine on-site, any
further assessment was not possible. The tracks
and implements that remained in the shop
looked in good condition (removed for transporting for service).
•

Main Parking Lot

Recommendations

•

Undersized for the number of clients served.

•

•

The parking lot is paved. Good for longevity and
dealing with the area’s muddy ground. However,
it must be highly maintained in the winter as it is
on a slope. This could cause issues with vehicles
sliding and accidents.

Ensure that only trained and proficient operators
are permitted to operate equipment.

•

Develop or update and maintain maintenance
record keeping procedures for equipment.

•

Develop or update and maintain Standard Operating Procedures for equipment.

•

•

Additional parking should be added. Existing
design work indicates an appropriate location for
parking expansion.

Skid Steer and Tractors

Overflow parking and a shuttle service is also
recommended in the French Bay campground
area as the main road becomes too congested
during peak visitation and could be a bottleneck
for emergency access.

•

Bobcat skid steer was in operation at the time
of visit. Looked to be in good working order and
an appropriate machine for many operational
needs.

•

Case MX120 Tractor looked to be in good condition. It was noted by staff to be a good piece
of equipment, but no one had run it recently.
This unit likely is used for snow removal and has
attachments for this purpose.

•

Ford 7108 tractor. Is an older but very reliable
machine. It was being used to place snowmaking equipment on the slopes during the site visit.
It looked to be in good condition.

Recommendations
•

Ensure all liability signage is upgraded and reviewed by CWSAA

Equipment and Vehicles

•

Have professional review structural concerns
identified with the lodge and other buildings.

•

•

Have the A/C unit fully repaired for summer
operations to ensure proper ventilation.

•

•

10

Both machines are more than adequate for a
facility of this size and terrain and are operationally ready.

Develop a separate rentals centre to separate
the rentals area from the lodge. The facility
should contain the tech room and be suitable
to use for mountain bike rentals in summer and
ski/snowboard rentals in winter.
Renovate the rentals and tech area for retail
space and related guest services.
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Snowcats

•

2019 Prinoth Bison X is state of the art in grooming and park building. This machine was on-site
and looked to be in very good condition. No
records could be found but staff indicated that
it has been well maintained. The tiller was being
repaired and will be ready for the season.
2016 Prinoth Bison X was in Calgary for a 5000hour overhaul. Staff indicated that this overhaul
may be expensive as there were metals found in
an oil sample of the hydrostatic drive. The drive
pumps will be replaced along with drive motors.
This machine was slated to return after our visit

Recommendations
•

Ensure that only trained and proficient operators
are permitted to operate equipment.

•

Develop or update and maintain maintenance
record keeping procedures for equipment.

•

Develop or update and maintain Standard Operating Procedures for equipment.

KINOSOO RIDGE ADVENTURE RESORT
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features were in good condition with only minor
repairs and seasonal clean up required.

Slopes and Terrain
•

The facility enjoys only moderate vertical, however what the resort may lack in vertical it more
than makes up with the length of its runs. The
runs have many good lines and good, changing
terrain.

•

Unfortunately, this does mean that some of the
runs are too shallow and make it difficult for
visitors to have enough momentum to traverse
certain areas and runs. This issue is also addressed in the 2018 master plan and shows key
locations where terrain modification and earthworks should be completed to alleviate these
flat areas. It is recommended that those suggestions be implemented.

•

UTV and Snowmobiles
•

2 Can-Am Side by sides

•

1 Can-am quad

•

2 BR snow machines

•

All were newer models and looked in good
condition.

•

Completely adequate for the terrain and operational needs of the hill.

•

•

Ensure all equipment continues to be maintained at the current level. This will ensure
longevity and lower future capital costs.

•

Develop or update and maintain maintenance
record keeping procedures for equipment.

•

Develop or update and maintain Standard Operating Procedures for equipment.

•

Ensure that only trained and proficient operators
are permitted to operate equipment.

•

KINOSOO RIDGE ADVENTURE RESORT

No park signage was found at the time of the
site visit. Correct signage is imperative to ensure
guest safety and reduce liability risk.

Tube Park
•

The location of the tube park is relatively good.
It was noted in the master plan that moving the
carpet lift to the looker’s right side of the park
would be an improvement. This would open
space for more lanes and line up the carpet lifts
for better access to the area.

•

The slope is good and the catchment hill is of
proper shape and size.

•

As mentioned earlier, additional lanes will help
alleviate some of the congestion issues that
were mentioned by staff and should increase
revenues.

Recommendations
•

Lower angle runs do however afford the ability
to have better and safer terrain parks, especially
slopestyle parks.

Ensure a competent terrain park builder is used
for all terrain park builds and maintenance. All
terrain park work should be well documented
for liability purposes.

•

The facility manager identified that they are
working with a local builder/groomer that has
built the parks at the facility in the past. This is
important as the need for properly built and
installed parks is critical when dealing with the
risk and liability of parks.

Ensure correct terrain park signage is in place
when parks are open. INTER-MTN Sign & Design
in Kelowna BC has all the correct signs (http://
www.inter-mtn.com/overview.php?sectionID=2).

•

Changing slope height at the top of the green
chair when the new lift is installed to give good
access to all runs.

•

Follow and implement the recommended terrain
changes in the 2018 master plan.

•

Glading between runs where no conflict with
run traffic will occur such as in and outs at lowspeed cross trails.

•

Widen the tube park by 3-4 lanes after moving
the current surface lift to the south side of the
park.

Terrain Parks

Recommendations
•

Glading at the facility has never been done.
There are multiple areas that could easily be
gladed and greatly increase the guest experience and ski area capacity. These areas are also
shown in the 2018 master plan and this work
should also be completed. All this work will improve the skiability of the terrain significantly.

•

The current terrain park features were more
than adequate for the size of the facility. Most

WWW.LEGACYTOURISM.COM
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•

All hydrants looked to be in good working order
and very strategically placed. There are more
than adequate snowmaking options on the
mountain.

Power System for Snowmaking

Snowmaking Systems
Water System
•

•

Water is pumped directly from the lake and
gives a nearly unlimited supply of soft water.
Soft water is preferred as there is less mineral
buildup on equipment. However, this water will
have more bacterial growth, and this can cause
rapid degradation of iron/steel pipes.

•

Pump and drive are built to the waterline and
vertical specifications with surplus capacity for
system expansion or added implements.

•

Snomax injector is located at the discharge pipe
and appeared to be in good running order. Snomax additive was already on site and properly
stored in the kitchen fridges.

•

•

12

The pump house located near the lake is in
good condition and very well built. It also houses
the snowmen sleds and has appropriate heated
space for equipment thawing.

The water lines were in poor to fair condition
with some recently discovered breaches. Work
was underway during the site visit to find these
breaches. It appeared that there was no “blow
out” or antifreeze performed on the system after
the last shutdown - a probable cause of some of
the recent system breaches.
Welders working on the pipes at the time had
mentioned wall thickness degradation. This is
likely due to lake water and iron-eating bacteria.
A recommendation to have sacrificial metals
placed in the line was made to staff.

WWW.LEGACYTOURISM.COM

•

The power distribution system provides more
than an adequate power supply for snowmaking.

•

Pedestals looked to all be in good condition and
strategically placed for maximum performance.

•

It is understood that the pedestals will have GFI
circuit replacements in 2022.

•

No schematics were found at the time of the
visit to confirm the contactor sizing but judging
by the primary feeds, the system is very robust.

•

Peak power draws tend to occur during snowmaking and often result in pushing up the
average utility rates, increasing costs for the
entire season. The authors have been informed
that an energy audit recommendation includes
the installation of a gas-powered generator to
supplement power during peak demand and
also provide emergency power for the operation.
The audit indicates this will result in a savings of
$50-70,000 annually based on current rates.

Recommendations
•

Ensure proper drain down procedures are
followed when the system is shut down. Include
the use of biodegradable antifreeze in the lines
and high-pressure air blowdown.

•

Have an engineer look at the water composition
to ascertain if sacrificial metal installation may be
needed to elongate the water line life.

•

Create or update and maintain SOPs for all
snowmaking operations, especially focusing on
safety.

•

Invest in stand-alone air/water sticks in strategic
locations.

Implements
•

12 SMI Polecats with auto oscillators and blade
carry frames were found on site.

•

These implements are all in good condition.

•

Based on the water and power supply systems,
there is a possibility to add more implements to
gain additional snow making capacity in marginal weather.

•

Stand-alone air/water sticks in strategic locations should be considered. This would cut
down on operating costs and the need to move
implements.

KINOSOO RIDGE ADVENTURE RESORT
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Outbuildings

•

They are in reasonable condition and afford
appropriate if not ideal space for maintenance of
all current facility equipment and vehicles.

•

Both shops main doors are undersized and present challenges for the groomer access.

•

The older shop building construction combined
with the current heating system is not able to
warm equipment enough to melt snow to allow
for mechanical repairs in colder months.

Patrol Hut
•

The patrol hut is located on the north side of the
lodge at the top of the parking lot. This location
works well for emergency access but is not optimal for ski patrol staff to bring injured guests.

•

One additional issue with the location is the
need for guests/patients to walk across the top
of the parking lot exposing them to possible
vehicle traffic. Pedestrian signage should be
installed.

•

The space is good and houses a full patrol
service.

•

Equipment and patrol gear looked to be well
maintained and in working order.

•

Local CSP is the primary patrol. It was not clear if
there was a paid patrol.

Aerial Adventure Park

Recommendations

•

The structure is well built and from a reputable
firm. It appears to be in the final stages of completion with minor detailing.

•

•

The location is great as it affords a fantastic view
at the top and has lots of potential for events
hosted at the top of the tower.

•

There is a minor impact on the tube park with
the tower being in its current location. This
should be remedied if the proposed tube park
upgrades and carpet move are completed.

Recommendations
•

As part of the spring training with facility provider
ensure that SOPs are developed and understood.

•

Ensure staff are trained on the facility, including
annual refresher training as required.

•

Install safety netting or systems uphill of the
KT-7 to ensure no tube park user or skier accidentally strike any part of the structure.

The site manager is considering moving the patrol hut to the location of the current old green
chair lift beside the future parking. This would
allow for quick and easy access to the hill, ease
of ambulance access and improved parking
capacity adjacent to the lodge. This move is
recommended as it would address the concerns
identified above and be a significant improvement.

Maintenance Shops
•

There are two maintenance buildings located
towards the southwest corner of the facility. This
location is good as it makes the separation of
operations and the public very easy however
the visibility from the access road and parking is
unfortunate.

•

These buildings house the groomers, equipment
and tooling.

KINOSOO RIDGE ADVENTURE RESORT

Staff Accommodation
•

There is a single detached house on the southeast side of the facility, behind the shops. No
inspection was completed inside this house.

•

It was mentioned that similar to most resorts,
staffing is a challenge and having staff accommodation on site helps with staff recruitment
and retention.

•

There is a space 25m east of the house in a flat
area that could accommodate modular staff
housing at reasonable costs if the demand warrants this expansion.

Recommendations
•

Renovations to the existing staff house to accommodate 6 – 12 staff as operations expand to
ensure coverage of key personnel, particularly
with evening and overnight operations.

•

Adding additional crew housing in the flat area
behind the shop as the Kinosoo program expands to four season operations if required to
improve staff recruitment and retention.

WWW.LEGACYTOURISM.COM
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cept for one sign on the outdoor ticket building.
New CWSAA recommendations state to have
the “bread crumb” signage at the parking lot as
patrons come to the facility with simplified wording. This can all be found at CWSAA.org and the
team at CWSAA will happily help in reviewing all
liability signage and procedures.

General Comments and Action Items
1.

It appears that loss of maintenance records
and operating procedures has occurred with
the change in management. This needs to be
addressed immediately and a records management system should be implemented. This is
vital for the safe, effective and efficient operation
of the facility, especially with lifts, equipment
and snow removal logbooks.

2.

Staff were unable to provide or show a copy of
written SOPs and operational procedures. With
the loss of some documentation, it could be
that there were operational documents at some
point. It is our understanding that some SOP’s
did exist and have been or are being updated
and missing ones developed for approval and
implementation.

3.

4.

5.
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The age of the green chair is a concern. Technology and systems have changed dramatically
since this lift was built. This lift must be replaced
as planned in the summer of 2022.
There did not appear to be an understanding by
staff of how a rope evacuation of the lifts would
occur. Rescue equipment was found in the shop
and in good condition. Unfortunately, none of
the staff spoken to knew how to use it. This is
concerning as a proper evacuation plan should
be in place. All staff should be trained on the
deployment at least annually and SOPs of this
system should be developed. It should be noted
that at the time of the site inspection staff were
focused on snow making and had not transitioned to lift operations. These new staff did
not know the evacuation process but they and
returning staff were to be trained and regular
refreshers were planned to take place almost
daily during the operating season.
Liability signage at the point of sales looked to
be out of date. There were also no liability signs
as you approach the property or the lodge ex-
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wages or creating a new income stream while
ensuring better staff retention.
3.

Waterlines are showing far too rapid wall thickness degradation. This can be tested for but
likely is due to lake water bacteria. A plan to add
sacrificial metals to the lines should be made.
There should also be a stringent blowdown
procedure for the lines after each snowmaking
season to reduce the risk of ice-induced stress
fractures.

4.

Develop a written preventative maintenance
program that includes an assessment of current
facility and equipment conditions.

Safety Recommendations Summary
1.

Develop or update and approve a Lift Evacuation Plan and SOPs for the system. Train all staff
in the implementation of the system, including
practice sessions.

2.

Contact CWSAA and install new, approved,
liability signage asap.

Mount Sima Assistance

3.

Develop or update and maintain maintenance
record keeping procedures for all equipment.

4.

Develop or update and maintain Standard Operating Procedures.

5.

Ensure that only trained and proficient approved
operators are permitted to operate equipment.

•

Providing Snowmaking SOPs for all operations
and safety programs

6.

Ensure that appropriately trained ski patrollers
are on site at all times when the facility is in use.

•

Providing Snowmaking training documents

•

Providing a Lift evacuation manual (full 40+ page
SOP document)

•

Call support on operational items

General Recommendations Summary
1.

Glading should be done in the 2022 summer in
the proposed areas as per the 2018 master plan.
There are many good options for glading and
would require minimal investment by the facility.
Most equipment is already on site for this work
and a volunteer core could be organized by the
current volunteer group that runs the race training under the blue chair.

2.

Future development of staff housing east of
current staff house should be investigated. This
would help with operational costs by lowering

It should be noted that since the Legacy Team site
inspection, Sam Oettli, Ski Operations Specialist has
provided significant assistance to the operations
team at Kinosoo, including:

KINOSOO RIDGE ADVENTURE RESORT
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Lifts

10 YEAR EXISTING CAPITAL ASSET
AND EQUIPMENT MANAGEMENT
RECOMMENDATIONS
Every 1 to 3 Years
•

BNet for racing ($3-5K) every 2 years based on
need.

•

Snowmaking hose replacements ($3-5K) every
2 years. Investing in a repair tool can help cut
these costs and extend the replacement expense to 4-5 years.

Every 4 to 7 Years
•

All snowmobiles. $17,000/machine allocated
on replacement cycle (consider electric on next
purchase).

•

Side by sides UTV. $20,000/machine allocated
on replacement cycle (consider electric on next
purchase).

•

Snowcats. Based on machine hours (approx.
8000 hrs max) $500,000/machine allocated on
replacement cycle. Depending on hours run,
leasing can be a good option as well and can
spread the upfront costs while keeping R&M
down.

•

•

Carpet lift belt replacement, depending on use
and maintenance. Price is directly related to lift
length $80-150,000 per lift.

•

Green chair replacement as per the current plan.
One option to consider is to modify the new
fixed grip quad to a high-speed fixed grip with a
loading carpet. This is the same system that Mt.
Sima has and can add 40% more upload capacity/hour. This option is much less expensive than
a detachable and will ensure capacity going into
the future as the facility grows.

•

If continued proper maintenance is performed
on existing blue chair, it should have significant
years of service remaining.

Every 8 to 10 Years
•

Snowguns full replacement. $60,000/unit (can
be much cheaper with air/water sticks).

•

Lodge boilers.

•

Kitchen equipment.

•

Water pump and motor will need a rebuild in
8-10 years if properly maintained. No major
investment required.

•

Shop facilities may need small upgrades but
should be sufficient for well past 10 years.

•

Replacement of popular terrain park features
due to wear and tear. This can be done year
over year but an investment of $15-25K will be
required over 10 years.

Snowgun compressors. $6,000/unit.

KINOSOO RIDGE ADVENTURE RESORT
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REVIEW OF CURRENT GUEST PROGRAMMING AND SERVICES
The current skiing, terrain park and tube park activities offered at Kinosoo Ridge appear to be delivered well in conjunction with and supported by quality facilities
and equipment despite the challenges presented with past maintenance and operational performance.
The single largest issue facing Kinosoo management is the lack of additional programs and services offered by Kinosoo Ridge to generate enough revenues to
cover operations and maintenance costs and generate a profit for future reinvestment in the facility.
With the exception of small, not-for-profit society run ski hills, almost all other operations have diversified and added activities to both their winter and summer programming in order to generate more guests and increased revenues to support the operation.
A review of current staffing levels indicates that there could potentially be some adjustments in scheduling and assignments to reduce the overall number of staff
required to deliver the services, however this would result in minor savings.
A review of this area would require accounting practice changes in order to track staff against separate operational areas.
Some options that could be explored include:
•

hours of work agreements that would reduce the potential for overtime costs;

•

split shifts to address “slow” periods;

•

overlapping shifts to ensure specific key mechanical personnel are available when required;

•

cross-training so that staff can cover multiple roles;

•

“as if and when” required contracted or term staffing for key time periods.

One example would be to complete a review of revenues specifically generated by night skiing and tubing to determine if the additional staff costs are supported by
revenues. If the costs are not supported, then adjustments to the night program or additional revenue-producing offerings should be considered to reduce or offset
the night program staffing cost with new revenues. This recommended review could not be completed based on the provided financial record keeping for the operation.
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REVIEW OF CURRENT
FINANCIALS
A review of the Kinosoo financial reports for three
seasons was completed and variances were examined and discussed with Kinosoo staff. A planned
comparison against the Canada West Ski Area
Association (CWSAA) Financial Analysis Report could
not be completed as Kinosoo did not participate in
this program in the past, therefore the report was
not available to the MD. The management team at
Kinosoo will be participating in this program in future
so that this information will be available for future
review.

Alberta Ski Hills

Size

Operating

Operation/Ownership

Canyon Ski Resort

Medium

Wednesday to Sunday & Holidays

Private Corporation

Castle Mountain Resort

Large

Daily

Private Corporation (Bought from MD in 1996)

Drayton Valley Brazeau Snow Club

Small

Not Posted

Not for Profit

Drumheller Valley Ski Area Alliance

Small

Eastlink Park

Small

Thursday to Sunday
Not for Profit
Weekends & Holidays, Wednesday and
Private Corporation
Friday Nights

Edmonton Ski Club

Small

Daily

City of Edmonton, operated by Edmonton Ski Club

Fairview Ski Area

Small

Weekends & Holidays

Not for Profit

Fortress Mountain Ski Resort

Large

Closed for Redevelopment

Private Corporation

Gwynne Valley Ski Area

Small

Weekends & Holidays

Not for Profit

Hidden Valley Ski Area

Medium

Wednesday to Sunday & Holidays

Alberta Parks

Kinosoo has evolved into a unique operation in the
Alberta ski resort industry. A summary of the 34 ski
operations in Alberta is provided in the adjacent
table. Private sector corporations make up 32% while
41% of ski operations are part-time operations run by
local not-for-profit societies.

Innisfail Ski Area

Small

Weekends & Holidays, Wednesday and
Not for Profit
Friday Nights

Kinosoo Ridge Snow Resort

Medium

Daily

Lake Louise Ski Resort

Large

Daily

Private Corporation

Little Smoky Ski Area

Small

Weekends & Holidays

Municipal District of Smoky River

Long Lake Ski Area

Small

Thorhild County

While many early ski operations in Canada were run
by local government or community groups there are
only seven remaining in Alberta. Three of these have
the services delivered under contract and four of the
remaining five offer limited operations.

Manning Ski Hill

Small

Weekends & Holidays
Weekends & Holidays, Wednesday
Nights

Marmot Basin

Large

Daily

Medicine Lodge Ski Area

Small

Weekends & Holidays

Not for Profit

Misery Mountain Ski Area

Medium

Wednesday to Sunday & Holidays

Not for Profit

Misty Ridge
Mount Joy Snow Resort

Small
Small

Weekends & Holidays
Weekends & Holidays

Not for Profit
Not for Profit

Mt. Norquay

Medium

Closed due to landslide

Private Corporation

Nakiska Ski Area

Medium

Daily

Resorts of the Canadian Rockies

Nitehawk Adventure Park

Small

Daily

Not for Profit

Pass Powderkeg Ski Area

Medium

Daily

Municipality of Crows Nest Pass

Rabbit Hill Snow Resort

Medium

Daily

Private Corporation

Snow Valley Ski Club

Medium

Daily

Not for Profit

Spring Lake Ski Area

Small

Not Operating 2021/22

Not for Profit

Sunridge Ski Area

Medium

Daily

Sunshine Village Ski Area

Large

Daily

Province of Alberta contracted to Calido
Recreation Management Inc.
Private Corporation

Tawatinaw Valley Resort

Small

Daily

Westlock County/Not for Profit Operators

Vista Ridge Ski Area

Medium

Daily, closed Tuesdays

Municipality of Wood Buffalo, operated by Vista
Ridge Recreational Association

Whispering Pines Ski Area

Small

Friday to Sunday & Holidays

Not for Profit

WinSport Canada Olympic Park

Medium

Daily

Private Corporation

Pass Powderkeg Ski Area is the only relatively
comparable ski operation owned and operated by
a municipality. It is a larger operation than Kinosoo
Ridge, located in a prime skiing area with arguably
better terrain and is less than two hours’ drive from
Lethbridge and four hours from Medicine Hat.
Alberta Ski Hills Operations Summary

Number

Percentage

Not for Profit/Community Group

14

41%

Private Corporation

11

32%

Municipal Owned/Contracted Services

3

9%

Municipal Owned & Operated

4

12%

Provincial Owned

2

6%

Table 1: Alberta Ski Hills Operation Summary

MD of Bonnyville

Manning and District Ski Club
Private Corporation

Table 2: Alberta Ski Hills List

KINOSOO RIDGE ADVENTURE RESORT
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A comparison of Kinosoo financials
Comparison Similar Ski Operations
and staffing was completed against Mt.
Mt. Sima
Mt. Sima
Mt. Sima
Mt. Sima
Sima. It should be noted that Mt. Sima
2018/19 2019/2020 2020/2021 Average
does not have night skiing and has to
20000
19000
29000
22667
Skiers
generate their own power as they are
Revenues
located off the grid. However, they
Operations
$1,201,112
$1,023,977
$1,058,330
$1,094,473
are also members of the CWSAA and
Fundraising/Sponsorships
$79,041
$67,869
$98,344
$81,751
operate to their standards. In addition,
COVID Wage Subsidy
$0
$0
$60,932
$60,932
snowmaking is a key critical compoDeferred Capital Contributions
$17,500
$17,500
$43,512
$26,171
nent of their operation, making it a
reasonable operation for comparison
Government/City Assistance
$192,538
$101,808
$320,117
$204,821
purposes.
Misc. Adjustments & Interest Income
$245
$23,881
$10,945
$11,690
After reviewing several other ski hill
options it was determined that the
Mt Sima operation was an excellent
comparator to be referred to for this
report. The metrics for Mt. Sima are
the closest we found for comparing to
Kinosoo from everything from staffing
to financial performance. Specifically,
Mt. Sima’s statistics are as follows:
Mt. Sima is governed by an 8 member not-for-profit board of Directors.
The operation receives funding from
both the City of Whitehorse and the
Yukon Territorial government, however the operation is expected to be as
self-sustainable financially as possible.
Mountain Statistics
•
•

One Handle Tow - 600 feet

•

Base elevation is 2,800 feet (853
meters)

•
•
•

•
•

18

One Fixed Grip Quad Chairlift …
length 4,200feet / 1,280 meters

Top elevation is 3,900 feet (1,180
meters)
The longest run is approximately
1.5miles (2.5km)
Operational capacity and equipment is very similar and have
compatible costs and outcomes.

Total Gross Revenues

Bad Debts
Bookkeeping & Professional Fees

Kinosoo
Kinosoo
2019/2020 2020/2021

Unavailable

$1,490,436

$1,235,035

$1,592,180

$1,479,838

$36,030

$23,379

$32,459

$30,623

2.1%

$952

$5,117

$4,179

$3,416

0.2%

Operating Expenses
Advertising and Promotion

Kinosoo
2018/19

Average
Share of
Expense

36434

Unavailable

Kinosoo
Average
36434

$1,088,291

$984,462

$871,954

$981,569

$0

$4,855

$4,000

$4,428

$0

$0

$0

$0

$0

$0

$0

$0

$114,726

$107,297

$117,530

$113,184

-$829

-$31,317

$0

-$10,715

$1,202,188

$1,065,297

$993,484

$1,088,466

$45,568

$40,515

$29,750

$38,611

2.1%

$15,720

$21,524

$77,151

$38,132

2.6%

$0

$0

$15,197

$15,197

0.8%

Communications

$5,750

$5,909

$4,935

$5,531

0.4%

$12,879

$10,525

$10,248

$11,217

0.6%

Equipment Rental

$2,518

$2,518

0.2%

$5,832

$3,862

$11,935

$7,210

0.4%

0.0%

$19,836

$28,304

$20,276

$22,805

1.2%

Equipment Repairs
Food & Beverage Supplies

$123,041

$101,447

$87,421

$103,970

7.1%

$124,719

$120,951

$74,770

$106,813

5.8%

Fuel (Generated Power at Society)

$137,459

$133,564

$171,239

$147,421

10.0%

$33,295

$27,151

$31,061

$30,502

1.7%

$1,033

$65,669

$74,220

$46,974

3.2%

Fundraising & Sponsorship Expenses

Insurance

$65,030

$63,942

$74,562

$67,845

4.6%

$32,403

$32,983

$36,715

$34,034

1.9%

Interest and Bank Charges

$2,466

$27,980

$34,056

$21,501

1.5%

$11,712

$11,897

$17,017

$13,542

0.7%

Interest on Income Taxes

$1,815

$1,815

0.1%
$101,679

$111,663

$95,230

$102,857

5.6%

$743

$654

$0

$699

0.0%

$11,214

$14,897

$1,781

$9,297

0.5%

$215,865

$289,331

$148,193

$217,796

11.9%

Miscellaneous
Stationary, Supplies, Office, Postage

$1,168

$1,197

$789

$1,051

0.1%

$47,717

$1,676

$4,179

$17,857

1.2%

Property Costs (Lease, Taxes)
Rental Fleet
Repairs and Maintenance
Security
Small Tools

$212,695

$147,837

$147,654

$764

$4,652

$3,265

11.5%

$2,894

0.2%

$2,605

0.2%

$5,801

$2,246

$27,200

$11,749

0.6%

$29,639

$36,146

$33,713

2.3%

$38,296

$35,586

$38,249

$37,377

2.0%

$1,669

$2,225

$3,888

$2,594

0.2%

$43,946

$48,757

$7,869

$33,524

1.8%

Supplies

$19,939

$18,070

$24,093

$20,701

1.4%

$12,759

$11,324

$5,253

$9,779

0.5%

Training

$26,424

$4,620

$3,723

$11,589

0.8%

$11,066

$8,539

$5,599

$8,401

0.5%

$2,810

$4,620

$0

$3,715

0.3%

$6,824

$7,584

$504

$4,971

0.3%

$0

$457

$627

$542

0.04%

Utilities

$103,155

$103,119

$97,506

$101,260

6.9%

$155,420

$179,067

$180,860

$171,782

9.4%

Wages and Benefits

$564,988

$524,615

$519,443

$536,349

36.6%

$997,581

$949,639

$885,717

$944,312

51.5%

0.1%

Subscriptions, Licenses, Memberships

Travel

$2,605

$169,395

$35,353

Subcontractor

Uniforms

Website

Total Operating Expenses

Projected 32000 winter unique
visits for the 2022 season.

EBITDA

Approximately 60 employees and
35 volunteers

EBITDA/Gross Sales

$0

$1,462

$1,458

$1,460

$1,411,101

$1,292,720

$1,402,993

$1,375,469

$1,887,438

$1,935,475

$1,643,424

$1,832,477

$79,335

-$57,685

$189,187

$104,369

-$685,250

-$870,178

-$649,940

-$744,011

-65.4%

-68.4%

Taxes, Debt Servicing, and Non-Cash Costs of Depreciation and Amortization Not Included
5.3%

-4.7%

11.9%

7.1%

-57.0%

-81.7%

Table 3: Financial Comparison Similar Ski Operations
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Average
Share of
Expense
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•

Mt. Sima location is 10 min from the downtown
core of Whitehorse. The snowfall and temperature ranges are similar to Kinosoo and snowmaking is an important part of the Sima operation.

•

Adult day pass $52, youth/senior $42, child $28,
rope tow $15, Half day adult $42, youth/senior
$35, child $25. Season pass regular (early bird
pricing available) adult $649, youth/senior $519,
child $349, family pass 5% off.

•

All in all, Mt. Sima has a bit more varied terrain
than Kinosoo, however, Kinosoo has more in the
way of accessible activities with the tube park
and future summer adventure park. Mt. Sima has
an adventure aerial park that is currently not in
operation but might become a part of the future
summer product line. The goals of Kinosoo
and Sima are very similar, providing family fun,
affordability and a community hub.

The National Ski Areas Association’s (NSAA) Economic Analysis of United States Ski Areas for 2017-18
indicates that the total expenses for 2017-18 were
7.2 percent higher than in 2016-17. The five biggest
expenditure categories in 2017-18, as a percent of
revenue are presented below..

Table 4: NSAA Five Biggest Expenditure Categories 2017-18

It should be noted that payroll expenses at the
unprofitable resorts was nearly double that of the
resorts in the bottom half of the profitable category.
The unprofitable resorts only had a slightly larger
number of employees, on average, than the resorts
in the bottom half of the profitable category, meaning the unprofitable resorts spent relatively more on
wages.
If an unprofitable resort wants to cut payroll expenses, they have to either cut employees, cut wages
or both. Cutting wages is a difficult option in today’s
labour market, with its extremely low unemployment

rate. Cutting employees is also probably a difficult
option. Unless a resort has a lot of unnecessary
employees, reducing staff size could mean reducing
service levels and frustrating customers. Adjustments to schedules, variable hours of work agreements and service level changes based on revenue
are also potential solutions.
The NSAA Economic Analysis also provided some
positive news regarding new revenue generation
options.
Summer and fall revenues increased 14.9 percent
in 2017-18 compared to 2016-17, and equaled 15.2
percent of total revenues for resorts with summer
operations. This comes despite (1) the fact that there
was actually a slight decline in the percentage of
resorts reporting summer operations, and (2) there
was a small decline in the total number of summer
visits. Prices for certain activities, then, must have
increased, and a sufficient number of visitors must
have been willing to pay them. That’s good news for
resorts looking to either increase prices for summer
attractions or add them. As summer operations grow,
though, it will be important to keep expenses at a
level that makes those operations profitable.
In their summer 2014 issue, the National Ski Areas
Association (NSAA) Journal published research by
leading industry analysts RRC Associates that examined summer operations at ski resorts. Using data
from three separate surveys, the authors determined
that the summer season, though still a burgeoning
source of revenue for ski operators, holds much
promise for the future of the industry.

KEY AREAS FOR FURTHER
INVESTIGATION
Low Overall Revenues
The revenues of the comparison ski operation are
consistently greater than that of Kinosoo in the three
comparison years with an average of 13,767 less
annual skier visitors or 38% fewer skiers.
Kinosoo Ridge gross average revenues for the same
period are approximately $391,000 less and their
average EBIDTA is almost $850,000 less.
Ski ticket prices at Kinosoo are low compared to
CWSAA members but comparable to the regional
pricing with the exception of the low family pass
cost.
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Generating more revenues from existing and new
infrastructure is key to the success for Kinosoo growing into a profitable four-season operation.

Very High Wage Expenses
The key major issue is that almost all wages paid by
the MD for the comparison years range from 15% to
25% more than the industry averages based on an
on-line wage comparison for ski operation jobs in
western Canada.
The current MD wage and salary grid increases the
gap to more than 20% at the bottom grid range and
34% or more than industry average at the mid-grid
range as shown in the table below. This comparison
is for wages only, the costs of pensions and benefits increases this gap even more. The three-year
average wages for Kinosoo account for 51.5% of the
expenses compared to 36.6% in the comparison
operation.
If you use the comparison approach used by the
National Ski Area Association, Kinosoo wages are
86.8% of revenues compared to the NSAA average
of 25.3%, while the comparable society ski hill is at
36.2%. It is expected that small ski hills would have a
higher-than-average wage component (as with the
society ski hill) - but certainly not more than three
times the average.
Location

Position
Lift Attendant
Ski Instructor
Groomer Operator
Server/Cashier

Canada On-line
Average
Canada On-line
Average
Canada On-line
Average
Canada On-line
Average

Base Hourly
Wage

MD 2022
Mid-Grid

MD %
Higher

$17

$22.94

35%

$18.85

$25.25

34%

$18.30

$25.25

38%

$13

$22.94

76%

Table 5: Sample Comparison Wage Rates

Stationary, Goods and Supplies
This line item in previous years is a significant expenditure but, as discussed with Kinosoo staff, this line
item was previously used as a catch-all for all goods
and supplies. New accounting practices should
address this issue and provide better information for
future analysis, including what areas need further
attention from a cost-control approach.
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LAND
ACQUISITION
AND SECURITY
PRIORITIES
In order for Kinosoo to develop a
successful four-season operation the
existing land base must be expanded to accommodate the additional
proposed experiences and activities.
This must be a priority for the MD
with the goal of acquiring these
lands by the end of 2022 to support
the development work proposed to
start in 2023 if the proposed timelines are to be met.

SASKATCHEWAN LANDS
The replacement chair lift work proposed for 2022 will continue to result in the final tower and unload areas actually being
located in Saskatchewan. We understand that there has been an informal agreement to allow this to occur in the past, however with the significant investment associated with the new chair lift and new proposed activities it is recommended that at a
minimum Kinosoo apply for a lease of these adjacent lands at the top of the developed ski area.
The Legacy Team recommends applying for a larger area as shown in the green outline in order to compliment the additional
Alberta Crown lands required for the new proposed experiences and ensure that there are no trespass issues created during
the development of the four-season option.

To support the significant investment
in creating a tourism destination
the MD should discuss a significant
evergreen (automatically renewable) lease term of at least 30 years.
The preferred option would be the
direct transfer of the lands to MD
ownership for a nominal fee to recognize the significant and ongoing
investment in developing a tourism
destination for the region.

ALBERTA LANDS
In addition to the leases for French
Bay Provincial Park and the ski resort
itself, at a minimum an application
should be made for the adjacent
lands to be added to the ski resort
disposition or assigned as separate dispositions that allow for the
proposed experiences. The proposed area is shown in a red outline.
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Figure 1: Proposed Land Acquisition Map
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Here

OPERATING
MODEL OPTION &
REVIEW
Some of the following background information
has been copied or summarized from information
publicly available from the Municipal Collaboration
Unit, Alberta Municipal Affairs and Service Alberta.
Municipalities have a range of governance options to
choose from as they consider ways to offer services
in their region. These options provide choice and
flexibility to municipalities. A range of factors will
determine the governance option most appropriate
for the municipality to use in the delivery of services.
Each governance option provides a unique set of
characteristics that allow for varying degrees of
operational autonomy, borrowing ability and legal
powers. Certain governance options allow the
regional services body to assume natural person
powers. Others permit business to be conducted and
a profit returned to its members. The comparison
chart on page 24 outlines these basic differences.

Close Kinosoo Ridge - Asset Sale, Removal
and Restoration
This option would require the MD to close the
facility. All removable assets would be sold, the
site restored to Alberta Environment and Parks
standards and the tenure cancelled once conditions
have been completed. The sale of assets may
cover the restoration of the site depending on the
requirements of the AEP tenure. This option would
completely eliminate all liability and future potential
expenses however would likely be very unpopular
with facility users and constituents.

Kinosoo Ridge Snow Resort - Operation and
Asset Sale
The sale of the Kinosoo Ridge Snow Resort would
require approval and agreement from Alberta
Environment and Parks to transfer the tenure to a
new owner. There are specific challenges with an
asset sale in this location, including the award of a
government tenure of sufficient length and ability
to operate/increase services that would support
the purchase of the asset from the potential new
owner’s perspective. It is also likely that any offer
for purchase would be at a significant discount on
the asset value due to the past performance of the
operation. This option would completely eliminate
all liability and future potential expenses for the MD
but not provide any assurance that the ski resort
would continue operations.

Contracted Services under Existing
Municipal-Owned Governance
One of the most common approaches for publicly
owned ski facilities to reduce their liability, costs and
involvement in the operation is to award the delivery
of services to a private company. This option was
adopted by BC Parks as far back as 1984 when they
held a competitive process and awarded 30 to 50year tenures to private companies to run Manning
Park, Seymour and Cypress ski areas. A long-term
tenure was required as the private companies were
expected to invest significant funds in the ski area
operations. These facilities are still being operated
successfully on long-term tenures by private
companies.
The operations that are owned by local governments
in Alberta and operated by another entity are
generally small, not for profit ski operations as
previously described. Alberta Parks currently
contracts the operation of Sunridge Ski Area and
advertised for an operator for the Hidden Valley Ski
Area in the fall of 2021.
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The challenges with this option for Kinosoo are
two-fold. First, Kinosoo’s poor financial performance
in the past significantly reduces any potential
interest by an experienced management company
to consider operating the facility without a subsidy.
Second, a very long-term contract would be required
in order for the private sector to realize enough
profits to support the risk associated with taking on
the operation.

Regional Services in Alberta
Regional service delivery allows municipalities
in Alberta to work collaboratively with other
municipalities to deliver effective and accessible
services that are responsible to the needs of their
communities. Examples of municipal services that
are delivered using a regional governance model
include:
•

Administrative services

•

Airport services

•

Assessment services

•

Economic development services

•

Emergency services

•

Family and Community Support Services

•

Geographic Information Systems (GIS) Housing

•

Parks management services

•

Planning services

•

Recreation services

•

Solid waste management services

•

Transit services

•

Water services, or Wastewater services

The variety of services that can be provided is not
restricted solely to the ones listed here.
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Intermunicipal Agreements
Intermunicipal agreements are entered into
between two or more municipalities. Participating
municipalities pass a resolution of council to become
a part of the agreement. These agreements can lead
to the formation of an authority, board or committee
that can oversee the provision of services on a
regional basis.
Municipal services provided by a regional
authority, board or committee which was formed
by an intermunicipal agreement are subject to the
Municipal Government Act as if the municipality was
providing the service.
The liability of the regional authority, board or
committee remains with each municipality.

Regional Services Commissions
Regional services commissions are entities set up by
two or more municipalities, First Nations Reserves,
Métis Settlements, and armed forces bases that
provide services on a regional basis to clients within
(and outside with Minister’s approval) the members’
boundaries.
Members do not have to be adjacent to each other
to form or join a regional services commission. The
commissions are established through regulation
under Part 15.1 of the Municipal Government Act.
Regional services commissions have their own
distinct legal status with natural person powers,
separate from municipalities. This means they can
hire staff, administer their own payrolls, own property
in their own name, and raise capital.
Regional services commissions are intended to
provide services at the lowest cost. Any financial
surplus must be used to reduce costs and may not
be distributed back to the member municipalities
as earnings. Regional Services Commissions are
restricted to providing services as described by the
commission’s regulation.
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The rates charged by a regional services commission
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for services must be established by bylaw and be
based on a full-cost recovery rate model. Regional
services commissions may be eligible for loans from
the Alberta Capital Finance Authority depending on
the delivery entity chosen.
Options for the corporate structure and governance
of regional service delivery entities include:
•

options governed under the Municipal
Government Act;

•

options governed under other legislation such
as the Business Corporations Act, Companies
Act, Co-operatives Act, and Societies Act;

•

A municipal controlled corporation is a separate
legal entity from its municipal shareholders. This
means that they are able to hire staff, administer
payrolls, own property and raise capital independent
of the municipalities involved. Municipal controlled
corporations are not able to borrow directly from the
Alberta Capital Finance Authority.
Unless imposed by the Minister, there are no
geographic restrictions on where a municipal
controlled corporation can operate within Alberta.
The following additional information regarding an
MCC is copied from information publicly available
from the Municipal Collaboration Unit, Alberta
Municipal Affairs and Service Alberta:

other options without any specific governing
legislation.

What do municipalities need to know?

Municipal Controlled Corporation
Municipal controlled corporations are for-profit
corporations that are controlled by a municipality or
group of municipalities for the purposes of providing
a regional municipal service or facility. If the MD does
not want to outright sell or dispose of the Kinosoo
Ridge operation, this option is likely the best model
available to the MD within the current Alberta legal
framework.
Municipal controlled corporations are regulated
by the Municipal Government Act, Business
Corporations Act, Control of Corporations Regulation,
and the Debt Limit Regulation.
Municipalities now have greater autonomy regarding
the establishment of a MCC as ministerial approval
is no longer required. The decision to establish
a MCC resides with municipal council through
passage of a council resolution (MGA s.75.1(2)). The
Municipal Government Act and the Municipally
Controlled Corporations Regulation set out several
requirements for council to follow, which include
increased public engagement and transparency.
Municipal controlled corporations are incorporated
under the Business Corporations Act with the
Corporate Registry Office (Service Alberta).

A municipality, by itself or with other municipalities,
may establish a MCC provided council is satisfied
that:
•

●the MCC will carry on business for one of the
municipal purposes set out in Section 3 of
the MGA (provide good government, provide
services, develop and maintain safe and viable
communities);

•

the MCC will provide a service or benefit to
residents of the municipality; and

•

the profits and dividends of the MCC will
provide a direct benefit to the residents of the
municipality.

Before council passes a resolution to establish a
MCC, the council must consider a business plan and
hold a public hearing (MGA s.75.1(3)(4)).
A municipality must notify the Minister of Municipal
Affairs within 60 days of the council resolution and
must include a copy of the resolution (MCCR s.2).
Business Plan
As per MGA s.75.1(4) MCCR s.4, the business plan
must address the following matters:
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•

●costs relating to establishing the MCC;

•

the value of assets that are to be transferred to
the MCC;

•

cash flow projection for the next three years of
the MCC’s operation;

What changes apply to MCCs once established?

•

financial statements for operating and capital
budgets;

•

the services the MCC intends to provide;

•

the names of the shareholders;

•

The geographic locations in and outside Alberta
the MCC intends to provide services;

•

any risks in controlling the MCC;

•

information showing the MCC will not be
dependent on shareholders for its operations;

The shareholder municipal council must ensure
the MCC prepares annual financial statements
(according to section 279 of the MGA) including a
supplementary disclosure of the nature and amount
of financial assistance (including transfers of money
or other assets, loans and loan guarantees) provided
to the MCC by any shareholder, the province, or the
federal government. The annual financial statements
and other reports must be made available for public
inspection (MGA s.75.2(1) MCCR s.6).

•
•

the municipality’s financial viability of controlling
the MCC;
a market impact analysis.

Public Hearing
For the purpose of a public hearing, the municipality
must disclose:
•

●the services the MCC intends to provide;

•

the names of the shareholders;

•

the geographic locations in and outside Alberta
the MCC intends to provide services;

•

the market impact analysis, if any, contained in
the business plan.

This information must be made available to the
public no less than 30 days prior to the public
hearing. The public hearing must be held, and notice
given of it, as per Sections 230 and 606 of the MGA
(MGA s.75.1(3) MCCR s.3).
Unanimous Shareholder Agreement
The council of the municipality must adopt, by
resolution, a unanimous shareholder agreement
(MGA s.75.1(2) MCCR s.5). It is recommended a

municipality seek legal advice for this and other
requirements.

Financial Statement and Other Reports

Cooperative
A cooperative is a business organization started
by people who want to use services or buy goods
as a group, have an equal say in how the business
is operated and share in any profits the business
makes.
Cooperatives are different from business
corporations in that they are governed internally by
seven international principles for such businesses:
1.

Voluntary and open membership

2.

Democratic member control

3.

Member economic participation

4.

Autonomy and independence

5.

Education, training and information

6.

Cooperation among cooperatives

Material Changes

7.

Concern for community

If there is a proposed material change to the
business operations, including a change to its
governance structure or the types of services
offered, the council must notify the residents of the
proposals and provide an opportunity for residents to
make representations (MGA s.75.3).

Examples of typical goods and services that can be
provided by working under cooperative principles
include agricultural products, utilities, childcare/
preschools, insurance, health care, legal services,
food, equipment, and employment services. Albertabased cooperatives must be incorporated under the
Cooperatives Act.

The MCCR further defines material change, the
information needed to be made available to the
residents, associated timelines, and the engagement
and reporting processes (MCCR s.7).

Part 9 Companies
Part 9 companies are formed to promote art,
science, religion, charity or other similar endeavours,
or they may be formed solely to promote recreation
for their members. A Part 9 company must apply its
profits in the promotion of its objects and no dividend
should be paid to its members. Part 9 companies are
regulated by the Companies Act. A Part 9 company
may borrow funds for carrying out its objectives but
is not eligible for direct loans from the Alberta Capital
Finance Authority.
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Society
Societies are restricted to any benevolent,
philanthropic, charitable, provident, scientific, artistic,
literary, social, educational, agriculture and sporting
activities.
A society is an independent legal entity, a corporate
‘person’ that exists separate and apart from its
members. Because of this, the members cannot
be held personally responsible for the debts of the
society.
Societies are similar to non-profit companies
and must direct any profits back into fulfilling the
objectives of the organization.
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Five or more people can form a society for purposes such as social activities, recreation, culture or charity. You cannot form a society to carry out trade or business.
Societies can buy, sell and own property, including land; enter into contracts; sue others; be sued.
Societies cannot issue shares; declare dividends for members; or distribute property among the members during the lifetime of the society.

Public-Private Partnership
Public-Private Partnerships may be a separate legal entity depending on the partnership agreement.
For the Government of Alberta to classify a project as a P3, it must include some private financing, possible integration of design, and construction, risk sharing, a
performance-based contract, and payment over time for performance. It often includes operation/maintenance. The GOA does not include a design-build approach
in its definition of P3s as it does not include private financing which helps to enforce the risk transfer defined in the agreement but may consider Design-BuildFinance, Build-Finance and other such variants of P3 as Public-Private Partnerships.

Recommended Option
The Municipal Controlled Corporation is the recommended governance option if the MD wishes to continue to operate Kinosoo Ridge. Its advantages are further
discussed in the following Business and Development Plan Priority Actions section.

Comparison of Governance Structures for Public Services Delivery in Alberta
Facility Closure
or Sale of Asset

Inter-Municipal
Agreement


















Municipalities

Requires Alberta Government
Approval for Establishment
Ministry/Parties Responsible
for Establishment



MD of Bonnyville

MD of
Bonnyville

Legislation Restricting Types of
Services Provided



Municipal
Government Act



Flexibility in Staffing and
Operations
Separate Financial Reporting &
Operating Requirements
Can Borrow and Incur Debt
Servicing Costs
Directly Borrow from Alberta
Capital Finance Authority
Can Directly Expropriate Land
Can Make a Profit and
Distribute to Members









Municipal
Owned,
Contracted
Services










Separate Legal Entity
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Municipal
Owned &
Operated

N/A

Regional
Services
Commission

Municipal
Controlled
Corporation




Depends on
Delivery Option











No longer
required

Depends on
Delivery Option


Depends on
Delivery Option



Cooperative

Society

Part 9 Company

Public-Private
Partnership





































Municipal Affairs

Municipal Government Act

Municipality and
Partners

Service Alberta

Cooperatives Act

Societies Act

Companies Act

Municipal
Government Act

Table 6: Comparison of Governance Structures for Public Service Delivery in Alberta
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SWOT ANALYSIS SUMMARY
Strengths

Weaknesses

Opportunities

Threats

•

Quality of physical assets

•

Higher than average expenses

•

Increase land base area

•

•

Landscape and view

•

Marketing and signage

•

•

Significant support in regional
market

•

Size of current land disposition
limiting opportunities

Become profitable with fourseason operations based on
Market Demand research

Loss of support from MD Council/
leadership

•

Inability to attract qualified staff

•

Climate change impacts

•

School programming that can be
expanded

•

Continued losses and subsidy
requirements

•

Inability to access capital funding
for R & M or new opportunities

•

Keen management team

•

Opportunity for “sweet-spot”
phased development – best
revenues/least expenses/least
capital cost

•

Change operations model to
become more business-like and
nimbler

•

Create a must-visit four-season
family destination

SWOT ANALYSIS

WEAKNESSES

OPPORTUNITIES

THREATS

Quality of physical assets
Landscape and view
Significant support in regional
market
School programming that can be
expanded
Keen management team

Higher than average expenses
Marketing and signage
Size of current land disposition
limiting opportunities
Continued losses and subsidy
requirements

Become profitable with four-season
operations
Opportunity for phased development –
best revenues/least expenses/least capital
cost
Change operations model to become more
business-like and nimble
Create a must-visit four-season family
destination

Loss of support from MD
Council/leadership
Climate change impacts
Inability to access capital funding
for R & M or new opportunities
Available qualified staff

S

W

O

T

STRENGTHS

Figure 2: SWOT Analysis
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SECTION 2: KINOSOO RIDGE BUSINESS
AND DESTINATION DEVELOPMENT PLAN
PRIORITY ACTIONS
FROM SECTION 1
FINDINGS
LANDS ACQUISITION
The lands previously proposed for acquisition should
be a key priority as most of the significant, pillar
attractions to convert Kinosoo Ridge into a fourseason resort need the additional lands under the
long-term control of the MD.

Concerns have been raised that this creates
a competitive imbalance with private sector
businesses. Alberta Municipalities Association is
of the opinion that given the trade-off between
the MCC additional reporting requirements and
oversight, the competitive advantage granted to
an MCC by receiving municipal assistance is a
fair compromise. In this particular case there is
no competitive local private sector business that
will offer similar services to Kinosoo therefore this
potential issue is moot.

FORMAL PREVENTATIVE MAINTENANCE
PROGRAM
A much more detailed, written preventative
maintenance program should be developed for
all the infrastructure and equipment. This program
will allow for better repair, maintenance and
capital expenditures planning and a reduction
in maintenance costs over the longer term. This
approach should also eliminate the types of issues
identified in the Kinosoo Ridge Operational Overview
document.
An initial inspection of all facilities, infrastructure
and equipment is required to determine current
conditions and expected life span. This assessment
will be critical in the development of a preventative
maintenance plan, identifying the immediate,
short and long-term requirements to protect the
significant investment in the operation.

MAINTENANCE RECORDS
MUNICIPAL CONTROLLED CORPORATION
The Municipal Controlled Corporation provides the
best option to manage and develop the Kinosoo
operation as a stand-alone four-season business.
It also provides the opportunity to formally include
Cold Lake and other entities to participate in the
operation and share in the potential risks and
rewards.
There are costs associated with setting up the
MCC in order to comply with provincial regulatory
requirements, but the ongoing reporting and filing is
similar to any other private operation.
The MCC still allows for full control of the operation
through a board, however it separates the legal
liability from the municipality and allows for its
own staffing policies, wage levels, hours of work
agreements and other significant adjustments to the
operation that can result in significant savings.
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The most significant potential negative impact
would be the loss of the ability to borrow directly
from the Alberta Capital Finance Authority. However,
MCCs may sometimes receive financial assistance
at start-up and preferential access to municipal
assets in order to provide services to residents. This
can include financial, capital or asset support for a
set period of time during the start-up and transition
period as well as support for capital access in future
years.
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Immediate action is required to develop or update
an approved, formal maintenance records system
and record all maintenance activities for all
operating equipment and lifts. This is also a key
liability exposure protection requirement in regard
to proof of completing appropriate and required
maintenance.

KINOSOO RIDGE OPERATIONAL
OVERVIEW

STANDARD OPERATING PROCEDURES
Written and approved Standard Operating
Procedures (SOPs) are required for all operating
areas of the resort. A package of SOPs for
snowmaking and lift evacuations was provided by
Mount Sima that will require editing and adjustments.
New or updated SOPs for general on-hill operations,
equipment operation, staff protocols, lodge and
kitchen operations, ski instructors, ski patrol and
others should be developed prior to next ski season.

The recommendations and actions identified in
the internal Kinosoo Ridge Operational Overview
document should be used as the initial direction in
developing the required operations planning and
preventative maintenance programming that will
be required to address the current operational and
facility concerns.

New SOPs for all summer activities should be
developed prior to offering any activities to the
public.

KINOSOO RIDGE ADVENTURE RESORT

COVID-19 IMPACTS
COVID-19 IMPACTS AND PROJECTIONS
AFFECTING KINOSOO RIDGE
The most recent, detailed report regarding the
current and future effects of COVID-19 on the Alberta
tourism industry was published by Travel Alberta (TA)
and was completed in October of 2021. The report
is titled, Travel Impact Scenarios and Spending
Segmentation for Alberta – October Update. All of
the data presented below is taken directly from this
document.
Even though the report is a few months old and
the COVID-19 situation in Canada is changing
constantly, the report provides an upside, baseline
and downside scenario for all of its projections. The
downside projection however, predicted essentially
the exact realities which we are currently facing,
namely a new major setback due to a new and
particularly troublesome variant. The Omicron variant
has proven to be that very setback. As such, all the
projections described below are based on Travel
Alberta’s downside scenario.
(Note: as StatsCan does not have the 2020 spending
numbers compiled yet, the 2020 numbers are
projections as well as 2021-2025)
The following are the projected economic impacts
due to the virus on the Alberta visitor economy:
•

From 2020 to 2025 $14.1B in lost visitor spending
will in turn result in $24.9B in lost business sales
across all sectors and $961M in lost provincial
revenue. Job losses will range from those
confirmed at 19,143 in 2020 to 540 projected
in 2025. To put these losses in perspective,
the Tourism Alberta upside scenario will see a
total impact of -40% on traveller spending, the
downside scenario will see a total impact of
-45%. This compares to -7% for the 2008 financial
crisis and -19% for the 2003 SARS crisis (note: the
CDN dollar gained appreciably against the USD
in 2003 and this likely skews the 2003 Alberta
tourism spending data)

•

Total traveler spending will go from $8.2B in
2019 to $4.5B in 2020, $4.7B in 2021, $5.1B in
2022, $5.6B in 2023 and then increase to $7.0B in
2024 and $8.1B in 2025.

•

As a percentage loss versus the high of 2019,
2020 will see a 45% loss which will gradually
decline to a 1% loss in 2025.

•

In the downside scenario international tourism
is expected to begin a notable and sustained
increase in the summer of 2023. Business and
group travel begins a notable and sustained
increase in the fall of 2023.

Despite these negative numbers there is some
positive news for a property like Kinosoo.
2021 and 2022 is expected to see a strong ‘domesticreplacement’ impact as restrictions on international
travel and consumer hesitancy encourages more
Canadians to travel locally.
Based on assumptions of traveler perceptions of
safety and barriers related to length and cost of
travel, drive travel will recover faster than short-haul
flights which will recover faster than long-haul flights.
Lastly, any interruptions of the supply of tourism
products and transportation infrastructure are
expected to be minor and temporary, and not an
overall limit on demand as supply will ultimately be
able to meet demand.
In fact, in comparing projections for international
versus domestic visitation Travel Alberta’s
projections for domestic travel shows the upside
scenario realizing 130% versus 2019 numbers, the
baseline scenario at 110% and the downside scenario
sees 100% of the 2019 numbers. Domestic spending
is particularly robust in the summer seasons,
realizing spending of over 20% compared to the 2019
numbers by 2021.
Spending by travelers in Alberta in general is
predicted to see a full recovery by 2025. Alberta
resident spending is projected to increase by 34%
from 2019 to 2030. Spending by Canadian travelers
to Alberta will have increased over this period by
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44%. US residents will see an increase in spending of
19% and spending by international visitors will have
increased by 40%.
The report projects spending by Alberta travelers by
purpose of trip over the short (2019 to 2023) medium
(2019 to 2025) and long term (2019 to 2030). When
combined, leisure and travelling to see family and
friends was by far the largest cohort in 2019 totaling
73% of all Alberta travelers so it is no surprise to see
that leisure travel also recovers faster than other
reasons for travel. All of this is good news for a
resort like Kinosoo that relies primarily on domestic
travelers.
The report looked at the projected tourism spending
recovery from the geographic perspective, and
again, Kinosoo fares quite well. The Canadian
Rockies, to no surprise, are projected to recover the
greatest from a -28% loss from 2019 to 2023 to a
net gain of 52% from 2019 to 2030. That said, “Other
Alberta” of which Kinosoo is a part of beat both
Calgary and Edmonton regions handily recovering
from a loss of -17% to a net gain of 32%. Calgary was
-42% to 19%, Edmonton was -33% to 17%.
None of this should be a great shock, however. The
one effect that all tourism pundits seem to agree on
is that there will be major pent-up demand for travel
once the pandemic is at a state where its growth is
at worst being contained due to increases in global
vaccinations and survivor immunity. Moreover, it is
clear that Canada, Alberta and Kinosoo have what
the world wants – a relatively safe destination whose
brand attributes include enjoying nature and outdoor
pursuits.
The pandemic has led many would be travelers
to want to reconnect with nature. In fact, in May of
this year the New York Times reported that global
internet inquiries for “nature and outdoor based
vacations” over the past two months were 35 times
more prevalent than in the same months, prepandemic.
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Countries (and provinces) that have world class
tourism assets that contribute significantly to their
GDP and have also eventually managed the virus
successfully will be more willing to want to open
up their borders and compete for the international
tourism dollars. The fact that they were not as
impacted by the virus as other destinations will
be used as part of their marketing narrative. They
will want to be seen as both an attractive and safe
destination and will work to ensure that tourism is
pursued in a responsible manner so as not to see a
resurgence of the virus, protecting both their citizens
and their visitor economy. Canada and Alberta are
just such destinations.
Alberta’s branding is based largely on impressions of
nature, pristine environments and destinations with
less density than many other places in the world.
Fortunately, Kinosoo shares these brand attributes
as well. We are already seeing that relative to other
countries, Canada is receiving significant interest
from the global marketplace. In fact, even by the
spring of 2021, Canada was tied with the US and
Qatar for the second most “googled” country name,
related to travel on the internet. This is an occurrence
that would have never been considered possible
pre-COVID-19.
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One of the lasting effects of the pandemic that is
likely to occur is that even after restrictions regarding
international travel are lifted, domestic visitation
should remain at a higher level than pre-pandemic.
The Travel Alberta COVID report showed that barring
a new catastrophe, domestic travel in the province
should surge to greater numbers than in 2019. Not
being allowed to travel abroad has forced Canadians
to explore their own backyards and the numbers for
last season for many in-country destinations suggest
that they liked what they discovered. The Royal
Bank published a report on July 6th, 2021, titled,
“Canadian Tourism Sector Primed for Early Recovery
after Bleak Year.” In the report the authors state
that pre-pandemic, on average 1M more Canadians
travelled abroad than the number of foreign tourists
that visited Canada, as such, due to the travel
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restrictions that continue to see Canadians having
to stay at home, these frustrated Canadian travelers
represent over 1M potential travelers who will likely
travel domestically in 2022 and beyond. The report
also states that Canadian households, on average,
saved up the equivalent of two years’ worth of prepandemic travel spending over the first 16 months of
the pandemic.
Important to note is that the two macroeconomic
factors that impact Alberta tourism the greatest – oil
and gas prices and the strength of the Canadian
dollar against the USD are also of less importance to
Kinosoo than many other types of tourism product.
Firstly, Kinosoo should still be seen as a relatively
inexpensive vacation option for Albertans who
are feeling the cash squeeze resulting from low
commodity prices. Secondly, Americans make up
an extremely small percentage of the Kinosoo visitor
base and therefore a strong Canadian dollar will not
affect many potential, US Kinosoo guests. As well,
those Albertans who might usually see a strong
Canadian dollar as an opportunity to vacation south
of the border will likely be less motivated to travel
due to the ongoing concerns regarding COVID-19.
In summary, as horrific as the pandemic has been
in so many ways to so many people, the reality is
that because the overwhelming number of visitors
to Kinosoo are domestic, as long as the facility is
allowed to stay open, visitation should remain robust.
And the reality remains that many potential guests
who live farther away and may not have considered
Kinosoo as a short-stay vacation destination, will now
have less options for travel. As such, an enhanced
Kinosoo Ridge should become even more attractive
as a short-term, and relatively inexpensive, vacation
alternative.

KINOSOO MARKET
FEASIBILITY
When determining what (if any) additional tourism
product and infrastructure should be recommended
for the Kinosoo Ridge property, we need to examine
the overall state of the tourism industry in Central
and Northern Alberta in general and the Cold Lake/
Bonnyville Municipal District region in particular. The
2018 Recreation Needs Assessment, conducted by
the Bonnyville MD, also provides great insights into
what recreation/tourism assets the local residents
within the Municipal District want to see developed.
As the majority of Kinosoo guests are from the local
region, meeting these demands will go a long way
towards ensuring the patronage of this community
once the new assets are operating.
We also need to examine what the demographics
of the primary, proximate market and secondary
markets are as well as what the competitive
landscape currently looks like in other proximate
regions. In this case, we will review the areas within a
one, two, three and four-hour drive of Kinosoo Ridge.
These are likely the guests that will visit the resort as
well as the region of competitive comparators that
will act as “interceptor sites”, providing options that
may attract potential guests who might otherwise
visit the Kinosoo Ridge facility either while travelling
on vacation or while researching possible options for
this type of vacation experience on-line.
The catchment area located within a 2-hour drive is
the likely maximum catchment for day-trip visitors.
The catchment area out to a maximum of a fourhour drive is being considered as the maximum
catchment for guests visiting for a multi-day trip
experience, once Kinosoo is seen as a destination
resort with on-site accommodations. As the Kinosoo
Master Plan is executed and more activities and
accommodation and food and beverage services
are added to the product mix, this radius may begin
to expand however in order to make our projections
based upon conservative assumptions, a four-hour
drive will remain the outer market boundary for
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purposes of this report. Importantly, the only truly
major market within this 4-hour radius is Edmonton,
which has immediate access to the aerial park,
campground, lodge and ski hill located at the Snow
Valley property in the greater Edmonton area. This
offering is such a prominent interceptor site that
it is unlikely that potential guests living in or near
Edmonton would travel all the way to Cold Lake to
enjoy a similar day-trip experience. However, a family
who resides, in or near Edmonton or between the
two resorts, specifically looking for a family weekend
trip, might choose Kinosoo (despite Jasper being
a 4-hour drive away) as Kinosoo will be less busy,
easier to reach (no Edmonton traffic) and located
in a more natural setting than Edmonton that will
provide a lovely escape for either a summer or winter
weekend getaway.
Once this general marketplace is understood both in
terms of potential guests and competitive products,
we determine the specific type of guest that will
most likely be attracted to the Kinosoo Ridge
product. These market segment personas will allow
us to develop the “sweet spot” that is represented by
the guest experience(s) and necessary infrastructure
required to attract the greatest visitation.

CURRENT STATE OF THE INDUSTRY
Alberta Tourism
The latest available statistics, prior to the devastating
effects of COVID-19 found for Alberta’s tourism
industry that include totals for international visitation
and revenues were for 2019. 34.7M visitors came
to Alberta that year contributing 8.2B in tourism
expenditures. This was down 1.5% in visitation and
0.5% in revenues from 2018.
Most important to note is that 32.4M of those visitors
(93.3%) were residents of Canada. This domestic
visitation contributed 5.9B (72%) of those revenues.
These domestic numbers remain fairly high
compared with the rest of Canada. While domestic
visitors still represent the overwhelming majority

of tourists within Canada, nationally they average
around 80% of total visitation not 94%. That said, on a
national basis, international guests who visit Canada
also tend to spend significantly more than Canadians
during their travels just like in Alberta.
Internationally, the US is the largest international
market for Alberta with 1.2M Americans visiting in
2019, contributing $991M. The United Kingdom was
a distant second at 187,000 visitors and $200M,
China was third at 118,000 visitors and $188,000 in
expenditures, with Australia coming in fourth with
106,000 visitors spending $141M, and Japan in fifth
with 42,000 visitors and $56M in spending.
This basic ratio of domestic to international visitors
has remained consistent in Canada and Alberta
up until the COVID-19 crisis which has changed
everything and will undoubtedly reduce international
visitation even further over the next 12 to 36 months
at a minimum. For the foreseeable future, Canada
and Alberta’s tourism industry will depend heavily
on domestic travellers which is not bad news
for Kinosoo who already serves a predominantly
domestic market.
Travel Alberta’s 2019 Alberta Tourism Market
Monitor provides fairly detailed statistics, particularly
regarding air travel and occupancy rates within the
province. The 2019 publication shares the following
data:
•

•

•
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Edmonton International airport (the closet major,
international airport to Cold Lake) showed an
overall decrease in passenger travel (arrivals and
departures) of -2.2%. Specifically, domestic air
travel was down by -2.5% and international traffic
was down by -3.8%.
Traffic traveling westbound from Saskatchewan
on the major vehicle arteries was also down in
2019. Traffic traveling westbound on Hwy #1 was
down -0.4% and traffic westbound on #16 was
down -1.1%.
Edmonton’s overall occupancy rate for
commercial roofed accommodation was down
-3.3% from 2018 and the average daily room rate

was down -2.0%.
•

Visitation to historic sites and museums was
down -0.3%.

While all these indicators saw declines in 2019 from
2018 it is very important to note that the price of oil
had also declined to an average of $56.98 USD a
barrel from $64.94 USD in 2018. Recognizing the
reliance of the Alberta economy on the oil and gas
sector, the fact that travel and traffic to the province
overall and visitation to and within the province were
down should not be a surprise.

Alberta Central Tourism
As stated earlier the overwhelming number of
tourists in Alberta are either residents of Alberta
or Canada. As such, the Alberta Economic
Development, Trade and Tourism department
concentrates its data collection work on domestic
tourism. The latest document detailing tourism data
for the Alberta Central region where Cold Lake is
found is titled: Domestic Tourism in Alberta Central
Tourism Region 2017: a Summary of 2017 Domestic
Visitor Numbers, Expenditures, and Characteristics.
The Central Alberta tourism region represents
approximately the middle third of the province
including the area approximately as far north as
Lac La Biche and as far south as Airdrie. This region
excludes the greater Edmonton and the Canadian
Rockies which are considered as stand-alone
regions unto themselves.
In 2017 there were 9M total person-visits to the
Alberta Central region. This represents 26% of the
visits to Alberta in total. 96% of these visitors were
Albertans visiting other destinations within Alberta.
For 45% of those Albertans the reason for their visit(s)
was leisure, for 44% it was visiting friends and family,
6% were visiting for business and 5% for “other”.
•

13% of the visits took place in January to March.

•

27% from between April to June.

•

41% between July to September.
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•

19% between October to December.

•

60% of the trips saw the visitors staying in the
homes of family and friends, 21% stayed in a
campground, RV park or were camping and 18%
stayed in a hotel or motel.

The top 5 activities enjoyed by these visitors, in
order, were as follows: hiking/backpacking, visiting
family and friends, camping, no activities at all, and
entertainment and cultural activities.
Of the 9M total person-visits 3M were overnight
representing 23% of all overnight visits to the
province. 38% of these travellers were from the
Edmonton area, 23% from central Alberta, and 18%
from the Calgary region.
The average overnight party size was 3.9 persons
for Alberta residents and 2.2 for visitors from other
regions of Canada.
The total tourism expenditures related to the
9M visits totaled $929,376,000. Of that number
$50,870,000 was spent on recreation and
entertainment or 5.5%.

Alberta North Tourism
Because Kinosoo Ridge/Cold Lake is so close to
the border of the Alberta North/Central regions it
is important to review the statistics for the northern
region as well. So as not to repeat all of the above,
it can be simply stated that there were only a few
differences of any importance between the two
regions.
The only relevant differences were that:
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1.

84% of the visitors to the North were from
Alberta as opposed to 96% of the Central region
visitors;

2.

visitor spending in the north on recreation
and entertainment was only .02% of the total
spending as opposed to 5.5% in the Central
region and,

3.

visitors to the north listed “no activities” as the
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second most likely activity to be pursued while
on vacation leading one to assume that many
of these folks were visiting family and friends as
their primary travel motivation.
The results of all the statistics listed above speak to
the fact that the overwhelming number of personvisits in Alberta are made by Albertans, 96% in
the Central region and 84% in the northern region
respectively. While the overall visitation numbers to
these two regions are significant, adding up to 31%
of all visits in Alberta, these visitation numbers have
either been stable or are in a mild decline currently.
This is likely due primarily to the overall challenges
being experienced by the Alberta economy based
upon issues related to the oil and gas sector.
It is also clear that as the Canadian border, while
open to US travelers, is in a state of flux regarding
quarantines and international air travel is constrained
due to the plethora of travel restrictions globally,
(all due to the COVID-19 virus), tourism in Alberta
will likely remain mostly the pursuit of the Canadian
and Albertan domestic traveler during the coming
summer season of 2022 and potentially far beyond.
The Canadian and Alberta economies in general
have been hurt greatly by COVID; and the oil and
gas sector, a major employer for residents in both
regions, in particular has been affected even more
negatively by this pandemic. This will serve to
reinforce the fact that potential long-haul guests
who must travel farther and make a multi-day trip
to visit Kinosoo will be less likely to be able to afford
such a vacation at this time. Conversely, it increases
the likelihood of local, and short-haul visitors to
seek out relatively inexpensive, local activities for
themselves and their families to enjoy during these
financially challenging times in lieu of travelling
farther afield.
All of this leads us to the assumption that we need to
concentrate our research on the local and short-haul
markets as the primary markets for Kinosoo Ridge.

MARKET CENSUS DEMOGRAPHICS
Cold Lake Statistics
Knowing that the primary market for Kinosoo is
likely to be from both local and regional markets
means we need to explore in more detail what these
potential markets look like. We therefore need to
review the demographics of the immediate market
of Cold Lake itself (Cold Lake census) and the
larger market of the surrounding Alberta Division 12
(Division 12 census)
The latest, detailed census data available for Cold
Lake was the 2016 Census. This is the census for the
immediate area of the community of Cold Lake and
encompasses 59.92 square kilometres. It showed a
population of 14,961 and 6,657 dwellings of which
3,745 were single, detached houses.
The “key cohort” (most likely to participate) for
Kinosoo is aged 5 – 39 (families). This is divided into
the following age groups for Cold Lake:
Aged 5-9

1,190 persons

Aged 10-14 895 persons
Aged 15-19 810 persons
Aged 20-24 1,130 persons
Aged 25-29 1,755 persons
Aged 30-34. 1,630 persons
Aged 35-39 1,220 persons
Total cohort = 8,630
The “maximum cohort” (likeliest possible
participants) for Kinosoo is aged 5-64. This cohort
totals 12,735 persons for Cold Lake.
In 2016 there were 2000 couples with kids living at
home.
770 couples had 1 child, 835 couples had 2 children
and 390 couples had 3 or more children. This
important total equals at minimum, 7,390 parents
and children.
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The median total income for Cold Lake households
was $110,575 CAD

The average total income for all Division 12
households was $115,650 CAD

The average total income for Cold Lake households
was $130,243 CAD

As a comparison, the Canadian, national median
income per household in 2016 was $82,110.

The Division 12 census area is defined by a southern
boundary that is south of Hwy 28 and north of Hwy
45. The northern boundary is at Winefred Lake on
the eastern edge and south of Egg Lake nearer to
the western edge. The western edge is around Hwy
#63 and the eastern edge is the Saskatchewan
border. It includes Cold Lake, Bonnyville, and Lac La
Biche and encompasses an area of 31,981 square
kilometres.

These statistics show that within the local and
regional area of Kinosoo Ridge there are likely
adequate numbers of children and adults who are
of an age that mean they could be interested in
participating in and have the economic means to be
able to afford, a relatively inexpensive activity such
as skiing at Kinosoo or enjoying experiences such as
the Aerial Park. These statistics also lend validity to
the following statistics and demographics provided
directly by the Bonnyville Municipal District.

It showed a population of 67,120 and 30,281 private
dwellings of which 19,155 were single, detached
houses.
The “key cohort” (number most likely to participate)
for Kinosoo is aged 5 – 39 (families). This is divided
into the following age groups for Division 12:
Aged 5-9

5,100 persons

Aged 10-14 4,585 persons
Aged 15-19 4,400 persons
Aged 20-24 4,195 persons
Aged 25-29 5,005 persons
Aged 30-34. 5,130 persons
Aged 35-39. 4,540 persons
Total cohort = 32,955
The “maximum cohort” (number of likeliest possible
participants) for Kinosoo is aged 5-64. This cohort
totals 54,030 persons for the Division 12 region.
In 2016 there were 8,155 couples with kids living at
home.

Updated Census Statistics
The 2021 census statistics summary for Cold Lake
became available in January 2022. The relatively
quick economic recovery of the region is borne out
by the reality that there is very little change between
the 2016 and 2021 census findings. The 2021 Cold
lake Census Profile showed that the population was
15,661 in 2021 vs. 14,976 in 2016, a 4.6% increase.
The provincial increase was 4.8% and the national
increase was 5.2%. The number of private dwellings
rose to 6,767 in 2021 from 6657 in 2016, a 1.6%
increase. This all bodes well for Kinosoo as the
population base for Cold Lake while growing slightly
slower than the rest of the province and Canada as
a whole, nonetheless has actually increased and not
contracted due to the economic challenges recently
faced by the oil and gas industry.
The 2021 census for Bonnyville No. 87 Municipal
District showed that the population increased 1.2%
from 12,745 in 2016 to 12,897 in 2021.

2,960 couples had 1 child, 3,180 couples had 2
children and 2020 couples had 3 or more children.
The median total income for all Division 12
households was $94,409 CAD
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MD Supplied Statistics
When attempting to determine what the market
demand for a four-season program at Kinosoo
Ridge might be, we have the distinct advantage of
having access to the statistics relating to the winter
ski operation as well as current summer visitation to
the region. The following numbers were provided
directly by the MD.
The maximum number of persons in the “trading
population” (trading area being the geographic area
from which a business generates the majority of its
customers) for Kinosoo Ridge has been assumed
to be approximately 70 – 100,000 persons. The
“immediate” (1 hour drive) area to draw from includes
approximately 35,000 people. These populations are
the point of origin for the 87% “resident visitors”.
These numbers are augmented in the summer by
approximately 50,000 additional summer visitors and
another, additional 25,000 persons every second
year when the air show is held.
Summer visitors to the Cold Lake region consist of
51% male and 49% female guests. Visitors aged 22-34
represent 22% of the total visitation, ages 35-54 are
28% and 55+ are 25% of the total.
37% of visitors are couples with no children and 63%
are travelling with children. In the 0-24 age cohort,
0–9-year-olds represent 41%, 10–14-year-olds are
19%- and 15–24-year-olds are 32%.
The average household income of these summer
visitors is believed to be approximately $118,000
which is slightly higher than that for the Division 12
region.
Winter visitation numbers for Kinosoo Ridge Ski
Resort are also very instructive. The numbers for the
full 2017/2018 season show 46,000 winter visits. The
2019/2020 season was abruptly halted in mid-March
due to the COVID-19 virus. Despite this abbreviated
season the hill still provided 36,434 ski and tubing
experiences. There were 827 seasons pass holders
in 2019/2020 and 4,379 winter school visits to the hill.
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These numbers are believed to be augmented by
approximately another 15% due to race observers/
participants, adults accompanying minors to the hill
and folks simply enjoying the food and beverage
service and ambiance at the hill. All this considered,
it is assumed that had the season finished the final
visitation numbers would have been a minimum of
42,000.

realities must be taken into account. It must be recognized that skiing is an activity that drives return visitation
easily – as opposed to an aerial park that can be more of a single participation event depending upon the
actual type of park. This is why when selecting new activities those that promote return visits are prioritized.
On the other hand, summer activities in general tend to appeal to a much broader portion of the population
compared to winter activities. As well, summer visitors enjoying summer activities may do so as an adjunctive
activity to their primary activity of camping, boating, hiking etc., increasing the potential number of visitors.
Finally, both activity sets are comparable in that they are both weather dependent and enjoy relatively short
peak seasons.

There were 20,519 ticket transactions processed in
2019/2020. Of those, the major places where guests
came from were:

KINOSOO RIDGE PRIZM MARKET DEMOGRAPHICS

13,856 Cold Lake
2,291

Lac La Biche

1,597

Bonnyville

720

Onion Lake

576

Two Hills

497

Meadow Lake

360

Lloydminster

As well as the MD supplied statistics, we completed significant research utilizing PRIZM statistics modeling
for the one, two, three and four-hour drive markets. PRIZM is a statistics program available from Environics
Analytics (EA). EA takes every region in Canada and provides a picture of that particular population by
profiling, segmenting and personifying that group of residents according to shared demographic, financial,
lifestyle, behavioral and attitudinal traits. In our case we used the PRIZM data to analyze in detail the
demographics of the people residing within a one, two, three and four-hour drive to Kinosoo Ridge. One
thing to note is that these drive proximity boundaries (area with a one-hour drive time) are not simply radius
circles drawn with Kinosoo as the centre. Radius circles provide false data as there are never an equal
number of roads available in an equal distance from the centre. In the case of Kinosoo the drive proximity
boundaries skew to the south as there are very few roads found to the north of the resort.

This represents 19,377 or 94% of all transactions.
Clearly this is a regional ski hill.
Overall, these numbers are robust. Mt. Sima, the
community ski hill outside of Whitehorse, Yukon,
a relatively remote city of approximately 28,000
(compared to 15,000 in Cold Lake and 6,000 in
Bonnyville), sees approximately 30,000 visits per year
on average with approximately 950 season’s passes
sold. Even though the trade area for Kinosoo is
comprised of over 70,000 persons, it is believed that
70% of the visitation to the Kinosoo ski hill originates
from the immediate Cold Lake community, the
majority being couples aged 25-35 with children.
The other 30% live within a 2-hour radius of the hill.
This means that participation levels and return visits
from local and regional residents is very high and
this is good news for potential summer visitation to
Kinosoo.
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When using the winter occupancy performance of
the ski hill to project the potential visitation numbers
of the aerial park and other summer activities several
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One-Hour Drive Boundary
Below shows a map and graphic depicting the boundary of residents that live within a one-hour drive of the resort. One hour is the maximum drive time allocated to
potential guests who are considered “locals” and are most likely to visit the resort for a day-trip experience, returning home each evening.
This cohort is comprised of 15,384 households consisting of 42,761 residents. 13,182 are aged 0 to 19 and 25,141 are aged 20 to 64. This means that allowing for
babies and toddlers, approximately 35,000 persons are likely potential guests (key cohort) by age. The median age of the catchment is 33.8 years old, and 87.4% of
all households are either Middle-aged families (57.5%), large diverse families (11.5%), Young families (10%), school age families (2.7%) or younger singles or couples
(5.7%). 72.1% of the households are owned by the tenants and the average household income is $105,689 CAD. This all equates to a demographic that is age qualified,
usually a family, and a household that has the economic means to enjoy a recreation experience such as Kinosoo.

Figure 3: Market Key Facts 1 Hour Drive Radius
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Two-Hour Drive Boundary
Below shows a map and graphic depicting the boundary of Residents that live within a two-hour drive of the resort. The two-hour drive boundary is the maximum
time/distance where guests visiting Kinosoo for a day trip will most often originate from. These guests live close enough that they will most likely return home after
a day of recreating at Kinosoo, though some may still see value in staying overnight from time to time. The roads that are found within this boundary are found south,
east and west of the resort with few to no roads to the north.
This cohort is comprised of 43,764 households consisting of 116,605 residents. 34,306 are aged 0 to 19 and 66,705 are aged 20 to 64. This means that allowing for
babies and toddlers, approximately 94,000 persons are likely potential guests (key cohort) by age. The median age of the catchment is 35.6 years old, and 77.3% of
all households are either middle-aged families (42%), large diverse families (14.2%), Young families (8.1%) school aged families (5.8%) and younger singles and couples
(7.2%). 73.2% of the households are owned by the tenants and the average household income is $94,445 CAD. Once again, this all equates to a demographic that is
age qualified, usually a family, and a household that has the economic means to enjoy a recreation experience such as Kinosoo.
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Figure 4: Market Key Facts 2 Hour Drive Radius
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Three-Hour Drive Boundary
Below shows a map and graphic depicting the boundary of Residents that live within a three-hour drive of the resort. The three-hour drive is the transition area from
daytrip to multi-day visitors. It is impossible to predict exactly where that line is drawn however it is generally accepted that guests will drive 3-4 hours for a relatively
short (2-3 day) multi-day experience with little hesitation.
This cohort is comprised of 115,412 households consisting of 310,091 residents. 85,465 are aged 0 to 19 and 178,785 are aged 20 to 64. This means that allowing for
babies and toddlers, approximately 246,000 persons are likely potential guests (key cohort) by age. The median age of the catchment is 37.1 years old, and 76.4%
of all households are either middle-aged families (40.6%), large diverse families (12.4%), Young families (13.2%) school aged families (4.2%) and younger singles and
couples (6%). 76.3% of the households are owned by the tenants and the average household income is $93,465 CAD. These demographics remain quite consistent
with the other boundary regions indicating a demographic that is age qualified, usually a family, and a household that has the economic means to enjoy a recreation
experience such as Kinosoo.

Figure 5: Market Key Facts 3 Hour Drive Radius
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Four-Hour Drive Boundary
Below shows a map and graphic depicting the boundary of Residents that live within a four-hour drive of the resort. The four-hour drive boundary represents the
maximum time/distance where guests will drive for a short, multi-day experience without any issue. That is not to say that some families might not drive farther but
the reality is the overwhelming majority will be within this 4-hour distance. The good news is that the size of this cohort increases exponentially from the three-hour
distance, ensuring a large number of potential guests that would likely consider a summer weekend vacation at the resort.
This cohort is comprised of 704,645 households consisting of 1,898,817 residents. 462,617 are aged 0 to 19 and 1,157,189 are aged 20 to 64. This means that allowing
for babies and toddlers, approximately 1,500,000 persons are likely potential guests (key cohort) by age. The median age of the catchment is 37.5 years old, and
77.5% of all households are either middle-aged families (34.0%), large diverse families (12.4%), Young families (15.0%) school aged families (5.8%) and younger singles
and couples (10.3%). 70.8% of the households are owned by the tenants and the average household income is $92,455 CAD. These demographics continue to remain
quite consistent with the other boundary regions indicating a demographic that is age qualified, usually a family, and a household that has the economic means to
enjoy a recreation experience such as Kinosoo.
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Figure 6: Market Key Facts 4 Hour Drive Radius
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Demographics Summary
Comparisons between the assumed and actual
visitation numbers provided by the MD and the
numbers provided by Environic Analytics provide
for some interesting information. Firstly, the PRIZM
numbers of the primary (two-hour drive maximum)
and secondary (four-hour drive maximum) market
catchment areas are quite close to those numbers
assumed by the MD. These numbers also suggest that
there is still significant growth potential when the actual
numbers of people (sorted by postal code) show that
just under 18,000 winter visitors originate from Cold
Lake, Bonnyville and Lac La Biche, while the total “key
cohort” (families and younger singles and couples) for
the catchment area for the two-hour drive boundary
is actually 94,000. Also of interest is the fact that the
census figures for the Bonnyville MD No. 12 show an
average total household income of $115,650 which is
higher than the $94,455 average household income
for the residents within a two-hour drive. All of this is
good news for Kinosoo. When all the demographic
data is combined with data showing the lack of
competitive product in the proximate region, it leads
one to assume that there exists a market that is large
enough to support a full-season resort at Kinosoo. It
also speaks to the specific opportunities to successfully
provide for both summer and winter daytrip and multiday experiences. As always, this statement must be
made with the caveat that it assumes that the quality
of the Kinosoo experience will be excellent and very
competitive with other facilities such as Snow Valley.

Figure 7: Service Catchment Map
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2018 M.D. OF BONNYVILLE RECREATION
NEEDS ASSESSMENT/2021 RECREATION
MASTER PLAN

•

32% wanted to see more paved community trails

•

30% thought additional campgrounds were
needed

The last document that provides great insights into
what type of experiences local visitors might want
to enjoy at Kinosoo is the 2018 Bonnyville Municipal
District Recreation Needs Assessment that is
summarized in the Municipal District of Bonnyville
No. 87 Recreation Master Plan which was released in
April of 2021.

•

29% believe more outdoor rinks are warranted

•

16% want to see more outdoor fitness equipment
added

•

11% said more skateboard/BMX facilities were
needed

This was an extensive survey tool used to determine
what recreation programs and infrastructure the
community would like the MD to support and
develop in the future. There were over 1000 survey
responses as well as discussions with over 44
stakeholder organizations. Some of the key findings
that are relevant to the Kinosoo operation are
included below.

Some of the more poignant comments from the
master plan that have relevance to what Kinosoo
might offer to address community demands are
included below:

Of all the respondents, 43% stated that they visited
the Kinosoo facility for skiing. 61% said that they
felt that there was a need in the region for new
and enhanced facilities. When asked what barriers
they faced to participation in recreation activities
respondents stated:
•

34% said lack of time was an issue

•

32% said that lack of facilities was an issue

•

28% cost was an issue

•

6% said transportation was a barrier

•

14% said there were no barriers

When asked what future facility needs did the MD
need to address:
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•

41% said more boat launches and access to
water was needed

•
•

•

Lastly in the section titled, Recreation Service
Delivery Goals several key tenets regarding the
overall goals of the MD when supporting recreation
development in the region were detailed. Three of
those tenets have particular importance to Kinosoo:
“Ensure that current recreation facilities and projects
are financially sustainable.”
“Create economic vibrancy”

On page 18 it states, “A number of community
organizations struggle with accessing affordable
programs and meeting spaces. Some group
representatives expressed frustration at the cost
to access major facilities such as the C2 Centre
and Energy Centre.”

•

Pg. 19 refers to the Bonnyville Regional Aquatics
Centre Visioning and Feasibility Study. “The
engagement and broader trends in aquatics also
support a growing demand for leisure based
aquatic spaces and amenities (e.g., play and
splash features, shallow and warm water tanks,
beach entry etc.)”

•

And on page 20 it is stated that, “Participants reaffirmed the importance of recreation to quality
of life and overall appeal of the region.”

The report goes on to discuss how the MD should
prioritize the development of future projects and lists
the following as the key issues:
•

Providing a diversity of recreation opportunities.

36% said more outdoor aquatic spaces were
needed

•

Ensuring the developments are within the
financial means of the MD.

35% wanted to see more natural surface trails

•

Prioritize projects that help attract and retain
families and young children.
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After applying the realities of capital cost, catchment
areas, and economic benefits, the MD prioritized
the top three needs as more natural surface trails,
additional boat launch and water access areas and
more campgrounds.

“Recreation benefits local economies by attracting and
retaining residents and drawing non-local visitation
and associated spending to the region.”
The insights provided above are extremely helpful
when trying to determine what experiences
the primary market will find attractive. The
recommendations found later in this report regarding
the addition of new experiences at Kinosoo, in all
seasons, will be supportive of the stated goals of
the master plan and will reflect the desires and
needs of the community as expressed in the needs
assessment.

MARKET SEGMENTATION
Market segmentation is the process of dividing a
target market into smaller, more defined categories.
It segments customers and audiences into
groups that share similar characteristics such as
demographics, interests, needs, or location.
The previous research has provided a thorough
understanding of the broader marketplace and the
general demographics of the potential customers
that might come from those markets. The next
step is to drill deeper into the profiles of these
specific, potential customers aggregating them into
segments.
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Destination Canada Explorer Quotient Market
Segmentation
The Explorer Quotient market segmentation model
developed by the Canadian Tourism Commission
(later renamed Destination Canada) uses both
demographics and psychographics to determine
various segments of the tourism market and identify
the things that motivate these segments to engage
in various forms of travel experiences.
The authors of this report are particularly fluent in
this segmentation model as one of the members was
on the Board of the CTC when EQ was created and
two of the team members ran successful tourism
operations that utilized the model to create products
that were some of the earliest to be chosen as CTC
“Signature Experiences” – tourism experiences in
Canada that have been deemed to be nationally
iconic in nature.
Provincial and Territorial Destination Marketing
Organizations (DMOs) use this model to determine
which segments make up most of their visitor base.
This assists the province or territory in developing
a brand, and subsequent marketing strategy that is
aligned with their visitors’ needs and expectations
thus helping to attract more of these visitors.
This also helps to ensure that the DMO realizes
the highest return on their tourism marketing
investments.
Destination Canada defines EQ in the 2012 Canadian
Tourism Explorer Quotient Profiles document as
follows:
“EQ breaks each geographic market down into
different psychographic groups, called Explorer
Types. Each type is identified by particular
characteristics stemming from social and travel
values, travel motivation and behaviours.”
It is important that we understand these segment
characteristics while using this research to create
a tourism product that will ultimately exceed the
customers’ expectations. Knowing what motivates a
potential customer to travel, is a key part of knowing

the customer. In general, this customer-centric focus
is what is needed to accurately determine what the
Kinosoo Ridge product should be so that it meets
and exceeds the expectations of its visitors.
It is also important to note that EQ is only one aspect
to be considered when we look at who might be
targeted to visit the resort. Many other factors such
as air and vehicle access, income profiles (high vs.
low yield), historical visitation data etc. must all be
factored into this decision-making process.
The Authentic Experiencer, No Hassle Traveller,
and Cultural Explorers are the EQ market segment
personas currently identified as representing the
highest number of overall prospective visitors to
the MD region in general. These were also the
segments chosen in the Lac La Biche tourism
strategy referred to later in this report. They are
not however all well matched to the Kinosoo Ridge
product. The demographics, defining values and
product attractions for the Authentic Experiencers
and Cultural Explorers are not a match. There
are however, two well matched EQ segments for
Kinosoo – the No Hassle Traveller and Free Spirits.
The following descriptions are taken from the
Destination Canada EQ segment profiles.
Canadian Free Spirit’s represent over 12% of the
Canadian market and are the most adventurous,
physical, social and spontaneous of all the segments.
45% are men and 55% are women. 48% have families.
Free Spirits are also found to have 89% of their
members in the 18 to 54 age range which is the
sweet spot for skiing and other outdoor pursuits
such as aerial parks. Their top defining shared values
include a penchant for risk and an attraction to
groups where they can share their experiences and
socialize with others – such as spending time in a ski
lesson or aerial course and enjoying après activity
time with friends. The tourism products they are
most interested in require more active participation,
more entertainment, need to be kid-friendly, and
multi faceted. Attending amusement parks is one of
the top ten activities they enjoy.
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Figure 8: Canada Free Spirits
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The No Hassle Traveller segment represents 10% of
the Canadian market. 36% are men and 64% are female. 27% are in the 18-34 age group, 44% are in the
35-54 age group. 30% have families, 32% are middle
aged with no families.
This segment is made up of “escapists” looking for
worry free travel and spending time with family and
friends. They prefer short breaks and getaways as
opposed to major, long distance travel. They rarely
plan in advance. If possible, they want to enjoy new
experiences including being exposed to the beauty
of nature and new cultures. They love group travel
and group tours and love to share their experiences.
Like the Free Spirits this sharing can become exhibitionism at times. While spontaneous, the No Hassle
Traveller prefers secure and familiar places. They
are also less price sensitive due to their spontaneous
and impulsive nature.
Attending amusement parks is one of the top ten
activities they enjoy.

SPECIFIC MARKET SEGMENT PROFILES
By combining the general EQ segment profiles, the
market data and demographics described earlier
and with our understanding of the ski and summer
day-trip product, it is possible to project what the
specific, product driven, market segmentation might
look like.
The following are market segment profiles that will
likely represent the majority of the visitors to Kinosoo:
1) The Multi-Activity Family (Projected to be approximately 60% of total visitation)
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Figure 9: Canada No-Hassle Travellers
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This group of guests are of various ages including parents with young or older children. In some
instances, they will be a multi-generational family
including grandparents, parents and children. They
will want to experience everything Kinosoo can offer
in both winter and summer. They will have difficulty
avoiding purchasing some type of Kinosoo merchandise for the younger family members.

The younger members of the family will tend to be
the ones to suggest where to visit for family leisure
time. The matriarch of the family often does the due
diligence to see if the suggestion has merit, is safe,
and will fit the family’s schedule, while either parent
may make the final decision of whether the activity
fits within the family budget. They will often want to
participate in an activity as an entire family group, but
the Kinosoo guides will need to be prepared to offer
different experiences to various family members at
the same time. Safety will be a significant concern
for this segment and safety protocols should be developed, in part, with this group specifically in mind.
Because of the hassle of travelling as a family group
they are often prepared to seek out local facilities
that require less preparation. That said, they are usually prepared to travel the extra hour to reach their
destination if the quality of the experience warrants
it. In these instances, if the children have enjoyed
themselves, they can often become loyal return
guests.
2) The Participatory Pupil (projected to be approximately 20% of total visitation)
These are the students that visit Kinosoo for an experience ranging from a fun “snow day” of skiing and
snowboarding to a more scholastic session on environmental science, or a combination of both. They
may range in age from 8 to 20 years old and may be
attending grade one to 12 or be a college/university
student. The majority will be from schools within a
2-hour drive however as the educational program
options increase and accommodation is built on site,
this radius should increase significantly. These visitors above all else want to have fun. Because Kinosoo is built to provide a fun experience for families
with children, the same activities should be enjoyed
by these students as well. Just as with families, each
group of kids will have participants of all types of
abilities and programming for these groups will need
to provide a range of activities that accommodate
this range. This segment also includes the educators
leading the group and these teachers will need to
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know that the safety of their charges is assured and
that basic needs like healthy food and beverage options, clean washroom facilities and adequate classroom space are guaranteed. In order to broaden the
market, the more programming ideas and support
that can be made available to the teachers prior to
their arrival will provide these folks with the incentive
and rationale for their trip that meets the needs and
expectations of their school boards, principals etc.
The Kinosoo programming staff should work collaboratively with local educators to develop areas
of study that integrate well with local curriculum.
Environmental studies, biology, ecology, physical
education are examples of programming options
that should be attractive to these groups. The newly
developed brand of “Elevated Adventure” might be
broadened to “Elevated Adventure and Education”
for this particular programming segment.
It cannot be stressed enough that ultimately, the students need to leave Kinosoo having had a fun time.
By providing fun outdoor activities and an experiential model for learning this objective should be easily
met and field trips to Kinosoo should become a
favorite memory for any child who lives in the region.

3) The Special Events Participant (Projected to be
10% of the total visitation)
This is the visitor who is most often experiencing
Kinosoo as part of a larger group. They are there
as part of a program or event. They can be a young
couple enjoying their wedding, a participant in a
corporate team building exercise, or a local resident
enjoying a workshop. They may just be a local club
renting meeting space and the participants have
been convinced to attend the meeting by the leaders of the organization they are travelling with. The
cost of their experience may be included in a larger
package price that includes food and beverage service and transportation for the day. Most often they
are there for a day trip experience and will need to
depart in time to return to their homes that same day.
While they are part of a homogenous group in terms
of their belonging to a particular organization, club
etc., the participants within those groups may be decidedly diverse in terms of athletic ability, confidence
and risk-taking mentality. As such, the guides/facilitators need to be prepared to deal with this diversity
ensuring that every participant ends up having an
enjoyable and rewarding experience.
4) The Rejuvenators (Projected to be 5% of the total
visitation)
These are the guests that seek out weekend vacations that allow them to be moderately active while
ensuring them the time to truly relax and unwind
from the frenetic pace of their Monday to Friday
lives. They are 30 to 65 years old and most often
travelling as a couple. These folks will be attracted
to camping or staying in a yurt on a lake near the
Kinosoo site and enjoying water-based activities. The
camping experience will be their primary motivator
for visiting the region. Their participation at the park
will mostly be based simply because it is there, and
they are curious/challenged by the opportunity.
They may be attending a nearby music festival, or
the airshow and their aerial park experience is a
value-enhancing addition to their primary activity/
interest. They are unlikely to enjoy multiple visits to
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the aerial park.
At the end of the day, they want to feel a little
self-righteous about the physical fitness and skills
they used and to celebrate, they want to enjoy a
good meal accompanied by a nice bottle of wine.
They enjoy above average education and income
and while they have indulged in luxurious vacations
from time to time, luxury is not a prerequisite. In
fact, rustic accommodation, RVing and/or camping
out is often sought out if it is in the right location
and they can still enjoy their privacy. Not only are
they quite prepared to travel a couple hours to
reach their weekend destination, but they also
need to feel that they have travelled far enough
from their homes so as to feel separated from
that life, if even only for an overnight. They enjoy
opportunities to be social with like-minded, albeit
new friends. They may travel with older children
but most often are unencumbered by dependents.
They love to lie on a dock and enjoy the sun as
much as they enjoy a mountain bike ride or a few
hours at an aerial park. Once they have experienced the aerial park and have the photos to prove
it, they are unlikely to enjoy additional visits to the
aerial park and will either enjoy other experiences
or just enjoy camping out. These visitors will likely
be prepared to travel the farthest to enjoy their
experience.
5) The Adventure/Fitness Seeker (Projected to be
5% of total visitation)
This is the fit, 20 to 60-year-old, weekend warrior,
outdoor enthusiast who sees themselves as an
outdoor athlete. This guest pursues their particular
outdoor activities with vigour, is strongly committed to continually gaining better skills and thinks
nothing of spending a great deal of their discretionary income in this pursuit. Men outnumber women
in this segment. They have a level of education
and income that is significantly higher than average. Having the right clothes and gear specific to
their sport is of high importance. Enjoying multiple
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sports just means more opportunities to buy more
brand-name gear. They can be competitive and will
love an opportunity to join in a local race on either
their carbon mountain bike or skis or participate in
a competitive event at an aerial park. They want an
opportunity at the end of the day to share a good
meal and a drink with friends and recount the day’s
triumphs and challenges. They are prepared to
travel a few hours to get to a destination where the
training opportunity makes their efforts worth the
time. They can be solo travellers but prefer to travel
in small, like-minded, and similarly skilled groups of
friends. Given the opportunity, they will often seek
an overnight experience to ensure that the physical challenge is balanced/combined with a social
opportunity. The aerial park could attract them as
a component of their conditioning regimen if there
are other activities to challenge them as well. If they
live within 30 minutes of the park they could visit as
much as once a week. If they are required to drive an
hour or more they may visit 4 to 6 times a season.

primarily upon oil and gas, forestry and agriculture.
It is also located on a lake and is surrounded by
numerous other lakes. It has a provincial park nearby
(Lakeland) as well as many other smaller parks.
Currently the tourism offerings are nature based
and very few, man-made tourism attractions presently exist. Although the population is much smaller
(2,314 in 2016) it still shares approximately the same
proximity to Edmonton (220 km NE) ensuring that it
needs to attract visitors from the surrounding communities and as it is located only 150km from Cold
Lake, these communities will be many of the same
ones that Kinosoo will be trying to engage. Lastly, it
has identified that the area has potential for growth
in its tourism sector, in fact it recently completed a
tourism strategy and product development plan.

confirm our earlier findings and assumptions.
The report states unequivocally that the overwhelming number of visitors to the Lac La Biche region are
domestic and originate from Alberta and the rest of
Canada. In fact, only 6% of guests are international
visitors. These international visitors also represent
approximately 25% of the total tourism expenditures
in the region which also is very similar to the findings
for the Alberta region and Canada as a whole.
As part of the report, a visitor survey was completed
in the immediate Lac La Biche area from August 2nd
to September 8th, 2018. Surveys were completed by
visitors online as well as completed in person at various attractions and businesses in and around town.
The results were as follows:
•

Of the 91%:
•

60% were from Northern Alberta

•

25% were from Edmonton specifically (It should
be noted that many of the responses were
completed over the August long weekend when
there were several special events taking place
locally which may explain the high percentage
of Edmontonians visiting)

•

7% were from Central Alberta

•

5% were from Southern Alberta

•

3% were from Calgary specifically

REGIONAL MARKET COMPARATOR
LAC LA BICHE
In order to validate our earlier research and assumptions about the market demand for an enhanced
Kinosoo product, it is useful to investigate other proximate jurisdictions that share several similarities to
Cold Lake. This allows us to a) see if these market/
segmentation assumptions ring true in other, similar
locations and b) if these assumptions are shared,
to get a sense of what another, similar jurisdiction’s
analysis of these assumptions are and what economic opportunities and challenges are presumed
to result from these findings.
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In a review of the communities within the 2-hour
drive radius of Cold Lake, two communities stood
out as appropriate comparators – Lac La Biche,
Alberta and Meadow Lake, Saskatchewan. It was
decided to examine Lac La Biche as it is within the
Alberta border, is a relatively remote community and
importantly shares the same type of economy based
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91% of all respondents were from Alberta

The Lac La Biche County Tourism Strategy and
Product Development Plan was completed in May of
2019 by Expedition Management Consulting in collaboration with the tourism marketing and economic
development staff for the town of Lac la Biche. This
document reviews the market demand and demographics for enhanced tourism in and around Lac
la Biche. It also defines the strategic direction to
advance tourism growth in the immediate region.
The similarities of the report’s findings to what we
now know and likely suspect about the market demand and demographics for an enhanced Kinosoo
product are quite remarkable and serve to help

Of the remaining 9%:
•

3% were from Saskatchewan

•

2% were from Ontario

•

2% were from British Columbia

•

1% were from Quebec

•

1% were from Manitoba

•

1% were from Nova Scotia

•

0% were from the US

•

0% were from another international country
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The Destination Canada Explorer Quotient market
segmentation personas found to match the Lac
La Biche guest experiences were the No Hassle
Travellers, Authentic Experiencers and the Cultural
Explorers. (As noted earlier in this report No Hassle
Travellers and Free Spirits were identified as the EQ
matches for the Kinosoo product.)
The report includes a SWOT analysis for the region
and these findings bear repeating in terms of similarity and potential relevance to the Kinosoo project.
The strengths of the region are that there is an
abundance of natural attractions and water based
recreational opportunities, a strong supply of local
accommodation and campgrounds and high-quality
community sports facilities. Weaknesses are listed
as the lack of a variety in terms of accommodation,
food and beverage services and activities as well as
the overall lack of market ready tourism products.
The greatest threat is described as the current economic circumstances due to highly variable commodity prices. (At the time of the publication of the
report the threat of COVID-19 had yet to appear.) The
relevant opportunities mentioned were developing
nature based and cultural tourism offerings and the
development of McArthur Park and the Lac La Biche
downtown into key tourism assets. This development
referred to the “animation” of these areas not to the
creation of any specific product that would be seen
as a direct competitor to the Kinosoo Aerial Park nor
any other specific summer/winter activities. Nature
based offerings referred to those related to camping
and water-based activities, cultural offerings referred
to historical sites and indigenous experiences.
The final goals for the short term (up to 2 years)
stated in the report were to specifically target visitors
from Central and Northern Alberta coming to see
family and friends as well as visitors coming to stay
in the regions’ campsites. Long term goals (over 5
years) were to eventually attract international guests
by increasing the authentic cultural experiences in
particular.
This tourism strategy reinforces what earlier research
has identified for Kinosoo. The market demand/de-

mographics for the Lac La Biche offerings are very
similar to that of Kinosoo Ridge. It consists primarily
of local and regional visitors looking for a day or
short, multi-day long “escape” from their current
place of residence where they will have fun and not
be committed to spending major amounts of money.
It also confirmed that the region around Lac La
Biche does not currently have any tourism developments or offerings that would compete directly with
the Kinosoo Ridge Aerial Park or any other of the
recommended Kinosoo enhancements. In fact, the
residents of Lac La Biche represent a prime market
for Kinosoo. This reality is also confirmed by the fact
that residents from Lac La Biche were the second
largest group to visit the Kinosoo ski hill after Cold
Lake residents themselves.
*Please Note: One interesting finding from the report
is that there are 1300 campsites found in the immediate area in and surrounding Lac La Biche. It was
determined that over 50% of the visitors that stayed
at a campsite were staying in recreational vehicles.
As such, a gap in the local accommodation was
identified in that there were few “alternate” accommodation offerings in the area. It was therefore
recommended that “comfort camping’ offerings be
explored in the future.
This recommendation is one that might apply to
Kinosoo Ridge as well. In 2018 McElhanney and the
Legacy Tourism Group completed a comprehensive
report titled, Comfort Camping Investment Opportunity Assessment for Alberta Parks, on behalf of
Alberta Culture and Tourism and Alberta Environment and Parks. It detailed the market demand for
comfort camping enhancement in the Alberta Parks
system and provided various recommendations for
a number of specific parks in Alberta. Many types of
comfort camping accommodation from prefabricated huts to yurts to domes were all evaluated for their
appropriateness. This research proved out that comfort camping offerings are in demand in Alberta and
their inclusion in a tourism property can add to the
brand, marketability and attractiveness of that overall
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product. This is an opportunity for Kinosoo Ridge to
consider and it is included in the plan research and
recommendations.

PRIMARY AND SECONDARY MARKETS
Primary and secondary markets in tourism can refer
to two separate entities, geography and distribution.
From the distribution perspective, the primary
market is that group of guests that purchase their
experience directly from Kinosoo either in-person or
on-line. The secondary market is the “third parties”
such as a travel agents, travel wholesalers etc. who
sell the Kinosoo experience to guests and claim a
commission from Kinosoo for this service.
From a geographic perspective, the area where
the majority of guests originate from is the primary
market, the region (usually farther way) where most
of the remaining guests originate from is the secondary market. Tertiary markets are the regions where
a very small (but statistically relevant) number of
guests originate from.
For Kinosoo Ridge, the primary market is the region
that is approximately a 0-to-2-hour drive distance
away from the hill. As mentioned previously, currently this represents over 90% of the current visitors to
the hill in winter and has been defined as the primary
catchment area by the MD. The folks that live within
this primary market radius are prepared to drive to
Kinosoo for a day-trip experience, returning to their
homes at night. The secondary market is found in a
2-to-4-hour drive distance. These guests are likely
to require accommodation near the resort and are
less likely to visit Kinosoo currently, as the distance
is seen as a barrier to participation compared to
the primary market region. The tertiary market for
Kinosoo would be any guests who are farther away
than 400km. This would include guests from other
provinces as well as international guests. This group
would need to find accommodation whether it be a
campground or a hotel to stay overnight as the distance is too great to make the experienced a daytrip.
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Cold Lake AB

20 min. 19km

COMPETITIVE
COMPARATORS

Bonnyville AB

40 min. 53km

Introduction

Some of the largest communities within the primary
and secondary geographic markets are:

St. Paul AB

1 hr. 20 min. 121km

Lac La Biche AB

1 hr. 30 min. 148km

Meadow Lake SK

1 hr. 35 min. 146km

Lloydminster AB

2 hr. 171km

Wainwright AB
Ft. Saskatchewan AB
North Battleford SK
Edmonton AB
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2 hr. 30 min. 232km
2 hr. 50 min. 270km
3 hr. 10 min. 287km
3 hr. 20 min. 295km

Prince Albert SK

4 hr. 15 min. 402km

Ft. McMurray AB

4 hr. 20 min. 434km

Saskatoon SK

4hr. 30 min. 443km

Once the market segments have been identified for
a particular tourism region/product and we know in
general terms what the product offering might be
(i.e., active outdoor pursuits) we need to examine
what the competitive landscape looks like. If the
marketplace is serviced with too many choices of
the same type of product it becomes saturated and
the chances of success for a new offering of the
same type is greatly diminished. The hope is that an
investigation of the competitive landscape identifies
a gap in the product offering and therefore the
existence of a market opportunity.
When we examine the competitive landscape, we
need to look from both the visitors’ and suppliers’
perspective. Are there other operators located
in close proximity offering the same product or a
product that might compete for the same visitor’s
attention? Looked at it from another perspective, if
you are a visitor residing in a town or city within the
crucial 2-hour drive radius of the primary market
are there tourism experiences that you will pass
by enroute to Kinosoo that might be attractive
enough to make you stop at that attraction and not
complete the drive to the resort? These competitive
experiences are deemed “interceptor sites”.
Competitive experiences that are not directly in your
path but are close enough to be considered worth
the detour are deemed “alternate sites”.
The “market proximity maps” found earlier in the
demographics section of this report (pages 33 to
37) plot out the towns and cities of importance and
major population bases on maps made up of the
one, two, three and four-hour drive distances. The
more interceptor/alternative sites there are, the
more difficult it will be to attract potential visitors to
complete the drive to enjoy the Kinosoo experience.
Fortunately, there are no obvious competitive sites
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within the key, two-hour primary market. Mt. Joy
in Lloydminster is the only one found within the
two-hour distance and this hill is very small and
only open on weekends and as such is not a serious
competitive threat to Kinosoo, in fact guests from
Lloydminster currently visit Kinosoo during the
winter.

Competitive Comparators Review
The entire region located within an approximate
2-hour drive radius (200 km) was examined in detail
to see what tourism offerings currently exist that
would compete directly with the Kinosoo Ridge
enhanced experience. These are experiences that a
potential visitor to the ski hill or aerial park or other
summer/winter experiences might enjoy instead of
going to Kinosoo. The research shows unequivocally that there are basically no attractions that would
realistically compete with an enhanced, full-season
resort located within this 2-hour radius. The ski hills
that are at all close to Kinosoo are smaller and provide an inferior product, and very few if any provide
summer activities.
The most obvious place to start when looking at
potential competitors are ski hills found within the
primary market. Within this 2-hour radius there is
only one hill currently operating. Within a 3-to-4-hour
drive there a number of small, community hills. Only
Tawatinaw Valley (mountain bike trails) and Snow
Valley (aerial course, campground) offer summer
activities.
Kinosoo Ridge Statistics for Ease of Comparison:
•

106m vertical drop

•

5 km of trails

•

10 runs - 4 Easy, 5 Intermediate, 1 Advanced

•

3 carpets, two lifts

•

tube park
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Within 200km of Kinosoo
Mt. Joy Snow Resort (176km, 2 hr. drive from Kinosoo)
www.mountjoyresort.com
Located 29km (20 min. drive) south of Lloydminster,
AB., right on the inside of the AB/Sask. border. This is
the small, community hill for the residents of Lloydminster that is managed by a volunteer board of
directors. Open weekends and holidays only.

Tawatinaw Valley Resort (270km 2hr. 50 min. driver
from Kinosoo)
www.tawatinawvalley.ca

•

No prices available

•

Open daily 10am to 4pm

Tawatinaw is located near Westlock AB, 86km north
of Edmonton, off Hwy. #2.

•

Season open November 15th to March 15th.

This hill is owned by the County of Westlock but
operated by the Tawatinaw Valley Ski Club, which is
managed by a volunteer Board of Directors. Open
weekends and holidays only.

Table Mountain (292km 3-hour drive from Kinosoo)
www.tablemountain.ca		

•

92m vertical drop

•

76m vertical drop

•

3 km of trails

•

56 ha of terrain

Table Mountain Ski Park is located 16 km west of
Battleford Sask. It can be reached via Highway #40
or by Hwy# 16. It is a community hill managed by a
volunteer board of directors.

•

14 runs – 7 Easy, 3 Intermediate, 4 Advanced

•

20km of X-country ski trails

•

110m vertical drop

•

1 T-bar, 1 rope tow

•

4.4km of snowshoeing trails

•

16 hectares of terrain

•

Full day tickets: $20 adults, $15 junior, 5 and
under free

•

24 runs advanced to easy

•

•

Tubing hill and terrain park

11 runs - Easy 40%, Intermediate 50%, Advanced
10%

•

Season passes: $150 adult, $100 Junior, $300
family of 5

•

1 rope tow, 3 T-bars

•

Tubing and terrain park

•

Ski/snowboard package rental $20

•

Chalet with 150pax cafeteria and 50pax pub

•

•

Mountain bike trails in the summer

2 high speed quad chairlifts and two carpets –
3800 person/per hour capacity

•

Full day ski tickets: $30 adults, $25 youth/senior,

•

Night skiing

•

Season ski passes: $325 adult, $275 youth/senior

•

99% covered by snowmaking

•

Instruction available

•

Licensed lounge and cafeteria food service

Timber Ridge Ski Hill (276km 3-hour drive from
Kinosoo) www.tourismsaskatchewan.com (no dedicated webpage) 306 469 4545

•

Full day tickets: $33 adult, $26 youth, $16 child

•

Seasons passes: $340 adult, $260 youth, $160
child, $750 family (2+2)

facebook page: Ski Timber Ridge

•

Ski rental $22, Snowboard rental $32

•

Open Dec. 1st to Apr. 15th

•

Open 5 days a week Wednesday to Sunday for
Dec. and Jan.

Outside The 200 km Primary Market
Long Lake Ski Area (215 km, 2 hr. 30 min. drive from
Kinosoo) www.skilonglake.com
Located in Thorhild County AB, 17km south of the
town of Boyle on Hwy. 831
This is a small, not-for-profit ski hill that is owned and
operated by the County of Thorhild. Open weekends
and holidays only.
•

100m vertical drop

•

12 ha of terrain

•

12 runs advanced to easy

Timber Ridge is a community run ski hill located 3km
south of the town of Big River, Sask. On Hwy #55. It is
approximately 2.5 hours drive from Saskatoon and 1.5
hrs. drive from Prince Albert.

•

1 rope tow and 2 T-bar lifts and snow making

•

91m vertical drop

•

•

Cafeteria, rentals, and CSIA snow school

•

•

Full day tickets: $25.50 adults, $21.25 youth/senior, 5 and under $10.20

6 runs with the longest 800 m. 40% Easy, 30%
Intermediate, 30% Advanced

Open 7 days a week Monday to Sunday for Feb.,
Mar., and Apr.

•

Night skiing Friday nights

•

One T-bar lift and one rope tow

Season passes: $276 adult, $233 youth/senior

•

Rentals and Instruction available

•

Chalet with food services

•

KINOSOO RIDGE ADVENTURE RESORT
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Valley Ski Club (331km 3hr. 30 min. drive from Kinosoo)
www.valleyskihill.ca

Gwynne Valley Ski Area (356km 3 hr. 45 min. drive
from Kinosoo)
www.gwynnevalley.ca

Vista Ridge All Season Park (443 Km 4 hr. 30 min.
drive from Kinosoo)
www.vistaridge.ab.ca

Located in the Battle River Valley, near Alliance AB.
This is a small community run, non-profit hill managed by volunteers and supported by both Flagstaff
County and the County of Paintearth No. #18. Open
weekends and holidays only.

Vista ridge is found in Fort McMurray, AB. It represents an interesting competitive aspect for the
resort as Kinosoo is actually an “alternate” competitor to this operator. Like Cold lake, Fort McMurray is
an “end of road’ destination, with the overwhelming
number of residents travelling south if they leave the
community. At 4 hours and 30 minutes drive time
away from Kinosoo, it is not within the 4-hour drive
radius of Kinosoo’s secondary market. However,
because most travellers from Fort McMurray will be
travelling south on Hwy. 55, they eventually will drive
through the intersection with hwy. 63 which is only 1.5
hours west of Kinosoo, making the resort a realistic option for a Fort McMurray family looking to get
away from home for a planned, weekend getaway or
a fun family stop enroute to Edmonton or any other
major centre. That said, because Vista Ridge exists
and has an aerial park as well as the ski hill, residents
of Fort McMurray have an attractive option right at
home that will mean they will be much less likely to
drive four hours to Kinosoo for a spontaneous trip.

•

32m vertical drop

Gwynne Valley is located just outside the town of
Gwynne, on Hwy. 822 in the Wetaskwin County. This
is a small, non-profit community run hill that is located on leased, private lands and supported primarily
by local businesses. Open weekends and holidays
only.

•

1.1km of runs, easy to intermediate

•

30m vertical drop

•

1 T-bar, 1 rope tow

•

1 T-bar, 1 rope tow

•

Tubing hill (no lift)

•

1 km of ski trails, easy to intermediate

•

Chalet, cafeteria, rentals, CSIA ski school

•

Chalet, cafeteria, rentals, CSIA snow school

•

Adult day $29, youth $27, child $25

•

•

Adult pass $304, youth $284, child $234

Adult day $21, 13-17 yrs. $20, 7-12 yrs. $18, 4 to 6
yrs. $10

•

Adult pass $147, 3-17 yrs. $142, 4 to 12 yrs. $105

Misty Ridge Ski Hill (335km 3 hr. 30 min. drive from
Kinosoo)
www.mistyridge.webs.com
This small community hill is located 35km north of
Barrhead AB on the shore of the Athabasca River. It
is a non-profit, community run hill that operates on
lands owned by the County of Barrhead. Open weekends and holidays only.
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Rabbit Hill Snow Resort (340 km 3hr. 45 min. drive
from Kinosoo)
www.rabbithill.com
This ski hill is located south of Edmonton in the North
Saskatchewan River Valley. This operation is an
alternative to the Snow Valley resort for residents of
Edmonton and those who live in the southern region.

•

125m vertical drop

•

2 chairlifts

•

60 km of skiable terrain, 8 runs 2 easy, 4 intermediate and 2 expert

•

45m vertical drop

•

60m vertical drop

•

40 ha of terrain

•

1 chairlift, 2 T-bars, 2 rope tows, 2 carpets

•

1 T-bar lift

•

•

Downhill skiing/snowboarding, terrain park,
tubing, skating (under tented canopy)

•

1km of total runs, easy to intermediate

7 runs, 2 easy, 3 intermediate, 2 advanced, bunny hill
Skiing, tubing, terrain park

Lounge and cafeteria, rentals, CSIA snow school

Terrain park features

•

•

•

Small chalet, cafeteria, CSIA ski school

•

Chalet, cafeteria, lounge, rentals CSIA snow
school

•

•

Adult day $42, 12-17 yrs. $39, 6-11 yrs. $36, 60+
$39, Under 6 $0

•

Snowmaking

•

•

•

Nordic and snowshoe trails

Adult day $46, 13-17 $43, 7-12 $38, 55+ $38, 65+
$19, 4-6 $5, 3 and under $5

Adult pass $325, 12-17 yrs. $260, 6 to 11 yrs. $230,
Under 6 $10

•

Adult day $25 youth $20 5 and under free

•

•

Adult pass $250 youth $200

Adult pass $419, 13-17 $389, 7-12 $339, 55+ $339,
65+ $119. 4-6 $119, 3 and under $25
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Nitehawk Year-Round Adventure Park (7 hours and
30 min. drive from Kinosoo)
www.gonitehawk.com
Nitehawk is located approximately 10 min. drive
south of Grand Prairie. While it is too far from Kinosoo (and only 4 hours from Jasper) to represent a
true comparator, it is included here as an example
of another relatively small ski hill that is attempting
to be a year-round facility, and therefore worthy of
investigation. This facility operates as a ski hill in the
winter and has a RV park (61 serviced sites) as well
as a mountain bike downhill and trails. The ski hill is
open only on weekends and skiers need to reserve
a lift ticket prior to coming to the hill as it is sold out
most weekends.
•

117m vertical drop

•

2 chairlifts, 1 carpet

•

3 easy trails, 6 intermediate, 5 advanced

•

Downhill skiing, tubing, “natural luge” run

•

Chalet, lounge, rentals, CSIA snow school

•

1 chairlift accessible for bikes

•

Bike trails: 4 easy, 9 intermediate, 7 expert

•

Ski: Adult 18-54 Day ticket $31.50, 13-18 $27.50,
6-12 $22.50, Under 5 free, 55+ $27.50

•

“12 for 10” Multi visit coupon Adult $315, Youth
$275, Junior $225, Senior $275

•

Bike lift tickets: Adult $24, Youth $21, Junior $18,
Senior $21

Major Regional Competitive Comparator

•

8 runs easy to intermediate

Snow Valley (312km 3-hour drive from Kinosoo)
www.snowvalley.ca

•

Chalet, cafeteria, rentals, CSIA snow school

•

Day ticket ages 13+ $45, 5 to 12 $35, 4 and under
$25

•

Pass 13+ $385 5 to 12 $285, 4 and under $115

This ski hill/adventure centre is part of Whitemud
Park, an 88km stretch of river from Devon to Ft.
Saskatchewan. It is located on 119 St. just off the
Whitemud Freeway in Edmonton. Snow Valley
is a not-for profit organization that runs the ski
hill, lodge, aerial park and campground via a
management agreement with the City of Edmonton.
The centre is run as part of Edmonton’s Community
Initiative program. It is located 10.8km, 19min from
Edmonton and 312km, or a 3+ hr. drive from Cold
Lake. This facility is the only facility that provides a
significant summer experience as well as a winter ski
experience, combining a major lodge with capacity
for large events, an aerial park similar to Kinosoo,
and a campground. As such, it is one of the most
important interceptor sites to compete with the
Kinosoo Ridge operation and is the major reason
why, along with the 3-hour drive, the Edmonton
population is not considered a potential primary
market for the Kinosoo experience. As noted earlier
however, a young to middle aged family residing
in the Edmonton area might decide to travel to
Kinosoo for a short, multi-day “getaway” experience
that includes a stay in the campground or yurt
accommodation. Fortunately, the primary market
for Kinosoo within 200km remains robust enough to
ensure significant visitation to the hill without relying
upon the Edmonton market. The entire Snow Valley
product is described in detail below.

Aerial Park
Contact @ aerialpark@snowvalley.ca and 780-4343991
•

Children between 4’1” and 4’7” can use ground
level or full tower w/ chaperone (14y/o &
140cm+)

•

Under 4’7” $29 for day pass, $25 for after 7:30pm

•

Over 4’7

•

Value pass (5 visits) - $145

•

Frequent Climber card (exempts user from
ground school) - $7

•

Available for group bookings + birthday parties
(contact for rates)

•

100 games on the tower including ski bridge,
snowboard balance bridge, picnic table, free-fall
drop, etc.

•

Participants choose their own adventure style

•

Rated like ski runs: green, blue, and black

•

Edmonton River valley theme used

•

Guests must arrive 15min prior to check in

$37 for day pass, $25 for after 7:30pm

•

Max 2 hours on course per ticket

Ski Hill

•

Mon-Sun 9:00am-9:00pm + holidays

•

Open every day and holidays during the winter
season

•

Located on 13204 Rainbow Valley Road

•

40m vertical drop

•

No age requirement policy

•

8 ha of terrain

•

24hr cancellation policy

•

2 chairlifts and 2 carpets

•

Open in all weather except thunder/lightning
storms

•

Tubing hill

KINOSOO RIDGE ADVENTURE RESORT
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Snow Valley Lodge

Adventure Centres and Other Attractions

•

Recognizing that there are so few competitive
comparators within the primary market region of
Kinosoo, a large number of adventure parks and
other miscellaneous, competitive attractions in
Alberta, as well as those found close to the eastern
BC and western Saskatchewan borders have also
been researched so as to provide the reader with
some sense of the product offered in the broader
region. As noted earlier, none of these potential
competitive products are located within the 2-hour
drive radius of Kinosoo and only a couple are within
the 4-hour radius, confirming that there are no
competitive experiences in the local/regional market
and only a few competitors in the secondary market.
This is a very positive reality that speaks to the “first
mover advantage” that Kinosoo should continue to
realize in this primary market space.

Day lodge infrastructure provides food and
beverage services in winter and summer as well
as special event services

•

Contact at gina@snowvalley.ca or 780-809-2374.
Open for Weddings from late April to mid-Oct.

•

Weddings Package: min 140 guests on Sat or
100 guests to book Fri/Sun. You can rent the
lodge or the outdoor area, and receive food and
beverage catering

•

Wedding Lodge rental includes wedding
furniture and some décor, buffet room for $1500

•

Outdoor ceremony fee $450

•

Corporate packages available for 25-200 people
Monday to Friday

•

Celebration packages $500 Sun-Thurs, $1300
Fri-Sat, Afternoon events until 5:00pm $500

Alberta Adventure Centres and Other Attractions
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Rainbow Valley Campground

Snow Valley Edmonton

•

60 campsites in total

•

Only campground in all of Edmonton city area

This facility is described in detail in the earlier ski hill
competitor section.

•

Contact @ camp@rainbow-valley.com or 780434-5531

•

Reservations begin May 15

•

Open June-Sept

•

Rates: Daily w/ power $43 off-season and $45
peak season (July + August), Weekly w/ power
$258 (not available during peak season)

•

No water hookups

Two Competitors of Note

•

Office hours June 1- Sept 7 10AM-6PM, Sept. 8 –
27 10AM – 6PM

Birch Bay Ranch Sherwood Park/Edmonton

•

3-day minimum stay during long weekends
(Canada Day, Heritage Day, Labour Day)

•

No group camping

•

No tenting

•

No day use
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The other two competitors of importance are listed
below: Birch Bay Ranch outside of Edmonton and
Blue Mountain Adventure Park outside of North
Battleford SK. While neither is within the primary
market of Kinosoo they are within the secondary
market region and could provide competition for
potential guests residing near each city.

a very compelling option for families wanting to get
out of town and enjoy a short, multi-day adventure
away from the city.
The adventure centre includes a rock-climbing
wall, wood climbing wall, Burma Bridge & zipline,
K3 Towers (interconnected towers from 45-55ft), K3
boardwalk and zipline, K3 Traverse, K3 Vinewalk,
rappelling, ascending, Cable Cross, Crate Climb and
low obstacles.
•

The midweek package: $65/person/24 hours,
accommodations, 3 meals & 1 snack, cabins
that sleep up to 14 (under 18 groups require
a supervisor), includes sports field and low
obstacle course.

•

Weekend Package: $130/person/Fri-Sun, cabin
style accommodations, 5 meals & 2 snacks,
sports field and low obstacle course, 10% off any
other activities

•

Tenting field: $13/person/night

•

Conferences and special events are held here in
the off season.

•

No day passes

•

Information regarding individual prices for ropes
courses was not available.

This operation is a summer camp/adventure centre
located in Sherwood Park in the Greater Edmonton
area. www.birchbayranch.com 780-922-2883
It is located 299km, a 3 hour drive, from Cold Lake.
It is similar to Snow Valley in that it is an obvious
alternate product for guests living in the Edmonton
area however an enhanced Kinosoo still represents

KINOSOO RIDGE ADVENTURE RESORT

Blue Mountain Adventure Park, North Battleford,
SK
Zipline tours, wall climb, aerial course, obstacle
course, https://explorebluemountain.com/greenseason-adventures-2/ , contact @ 306-445-4941
or bluemountain.sk@gmail.com, located at Blue
Mountain Adventure Park, R.R. #1 North Battleford,
SK, S9A 2X3. (279 km, 3 hour 12 minute drive from
Kinosoo).
Winter activities do not include alpine skiing
providing Kinosoo with a major competitive
advantage. Winter activities do include limited
tubing, Nordic skiing, snow shoeing, and skating.
The summer activities are more competitive with
Kinosoo and include a 39-site campground, an aerial
course (not a Kristallturm product) zip lines, obstacle
course, archery, paintball, axe throwing, climbing
wall, hiking trails and a lakefront rental, and paddle
shop. Despite the similarities to Kinosoo, this facility
does not represent a “best-practice” facility in any
way. Kinosoo needs to ensure that its offerings are
significantly better in quality than those offered at
Blue Mountain. The lake is extremely small with no
fish, the climbing wall is simply holds bolted to a
plywood wall, the “archery range” is not animated
and is simply targets on a wooden backdrop, the
paintball course does not appear to be themed and
uses rudimentary blinds in a field. The campground
provides no waterfront sites, though it is nearby the
small lake. One positive note is that 34 of the sites
provide power and accommodate RVs while three
“group tent sites” accommodate 10 to 15 tents per
site.
Powered camping sites are $30 per night. Aerial
course is $39 per person per hour. 4 zipline trips are
$79 per person. Axe throwing and archery are $15
per person. A day-long hiking pass is $10 per person.
Rental watercraft are $19 per person per hour.
Paintball is $29 per person.

World Water Park – Edmonton

B-line indoor bike park - Calgary

Waterslide Park, zipline, https://www.wem.ca/play/
attractions/world-waterpark contact @ 780-4445313, located in the West Edmonton Mall at 8882
170st, Edmonton, AB, T5T 4J2

60,000 sq. ft., drop-in indoor bike centre, https://
www.blinebikepark.com/

Sky Flyer Zipline West Edmonton Mall

Red Lodge Ropes Course - Bowden

Part of the World Water Park in West Edmonton Mall,
location & contact are the same.

www.redlodgeropescourse.com 403-917-0921

Galaxyland Edmonton
Rollercoaster Park, ropes quest, zero gravity ride,
https://www.wem.ca/play/attractions/galaxyland
contact @ 780-444-5321 location same as above
Ctrl V Amusement Park Edmonton
Virtual reality games, https://www.ctrlv.ca/location/
edmonton-west , contact @ 780-249-3875, located
at 10842 170 St. NW, Edmonton, AB, T5S 2H7
Edmonton Sky Dive – Westlock
Sky diving program near Edmonton www.
edmontonskydive.com
780-884-5867 Located at Westlock Municipal
Airport. Open weekends only May through
September. $269 per person per jump.
Cobb’s Adventure Centre - Calgary
Petting zoo, giant slides, pedal powered go carts,
mini golf https://www.cobbsadventurepark.com/
attractions.html contact @ 403-210-2676, 1500 84th
Street NE Calgary, AB
Field of Screams Calgary (Part of Cobb’s Adventure
Park)
Pedal carts, giant puzzles, zorbs, archery tag,
eurobungy, rope maze, bouncy house, climbing wall,
black light mini golf, https://www.fieldofscreams.ca/
activities.html
Inja Nation Fun and Fitness – Calgary
Climbing centre, trampoline park, obstacles, ninja
warrior courses https://www.injanation.com/ contact
@ info@injanation.com , located at 52 Aero Drive NE,
unit 102, Calgary, AB, T2E 8Z9
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403-764-7433 or info@blinebikepark.com , located at
Unit-6-401 33rd Street NE, Calgary, T2A 7R3

Linear ropes course built on free-standing poles.
Mostly used for team-building programs for
corporate groups and sports teams.
Located 11km west of Bowden, AB. Between Calgary
and Red Deer on the Red Lodge Guest Ranch
property where rustic cabins, catering and trail rides
are also available.
This is a high ropes course that is used primarily
to facilitate team building exercises. Only open
to public on certain weekends, usually twice a
month in the summer for pre-registered groups
requiring a minimum of 6 participants. This 3 - hour
program costs $80 per person. 13 yr. olds and older
with a 6-foot minimum reach are only allowed to
participate.
Cactus Coulee Fun Park Drumheller
Go karting, mini golf, eurobungy, helicopter rides,
https://cactuscoulee.ca/contact.html , contact @
403-823-7352, located at Box 388, Drumheller, AB,
T0J 0Y0Jurassic Forest Gibbons
Mini golf and dinosaur park, https://www.
jurassicforest.com/explore , contact @ 780-4702446 or events@jurassicforest.com , located at
2-23210 Township Rd 564, Gibbons, AB
Quest for Adventure Paintball Gibbons
Paintball field, https://questforadventurepaintball-ca.
webs.com/ , contact @ 780-942-3330, located on
the corner of Range Rd 224 (also Hwy 825) and Twp.
570, Gibbons
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Great West Adventure BMX Park Red Deer
BMX biking track, https://www.reddeer.ca/
recreation-and-culture/outdoor-recreation/warmweather-activities/biking/great-west-adventurepark---bmx/
Contact (for city of red deer, park contact not
available) @ 403-342-8111, located North of Bower
Ponds at Kerry Wood Drive and 56 Avenue, Red Deer
Discovery Canyon – Red Deer
Water park, tube floating, https://www.reddeer.ca/
recreation-and-culture/outdoor-recreation/warmweather-activities/outdoor-water-fun/discoverycanyon/ contact @ 403-343-6341, located at 3800
Riverbend drive, Red Deer, AB, T4N 5E2
Sylvan Lake Aqua Splash – Sylvan Lake
Blow up water park, https://www.
sylvanlakeaquasplash.ca/ , contact @ 587-337-4396
or info@sylvanlakeaquasplash.ca , located at Bay #1,
5100 Lakeshore Drive, Sylvan Lake, AB
Maximum Paintball Brooks, AB
Paintball facility, https://411.ca/business/
profile/1302005 , contact @ 403-501-1375, located at
Box 1382 Brooks, Brooks, AB, T1R 0A2
Bragg Creek Paintball Bragg Creek, AB
Paintball facility, https://braggcreekpaintball.
com/ , contact @ 403-282-8079 or info@
braggcreekpaintball.com, located at 2221 Highway
22, Bragg Creek, AB, T2W 3C4
Western Saskatchewan Adventure Centres and
Other Attractions
Tree O Six Adventure Park, Cypress Hills SK
Zipline tours and high aerial course, https://www.
treeosix.com/ , contact @ 306-663-1221, located at 3
Pine Avenue, Maple Creek, SK, S0N 1N0
Tree O Six Adventure Park Waskesiu Lake, SK
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Eastern British Columbia Adventure Centres and
Other Attractions

Fitness Clubs

Sky Trek Adventure Park Malakwa, BC
www.skytrekadventurepark.com

250-837-9477

Located on the Trans-Canada Highway, 32km west
of Revelstoke, BC.
Sky Course aerials course (linear course, tree to
tree), Adventure Tower with 15 metre Sky swing
(pendulum swing), 15M Sky Drop (tethered base
jump), 2 climbing walls with auto belay system, Log
climb and Jacob’s ladder climb.
Aerial course up to 3 hrs. - Adult $45, youth under 15
yrs. $39
Sky Swing - $30, Sky Drop - $25, Climbing wall $20
Season open May through October, 9am-5pm every
day
Oyama Zipline Adventure Park Lake Country, BC
Ziplines, aerial course, kids play park, https://www.
oyamazipline.com/ , contact @ 888-947-2869,
located at Oyama Lake Road, Oyama, BC, V4V 2C9
Valley Zipline Adventures Radium Hot Springs, BC
Zipline course, climbing wall, jump tower, https://
valleyzip.com/ , contact @ 250-347-7627, located at
8393 Highways 93/95, Radium Hot Springs, BC, V0A
1M0
Pipe Mountain Coaster, Revelstoke, BC
Single car roller-coaster-esque ride across ski trails
at Revelstoke Mountain Resort, aerial adventure
park, https://www.revelstokemountainresort.com/
lessons-activities/mountain-coaster , contact @ 866373-4753 or info@revelstokemtn.com , located at Box
2460, 2950 Camozzi Road, Revelstoke BC, V0E 2S1

Fitness clubs located in the larger towns within the
2-hour drive are included below. These facilities
are considered “indicator sites” as certain potential
guests for Kinosoo will include the park as part of
their fitness regime. The presence of these fitness
facilities in the region is also seen as a positive
indication that there is a market for the Adventure/
Fitness Seeker market segment. It is particularly
encouraging to see that Lloydminster has so many
fitness related clubs. This is an indicator that the
population has a demographic that is athletically
inclined and might be attracted to participate in
a summer or winter athletic activity at Kinosoo.
This community is one of the largest populations
within the 2-hour radius and it has the possibility to
be a significant source of fitness and adventuremotivated, weekend visitors as the distance to Cold
Lake is under two hours, is approximately 70km
shorter than to Edmonton and is a faster, easier drive
as you do not need to navigate Edmonton traffic.
Cold Lake
Empire Gym - free weights, weight machines https://
www.facebook.com/empire247/ contact @ 780201-5401
Functionally Fit Cross Fit - gymnastics, strength &
bodyweight training http://www.functionallyfitf3.
com/ contact @ functionallyfitf3@gmail.com
Wheel Fit Co - indoor cycling boutique https://www.
wheelfitco.com/ contact @ 780-878-8578
JJ Parr Sports Centre - arenas, aerobic gym, squash
courts, racquetball court, rockwall, aquatic centre,
and spin room https://www.cafconnection.ca/
Cold-Lake/Facilities/Col-J-J-Parr-Sports-Centre.
aspx contact @ 780-594-6006 or coldlake@
cafconnection.ca
YogaOnyx - yoga studio https://www.yogaonyx.ca/
classes contact @ 780-815-0767

Same type of product as above, located at 3 Elk
Ridge Place, Waskesiu Lake, SK, S0J 2Y0
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BetR Be Fit - cardio, weight machines, free weights
https://www.facebook.com/pg/BetrBefit/
about/?ref=page_internal contact info not available
Cold Lake Energy Centre - track, free weights, cardio
& weight machines, climbing wall, area, field https://
www.coldlake.com/content/facilities contact @
780-639-6400 or energycentre@coldlake.com
Bonnyville
Bonnyville & District Centennial Centre
Resistance machines, cable equipment, free
weights, cardio room, fitness classroom, https://
centennialcentre.ca/fitness/ , contact @ 780-81223400
Yoga for You
Yoga classes, http://www.yogaforyoubonnyville.
com/ , contact @ 780-826-3388 or yoga-for-you@
hotmail.com
St Paul
Optimal Fitness St Paul
Nutrition coaching & personal training https://
www.facebook.com/pg/optimalfitnessSP/
about/?ref=page_internal , contact @
optimalfitnesslb@gmail.com or 780-614-1581

students attending the school
contact @ nate.bedford@portagecollege.ca or 780623-5545
Lloydminster
Motion Fitness Centre – personal training, massage
chairs, group training classes, tanning, steam room.
Contact @ customerservice@motionfitness.ca or
780-871-0641
Fit 4 Less – weight machines, bikes, etc. Contact @
lloydminster44thst@fit4less.ca or 780-874-0001
Servus Sports Centre – cardio machines, strength
machines, fitness staff & personal trainers. Contact @
780-875-4529
House of Dolls Women’s Fitness - pole fitness
facility, https://www.localgymsandfitness.com/CA/
Lloydminster/594012837344392/House-of-DollsWomen%27s-Fitness contact info not available
World Class Training and Nutrition - weight
machines, personal training, nutrition
and supplement store, https://business.
lloydminsterchamber.com/list/member/worldclass-training-nutrition-135730 contact @ 639-8403628

Lac la Biche

New You Health and Fitness - personal training,
bootcamps & aerobics, aqua Zumba, https://
www.facebook.com/pg/NewYouFitClub/
about/?ref=page_internal contact @ sorrell.elliott@
hotmail.com or 639-536-1418

Bold Center- Cenovus fitness centre, fitness/cardio
centre, 3 studios, steam rooms, boxing, 3 lane track,
circuit training, spin bikes, contact @ 780-623-3829
or recreation@laclabichecounty.com

Pure Vibe Studios Ltd. - yoga, spin classes, barre
classes, http://www.purevibestudios.com/pricing/
contact @ info@purevibestudios.com or 780-8750566

Iron Gym - fitness centre w/ cardio equipment, free
weights, machine weights, key fob activated
contact @ 780-404-9091 or jnowak1980@outlook.
com

CrossFit Lloydminster - drop in crossfit equipment &
classes https://www.crossfitlloydminster.com/classcalendar contact @ info@crossfitlloyminster.com or
780-808-5767

Portage College – fitness centre, spin bikes, squash/
racquetball courts, climbing wall – for use by

Viking Strength Systems - strength &
conditioning centre, https://www.facebook.
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com/pg/vikingstrengthsystemslloydminster/
about/?ref=page_internal contact @
vikingstrengthlloydminster@gmail.com
Above the Barre Fitness - Pilates and barre training
classes, https://www.localgymsandfitness.com/CA/
Lloydminster/1414176365520835/Above-the-BarreFitness contact @ 306-821-2306
The Good Fight Boxing & Fitness - boxing classes,
https://thegoodfight.wildapricot.org/page-18071
contact @ tgfboxingfitness@gmail.com or 306-8300749
Lloydminster Boxing Club - training for
amateur-expert boxers ages 7+, https://www.
facebook.com/pg/lloydminsterboxingclub/
about/?ref=page_internal contact @ 780-305-5611 or
lloydminsterboxingclub@gmail.com
Oasis Hot Yoga and Spin Studio - yoga, barre cardio,
spin room https://oasishotyogastudio.com/ourstudio contact @ info@oasishotyogastudio.com or
306-807-1239
Grit Athletic Performance - personal
training & strength classes https://www.
gritathleticperformance.com/services contact @
info@gritathleticperformance.com
To The Core Pilates Studio - pilates & personal
training https://tothecore.ca/ contact @ 780-8084144
The Fight Farm (martial arts) - martial arts studio
https://www.facebook.com/pg/thefightfarm08/
about/?ref=page_internal contact @ 780-214-2195
Integrity Athletics - crossfit classes and personal
training https://www.integrityathletics.ca/services
contact @ info@integrityathletics.ca
Vegreville
Vegreville Aquatic & Fitness Centre - pool, arena,
and fitness centre https://www.vegreville.com/
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parks-and-recreation/parks-recreation/aquaticfitness-centre contact @ 780-632-2606
Snap Fitness - fitness equipment, kickboxing, barre
classes, yoga https://www.snapfitness.com/ca/
gyms/vegreville-ab/ contact @ 780-632-7627 or
vegreville@snapfitness.com
Meadow Lake, Saskatchewan
CrossFit Meadow Lake
Crossfit, bootcamps, kids’ fitness, nutrition coaching,
https://crossfitmeadowlake.wixsite.com/cfml ,
contact @ 306-304-2691
Meadow Lake Aquatic Centre
Pools, climbing wall, aquafit, https://www.
meadowlake.ca/p/meadow-lake-aquatic-centre ,
contact @ 306-236-2686
Fitness Dynamic
Personal training & classes, https://www.
fitnessdynamics.ca/ , contact @ 819-319-8735

Local Campgrounds

English Bay Provincial Park Recreation Area

Cold Lake Area

57 sites w/ power ($34/night), https://www.
albertaparks.ca/parks/northeast/english-bay-pra/
information-facilities/camping/english-bay/

While there are opportunities for camping in the
local Cold Lake area, the number of current sites
found online total 373. This is good news as all of
these campers are prime candidates to enjoy a
Kinosoo summer adventure. It also suggests that
there is room for more camping opportunities right at
the Kinosoo site at French Bay.

Campgrounds in the local area are also good
indicator sites as many visitors staying at these
campgrounds may decide to visit Kinosoo in the
summer as there are so few outdoor attractions
other than nature and water-based activities in the
area. A cursory examination of just the immediate
area identified the following campgrounds,
suggesting that there are campsites available
for Kinosoo guests and that this potential market
segment is significant. There are also a number of
Provincial Parks with campgrounds as well which are
also listed below, although some of them are farther
away from Kinosoo.

52

Ethel Lake Campground (Ardmore AB)

117 sites in total. 26 with power and water, 79 with
power only and 12 tent sites.

11 sites ($25/night), https://www.campreservations.
ca/campground/ethel-lake-md-park-237 , contact
@ 780-573-9569

www.albertaparks.ca/parks/northeast/cold-lakepp/
Cold Lake Municipal Campground

Bonnyville Area

71 sites w/ power ($30/night), tenting & overflow
sites available ($20/night). 84 additional sites
have been added for the 2022 season. www.
campreservations.ca/campground/cold-lake-mdcampground-171 ,
47 sites, 21 full service, 26 power and water only.
Also, four, four-season cabins available. www.
baywoodparkcoldlake.com
Evergreen Birch Lodge and RV Resort
10 full-service sites. Lodge and cottage suites
available as well.

Muriel Lake Campground – Bonnyville
93 sites (unserviced $25/night, power only $30/
night), https://www.albertacampgroundguide.ca/
campgrounds/muriel-lake-m-d-park/ , contact @
780-826-4140
Crane Lake MD Campground
24 sites w/ power ($30/night), https://www.
albertacampgroundguide.ca/campgrounds/cranelake-west-m-d-park/ , contact @ 780-573-6443
Moose Lake Campground – Bonnyville

10 unserviced sites

12 unserviced campgrounds ($25/night), 47
campgrounds w/ power ($33/night), https://www.
albertaparks.ca/parks/northeast/moose-lakepp/information-facilities/camping/moose-lake/ ,
contact @ 877-537-2757

Hamilton House B&B

Pelican Point Campground

4 full-service sites. B&B beds available as well.
www.hamiltonhouse.com

56 sites (unserviced $27/night, w/ power $36/night),
http://www.county.camrose.ab.ca/content/pelicanpoint-park , contact info not available

Runway RV Park

Franchere Bay Campground

10 full-service sites.

99 unserviced sites ($23/night), 58 sites w/ power
($31/night), 41 w/ power & water ($39/night), contact

www.evergreenbirchlodge.com
French Bay MD Campground

www.runwayrv.com
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47 unserviced campsites (seasonal rentals
only from $1000-$2000+), https://www.
campingcoldlakehildalake.com/ , contact @ 780201-2654

Cold Lake Provincial Park

Baywood Park

Campgrounds

Hilda Lake Hideaway

KINOSOO RIDGE ADVENTURE RESORT

@ 877-537-2757

BEST-IN-CLASS MULTI-SEASON EXAMPLE

Vezeau Beach Campground

Two adventure centres representing the West and
East of Canada stand out as examples of best-inclass properties that show what the possibilities can
be for Kinosoo Ridge. One is Snow Valley which is
located in Edmonton and has been described in
detail earlier, the other is Blue Mountain found in
Collingwood, Ontario. This critical mass of guest
experiences that each of these properties includes is
what eventually the Kinosoo multi-season program
will want to replicate, so as to become a true
destination and the obvious place to visit in the Cold
Lake/Bonnyville region.

24 full-service sites, 3 power only sites (prices
unavailable), contact @ 780-826-3972
Provincial Parks
Cold Lake Provincial Park – 117 campsites, 26 w/
power, 12 walk-in tenting sites, contact @ 780-5947856
Lakeland Provincial Park – 5 sites in Lakeland
Provincial Recreation Area and 16 sites in Lakeland
Provincial Park, contact @ 780-623-7189
Whitney Lakes Provincial Park – 149 sites, 65 w/
power, contact @780-594-7856
Sir Winston Churchill Provincial Park – camping and
glamping, contact @ 780-623-4144, 72 sites
Cross Lake Provincial Park-Campground – 130 sites
($38/night), contact @ 780-675-8213
Long Lake Provincial Park – 75 unserviced sites, 145
sites w/ power, 6 walk in tenting sites, contact @
780-576-3959
Calling Lake Provincial Park – 81 sites w/ power,
contact @ 1-877-537-2757

Blue Mountain, Collingwood, Ontario
www.bluemountain.ca			
This property is located just outside the town of
Collingwood, Ontario on Georgian Bay, Lake Huron,
159 km, 2 hours from downtown Toronto. It is run
as a for-profit business. While this property may at
first appear to be like Whistler compared to Kinosoo
Ridge, the reality is that this business began as a
very small ski hill with only 219m of vertical. It is an
excellent example of what can be done with little
natural resources. It is quite similar to Kinosoo as
while it is not a big mountain in Canadian Rockies

Moose Lake Provincial Park – 198 campsites, 98 w/
power, 41 w/ water & power, contact @ 780-5947856
Vermilion Provincial Park – 124 sites, 70 w/ power, 19
w/ power, water, & sewage, contact @780-853-4372
Garner Lake Provincial Park – 37 unserviced sites, 24
sites w/ power, contact @ 780-594-7856
Meadow Lake Provincial Park – multiple
campgrounds, contact @ MeadowLake@gov.sk.ca or
306-236-7680

terms, all that matters is that it is the biggest
hill in the local region and has access to a large
regional trading population. It therefore warranted
the massive capital expense, due to the major
population centre (Toronto) located only 2 hours
away which is where the condo and homeowners at
the resort mostly originate from.
The ski hill has grown to include 42 runs, 30 of which
are lit for night skiing. 147 hectares of terrain are
all covered with snowmaking. There are five, sixperson chairs, one quad chair and one triple chair
plus four T-Bar lifts and carpets. Ancillary winter
activities include snowshoeing, Nordic skiing, sleigh
rides, skating and tubing. In the winter a bus shuttle
service brings guests from Toronto to the hill daily.
In the summer there is a bungy jump, bag jump,
Coaster Cart, aerial ropes course, climbing towers,
spa, golf course, Blue Mountain beach, canoeing,
kayaking, paddle boarding, putting course, caving
tours, Hummer tours, Segway tours, gondola rides,
Jet ski rentals, tennis, and an outdoor pool. While the
mountain itself has some condo accommodation,
most of the nearby accommodation and restaurants
were built separately by other operators to supply
the housing to support the activities. While this is a
scale that is not anticipated for Kinosoo, nonetheless
it is an example of what can be achieved if you offer
the best quality experiences possible.
A Cautionary Tale
It is critical to understand that when attempting to
project future visitation numbers for a new attraction
the actual type and quality of the attraction plays
a major role in the success of that attraction. This
may seem painfully obvious however the Canadian
tourism sector is littered with abandoned projects
where the proponents did not pay attention to this
simple concept.
Mt Sima is a small, community run ski hill located
just outside Whitehorse, the capital city of the Yukon.
The population of the Yukon in 2019 was 40,962.
The population of Whitehorse was 25,085 and
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the trading population for Whitehorse businesses
was approximately 30,000. The ski hill was almost
declared bankrupt and shut down a few years ago.
A group of local business people stepped in and
revived the property beginning with signing up
almost 1000 season pass holders.

options for outdoor activities for families in the area
compared to the ropes course/zipline. Most of these
activities have either no cost or a minimum cost
and they are all sports which encourage multiple
excursions every week as participants try to enhance
their skills.

At the time, one of the Legacy Tourism Group
executives was the Vice President of this
management group that resuscitated Mt. Sima’s ski
hill business.

It became obvious that for many residents the
ropes course and ziplines were a stranded, “oneoff” activity to be completed once or twice and then
not repeated. Unlike sports like mountain biking or
para gliding, both of which take place at the hill each
summer, the ropes course was seen as a somewhat
artificial challenge that did not encourage repeat
visits in which to hone your skills. The one exception
to this was a small core group of fitness buffs who
incorporated the course into their workout regimen.
While there were some group events such as youth
birthday parties there were not enough to make the
project sustainable.

One of the key issues for the hill was that a ropes
course and zip line course had previously been
built with the intention of creating a four-season
attraction. The hill had to take on significant debt
to finance this expansion. The ropes course was
a linear, free standing wooden course built near
the chalet. There were multiple zip lines which
eventually brought you back to the base of the lift.
Within three years the ziplines and ropes course
were shutdown and the pieces of equipment that
could be safely removed were sold. The poles and
most of the infrastructure are still in place, a painful
reminder of much needed capital poorly expended.
While it is still hoped that the summer activities may
be reopened this is unlikely to occur anytime soon.
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In discussions with the current management of
the property it appears there are two probable
reasons why the attraction failed. One is that it was
the wrong product in the wrong place at the wrong
time. Whitehorse is a “lifestyle” town. A large portion
of the workforce works for the federal, territorial or
First Nation governments. They are attracted to the
place because of the outdoor beauty and activities.
Mountain biking, road biking, whitewater and
flatwater paddling, hiking, boating, fishing, hunting,
camping, snowmobiling, atving, alpine, backcountry
and Nordic skiing – biathlon, you name the outdoor
pursuit, and it has a club or organization as well as
the facilities to help foster the sport and support
the participants. In particular, there are a plethora
of outdoor clubs for youth from mountain biking to
orienteering to rock climbing, to name a few. The
reality is there were simply too many outstanding
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The second reason was simply economics. The
investment of both the ropes course and the ziplines
was a stretch for the hill to finance. The ziplines
performed the worst of the two attractions and it
was felt if only the ropes course was purchased the
financial pressures would have been reduced and it
might have allowed its survival for a longer duration
although the final death of the attraction may still
have occurred. Without additional activities there
simply wasn’t the critical mass required to create a
summer adventure “centre”.
The Sima ski hill now sees approximately 30,000
person-visits per season. The original proponents of
the ropes course/zipline purchase were assuming
that approximately half those numbers would be
realistic for the summer product. In hindsight those
same folks have subsequently stated that it was
unlikely that those types of numbers would ever
have been achieved.
Fortunately, Kinosoo Ridge is in a very different
situation than Mt. Sima as the ski hill sees up to
46,000 unique visits per year and has a primary
catchment area of 116,000 persons versus Mt
Sima’s 25,000 visits and a 30,000-person primary
market area. Also important to recognize is that the
projections for visitation to the Kinosoo Aerial Park
are also significantly less than 50% of the current
winter visitation.
Secondly, and most importantly, the Cold Lake,
Bonnyville area simply does not offer the same
number of organized outdoor pursuits like
Whitehorse does. Kinosoo has the opportunity to
truly become the “adventure centre” for the entire
region.
Lastly, the Kinosoo Aerial Park is a state-of-the-art
installation that should be very attractive to the
active residents but most importantly it should be
buttressed by a number of other, highly attractive
guest experiences that combined, will create a
compelling and memorable daytrip or short vacation.
(A specific review of the Aerial Park experience as
well as visitation projections can be found in the
Market Driven Experiences section of this report).
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MARKET FEASIBILITY
ASSUMPTIONS AND
SUMMARY
Predicting market future demand for a tourism
product that is located in a relatively remote area
and appeals to a relatively niche market is never
simple. There is no algorithm to apply. Fortunately,
because the Kinosoo ski hill has been in operation
for years and there is sufficient available data, we
can make some well researched, key assumptions
regarding the probable market demand for an
enhanced Kinosoo product.
The key assumptions we can make are as follows:
1.

COVID-19 protocols can be maintained in the
delivery of the Kinosoo guest experience.

2.

COVID-19 should, at least in the short term,
continue to influence people to look for and
patronize more local recreation opportunities
as they will be more reluctant to engage in long
and medium haul travel for some time.

3.

It is assumed that the overwhelming percentage
of guests to Alberta, Central Alberta, and the
Cold Lake/Bonnyville region will remain almost
entirely domestic travellers residing in Alberta.
Kinosoo will therefore be visited primarily by
local and regional visitors.

4.

89% of all visitors to Central Alberta are visiting
for leisure purposes or to visit family and friends.
Both of these travel motivations are consistent
with people that might be interested in visiting
Kinosoo.

5.

The size of the primary trading population
(within a two-hour drive) for Kinosoo Ridge is
approximately 116,000 persons.

6.

The number of fitness related businesses found
in the region combined with the visitation that
the ski hill receives every year is an indication
that the regional population is activity-oriented

and potentially predisposed to outdoor pursuits
and other summer and winter activities.
7.

Within just the Alberta Division 12 census
region, there are at minimum, 54,520 parents
and children – the primary target market for the
Kinosoo Ridge Adventure Centre.

8.

63% of the current summer visitors to the Cold
Lake area have children with them. The average
income of these summer visitors is $118,000
making the Kinosoo experience entirely
affordable for this cohort.

9.

The Kinosoo Ski Hill receives approximately
42,000 to 46,000 person-visits per winter season.

10. 70% of these visits are made by local residents
and the other 30% originate within a 2-hour drive
of the hill.
11. Summer tourism product is different than winter
product and skiing is different than going on an
aerial course. There are more people interested
in outdoor activities in the summer as opposed
to the winter, however, skiing is more likely
to compel participants to enjoy multiple ski
sessions and make return visits than those who
have only completed a session on an aerial
course. Therefore, new and enhanced summer
experiences should whenever possible be
activities that encourage skill development and/
or are fun enough to encourage return visits.
12. While aerial parks are a niche attraction and
attract a niche market due to the physicality of
the experience. The Kinosoo aerial park is also
extremely attractive to children aged 8 to 17, and
as such should become a pillar attraction of the
summer program, attracting many of the families
that have visited during the winter.
13. While the Aerial Park is an outstanding,
state-of-the-art facility, it remains a
“stranded asset”. Alone it will not create a
guest experience that will warrant someone
travelling any distance to visit Kinosoo. What
is critical is a facility that offers multiple
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activities which combined make for a very
compelling offering attracting a diverse
clientele who enthusiastically travel to
Kinosoo for a day or multi-day experience
during both summer and winter seasons.
14. The Cold Lake/Bonnyville region does not
have many competitive attractions to the aerial
park, or any other experiences to match those
potentially offered at a Kinosoo Ridge Adventure
Resort. As such, a first mover advantage exists
for Kinosoo to become a year-round attraction/
destination.
15. Part of that advantage revolves around providing
multi-day experiences for school aged children,
particularly in the form of school outings or as a
short camp-like experience.
16. The Cold Lake region does have several
campgrounds and campsites, which attract
summer visitors by themselves. Some of these
visitors will likely want to visit an attraction
such as an enhanced Kinosoo Ridge if it were
available. This is particularly true of visitors who
are traveling with children.
In summary, the market demand research
demonstrates that there is an opportunity at Kinosoo
to enhance the winter and summer product offering
to meet the demand and fill the gap that exists in
the Bonnyville Municipal District for a multi-season,
outdoor recreation facility. This facility needs to offer
a critical mass of activities and experiences that will
compel residents and families that live within four
hours of the site to come and spend either a day
or short, multi-day vacation enjoying the natural
beauty and exciting things to do. In order to broaden
the market of potential visitors, these experiences
need to be varied and appeal to persons of many
ages and athletic ability. Lastly, in order to attract
guests to stay for a multi-day experience and fully
monetize this visitation, campground and glamping
accommodation need to be provided within a short
drive of the facilities.
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MARKET DRIVEN
GUEST EXPERIENCES

-

AN ENHANCED KINOSOO PRODUCT
Based upon all of the market demand research
described earlier in the report, we understand who
the target markets for an enhanced, four-season
Kinosoo guest experience would be. The specific
market segmentation profiles point to five specific
market personas that will likely be attracted to an
enhanced Kinosoo experience. While each of these
segments has some differentiating characteristics,
nature, fun, athletic activity and healthy lifestyles are
all key elements of their experience expectations.
All of this suggests that there is a significant
opportunity to turn the Kinosoo guest experience
into much more than it currently is and that there
should be ways to monetize these experiences
creating both employment for local residents and
revenues for Kinosoo/Bonnyville M.D.
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To that end the experiences that are ultimately
chosen must respect the Kinosoo environment and
cannot take away from these natural qualities in
any significant way. The following are a number of
recommended activities that are a market match
with the projected visitor profiles. They have also
been chosen in an attempt to find the sweet spot of
requiring the least capital expense while generating
the most possible revenues. Some activities
generate revenues and others are “attractors”, low
capital cost, mostly self-guided activities that help
create the critical mass necessary to attract guests
for a multi-day experience. This menu of activities
also ensures that each activity offered is synergistic
and does not impair any of the other experiences. It
is also important to note that unlike a green-build,
destination resort that needs to have everything
in place and operating on opening day to make
a positive initial impression in the marketplace, a
destination like Kinosoo Ridge already has clientele
visiting on a consistent basis, albeit in one season.
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Because of this established market exposure, it
can, to some extent, grow organically. Not all of the
proposed infrastructure nor the activities need to be
in place immediately however there is a minimum
requirement which is what is proposed for Phase I of
the development.

6.

Scheduling flexibility. The range of activities
listed below allows for daily, weekly and
monthly programs as well as one-off events and
annual events, again to address the needs of the
broadest market possible.

7.

Environmental appropriateness. All of the
activities listed have been chosen as it is
believed they can be offered in a way that is
sensitive to the Kinosoo natural environment.
Where the activities are located is a big part of
this equation. It is also assumed that great effort
would be made to ensure that any signage
and trail work would be created in a way that
protected the environment both adequately as
well as unobtrusively as possible.

8.

Seasonality. For over 20 years, ski hills all over
the world have been transitioning into yearround destinations. In the 2014 issue, the USA
National Ski Areas Association (NSAA) Journal
published research by leading ski industry
analysts RRC Associates that examined summer
operations at ski resorts. Using data from three
separate surveys, the authors determined that
the summer season holds much promise for the
future of the industry.

The list of potential activities below is eclectic. It
is often referred to as the “activity menu” as each
activity caters to different tastes and abilities. Every
activity has been chosen to ensure that a broad
range of interests are addressed.
The following are some of the factors that have been
accounted for:
1.

Cost. Some of the activities could be relatively
expensive such as a catered long table dinner
combined with a musical performance and a
night’s accommodation. Others are very low or
no cost such as an unguided fitness hike or a
game of disc golf or horseshoes.

2.

Guided vs. unguided. Activities include both
unguided and guided experiences to ensure
that both types of visitors are accommodated.

3.

Physical vs. sedentary. Some market segments
are not looking to exert themselves so much (i.e.,
Rejuvenators) while others are likely up for more
of a challenge. (i.e., Adventure/fitness Seekers)
The activity menu offered must accommodate
all five segments.

4.

Age specific activities. Most of the activities
can be tailored to a specific audience. A guided
hike, mountain bike rides, ecological workshop,
musical performance, etc. can be created for
kids as well as seniors.

5.

Indoors/outdoors. The reality is that some
activities are easier to stage indoors than
outdoors, and some specific audiences will
prefer the indoor domain. Inclement weather
can also force an outdoors activity indoors.
The educational space within the multi-activity
facility should provide for this to happen as
required, particularly for seniors and school
programs.

In the NSAA National Survey of Summer Destination
Travelers, 13% of the respondents cited visiting a
mountain area as the impetus for their summer trip.
Of this subset, travelers took 2.4 as many types of
summer trips over a three-year period as compared
to non-mountain travelers. It was determined that a
critical mass is required for the summer operations
to be successful, a single attraction will not generate
the market interest or revenues required in order to
support a four-season operation. Summer activity
on ski resorts doesn’t necessarily require costly
renovations to be successful, though experiences
such as waterparks and alpine coasters have been
shown to generate more revenue than those with
limited activities.
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Summer events and festivals are one of the
most popular ways ski hills use current resort
infrastructure to drive revenue. By attracting
large groups to their site, resort operators make
money on lodging and on-site spending such as
food and beverage sales and parking revenue.
Summer weddings attract customers as well, and
with destination weddings on a steady rise, resort
destinations have become opportunities for a
growing customer base. Considering the wedding
industry generated $55B USD in the United State
alone in 2014, catering to the nuptial crowd is
obvious business for a ski destination. While the
relative newness of this category in the summer
makes long term data scant, expanding approaches
to seasonality are clearly growing exponentially,
creating opportunities for operators and visitors alike.
Below is a table provided by the NSAA which shows
which summer attractions are most prevalent and
financially successful in the industry.

THE WINTER KINOSOO GUEST
EXPERIENCE
The winter experience recommendations described
below have been chosen explicitly in an attempt
to increase revenues by adding activities that will
broaden the visitor demographic as well as entice
guests to stay overnight. Families thinking of a winter
“staycation” should find the new winter Kinosoo
experience very appealing. Imagine enjoying the
alpine coaster, skiing, snowshoeing, Nordic skiing,
tubing, skating, and ice climbing during the day, then
enjoying a great meal at the Lodge, followed by an
evening of relaxing around a bonfire while enjoying a
hot drink, and ending the night in your own cozy yurt.
If market demand for evening activities is confirmed,
the tubing, ice climbing and hockey rink can all be lit
and operated during the evening as well as the night
downhill skiing.

The good news for Kinosoo is that mountain
coasters, challenge (aerial) courses and scenic
chairlift rides all rank very high.

Downhill Skiing
Downhill skiing remains the top attraction at Kinosoo
and the reason the property sees over 46,000 unique
visits per season. The new chairlift will be seen by the
local community as a sign of the commitment that
the MD continues to make towards improving the
guests’ experiences. As well as the new lift, additional
trail work and glading should be completed to
provide more treed terrain for intermediate and
advanced skiers. This work is referred to in the ski hill
features review earlier in the report. Night skiing will
continue but should be reviewed to see if it becomes
better attended, producing more revenues once
overnight guests are staying at the resort.
Alpine Coaster
The Alpine coaster is described in detail in the
summer activity section. It is operational in the winter
however and might eventually warrant being lit at
night once the market demand is confirmed.
Tubing
The current tubing feature is already congested at
times and will get more use as more families are
attracted to the multi-activity Kinosoo winter facility.
It is therefore recommended that the current tube
carpet be moved to the right of the runs as per the
Operational Review and the description in the ski hill
features section of the resort, and more tube runs be
added to its maximum capacity.
Moving the carpet to the right-hand side will make
getting from the bottom of the bunny hill to the top
of the tubing park an easier and quicker walk.

Table 7: NSAA Ten Most Financially Successful Summer Amenities
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Nordic Skiing

Ice Climbing Tower

Discussions were held with Les Parsons, manager of
the Centennial Recreation Centre in Bonnyville and
president of the Bonnyville Nordic Ski Club, which
now includes the Cold Lake membership. Based
upon those discussions and the current Nordic
opportunities at Muriel Lake and St. Paul golf course
it is recommended that only a relatively short, looped
classic track be set on the lake near the lakeshore
from in front of the lodge, to the right (north for 2.5
km), looping around to the left (southwest) to the
boat launch at the French Bay Campground and
back to the starting location.

Ice climbing towers have become very popular at
many ski hills. It is an extremely unique activity that
many visitors (and their children) will want to try at
least once. The belay safety systems used ensure
that practically anyone can try this exciting sport.
The infrastructure recommended for Kinosoo is the
same type as was created by the Alpine Club of
Canada for the Edmonton Ski Club near downtown
Edmonton. Essentially scaffolding is built to a height
of 30 metres with staircases on each side of the ice
curtain. Snow fencing is hung down from the top
beams and water is misted upon the fencing from
the ground up until the proper thickness of ice is
created. It is recommended that the same group
who built the Edmonton tower be contracted to build
the tower at Kinosoo. “Introduction to Ice Climbing”
lessons would be offered to a maximum size group
of 6 persons. Each lesson is 1.5 hr. long and would
cost $49. Guests who have been evaluated by a
Kinosoo staff member and have their own gear
could use the wall for $19 for an hour session when
lessons are not taking place. Ice climbing tools,
helmets, harnesses, crampons, alpine ski boots
and hot chocolate would be provided for all guided
participants.

The track would only be double set, meaning a
snowmobile dragging a single-track set would go up
the lake and then back down alongside the first track
leaving two tracks side by side with enough room
between for poling while passing. This track and the
Nordic rental gear would provide family members
who do not downhill ski with another activity to enjoy.
Guests could use the track set or just go off on their
own on the lake for a ski. It would also be one of the
activities offered to school groups who come for a
multi-day winter camp. To begin the program, only
25 sets of waxless skis and poles and 60 sets of
boots would be purchased for the rental pool and
the school program.
Snowshoeing
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Similar to the Nordic skiing, this is an unguided
experience for folks looking for an alternative to
downhill skiing. This is for the parents of the children
who are having a ski lesson or flying down the terrain
park who want a more sedate activity but still want to
enjoy nature. The fitness trail in the woods adjacent
to the lodge as well as the lake and any areas around
the lodge including the top of the main chairlift,
would be where the snowshoeing would take place.
Snowshoeing would also be one of the activities
offered to school groups who come for a multi-day
winter camp. To begin the program, only 25 sets of
shoes would be purchased for the rental pool and
the school program.
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In the evening the back of the ice wall can be lit
with coloured lights and music can be played from
speakers hung from the scaffolding making for a
dramatic and compelling attraction.
Skating
The skating pond located above the tube park will
remain as is and available for use by any guest at no
charge.
Hockey Rink
The 2018 Needs Assessment showed a desire for
more outdoor rinks in the region. The proposed
fenced, asphalt surface that is home to the pickle
ball courts, basketball nets and ball hockey rink in
the summer could easily be turned in to a small
hockey rink in the winter. 36” high boards would be
installed at the bottom of the chain link fence. A
small Olympia ice resurfacer would be towed behind
a small tractor to ensure a smooth ice surface. The
MD already has this equipment available. Nets are
provided as well as two youth and two adult sets of
goalie pads which will be stored in the lodge when
not in use. During the day the rink can be used by
anyone who wants to skate and shoot a puck around.
Groups can also rent the entire rink and goalie gear
by the hour and an outdoor hockey tournament
is also a potential activity. The multi-sport surface
could be lit at night in both summer and winter. It
would also be one of the activities offered to school
groups who come for a multi-day winter camp.
Snowmobiling
While the authors recognize that snowmobiles may
not be permitted to operate on park lands, the option
to host snowmobilers at the Yurt facility should be
explored with Alberta Environment and Parks. While
Kinosoo does not offer snowmobile rentals nor have
specific trails, there are definitely opportunities to
host snowmobilers at the lodge. After discussions
with the Iron Horse Trail representative for the

Alberta Snowmobile Association it is clear that there
should be an opportunity to have snowmobilers
travel on the Iron Horse Trail and once they get to
the Cold Lake terminus, travel over the lake to arrive
at Kinosoo. Here the snowmobilers would stay in
the yurt accommodation overnight for a great meal
at the lodge, time in the lounge and around the
firepit late into the night. Some participants might
invite their family to meet them at Kinosoo and
enjoy the evening activities with the kids going night
skiing, tubing, or ice climbing or staying for a day
of activities the next day. If the market demand is
confirmed, Kinosoo could purchase a large trailer
and provide a shuttle service to take snowmobilers
back to the major towns of origin, saving them the
hassle and time of retracing their route to Kinosoo.
Firepit/ Warming Hut and Bistro
During the day and thru the evening, a fire will be
burning in the group fire pit.
Located near the lodge, this will be a place where
guests can sit in Adirondack chairs or on benches
around a roaring fire and enjoy a hot chocolate or hot
toddy with a beavertail pastry prepared right there at
the warming hut. This food and beverage business
might be outsourced to a local entrepreneur.
Overflow Parking – Shuttle Service
Parking is an issue at Kinosoo during the winter
season to the point that it is a safety issue with
vehicles potentially blocking EMS vehicles. As
such it is recommended that the parking lot be
increased including an area that is described in the
ski hill features section earlier in the report. As well,
overflow parking could be provided at the French
Bay campground area. Guests would park there and
then be shuttled across the lake (once safe to do so)
to the lodge in a hay wagon retrofitted with benches
and skis. The wagon would be pulled by a snowcat
that was not being used for grooming during
operating hours. A roadside trail can be used with
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sufficient snow when the lake ice is not safe – or the
shuttle bus if neither of these options are appropriate
based on conditions.
Winter Events
During the winter season there is the opportunity
to have many “special events” that should provide
additional impetus for guests to visit Kinosoo. These
events could include but are not limited to the
following:
•

School group programs – “Winter Olympics”

•

Alpine races (currently run)

•

Alpine marathon ski event for charity

•

Outdoor hockey tournaments

•

Snowmobile rallies

•

Weddings

•

Astronomy workshops

•

Ice climbing speed competitions

•

Culinary demonstrations

•

Special meals (Valentines etc.)

•

Wine and beer tastings

•

Evening speaker series

•

First aid Courses

•

End of season (Snow Fever Day)

•

Seniors lecture series

•

Ice fishing derby

•

Adventure races (downhill, Nordic, snowshoeing)

•

Ice carving demonstration/competition

•

Christmas Craft show

•

Christmas light festivals/displays

•

Christmas Petting Zoo
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THE SUMMER KINOSOO GUEST
EXPERIENCE

•

the area at the top of the chairlift on the
Saskatchewan land parcel.

As mentioned earlier, an adventure resort needs
to broaden the market demand for its offerings
anyway possible. One way is to ensure that each
attraction can appeal to multiple markets. The other
way is to simply increase the number of different
attractions within the overall product. The fact is
that the aerial course will be much more difficult to
sell as a standalone product, on its own, than if it is
surrounded by other activities and attractions that
appeal to a diverse set of customers. By executing
a master plan for Kinosoo Ridge that includes
other summer and winter activities, all of these
experiences can be created in a cost-effective way
that will collectively turn the resort product into a
destination as opposed to a single attraction. Just
as with the winter activities the summer activities
have been chosen as they are excellent matches for
the market profiles, are synergistic and represent
the greatest aggregate revenues from the lowest
amount of capital expended. With 46,000 unique
visits realized at the ski hill, no real competitive
comparators found within the primary market, and
the natural resources that already exist at Kinosoo,
a summer program is a logical extension of the
winter offering. This in turn provides significant
advantages to the resort in terms of offering full
time employment, cross season marketing etc.
Kinosoo is no different than the majority of ski hills in
North America – the majority of which are pursuing
summer programming.

•

The mini golf located near the parking lot and
staff maintenance yard area.

It is envisioned that Kinosoo will have multiple areas
where summer activities are enjoyed as follows:
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•

the expanded French Bay Campground and
improved shallow family beach area.

•

the area immediately east of the Lodge below
and to the northwest side of the Aerial Park.

•

the trails, Alpine Coaster and Yurts established in
the new acquired land parcel north of the lodge.

•

the chairlift and the downhill bike trails which will
run down both sides of the green chair ski run.
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Please refer to the Site Plan on page XX of this report
for a visual representation.

Kristallturm-7 Aerial Park
Since the Aerial Park at Kinosoo is a pillar product for
the summer operation and has already been a major
investment, specific research into the economics of
the park was warranted. There are a number of aerial
courses installed around the world that are quite
successful. Extensive research into the Kristallturm
company (the manufacturer of the park installed at
Kinosoo) included reviewing visitation numbers for a
number of their attractions in Europe and the US.
The following are some visitation numbers, provided
by Kristallturm and confirmed where possible with
the operators, related to these installations.
Snow Valley Aerial Park. Located near Edmonton
(pop. 1,461,182) at the Snow Valley Ski Hill. This is
a major, 18 pole installation built in 2017. It is open
from May to October and sees approximately 16,000
person-visits per season. The cost is $37 per adult
and $29 for a child.
Rope Runner. Located in Squamish, BC (pop. 18,000).
This is a smaller, 7 pole installation that was built
in 2017. It is open from April to October. (Numbers
for person-visits were not confirmed, however
the facility remains in operation and anecdotally it
appears to be quite successful) The cost is $45 CAD
for an adult, $40 CAD for a youth and $35 CAD for a
child.
Mount Mitte. Located in the city of Berlin (pop.
3,562,038) and installed in 2010. This is an 18 pole,
major installation. It is open March to October. It sees
an average of 25,000 person-visits per season. The
price is 21 euro (32 CAD) for adults and 15 euro (22
CAD) for children.

Cliimber. Located at the base of a ski hill in
Flumsberg, Switzerland (pop. 5000). It is a major,
18 pole installation built in 2012. It is open June to
October and sees approximately 10,000 person-visits
a season. The costs are CHF 29 (41 CAD) for adults
and CHF 14.50 (21 CAD) per child.
Skytown. Located in the city of Moscow, Russia (pop.
12,537.954). This is a major, 18 pole installation built in
2015. It is open for 5 months in the summer only and
sees approximately 42,000 person-visits per season.
The costs are $1,500 RUB ($29 CAD) for an adult
and $1,250 RUB ($24 CAD) for a child. (Numbers not
independently confirmed)
SOAR. Adventure Tower Located in the city of
Franklin Tennessee, US (pop. 88,004). This is a major,
18 pole installation built in 2015. It is open year-round
and sees approximately 22,000 person-visits a year.
The cost is $45 USD ($61 CAD) per adult and $40
USD ($54 CAD) for children.
EPIC. Sky Trek Located in the town of Castle Rock
Colorado, US, (pop. 64,000). This is a major, 18 pole
installation built in 2017. It is open from May to
October and sees approximately 16,000 person-visits
per season. The cost is $49 USD ($66 CAD) per adult.
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Mission Adventure Tower. Located in Mission Texas,
USA. (pop. 83,000) This is a KT-7 similar to Kinosoo.
Weekdays before 3pm $15/hr., after 3pm $20/hr.
Weekends $20/hr. 14,000 visitors per season. Open
year round.
Spins Bowl Hudson, Located in Peekskill NY, USA.
(pop. 24,000) This facility combines an indoor KT-9
and an outdoor KT-6. Off-peak 1hr. $29 adult, $12
child. Peak hour 1hr. #34 adult, $15 child. 16,000
visitors per season. Open year round.
Lessons Learned
There are some general comments one can make
about aerial courses in general and the Kinosoo
facility specifically, based upon research, the authors
experience working on aerial installations and
practical observation of existing Kristallturm aerial
parks.
1. Linear vs. Non-linear
In general, non-linear courses such as the Kinosoo
Aerial Park appear to be much more successful than
linear courses. Linear courses require participants
to enter the course one after the other and forces
the participants to follow the person in front of them
for the length of the course. This means that if the
person in front of you gets stuck, you must wait until
that person either a) moves on b) can get to a pole
where there is a ladder to climb off the course or
c) is rescued by operations staff. Generally, these
courses have one way in and one way out ensuring
that each participant is forced to complete the same
course. This also means that if the person is going to
complete the entire course, they are also required
to be able to handle the obstacles with the highest
difficulty. The footprint of this type of course is the
largest as well due to its long length. As a result, it
also requires the most poles which contribute to the
overall cost.

Non-linear courses such as the Kinosoo tower, often
look circular or octagonal in shape. Participants can
often get on and off the apparatus at various places.
The route one takes is usually up to the participant.
This means you can avoid a slower participant and
make your route as easy or difficult as you like as
each discrete element is marked either green blue
or red (like ski runs) to signify the difficulty of the
element. Because once on the apparatus you can
go where you like and vary your route as you go
each time you participate, the experience can be
very different than the last time you visited. This in
turn tends to encourage return visits – a key factor in
having a financially sustainable attraction. Non-linear
courses tend to have much larger thru put numbers
(people per hour) which increases the capacity and
potential revenues significantly compared to a linear
course. Even though the number of participants
is higher, you also tend to need less staff as a few
people can have eyes on every participant at all
times. Lastly, non-linear courses are most often built
on a structure of freestanding poles (either wood or
metal). This means they can be installed on any flat
surface that allows the poles to be inserted into the
ground. As well, if for some reason the day comes
when the asset must be sold – it can be easily
relocated as it can be easily rebuilt on any flat spot.
Courses that are built tree to tree are much more
difficult to sell as the elements that span the various
tree to tree distances need to be built in an area with
the exact same pole/tree spacing.
Non-linear courses tend to provide more
opportunities to monetize the structure in the
fullest way possible. They do this by providing for
a viewing platform at the top of the structure. This
allows for parents/friends to stand on the platform
and watch their children/friends and take pictures
of them increasing the enjoyment of everyone. It
also provides an opportunity to host special events
where guests can watch other colleagues from
the platform and not feel they need to participate
themselves and at the same time food and beverage
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services can be provided for these guests. Secondly,
it allows for sun and rain protection in the form of a
top cover (often an awning made of vinyl or Hypalon).
This reduces days lost to weather dramatically, as
well as protects participants and platform observers
from the harsh sun. If the top has a section that can
be easily removed, dark sky activities can be held on
the platform at night as well.
2. Modular Construction
Having a course that is modular in its construction
design is very important. This allows for a)
incremental construction as the budget allows, b)
incremental expansion with elements being added
when desired c) allows for elements to be changed
out when desired especially if one particular element
is not being used much and d) allows for new routes
of varying difficulty within the same structure to be
created quickly. This is particularly important if the
structure is expected to host groups with superior
athletic abilities that will require adjusting the
courses to be significantly more challenging.
All of these abilities give the operator the opportunity
to refresh the product and market it as a new
experience that everyone must try. Again, this
encourages return visits. Mini ziplines, giant swings,
tethered base jumps, climbing walls and other,
singular elements can be added to the outside of the
structure at any time as well. Each of these elements
can be sold separately, increasing throughput and
revenues.
3. Synthetic vs. Wood
In general, the more synthetic materials used the
more cost effective the maintenance will be, and
the longevity of the attraction will be lengthened.
While the upfront cost is usually more the long-term
savings are great. The Kinosoo tower is well built
using the best materials with synthetic structural
components while limiting wood components.
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4. Autonomous Belay Systems
The belay system is the safety system that protects a
participant should they fall. There are many different
systems one can purchase. The key is it needs to be
as autonomous and fail safe as possible. The best
systems allow for the participant to be clipped in
and checked once by a staff member and then for
the rest of the time on the structure the participant
is physically unable to unclip from the system
and it moves freely with them. This in turn lessens
the liability and the staff required to monitor the
attraction. Kinosoo employs one of these best-inclass belay systems.
5. Provide an Experience That Appeals to Multiple
Abilities
In order to maximize revenues, you need to broaden
the potential market as much as possible. When
we consider the specific market personas for the
Kinosoo aerial course we quickly realize that each
persona has a different set of abilities. Therefore,
you want an attraction that is attractive to a diverse
clientele. Providing a course rated for children as
well as a course for athletic 30-somethings enjoying
a workout is critical to creating a product that will
perform well financially. This ensures that every able
person in every family regardless of their physical
ability and/or fear of heights can participate in some
way. The Kinosoo course accommodates guests of
varying abilities well.
Aerial Park Visitation Projections
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The 7-pole Kristallturm aerial park can
accommodate a maximum 62 participants (50 adults
and 12 children) at one time plus 100 on the event
platform. The average time spent on the park per
participant is 1.5 to 2 hours. This translates into four,
two-hour sessions at 9 to 11am, 11am to 1pm, 1pm to
3pm and 3pm to 5pm. This totals 248 participants per
day. Based upon only a 5-month, 153 day season the
total, maximum visitation would be 37,944 persons.
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Assuming a loss of 15% due to bad weather days, this
total is adjusted to a maximum of 32,252 per season.
•

If the Park realizes 10% occupancy the total will
be 3,225 persons.

•

If the Park realizes 15% occupancy the total will
be 4,838 persons.

•

If the Park realizes 20% occupancy the total will
be 6,450 persons.

•

If the Park realizes 25% occupancy the total will
be 8,063 persons.

•

If the Park realizes 30% occupancy the total will
be 9,675 persons.

If we choose the conservative occupancy rate of
15%, those 4,838 guests represent just under 11% of
the 46,000 visits the ski hill receives annually. It also
represents approximately 30% of the 16,000 visits
the Snow Valley Aerial Park in Edmonton receives
per season. Notwithstanding the potential effects of
COVID-19 and a year with particularly poor summer
weather, this would appear to be a reasonably
conservative projection for this element of an
enhanced Kinosoo Ridge summer product.
For projections purposes the monthly occupancy
for 2022 ranges from 10% – 20% with an average of
15% occupancy for the 5-month season. This results
in projected revenues of $171,120 and an EBITDA of
approximately 21% ($36,158). This does not include
revenue projections for platform “viewing” tickets.

Alpine Coaster
This is a key recommended pillar attraction for
Kinosoo. Alpine Coasters are becoming very popular
at ski resorts as shown in the Table at the beginning
of this section. Wiegand GmbH is located in Rasdorf,
Germany and is one of the most respected and
prolific manufacturers of alpine coasters in the world.
The authors of this report have worked with this
company previously and their professionalism and
creativity is outstanding.
The Alpine Coaster course would be installed by
Wiegand Sports USA which is the US division of the
parent company located in Germany. This attraction
has been built on many ski hills and resorts in the
US and around the world since 1975 has been very
successful. There are currently over 180 installations
worldwide. It is the only summer mountain coaster
of its kind that complies with DIN, ASTM and CSA
safety standards around the world. The coaster can
be operated in all seasons as the braking system is
not affected in rain or snow conditions and the rail
system does not allow snow buildup. The footprint
of the Coaster is approximately 6-7 metres wide by
1120 metres long, making the proposed design for
Kinosoo among the 5 longest in North America.
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and very exciting ride that is appropriate for families.
Wiegand claims that in Breckenridge, the capital for
the ride was paid off in one year; and 18 months in
Park City. (Additional, specific examples are listed
below). The proposed design for Kinosoo has an
absolute maximum load capacity of 350 persons
per hour and is appropriate for almost all ages (small
children ride with an adult). The estimated maximum
load projections have been completed based on 300
persons per hour.
The estimated capital costs are approximately $4
million. Based on 13% occupancy by year 5 the Alpine
Coaster is projected to gross close to $1.9M CAD by
year 5 with a 55% EBITDA and only requires 4 staff if
operating at 100% capacity.
The capital expense of the Coaster is one of
the largest of any of the summer attractions
recommended for the resort. We have therefore
pursued some additional due diligence to find
comparative financial information to support the
inclusion of this activity. Included is information on
Alpine Coaster pricing and respective times it took
to pay back the capital from the respective resorts

The coaster employs Wiegand’s patented, 6 tube,
stainless track which prohibits the chance of any
derailment. The track can be built at ground level
up to 30 ft. above ground, which allows the course
to wind back and forth over itself in spectacular
swoops, dives and banked curves as it makes its
way down the hill. The draft design contains two
uphill track sections that brings the cars and new
passengers to the top and takes advantage of the
interesting terrain adjacent to the lodge. The car
that rides the track can carry two passengers and
includes a lockable seatbelt system and Wiegand’s
proprietary braking system.
The speed of the car can be controlled (slowed) by
the riders and it has an automated braking system to
ensure appropriate spacing with the cars in front and
it controls the maximum speed. The coaster is a fun
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that have installed an Alpine Coaster in the US.
These financial details are confidential. However, the
Wiegand USA representative that has been involved
in each of the North American projects, has provided
us with some information that we can incorporate
into our prospective pro forma. In only a couple
instances it was possible to verify these claims with
the resorts themselves. That said all of the Coasters
remain in operation and appear very successful.
The resorts prefer each sled dispatched with two
people if possible. The penetration for double riders
is about 50%. Operational costs, as a percentage of
revenue, runs anywhere from 15-20%. This includes
labor, preventative maintenance, power, spare parts.
If you are running multiple attractions, you should
receive an economy of synergy, so Kinosoo’s costs
should be around the 15% range. Visitation to the
Coaster varies from resort to resort. The fewest
number of visitors at these various is about 60,000
divided between summer and winter (80% summer
and 20% winter is a general rule), and the highest
number of visitors is over 100,000. Just like Kinosoo,
the majority of the patrons of these resorts are
young, active adults and families.
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Below is a list of Wiegand Alpine Coasters installed
in North America from 2006 thru 2011 as previously
discussed.
It is important to note that the return on investment
timeline for these faciltiies ranged between 11 and 22
months operation.
1. Park City Mountain Resort, Park City, UT -- installed
2006; uphill length 1,950 feet; downhill length 3,900
feet; vertical 325 feet; price for adult and junior not
available, single rider $20, double riders $35 (two
riders per sled) and a wrist band for $65 (multiple
rides); annual visits not available; annual revenue
estimated $1.25-$1.3 million; EBITDA not available;
ROI 18 months.
2. Jiminy Peak, Hancock, MA -- installed 2006; uphill
length 800 feet; downhill length 2,700 feet, vertical
300 feet; price for rider 48 inches $45, under 48
inches $23 (These represent bundled pricing.), 6-ride
book $45; annual visits not available, annual revenue
not available; EBITDA not available: ROI 22 months.
3. Wisp Resort, McHenry, MD -- installed 2007; uphill

length 1,000 feet; downhill length 3,000 feet; vertical
not available; single rider $10, double riders $15,
3-ride single $25, 3-ride double $40, 10-ride single
$80, 10-ride double $130; annual visits not available;
annual revenue not available; EBITDA not available;
ROI 21 months. Note: In the last 3 years this particular
resort has almost equal ridership in winter and
summer seasons.
4. Spirit Mountain, Duluth, MN -- installed 2010; uphill
length 1,485 feet; downhill length3,368 feet; vertical
not available; single rider $8, double riders $12, 10ride single $60 (FYI -- this is a city-owned resort.);
annual visits not available; annual revenue not
available; EBITDA not available; ROI 16 months.
5. Breckenridge, Breckenridge, CO -- installed 2010;
uphill length 1,220 feet; downhill length 2,345 feet;
vertical 325 feet; single rider 8 years or 52 inches $18,
second rider less than 52 inches $7 or two riders over
52 inches $25, adult day pass $72, child day pass
$38; annual visits not available; annual revenue not
available; EBITDA not available; ROI 11 months.
6. Cranmore, North Conway, NH -- installed 2010;
uphill length 1,315 feet; downhill length 2,390 feet;

vertical not available; single rider $12, second rider
$9, all-day pass $39 over 48 inches, all-day pass
under 48 inches $29 (Note-- they have a high
penetration rate on their day passes.); annual visits
not available; annual revenue not available; EBITDA
not available; ROI 11 months.
7. Blue Mountain, Collingwood Ontario, Canada
-- installed 2010; uphill length 1,558 feet; downhill
length 3,650; vertical 300; single rider $15, double
riders $24, lodge guests receive a discount
-- on single ride $10 (-$5) and double ride $20
(-$4); annual visits not available; annual revenue
not available; EBITDA not available; ROI (Our
understanding is that the ride more than exceeded
their expectations for return on investment but actual
figures were not available.)
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Appendix I – Capital Infrastructure Estimates - Alpine
Coaster contains the full Wiegand proposal and
quote in USD. The total cost is converted to CAD
and included in the Capital Cost Estimates Summary
table.
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The edge of the lodge parking lot is located
in the lower left corner of the proposed Alpine
Coaster design. This design would have a loading station near the lodge, two uphill lift sections
and two downhill runs. According to Weigand
USA, this would be one of the longest and most
interesting/fun Alpine Coasters in North America

Figure 10: Proposed Alpine Coaster Track Layout
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chairlift so as to transport bikers up to the top of the
hill where they would have a choice of runs from
which to descend the mountain. It is imperative that
the trails are appropriate for a broad mix of abilities
and in particular needs to be able to be used safely
by novice riders and families with younger children.
The buildout is projected to be done in two phases.

Action Video Program
Most attractions no longer offer captured still images
for purchase due to the changing marketplace
and cost of labour and supplies. For activities like
the Alpine Coaster a personalized video is now
considered the best option. Each car is fitted with its
own video camera which records the trip for guests.
The software automatically combines their personal
experience with B-roll footage (aerials, forwardfacing, etc.) and turns it into an electronic, edited
product that they purchase at a kiosk, requiring no
staffing. They are then e-mailed the video and a link
to collect it on a website. The vast majority of guests
then post the video on their social media, creating
valuable guest-generated marketing content. Videos
are automatically branded and include hashtags.
Estimated hardware costs for the coaster video is
$65,000 which has been fully paid for in the first
8 months of operation. The software company
partnership works on a model of 50/50 shared
revenue of the videos sold. Other coasters typically
see a range of 12% to 20% of total carts purchase a
video. Projections for Kinosoo have been set at 15%.
For the revenue share Kinosoo gets:
•

Usage of the software and system to record, edit
and deliver videos from the guest experience

•

7 day a week support 5 am to 5 pm Pacific time

•

All automatic software updates within the
product

•

Complete reporting of sales and marketing
analytics

•

Access to operator portal and storage of videos

Phase I would see the following completed:
•

On and off ramps at the ends of the chairlift

•

A novice flow trail

•

An intermediate single-track trail

•

A bike wash station near the lodge

Phase II would see the following built:

Mountain Bike Downhill
Since there has been a new mountain bike terrain
park recently built in Cold Lake, it is recommended
that lift-assisted, downhill mountain biking be offered
at Kinosoo without an accompanying terrain park.
This would see bike racks installed on the new

•

An intermediate flow trail

•

An additional intermediate single-track trail

•

An advanced single-track trail

This would mean that there would be 5 trails in total,
with trails accommodating novice, intermediate and
expert riders. Downhill bike rentals and helmets
would also be made available.

Links to example video:
Magic Mountain & Zipworld: https://revl.com/democoaster
Wilderness Run: https://vimeo.com/477290859/
b6ca9934b1
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This video provides a good idea of the workflow:
https://revl.com/how-it-works
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Scenic Chairlift Ride
There is a good reason why almost every hill that
offers summer activities offers a scenic chairlift ride
– they are easy to provide and make money. This is
an activity for the more sedentary person who wants
to partake in an activity but does not want to break a
sweat or take any risks. The chairlift will be running to
provide the downhill bikers with a way up to the top
of the trails, there is no reason why sightseers should
not be allowed to enjoy the same ride. At the top of
the hill a few interpretive plaques should be erected
that describes what topography the reader is looking
at as well as provides some of the natural history of
the area.
The estimated capital costs for the mountain bike
downhill and scenic chairlift ride is approximately
$984,000 over two years. The year five projected
gross revenues for the combined offering are
projected at $1.3 million with an EBITDA of 55%.

Kinosoo. This spur trail should be explored as the MD
continues to develop its trail network as Kinosoo is
an obvious place to end your ORV trip with a good
meal just as it is for snowmobilers.

ATV Skills Training Park
The authors understand that ATV use is typically
not permitted in a park. However, this proposed
activity is not trail riding nor does it encompass riding
throughout the permit area. The skills training park
is approximately 100 m x 100 m and is developed to
train skills in climbing, side-hilling, obstacle climbing
and other challenging components of riding.
The northeastern region of Alberta is heavily
populated by outdoor recreational vehicles users.
ATVs, side by sides and dirt bikes, all are seen
in the backcountry of this region. It is one of the
reasons that the Iron Horse Trail is so popular.
While snowmobile users of the trail can easily get
to Kinosoo by crossing the lake, summer ORV users
do not have a straightforward trail to bring them
from the Cold Lake end of the Iron Horse Trail to

Nonetheless, there are many people in the Lakeland
region who own ATVs and would likely be interested
in enjoying a skills terrain park in particular so that
their children learn to ride safely. Lessons that
include certification will be available for both adults
and children. The course will meet the Canadian
Safety Council requirements. Each regular session
is 2 hours long and can contribute towards a full
certification in future. Training and supervision will
be conducted by a CSC certified Instructor. Full day
certification programs of 6 – 8 hours will be available
and is suitable for persons who require certification
for their employment.
Introductory
Courses are
provided for
adults as well as
children under
14 years of age
whose parents
sign a consent
form. Family
courses will also
be provided on
request. ATVs
and helmets are
provided as part
of the course.
Guests with their own machines could also be
welcome to pay to use the terrain park when it is not
in use for courses, providing they sign a waiver and
take part in the safety briefing.
The terrain course will be approximately 100m
square in size and will provide fun opportunities to
learn to control an ATV while climbing, descending,
and turning the vehicle over challenging terrain. The
pinnacle of the experience will be driving thru the
“mud bog” or climbing the “boulder garden” - which
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may have a camera installed near it to take great
action shots or video of each muddied rider, which
can be bought after the session is over.
This activity should be provided in partnership with
the manufacturer whose vehicles are used, and the
terrain park named accordingly such as the Arctic
Cat Terrain Park or something similar.
The projected capital cost for the ATV skills training
park is $458,000. Projected revenues in year five are
$567,000 with an EBITDA of 43%.

French Bay Family Beachfront
Where the shallow beach is in the French Bay
Campground, a floating children’s waterpark/
obstacle course would be installed for the summer
season. The dock would be in the shape of an
inverted ‘U’ and would allow guests to come to the
beachfront and tie off their boat to the dock and
let their kids enjoy the floating park. The inflatable
waterfront is a commercial grade attraction that kids
of all ages absolutely love playing on. The image
below shows only one inflatable element of a much
larger floating park. As the 2018 Needs assessment
revealed, “aquatic spaces” are in high demand

and this attraction should be very well received by
families in the region.
The floating dock would be 100’ wide with 50’ arms
down either side crating the “U”. The inflatable
attraction is inflated and then deflated at the end of
the season with the three docks are pulled out of
the water. There is no charge to either the campers
at the campground nor the folks that arrive by boat.
This is an “attractor” element for Kinosoo, and it is
hoped that it not only creates goodwill amongst
the Bonnyville MD residents but that many of them
will then want to enjoy some of the other summer
Kinosoo offerings including buying lunch for the
family.

French Bay Waterfront Rental Kiosk
Just up from the beach where the kids floating
waterfront is located would be a building and locked
storage area that houses the canoes, kayaks and
stand-up paddleboards and appropriate paddles
which are for rent. Children and adult sized life
jackets would also be available. The kiosk would
also have a small concession area that sells, cold
drinks, candy, snacks and ice cream treats. There is
a power source nearby so electricity for refrigeration
and point of sale equipment should not be an issue.
This is an offering that could be outsourced to a third
party if desired.

Water Tubing
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A boat that comfortably sits 4 persons plus the
captain and a 150hp engine would be moored on
the side of the floating dock with a sandwich sign
advertising boat-towed tube ride. Children aged 12
and above can go by themselves and children under
12 would need to be accompanied by an adult. The
tube will be commercial grade and be able to seat 4
persons. The tickets for the ride would be sold at the
waterfront kiosk. This is an offering that would likely
be sourced out to a third-party entrepreneur who
would pay a commission to Kinosoo.
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Group Firepit and Covered Seating Area
At each end of the expanded French Bay
Campground there would be a large firepit area
with a covered and locked wood box and a few
cemented metal benches. The firewood would be for
sale and sold by the camp attendant. The covered
areas will both provide aluminum picnic tables. The
shelter near the floating waterfront will also be used
in the winter as a warming hut for folks waiting in
the overflow parking lot to take the sleigh shuttle
over to the ski hill. It will have side walls with space
for plexiglass to be inserted in the winter to keep
out the wind as well as a commercial grade barrel
woodstove at one end.

Horseshoe Pits
Six horseshoe pits would be installed near each of
the covered group shelters and firepits at the French
Bay Campground. Horseshoes will be provided and
will eventually need to be replaced as they are lost
or broken. Each pit will have a large three-sided
wooden backstop at least four feet high around each
post which will ensure that the shoes are not easily
lost, and no bystanders are ever hit by an errant toss.
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Zorbing
Zorbing is a sport where participants wear
“zorbs”, large clear, inflatable polyethylene balls
approximately six feet in diameter. Some balls only
cover the torso of the player, leaving the lower legs
(with kneepads) exposed while others completely
enclose the participant. While wearing the zorb
players can enjoy games such as soccer however
the sport becomes a full contact sport with players
running into and bouncing off of one another.
Children ages six to sixteen love this hilarious, and
unique game. The zorbs would also be one of the
activities offered to school groups who come for a
multi-day camp. It might also be offered at special
times during the summer as an organized activity for
kids from families who are camping at French Bay
Campground.

course needs to have holes average 200 to 400 ft.
in length with no hole shorter than 100ft. The course
would be built so that it could become a course
used for Alberta sanctioned competitions leading to
the national championships held each year by the
Canadian Disc Golf Association. The sport is great fun
for all ages and families enjoy playing the sport all
over Canada. The only other disc golf course nearby
is the 9-hole course located on the Cold Lake Base.
Fitness Trails/Vita Parcours
Vita Parcours trails were first developed in Europe
and are defined as a fitness trail consisting of a path
or course with outdoor equipment or obstacles
installed along its length for exercising and
promoting good health. In general, fitness trails can
be natural or man-made, located in areas such as
forests, parks, or urban settings. Equipment exists to
provide specific forms of physical exercise, and can
consist of natural features including climbable rocks,
trees, and river embankments, or manufactured
elements (stepping posts, chin-up and climbing bars
etc.) designed to provide similar physical challenges.
The degree of difficulty of a course is determined
by terrain slope, trail surface (dirt, grass, gravel,
etc.), obstacle height (walls) or length (crawls) and
other features. The relatively new concept of an
outdoor gym, containing traditional gym equipment
specifically designed for outdoor use, is also
considered to be a development of the parcours.

Disc Golf
In the woods behind (west) of the yurt
accommodation would be an 18-hole disc golf
course. Disc golf is played quite similarly to regular
golf except instead of clubs and holes on a green, a
metal post with an attached basket is the target at
which players try to hit with their frisbee discs. The
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These outdoor exercise gyms include moving parts
and are often made from galvanized metal. The trails
behind the yurt accommodation in the acquired
lands north of the Lodge would be a perfect location
for the establishment of a Vita Parcours trail. The
Kinosoo trail would include various fitness equipment
/elements suitable for children and adults. The
trail could be integrated into a children’s physical
education class as easily as it could be used by an
adult fitness enthusiast who is staying in the yurts or
at the French Bay campground. Obviously, the trail
can also be used as a simple trail for guests to hike
in the area.
It should also be noted that outdoor fitness
equipment was one of the activities identified in the
2018 Needs Assessment.

Astronomy Platforms
Guided and self-guided astronomy sessions could
be offered at the resort. Each viewing platform
would be used as a general viewing/sun tanning
deck on the water’s edge during the day and then
used to look at the stars in the evening. One platform
would be located at the water’s edge 20 yards past
the last yurt. The other would be located on the
shoreline near the family beachfront at French Bay
Campground. Each deck would only be a couple
feet off the ground and approximately 25’ by 25’
in size. Each would have a 4’ round hole cut in the
middle of the floor that would have a concrete
culvert inserted on end, whose rim was 24” higher
than the wood floor. The top of the culvert would
have a steel metal round cover attached that was
locked in place but could be removed when needed
so that the culvert became an additional fire pit
for use when not being used for astronomy and
used for special guided programs for the yurt and
campground guests. A round metal plate would
be attached to the floor that extended 36” beyond
the circumference of the culvert to catch any stray
embers.
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Bossaball
One of the newest sports bring enjoyed by families
and youth is Bossaball. The sport essentially takes
volleyball and sees it played on an inflatable cushion
that includes a trampoline in the middle of each side
next to the net. This type of court allows players to
“dig” for balls without fear of getting hurt as well
as allows players to jump off the trampoline and
spike the ball at a height they would never attain
on their own. The court would likely be located
near the multi-court surface. If market demand was
confirmed the court could be lit for night use as well.
The court would be used for drop-in use as well
as structured tournaments and as part of a school
group multi-day stay.

Multi-Sport Courts
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Located in the area immediately east of the lodge
and northwest of the Aerial Park would be a multisports court (identified as a hockey rink in the winter
activities). The court would have an asphalt surface
45m x 45m in size. Basketball, soccer, pickle ball
and ball hockey would be played in the facility. It
would be completely fenced in by a 3 m high chain
link fence on the sides and a 6m high fence on the
ends with four separate entrance doors at each
corner. Hockey boards would be attached to the
inside bottom of the fence all the way around. The
court would be lit for nighttime use. The surface
would have lines painted in four colours, yellow for
two basketball half courts with height adjustable
backboards, white for six pickle ball courts, black for
two soccer net creases and red for two hockey net
creases. Inserts for hockey nets would be installed
and the surface could be used for ball hockey in the
summer and ice hockey in the winter. This surface
would be used for drop-in use as well as structured
tournaments and as part of a school group multi-day
stay.
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This is a program that should not cost much to implement and has the possibility to become a weeklong program that eventually might even include an
overnight(s) depending upon the availability of the
campsites and yurt accommodation.

Spring/Summer/Fall Events
Just like the winter, during the spring, summer and
fall seasons there is the opportunity to have many
“special events” that should provide additional
impetus for guests to visit Kinosoo. Some of these
events would occur at the amphitheatre others in
other locations around the resort. Some of these
events already occur in the local region, nonetheless
they could still be hosted from time to time at
Kinosoo. An events coordinator has been budgeted
in the projected expenses for events.
Mini-Golf
This activity is always a favorite of families and
is a great offering to ensure that even the most
unathletic member of the group has an activity they
can excel at.
The course would be located on the land located
on the west side of the road offside the ski run near
the bottom of the blue chairlift. The course could
be themed to match the theme of the Aerial Park,
but it does not warrant an extremely complicated
(and hence expensive) design. Manufacturers of a
prefabricated course that is very easy to install was
contacted to provide a quote which can be found in
Appendix I – Capital Infrastructure Estimates – Mini
Golf.
The mini-golf capital cost estimate is approximately
$310,000 with projected gross revenues in year 5 of
$227,000 and an EBITDA of 59%.

Amphitheatre
Kinosoo is the perfect location to hold various
concerts, productions, performances and community
events. The amphitheatre would be built so that it

faced up the ski hill. It would be embedded into the
ground so that guests would watch the performance
either from the ten or so rows of bench seating
(important for seniors) or from the grassy slopes
above. It would be wired for three phase power for
large amplifiers and equipment as well as lighting for
evening events.

These events could include but are not limited to the
following:
•

School group programs – “Spring or Fall
Olympics”

•

Community group meetings

•

Adventure races (biking, running, paddling)

•

Gladiator competitions

Summer Camp Experience

•

Outdoor ball hockey tournaments

Once all the various summer attractions/activities
are operational there exists an obvious opportunity
to provide a short (one to two week) summer camp
experience for children from the local area. A cursory
review of current camp opportunities shows very
few currently operating. This would be a program
that would be implemented gradually, beginning
with one day-camp session in the summer to gauge
the market demand. As camp registration fills up
more quickly, additional sessions can be offered. All
of the recommended activities above can easily be
augmented with some “classic” camp activities such
as archery, arts and crafts, camp games such as
capture the flag etc., and earth education (ecology
studies etc.)

•

Pickle ball tournaments

•

Vita parcours, fitness tests

•

Downhill biking races

•

“Show and Shine” car shows

•

Musical concerts

•

Weddings

•

Astronomy workshops

•

Culinary demonstrations

•

Special meals (Thanksgiving etc.)

•

Wine and beer festivals
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•

Evening speaker series

•

First aid Courses

•

Seniors lecture series

•

Bird watching workshops

•

Orienteering contests

•

Art fairs

•

Catered “Long Table” dinners on the Lodge deck

•

Disc golf provincial ranking tournaments

•

Regattas

is bug-free. If it becomes a venue of choice, it
would be possible to clear the forest around the
platform to a greater extent that would allow
chairs to be set up. This would be a likely venue
for a smaller wedding party. This venue would
also allow the bride and groom to arrive at the
ceremony by boat if desired.
Price point is almost always a consideration for
couples and their parents when planning a wedding.
It is the rare couple that say that “price is not an
issue” when visiting various potential venues for their
big day. This should be a competitive advantage for
the resort. Catering a wedding at the resort should
be an inexpensive option relative to holding it in a
major city centre hotel or a lavish resort. Yet, even
though the cost is not prohibitive, the Kinosoo venue
is absolutely beautiful and would represent one of
the nicest venues in the greater Bonnyville region.

Weddings
Kinosoo management requested that additional,
specific information be included regarding the
provision of wedding services at the resort. The
authors of this report have significant experience
with both weddings and corporate incentive
packages and are quite fluent in this market.
Management has already identified weddings as
a particularly lucrative opportunity for the resort.
Once again, the lack of unique venues within the
Bonnyville region plays to the advantage of the
resort.
Below are listed the prioritized, major selling points
of importance to potential guests when pitching
weddings.
A Unique Venue for the Actual Ceremony. Couples
who have decided that they are not interested in a
traditional ceremony in a church are often looking
for something completely different. Kinosoo can
offer this alternative venue very well, particularly
for guests looking for an outdoor ceremony. Some
examples of potential venues are as follows:
•
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The viewing platform at the top of the Aerial
Course can accommodate 100 persons and is
a spectacular venue for a ceremony. The issues
here are access to the platform for persons who
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will have difficulty with the stairs, and the fact
that it might be too windy.
•

The top of the green chairlift. Being transported
to their ceremony via a chairlift will be seen as
exciting and unique by some prospective guests.
Some groups may require the erection of a large
tent at this location which may increase costs,
however it is possible. This venue also has the
advantage of being able to accommodate a
large number of guests.

•

The lodge deck is an obvious place to stage
a ceremony although the number of wedding
participants will be limited. This venue has the
advantage of being easily moved indoors should
the weather turn bad quickly prior or during the
ceremony.

•

The waterfront viewing platform at the far end
of the yurts would be a lovely spot to be married
if the sun is shining on the lake and the month

On-Site Wedding Party Accommodation. In general,
couples are often prepared to have guests other
than the wedding party and next of kin stay in
accommodation that is removed from the actual
wedding venue, if they and the wedding party can
stay on-site. The more unique the accommodation
for the wedding party is, however, the better it is
from the couple’s perspective. Currently, the only
real constraint to the Kinosoo wedding product
is the lack of on-site accommodations. With the
construction of the yurts this unique accommodation
would be available. Certain additional services
would likely need to be provided by the resort such
as a shuttle for the bride and bridesmaids to the
ceremony so they don’t have to drag their dresses on
the boardwalk/trail. Additional power might need to
be provided to a specific yurt, or a separate room in
the Lodge provided for the women of the bridal party
to ensure they have enough outlets/power for their
needs. As meticulous as this may sound all these
types of details will be crucial to create a wedding
package that accommodates all the needs of the
bride and groom.
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competing for wedding contracts. Packages that
combine a shuttle to the Oasis Spa in Cold Lake for
various treatments, manicures and massages for
the wedding party and bundled activities at Kinosoo
including exclusive family competitions at activities
such as the mini-putt and on the aerial course will
differentiate the resort as a prime destination for the
wedding market.

Catering is a crucial piece of the wedding package.
Poor food can ruin the experience and great food
can rescue an awkward event. The food and
beverage services are also one of the largest
expenses of the event and is often a preoccupation
of the couple and their parents. Kinosoo’s kitchen
facilities are more than good enough to cater a
wedding and/or have an outside caterer use those
facilities to provide a beautiful sit-down meal for any
wedding party.
The website marthastewart.com states that under
50 persons is considered a small wedding, 50 to
150 guests a medium sized wedding and over 150
persons a large wedding. The website theknot.ca
states that the average size of a wedding in Canada
is 154 persons. Occupancy capacity for meal service
at a wedding at Kinosoo is currently at 50 pax in the
Fireplace lounge and 238 pax in the main dining
room. These numbers mean that a 200-person
wedding is entirely feasible, and this makes Kinosoo
a possible venue for large weddings.
Activities for guests and the bridal party is often a
consideration for wedding parties. Fortunately, this
is another area where Kinosoo will excel. Once the
enhanced activity set is in operation, Kinosoo will
be the perfect place to host a pre-wedding activity
day. This menu of activities includes activities for
all ages and opportunities for family competitions
that will provide a unique selling advantage when

The challenge for hosting weddings is ensuring
that the bridal party feels that they are the centre of
attention and that their needs are being attended to
at all times. The wedding party, parents and bridal
consultants can require almost constant attention.
This requires that a Kinosoo staff person be selected
to be “the” person attached to that particular
wedding to ensure that this attention is sincere,
always available and consistent.
The second challenge is ensuring that the logistics
of every wedding are well planned, well executed
and always include a plan A, B and C including a
plan for bad weather. This again requires that there
is a team approach to the execution of an event that
is arguably one of the greatest milestones of the
guests’ lives. This attention to meticulous planning
will be doubly important if weddings are to be
conducted while keeping the facility open to the
public. Prior to attempting this logistical feat, it will
likely be prudent to close the facility down to the
public and only host the wedding until all the kinks
have been worked out and the wedding experience
has become somewhat formulaic.

Authentic Indigenous Programing
While no engagement was pursued with any of the
local First Nations, once the resort is developed to
the point where it has become a true destination
for both domestic and international visitors, there
is likely to be a demand for authentic Indigenous
experiences.
Native ecology interpretation, history and storytelling
sessions, dance workshops and demonstrations,
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artisan workshops and art sales, indigenous
hand games etc. are all experiences that the
international marketplace in particular is becoming
more and more interested. There may or may
not be any interest amongst the local Indigenous
groups however it is an opportunity that warrants
exploration.

Shuttle Bus Operations
We recommend initiating a local shuttle bus service
no later than the 2024 season and have budgeted
for that service at that time. The proposed service
is a bus that has appropriate external racking on it
for skis and snowboards in the winter months. The
shuttle will add value to the Kinosoo operations by
addressing two main functions – staff transportation
from Cold Lake and surrounding area (which reduces
staff parking and accommodation requirements) as
well as guest transportation. No revenues have been
projected for this service, but a minor charge could
be implemented for guests – that can then be used
as a discount against other activities at the resort.
We recommend starting with a 24-passenger bus,
however if the service is popular additional or larger
capacity units should be investigated. This is a
service that could be outsourced provided that the
service quality is maintained.

Experiences Summary
After one reviews all of the recommended
experiences for both the winter and summer seasons
it becomes easier to visualize the resort as a true,
multi-day destination. The reality is that while all
of the required infrastructure is unlikely to be built
at once due to capital cost, capacity and timing,
nonetheless the reality also remains that the sooner
these experiences are operating, the sooner the
critical mass of experiences will combine to create a
resort that will ultimately be profitable.
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Specifically, there are a number of prerequisites that
the accommodation design must meet in order to
satisfy the Kinosoo guest experience demands.
1.

The accommodation needs to be configured to
be attractive to couples as well as families and
school groups.

2.

The site has the potential to be wet in spring
and fall, hot in the summer and bitterly cold and
snowy in the winter. Due to these environmental
extremes, the accommodation design/
construction needs to mitigate these climate
challenges.

3.

Some form of fixed roof accommodation is
therefore necessary and simple tents are not
an appropriate option as they are not sturdy
enough for four-season use. Research was
completed on four types of accommodation:
structured wall tents, prefabricated huts, cabins
and yurts. The accommodation matrix below
shows the strengths and weaknesses inherent in
each accommodation type.

KINOSOO ACCOMMODATIONS
In order to fully monetize the opportunity presented
by turning Kinosoo into a four-season resort, on-site
accommodation is necessary to ensure that visitors
stay for a multi-day experience.
Two types of accommodation are envisioned to
begin with. One is a “glamping” (glamorous camping)
development which would be located on the
shoreline of the parcel of land to be acquired north
of the current lodge. The other is an expansion of the
French Bay Campground. Again, it cannot be stated
too strongly how critical it is to increase the land
holdings of the resort. Without the additional space
the critical mass of accommodation and additional
activities cannot be attained.
Glamping - Infrastructure Description and Designs

74

“Glamping” or “comfort camping” as it is sometimes
called is a form of accommodation that is an obvious
choice for the Kinosoo site. The beach on the west
side of the newly acquired north parcel is very
close to the lodge and activity centres and yet it
feels quite remote. Accommodation in Cold Lake is
hotel/motel/lodge accommodation which, while
being utilitarian and appropriate for that location, is
not particularly unique nor does it add to the guest
experience. As well, the location of the north beach
site demands that the accommodation needs to
be not only unique but must visually add and not
compete with the landscape and the overall feel of
the guest experience.

With all of this in mind, 32’ yurts have been chosen
as the most cost effective, yet unique and efficient
comfort camping accommodation for the Kinosoo
project. Yurts have a number of attributes that make
them well suited for use at this location:

1.

They are a unique structure that most guests
will have never stayed in. They have a very
serene “feel” to them and provide for a beautiful
living space. When furnished appropriately
their ambiance will fit the location’s aura and
atmosphere very well. Several windows and a
spherical, clear dome on the top will make for a
bright space that will also allow for viewing the
stars and northern lights from the comfort of the
guests’ beds.

Accommodation
Matrix

Capital Costs

Maintenance
Costs

Difficulty of
Construction

Four Season
Use

Intermittent
Heating
Option

Wall Tent

LOW

MEDIUM

LOW

NO

NO

Pre-fab Hut

MEDIUM

MEDIUM

MEDIUM

YES

YES

Cabins

HIGH

MEDIUM

HIGH

YES

YES

Yurts

LOW

LOW

LOW

YES

YES

Table 8: Accommodation Comparison Matrix
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2.

3.

They are available in many colours including
white, beige, light brown and green so that they
can be manufactured to blend unobtrusively
into the surrounding environment.
They are very strong structures that are
insulated and sturdy enough to be used
successfully in tourism operations in +40C heat
and -50C cold. They were first constructed on
the Mongolian Steppe in part because they
shed strong winds so well. They are available
in fabrics similar to those found in rafts that last
well over 25 years with a minimum amount of
care.

4.

In general, once constructed, they require little
to no maintenance other than having the outside
fabric washed once a year if required.

5.

They are built on decks and platforms and
are therefore well suited to being erected on
a cantilevered platform overlooking the north
beach embankment, providing an incredible
viewscape of the lake below.

6.

They are very easy to erect. Two persons can
erect one in a day or so, and yet they provide
solid, fixed roof accommodation that not only
will not need to be taken down for the winter
months but actually make for very cozy, winter
accommodation. Because they can be moved
easily, they tend to be easily financed as they are
assets that can be sold if required.

7.

There are a few very reputable yurt companies
that manufacture a great product in Canada
and ship the yurts anywhere on pallets as a kit.
These are easily assembled by workers with
rudimentary carpentry skills.

8.

A 32’ diameter yurt is very inexpensive
compared to a cabin of the same size.

Yurt Site
It is recommended that 20 guest yurts initially be
built on decks all overlooking the north beach. The
buildings would be approximately 40 feet apart and
they would be staggered slightly so that they were
not all in a perfect line. A boardwalk/trail would run
behind the yurts with utilities buried adjacent to the
trail. This configuration will allow for an additional
20 yurts to be easily built on the other side of the
trail, sharing the utilities corridor, should market
demand warrant this expansion. The decks would
be raised 24” off the ground and would provide a
beautiful sitting area to watch the setting sun over
Cold Lake. A rain diverter would be installed directly
over the door. Each yurt is well insulated and has
multiple, screened windows to allow for the breeze
off the lake to be felt as well as a Plexiglas dome
at the top of the roof that can be opened. Each yurt
would accommodate 6 -7 guests for a maximum
of 120 -140 guests in total. Beds are configured to
accommodate a range of guests from families to
student groups.
There would be a heated shower/bathroom house
with 6 washrooms and 4 showers on the male side
and 6 washrooms and 4 showers on the female side
as well as 2 outdoor showers, located centrally to
all the yurts. It is assumed that a wastewater system
with pump out tanks would be installed in ground,
below the frost line to deal with this liquid waste.

A viewing/astronomy platform would be located at
the north end of the yurt installation and a covered,
common area with a smoke vent and firepit would be
built next to the shower house.
A gravel trail/boardwalk will have spurs off to each
yurt so that guests can either wheel their luggage
to their yurt in large volume plastic wheelbarrows
which are provided, or they can have a staff member
transport their gear via quad and trailer. Cleaning
staff can access the buildings easily by using their
electric cleaning cart on the same paths.
The intent is to encourage guests to use the food
and beverage services available at the resort
and only providing guests with the ability to use
a microwave, refrigerator and kettle and a means
to wash the glasses, dishes and cutlery which are
provided in a lockable box.
Furnishings in the 804 square foot yurt would
include:
•

a natural gas fueled stove with a thermostat
located in the centre or one side of the floor
(depending on the model selected) with a threesided lattice around the back and sides of the
stove allowing for an unimpeded view of the
flames through the glass door from the front.

•

a small kitchen counter with a large sink
connected to the wastewater plumbing and ondemand hot water plumbing. A microwave and

The approximate cost of an unfurnished, 32’ yurt
with three, 3X5’ windows, a wooden door, a screen
for the dome, fully insulated, ready to accept a stove
and including a heavy-duty wind and snow kit is
approximately $37,000.
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electric kettle would be provided. Lights would be installed over the
counter.
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•

A small refrigerator with an icebox.

•

A small dining table and 6 chairs

•

3 bunk beds with full linens. One set up as a double bed on the bottom
and single bed on the top, and two singles over single bunks. Reading
lights would be attached to each side of the bunk over each bed,

•

2 floor lamps, and 4 wall mounted lamps

•

3 comfortable chairs, a 4-person couch and a coffee table

•

2 floor rugs

•

2 fans

•

6 outlets for electronic device charger units.

•

coat hooks and rubber boot mats

Projected capital costs are approximately $4 million. Gross revenues by
year five at a conservative 45% annual occupancy are $790,000 with an
EBITDA of 54%.
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French Bay Campground Expansion
Summer camping accommodation within the immediate Cold Lake area is limited
with a total of approximately 400 serviced and unserviced sites available via
provincial and municipal district parks as well as private operators.
The MD is completing a design plan and consultation for this campground expansion
in 2022. Currently the French Bay campground only has ten, unserviced sites. It is
recommended that the current sites be transitioned into a day use area as per the
experiences recommendations, and the number of unserviced sites be increased to
150 in total. Each site will remain unserviced, with a firepit and picnic table provided
for each site. A covered, common group area with picnic tables and nearby firepit will
be installed at each end of the campground. The covered building near the family
beachfront will have winter panels and a commercial woodstove that would serve
as a warming shack for guests wishing to take the sleigh shuttle over to the ski hill.
Firewood would be available for purchase and use of the family floating water park
and horseshoe pits would be free of charge.
The current boat launch site would be enhanced by extending/improving the launch
pad.
The average occupancy of a provincial park campsite in Western Canada is
3.2 persons. This should translate into approximately 480 guests when the new
campground is at capacity.

KINOSOO RIDGE ADVENTURE RESORT

Gross revenues in year five of the expanded
operation are estimated at $366,000 with an EBITDA
of 42%.

Accommodation Summary
In order to ensure that visitation to the new Kinosoo
experiences is adequate to create a profitable
enterprise, guests need to be encouraged to stay
longer and do more over an extended operating
season, both into summer in a more significant
way and also into the shoulder seasons. To allow
guests to enjoy a multi-day experience, whether
they be a family or a school group, there needs
to be reasonably priced accommodation at the
resort. The creation of 20 yurts for four-season use
and an additional 150 camping sites for shoulder
and summer season use should provide the “base
occupancy” needed to ensure that the resort is
ultimately profitable over a 12-month period. The
financials at the end of this report depict a product
that should cover its capital costs and produce a
positive EBITDA in a reasonable time period. Should
market demand be confirmed in future years, the
yurt facilities can easily be doubled in number to a
total of 40 units.

Figure 11: Site Detail Map
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CAPITAL COST ESTIMATES SUMMARY
Class “C” Capital Infrastructure Estimate tables for each of the individual pillar experiences can be found in Appendix I.

Experiences Summary Capital Estimates
Approved
2022

2023

*Action Video Equipment
*Alpine Coaster

$1,500,000

Amphitheatre Development

2024
$65,000

$65,000

$2,500,000

$4,000,000

$50,000

$50,000

*ATV Skills Training
Back-up Power Generator System

$458,125
$350,000
$75,000

Family Waterfront Equipment & Docks
$150,000

$60,000

$1,768,125

$1,768,125
$148,625

$0
$309,375

*Mountain Bike & Scenic Chairlift

$515,313

Pickle Ball/Ice Rink Facility
Snowmaking Pedestal GFI

$148,625

$350,000

*Mini Golf

Replacement Chairlift Project

$75,000

$60,000

*Ice Wall
Lodge Upgrades/Boiler

$458,125
$0

Canoes/Kayaks/SUP Rentals/Storage/Retail
*French Bay Campground

2025

New
Experience
Total

$309,375
$468,750

$984,063

$150,000

$150,000

$4,233,155

$0

$120,000

$0

New Rentals Centre/Renovate Retail

$500,000

$500,000

Snowshoe Rentals & Trail Development

$25,000

$25,000

Tube Park Lift/New Lanes

$80,000

$80,000

$1,250,000

$2,745,000

$3,995,000

$5,902,813

$6,307,375

*Yurts

Investment Estimate

$5,203,155

$458,125

$12,668,313

* Pillar Experience
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Table 9: Experiences Summary Capital Estimates
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PERSONNEL
FORECASTS

for their assignment at the facility. This may include a
period of shadow training whereby an inexperienced
staff member spends time “shadowing” a more experienced person. It may also require the person to
go work, for a short while, at another operation.

Recruitment and Retention
In order for the facility to be successful, the staff
need to be encouraged and empowered so that
ultimately, they feel that they are not just employees but are an integral part of a team. When this is
achieved not only does a sense of shared responsibility and pride become the norm, but the guests will
also recognize the “feel” of the resort and want to be
part of the experience.
The development of this shared responsibility and
experience is supplemented through opportunities
for growth within the organization, safe and healthy
workplaces and creating flexible work arrangements.
Creative strategies that go beyond pay and benefits
can be employed to attract and retain employees.
Recognition, employee engagement, communication and employee development are some examples
of approaches that can be very effective.
Specific examples in the tourism operations field
include options such as subsidized accommodation, transportation assistance, pro-gear deals, staff
discounts, staff participation days (where staff get to
experience the resort offerings).

Training
Training will need to ensure that hospitality service
and guest experiences are delivered in a consistent and appropriate manner. In addition, standard
training such as first aid, ProServe, and Food Safety
Alberta will also have to be completed depending on
the staff person’s role.
Once a person has attained the required basic training, they will complete the on-site training required

In order to ensure the best possible guest experience, the facility will need to be managed and
staffed in an extremely professional manner. During
the pre-opening development period the management team needs to create the protocols, standard
operating procedures, and safety and service standards that will guide how the facility is managed on
a daily basis. Any person who wishes to work at the
facility will have to be committed to abiding by these
rules. Inappropriate behaviour, including any form
of substance abuse, while on the facility property
should be dealt with fairly but firmly.
The final part of the staff training occurs prior to the
opening of the facility for paying guests. A “soft”
opening should be held, during which non-paying
guests and community members will participate in
activities at the facility so that the staff can experience a trial run of operating the facility under live
conditions.

responsibilities. As the staff complement grows there
will likely be a need to develop more permanent
staff housing if the required personnel are not available from the local community.

Staff Shuttle
We have built into the financial forecasts the cost
of operating a staff/guest shuttle from Cold Lake.
The provision of staff transportation will improve the
recruitment and retention of staff required to operate
the resort. It will also generate some off-set revenues
through providing guest shuttle services in addition
to its primary purpose. The provision of this shuttle
will improve the opportunity for local youth to work
at the resort without putting additional pressure on
the staff accommodation requirements as well as
reduce the need for staff vehicles taking up potential
guest parking sites.

Staffing Totals
Personnel estimates are developed in the financial
projections based on number of positions required
per day for the operating season. For example, if you
need 2 people at the ticket/retail booth every day
for a 365-day season that is 2 positions. Those two
positions will need at least 3 people to cover this
shift, therefor a conservative factor of 1.5 is used to
estimate the number of jobs created. Some of these
positions will overlap with existing staff (for example,
summer and winter lift operators). These may result
in existing winter staff converting from seasonal to
full-time, or it may result in another seasonal hire.

There will also be positions where formal education
and/or specific certifications may be required of the
applicants who are applying to work at the facility.
Generator, water and wastewater systems maintenance staff are positions which will often have these
types of requirements.

Staff Accommodations
The provision of staff accommodations for critical
evening and overnight staff will be required once
services include overnight accommodations. The
existing staff house should be renovated into a staff
bunkhouse operation that is assigned based on job

The following chart shows only the new, additional
positions required for the new pillar experiences.
Detailed personnel tables can be found for each of
the pillar experience in Appendix II.

2022
2023
2024
2025
2026
2027
2028
2022
2023
2024
2025
2026
2027
2028
Estimated
Estimated
Estimated
Estimated
Estimated
Estimated
Estimated
Positions
Positions
Positions
Positions
Positions
Positions
Positions
Jobs
Jobs
Jobs
Jobs
Jobs
Jobs
Jobs
Salary Staff Positions

0

0

2

2

5

5

5

5

5

5

5

5

5

5

Hourly Staff Positions

3.5

5.3

5.5

8.3

28.5

42.8

33.8

50.6

36.0

54.0

38.0

57.0

38.5

57.8

Total

5.3

10.3

47.75

55.6

59

62

62.8

Table 10: New Additional Personnel Required
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FINANCIAL
ASSUMPTIONS
The financial projections are based on a set of assumptions that are described below.

•

For the purposes of forecasting the base case,
capacity has been set for each new experience and
activity.

No revenues for retail items have been included as these are very difficult to forecast and we
want to be very conservative in the projections.

•

No revenues for the guest/staff shuttle bus
have been included, only operating and lease
expenses.

•

Visitation and revenues have been projected for
the major experiences only. The revenues from
additional smaller experiences have not been
included (ice rink, pickle ball, etc.).,

The projections are estimates only based on current
expectations and certain assumptions. Should these
expectations or assumptions prove incorrect, actual
results performance or achievement may vary materially from these estimates.

Operating Season

Assumptions

Rates

•

The projections do not include any revenues or
expenses from the existing ski operations.

•

Accounting and bank charges are included in
the associated costs.

Proposed opening rates have been set for all major
experiences. It should be noted that these rates are
lower or comparable to what is currently charged for
similar offerings at other locations.

•

The non-cash cost of amortization and depreciation have not been included.

Conservative Growth Projections

•

The payroll tax rate is estimated at 13%.

•

•

Corporate taxes have not been estimated due to
the unknown position regarding the corporate/
tax structure that will be used.

The authors have projected slow growth and
conservative opening sales for each experience.

•

•

Cash-flow related to timing of expenditures
(accounts payable) has not been accounted for
in the projections. Cash-flow impacts related to
timing of sales, timing of receipts and any payments either in advance (deposits) or in arrears
(receivable) have not been accounted for.

We have projected operating costs as standalone cost centres which does not reflect savings that will be achieved due to economies of
scale in combination with the other experiences.

•

No additional revenues for triple or quad occupancy of the Yurts have been included, nor has
a single supplement charge been added. This
provides for a conservative (low) estimate for
the revenues but an average estimate for the
expenses, resulting in an overall conservative
net projection.

•

Each of the new activities has its own defined operating season which is indicated in the forecasting
model. They range from winter or summer only to
year-round.

The cost of debt servicing and repayment has
not been included.

Projected Occupancy/Visitation
Occupancy levels have been set on a monthly basis
for the first five years for each major experience. A
5% increase per year was used for both revenues
and expenses projections in years six or seven if the
experience was opened in 2022 or 2023.
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Operating Capacity

WWW.LEGACYTOURISM.COM

•

•

EBITDA

A marketing budget has been included in
the capital costs table for each experience
“pre-opening” marketing as well as an ongoing
marketing budget in each set of projected financials for each experience.
No new event catering or summer food & beverage revenues have been included as these are
very difficult to forecast and we want to be very
conservative in the projections.

The financial projections have been completed to
the level of Earnings Before Interest, Taxes, Depreciation and Amortization (EBITDA). We are unable to
determine the parameters for these additional calculations under the current MD management or future
recommended management approach therefore
determined that the best comparison and evaluation
result for the Projected Profit and Loss Tables was
the EBITDA for each experience.
It should also be noted that occupancy, sales and
expense projections are based on developing the
experiences in the proposed time frame. If particular components are delayed, then performance
may change due to the lack of the critical mass of
activities required to create the tourism destination
experiences synergies.

Financial Projections Summary
Detailed sales and expense projections were completed for the first five years of each major experience. Experiences that started operations in 2022 or
2023 had their revenues and expenses increased by
5% per year until 2028. This is conservation (low) for
the revenues and fairly accurate for expenses.
Detailed years one to five projected sales forecasts,
summary projected sales forecast, and projected
profit and loss tables are found for each of the pillar
experiences in Appendix II.
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Experiences Summary Projected Profit and Loss
2023

2022

2024

2025

2026

2027

2028

Projected Revenues
Alpine Coaster

$0

$0

$294,666

$1,109,922

$1,560,162

$1,701,264

$1,836,336

ATV Skills Training

$0

$0

$0

$265,637

$365,018

$412,387

$500,400

Events & Action Video

$0

$81,780

$145,692

$308,694

$364,344

$425,772

$447,061

French Bay Campground

$0

$0

$178,500

$212,813

$253,125

$316,913

$366,525

Ice Wall

$0

$0

$0

$78,498

$89,712

$100,926

$112,140

$171,120

$205,195

$239,345

$273,643

$308,016

$323,417

$339,588

Mini Golf

$0

$123,130

$148,896

$176,056

$200,640

$226,618

$237,948

Mountain Bike & Scenic Chairlift

$0

$0

$464,154

$663,174

$866,046

$1,072,218

$1,279,326

Yurts

$0

$0

$120,450

$494,502

$600,667

$670,283

$787,266

$171,120

$410,105

$1,591,703

$3,582,939

$4,607,730

$5,249,797

$5,906,590

Yurt Commissions

$0

$0

$3,011

$12,363

$22,525

$25,136

$29,522

Sub-total Cost of Sales

$0

$0

$3,011

$12,363

$22,525

$25,136

$29,522

$171,120

$410,105

$1,588,692

$3,570,576

$4,585,205

$5,224,661

$5,877,067

Alpine Coaster

$0

$0

$213,420

$640,900

$762,158

$788,861

$814,159

ATV Skills Training

$0

$0

$0

$228,985

$251,586

$266,617

$299,417

Events & Action Video

$0

$76,692

$104,436

$120,134

$143,121

$145,363

$152,631

French Bay Campground

$0

$0

$183,080

$186,139

$189,558

$206,662

$210,677

Ice Wall

$0

$0

$0

$76,116

$77,471

$89,276

$92,500

$134,962

$141,586

$147,680

$167,099

$173,570

$182,249

$191,361

Mini Golf

$0

$71,332

$75,804

$81,188

$86,158

$91,432

$96,004

Mountain Bike & Scenic Chairlift

$0

$0

$425,857

$464,106

$492,955

$548,759

$578,678

Shuttle Bus Lease/Operations

$0

$0

$25,000

$75,000

$82,500

$90,750

$99,825

Yurts

$0

$0

$104,811

$269,355

$306,547

$312,563

$348,901

$134,962

$289,610

$1,280,090

$2,309,023

$2,565,623

$2,722,532

$2,884,152

$36,158

$120,495

$308,602

$1,261,553

$2,019,582

$2,502,129

$2,992,915

21%

29%

19%

35%

44%

48%

51%

KT-7 Adventure Park

Gross Revenues
Direct Costs of Sales

Net Revenues
Projected Operating Expenses

KT-7 Adventure Park

Total Projected Expenses
EBIDTA
EBITDA/Net Sales
Table 11: Experiences Summary Projected Profit and Loss
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FINANCIAL PROJECTIONS SALES
SENSITIVITY ANALYSIS
A sensitivity analysis was completed using a reduction in occupancy rates without also reducing the
associated increased staffing or operating costs until
the projections resulted in a conservative, breakeven model for each of the experiences.
Alpine Coaster
Projected occupancy for 4-month opening at 6.5%.
12-month season in years 2 to 5 (less 30 days down
for maintenance and weather) are 9.5%, 11.2%, 12.2%,
13.1%.
Break-even at 5.5% in year two (first full year of
operations), 6% in year three, 5% in year four, and 7%
in year five. Break-even percentage drops in year 4
due to minor ($4/unit) increase in rates.
ATV
Projected occupancy for 6.5-month annual season is
year one 23.3%, year two 29.3%, year three 32.9%, year
four 37.1%, and year five 42.1%. This equates to an
average of 11 people per day in the first year.
Break-even at 19.5% in first partial year of operations,
17.9% in year two, 18.6% in year three and year four,
and 19.7% in year five.
Events & Action Video
The projections and costs for events are directly
related to each other and based on facility maintenance and event booking coordination, no sensitivity
analysis is required.
The action video system is automated and feeds
back to a self-serve kiosk in the retail/ticket area.
Estimated photo sales are 15% of Alpine Coaster
guests. No sensitivity analysis is required.
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French Bay Campground

Mountain Bike/Scenic Chairlift

The campground will generate modest revenues,
but its primary purpose is to create a location for
summer guests to stay near/at the resort facility and
take part in the other activities.

Projected occupancy for the five-month operation
of the mountain bike downhill, scenic chairlift ride/
mountain bike rentals are split into two projections.

Projected occupancy for a 5-month season is year
one 31%, year two 37%, year three 44%, year four 51%,
and year five 59%.
Break-even at 31% in first year of operations, 32.2% in
year two, 32.4 % in years three and four, and 32.8% in
year five.
Ice Wall
The Ice Wall will break-even or generate low revenues, but its primary purpose is to increase the
critical range of winter experiences at the resort.
Projected occupancy for a 4-month season is year
one 38%, year two 40%, year three 45%, year four
50%, and year five 55%.

The mountain bike downhill in year one is 10.6%, year
two 13.8%, year three 15.4%, year four 17.4%, and year
five 20%.
The scenic chairlift/mountain bike rental combined
projection in year one is 4.8%, year two 7.6%, year
three 9.4%, year four 11.4%, and year five 13.4%.
Break-even was calculated based upon decreasing
the mountain bike occupancy while leaving the scenic chairlift rides/mountain bike rentals at the firstyear projection of 4.8%. Break-even at 9.4% in first
year, 9.8% in year two, 10% in year three, and 10.8% in
year four and 11% in year five.
Yurts

Break-even at 38% in first two years of operations,
39% in year three, 44% in year 4 and 45% in year five.

Projected occupancy for 4-month opening season
at 22.5%. 12-month seasons in years 2 to 5 are 30.8%,
35.8%, 40%, 45%.

KT-7

Break-even at 18.8% in year one (4 months), 16.9% in
year two (first full year of operations), 18.6% in year
three, 18.9% in year four, and 20.2% in year five.

There is potential to operate the KT-7 in the shoulder season. For the purposes of these projections a
five-month season was used. Projected occupancy
for the KT-7 in year one 15%, year two 18%, year three
21%, year four 24%, and year five 27%. This equates to
an average of 42 people per day in the first year.
Break-even at 10% in first two years of operations,
11% in year three, and 12% in years four and five.
Mini Golf
Projected occupancy for 5-month season is 19% in
year one, 23% in year two, 27.2% in year three, 31% in
year four and 35% in year five.
Break-even at only 9.4% for the first three years and
9.6% for years four and five.
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COMPETITIVE
ADVANTAGES
Uncongested Competitive Landscape and
First Mover Advantage
The reality is that there are very few adventure parks
in Alberta and there are none within the 2-hour drive
radius, proximate region of Cold Lake. Th3 4-hour
drive radius is also bereft of many other attractions
that would easily compete in a similar market envrionment. This all adds up to a significant “first mover”
advantage for the Kinosoo Ridge Adventure Resort
in the local/regional marketplace. A perfect example of this “market opportunity” would be organized
groups such as school groups. With so few attractions in the region, it could be expected that most of
the schools in a fairly large radius would be excited
to be able to give their kids a fun day, or days, at a
healthy attraction such as this. The closest true competitor is Snow Valley in Edmonton and while it is true
that a family looking for a day-trip activity will likely
stay in their immediate area, it is quite possible that a
family looking for a weekend getaway might want to
escape the city and drive a few hours to a place like
Kinosoo that combines camping accommodation
and a great mix of family activities.

Kinosoo Ridge Snow Resort
If the expansion/enhancement of the resort were a
complete greenfield project and the ski hill did not
previously exist this project would be more difficult to execute successfully. The reality is that the
market, brand, customer data base and social media
presence already exist. With 46,000 unique visits,
the hill clearly has a positive brand and customer
recognition is already established. All of this will
help the launch of the Adventure Resort immensely.
Customer data from the ski hill proves that there is
significant support from the local communities. Local
demographics show that the volume of potential,
regional visitors with an appropriate average income

and children living at home, means that these raw
numbers are adequate to support this type of attraction. The fact that current visitors to Kinosoo from
the surrounding region could be travelling to places
such as Mt. Joy or Table Mountain or Timber Ridge
to ski, let alone the Rockies is a great indication that
they love their local hill and are likely predisposed to
want to help support the hill’s efforts at establishing
a summer attraction.

Financing
Quite often one of the most difficult pieces of the
tourism puzzle is finding financing for a project. Often
the great idea comes first and then the funding follows – or not. Having the MD behind the project and
having already financed the aerial park project as
well as many other upgrades, means finding the capital required to build the infrastructure, whether from
lenders, tax funds or funding from tourism agencies
should be imminently possible - if the political will
and public support is there.

Timing/COVID-19/Pandemic-Proofing
Timing is everything and the timing for the Adventure Resort is likely perfect. The reality is that the
lingering effects of COVID-19 are going to make all
Canadians stay close to home for their vacations
for the near and possibly foreseeable future. “Staycations” will become much more of the norm and
residents will be re-evaluating their local recreation
resources to see what they can do that is fun and
close to home. The Kinosoo Ridge Adventure Resort
is a local/regional market product to begin with, but
the effects of the COVID-19 virus will act to reinforce
this reality. Pandemic-proofing is achieved out of necessity as the majority of guests are domestic travelers with little reliance on the international market.
The Adventure Resort product is also an excellent
“post-COVID” guest experience. It is perfect for
children and youth, and parents are expanding their
search for appropriate family activities. The product
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is relatively inexpensive which is particularly important now that both COVID-19 and the past collapse
of oil prices have negatively affected the Albertan
economy. Lastly, the delivery of the experience itself
is relatively easy to adjust to meet COVID guidelines.
The entire structure/activity takes place outside
which is a major advantage. Most if not all of the activities can easily be managed to ensure that social
distancing is maintained by all participants. Equipment like Harnesses, tethers, helmets and lifejackets can be easily disinfected by aerosol. In fact, the
entire Aerial structure can be disinfected as needed.
Another key example is the Alpine Coaster. The
Weigands design team has indicated that the sales
for existing operating coasters have skyrocketed
during the pandemic. The coaster is viewed by the
public as one of the COVID safe activities since you
are in your own cart and separated from any other
users.

Abundance of Land Resources
Next to finances the second most problematic issue
for many tourism operations wishing to expand is access to land. This is not the case for Kinosoo. While
efforts will need to be made to acquire the additional
lands required for the expansion, nonetheless, the
land is available and the province should be supportive of the Resort’s plans. Moreover, the topography of the land, including slope and an abundance
of waterfront, is exactly the type of topography the
expansion needs to be successful.

Diversity of the Guest Experience
One of the reasons many tourism businesses have
suffered so greatly during the pandemic is that they
cater to a very strict niche of guests. The more niche
the market segmentation is the more vulnerable
the product is to specific challenges to the product
and that particular market. The whole vision behind
the expansion of Kinosoo is to expand the diversity
of the product so that it appeals to many different
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segments from school aged children to families to
couples. Often a tourism product cannot provide an
experience that is attractive to so many groups and
is therefore at risk. This is not the case with Kinosoo
and the market demand diversity mitigates this risk
significantly.

Alignment with Regional/Provincial Tourism
Strategies
After reviewing the strategies of the provincial and
regional tourism organizations it becomes very obvious that the Kinosoo expansion is perfectly aligned
with the goals of these various tourism strategies. Attracting more guests who will stay longer and spend
more in peak and shoulder seasons is precisely what
these strategies are trying to achieve. The fact that
these guest experiences will take place in Northeastern Alberta also supports a primary directive
of Travel Alberta and Alberta Tourism – namely the
“dispersion” of new guests to areas other than the
Alberta Rockies which is already seeing over tourism
in certain locales. This overall alignment means that
these organizations should enthusiastically support
the efforts of Kinosoo. Discussions with Travel Alberta proved this out quite clearly.

COMPETITIVE
DISADVANTAGES
“End of the Road” Location
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In a perfect world the Adventure Resort would be
built with close proximity to a major population
centre, would be part of an active, local community
and be situated right off a major thoroughfare that
millions of vacationers’ travel on every summer. This
trifecta is rarely achieved and in the case of Kinosoo
Ridge, the resort checks only one of these boxes.
One has only to look at a road map to see that while
one can travel east, west and south of Cold Lake,
north is not an option and any of the roads in and
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out of town do not pass as a major thoroughfare.
This means that many of the visitors going to the
Adventure Resort are likely only travelling for that
reason and that reason alone. They are on a day or
multi-day trip and the resort is their destination which
they chose before embarking on their trip. The good
news is that in the primary catchment area for the
resort the options that might entice these folks to
go somewhere else, are few and far between. The
expansion/enhancement of the resort will reinforce
that Kinosoo is the major family vacation attraction in
the area.

RISK ASSESSMENT
No matter how much due diligence goes into the
planning of a major tourism plan there will always be
risks that are difficult, and sometimes impossible, to
mitigate. This remains a for-profit tourism endeavour
and that rarely is achieved without taking any risks at
all.

Underperforming Visitation Numbers

While access to capital will hopefully not be a huge
difficulty for the resort, the fact remains that to develop the resort fully into a four-season destination
it will require significant capital. As stated earlier this
is not a project that can be only partially completed
and expect to do well. In order to realize the visitation
levels projected in this report, all the attractions will
need to be built and operated as it is precisely this
critical mass of experiences that will make the resort
a destination worthy of a multi-day stay.

The most obvious risk is that the operations simply
do not attract as many guests as is forecasted in the
financials of this report. The projected sales forecasts used in the pro formas at the end of this report
are very conservative however and based upon
significantly reduced percentages of the maximum
capacity of each experience. If these numbers are
not realized there has likely been a major failure/
event to either the product or the marketplace. The
reality is there should be significant growth upside
to these numbers. If the Kinosoo tourism experiences are marketed and branded properly, the brand
awareness should grow to the point where the destination’s bigger issue is managing growth and not
attracting visitation.

Labour Intensive Product

Difficulty Raising Capital

In the past job creation has most often been regarded as a positive outcome of new tourism development. Over the past two to three years however,
finding a sufficient and loyal labor force to operate
tourism businesses has become much more of a
challenge. The four-season resort will require many
staff to operate it, and this could prove to be a challenge. Fortunately, the positive aspect of creating
a four-season resort is that it creates the possibility
for most of the positions to become full-time which
in general, usually helps to make the jobs more
attractive and easier to retain those staff once they
are hired.

As stated in the competitive disadvantages, this plan
requires significant capital and without that capital
the projects cannot be executed. While the funds for
these projects have been minimized to the greatest
extent possible, this is still a significant amount of
capital to raise, and this process will take a major
commitment to the entire project from the MD and
its partners.

Capital Intensive Infrastructure and Land
Acquisition Costs

Lack of Labour/Management Capacity
The Kinosoo Resort should provide for many jobs
and potential careers for local residents. The question is, are there enough members of the community
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who are interested in working in these positions?
There will need to be managerial and supervisory
capacity developed at the leadership level and likely
some assistance in the development of the resort
to ensure that the business functions efficiently
and reflect the community values. Labour capacity
and availability is a concern across all businesses in
Canada at this time and represents both a challenge
and a risk.

the distance required to enjoy the experiences
versus a different or less quality experience that is
closer to their home.
While there is no way to ensure that these competitive challengers do not appear, the Kinosoo Resort
needs to be established as quickly as possible to
realize the first mover advantage. They also need to
be prepared to meet and exceed the quality of any
new offerings so that Kinosoo remains at the top of
the product inventory at any given time.

Change to the Competitive Landscape
One of the biggest vulnerabilities of the plan is the
potential for changes to the competitive set that
would make Kinosoo no longer the primary tourism
operator in the Cold Lake area. A major element of
the branding of the Kinosoo Resort is establishing
the operations as both unique and “best-in-class” in
order to compel visitors to make the effort to drive

Weather Anomalies and Climate Change
One of the advantages of developing Kinosoo as a
four-season operation is the reduction of potential
impacts due to weather and climate change. This
is a risk that is impossible to mitigate in its entirety,
however the development of experiences that can

operate throughout the year should improve the
resiliency of the Kinosoo operation.

Catastrophic Threats to The Physical Product
and/or the Global Marketplace
In the case of the Kinosoo Resort, this would be
something that physically, negatively affected the infrastructure of the operations themselves and/or the
surrounding territory to the extent that there were no
longer enough activities in the local area to combine into an exceptional visitor experience. A major
environmental catastrophe such as fire or flood that
destroyed both the resort and all the surrounding
countryside would be such a risk.
A catastrophic event in the marketplace for most
tourism operations would be something such as a
911-like tragedy or the 2008 global economic col-

Risk

Impact

Probability of
Occurrence

Mitigation

Underperforming Visitation

Negative financial impact to investment

Low/Medium

Increase marketing, ensure conservative projections, development of
domestic market

Difficulty Raising Capital

Inability to complete projects

Low/Medium

Start with key priority opportunities and prove success before expanding

Labour/Management Capacity

Difficulty in operating tourism experiences

Medium/High

Support entrepreneurial options, works with neighbouring communities,
contract expertise support as required

Changes to Competitive Landscape

Drop in visitation/revenues

Medium

Increase value/quality of experiences

Weather Anomalies/Climate Change

Negatively affect brand

Low

Continued adjustment of experiences for four seasons

Catastrophic Threats/Global Marketplace

Local environment not suitable for product
and/or threat to current market segments

Medium

Insurance and development of domestic market

Political Appetite

Lack of support to create exceptional
experiences

Medium/High

ensure leadership provided with conservative estimates and background
information to make an informed decision

Commitment to Excellence

Brand dilution and reduced yield or visitation
numbers

Medium

Ensure commitment by MD/project leadership

Table 12: Risk Assessment Summary
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lapse that would be of such significance that it would
be a major constraint to domestic and international
travel, which in turn would affect the market for
tourism in general. COVID-19 is an example of such
an event.
Here again however, the Kinosoo product should
have a large advantage over many businesses in the
global market. Firstly, the Kinosoo resort are located
not only in Canada, but in a region that is far from being a serious terrorist target. Second, Kinosoo does
not rely on the international market and COVID has
shown that the domestic market is quick to respond
and shift to local, regional and national alternatives.
The other reality is that outdoor pursuits are generally considered safer in the current and post pandemic
environment and are more attractive than other
opportunities.

In summary, all of these potential risks deserve
attention and discussion. It should however be
reiterated that the Kinosoo Resort Business Plan,
as proposed in this report, is the type of experience
that can disrupt and outperform the limited local and
regional competition and be unique enough to provide a true alternative in the marketplace. And while
the execution of this type of business is not easy, by
adhering to some of the principles and tactics proposed in this report, and accessing outside resources when appropriate, the most obvious obstacles
and risks to the plan’s success should be mitigated
significantly.

KINOSOO RIDGE
DESTINATION LIFE
CYCLE
The destination or area life cycle is an important
concept in tourism planning first developed by Richard Butler in 1980. Butler’s Tourism Area Life Cycle
remains the best known and widely accepted life
cycle model today.
Butler’s model asserts that every tourism destination
area or business progresses through 6 phases over
the lifetime of the destination.
These phases, listed in chronological order, are the
following:
•

Exploration – the beginning stage of a tourism
destination when the tourism offering(s) is very
limited as are the social/economic benefits of
those tourism efforts. During this initial stage
both governments and local business interests
are beginning to realize the tourism opportunity
and are thinking of ways to capitalize on that
opportunity.

•

Involvement – This represents the beginnings of
concerted tourism development at the destination. Local investors begin to emerge. Government begins to create the required supporting
infrastructure such as transportation corridors
and public infrastructure. Seasonal tourism is
created with most experiences being developed
for the region’s peak season.

•

Development – Significant planning and building of tourism offerings occurs. New tourist
attractions and accommodations are created.
Marketing and promotion of the destination begin in earnest. Media coverage of the destination
begins as does the creation of public tourism
organizations such as Destination Marketing Organizations and tourism related NGOs. Outside
investors take notice and begin to arrive, developing new, major attractions and accommoda-

Political Appetite
Regardless of the projected financial outcomes of
the proposed enhanced Kinosoo Resort, the reality is
that the decision to move forward with the project is
ultimately a political one. As such, the combination of
new politicians and changing political lobbies within
the community may work against Kinosoo realizing
its full potential.

Commitment to Excellence
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In order for the Kinosoo project to be successful, the
MD will need to commit to creating tourism offerings
that are best-in-class. Sometimes with projects that
require this amount of time, energy and capital, this
commitment can eventually wane, and the project is
completed in a manner that is not exceptional. This in
turn means that the guest experience is not exceptional and the chances of success for the project
are reduced accordingly. This is a tourism plan that
must be done exceptionally well. In the absence of
that commitment, it is much less likely to be a major
success.
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tions. Infrastructure is developed and enhanced
to create and capture the maximum capacity
possible.
•

Consolidation – Tourism growth begins to slow
down either intentionally to prevent over tourism
or to keep the tourism product exclusive or unintentionally as the market demand has begun to
wane for numerous reasons. By this point tourism has become a true sector of the local economy. Globalization has arrived and international
operators may now be found in the destination
if they saw an opportunity. Local residents may
have developed an anti-tourism attitude if the
development of the destination has not been
well planned and cogent of the issues attached
to over tourism.

•

Stagnation – Peak visitation is reached. No new
attractions or accommodations are built. The
market is saturated for the current type of tourism offering(s). Competition is at its apex and operators begin cannibalizing from other products.
Marketing is stagnant and potential markets are
fully developed. New, competitive destinations
are being developed attracting guests who were
repeat customers.

•

Decline or Rejuvenation – At this stage the destination generally either goes into a full decline
or it is rejuvenated. A major rejuvenation of the
product occurs when the product is reimagined
and redeveloped in a major way. This usually
includes the addition of new, different product
that attracts a new more diverse clientele. More
sustainable approaches to growth are often
employed. Seasonality is often addressed with
efforts to expand operations into the shoulder
seasons seen. Modest rejuvenation sometimes,
but rarely, occurs if redevelopment is minor
and improvements minimal as a major redevelopment is usually required to reengage the
market effectively. In the absence of any of this
reimagining/redevelopment ongoing and often
fatal decline is most likely to occur. This may be
a slow process occurring over several years as

market demand slowly recedes. It may also happen quite quickly particularly if a major, negative
event such as a war, natural disaster, economic
collapse or pandemic occurs. Today the effects
of the COVID-19 pandemic have had exactly this
catastrophic effect on certain destinations and
products in Canada.
When the decline process takes hold eventually
tourism infrastructure begins to be used for other
alternative uses such as health care facilities. As well,
areas that have become to depend upon the jobs
and revenues created by tourism may begin to see
the overall economy of the area become depressed,
leading to the departure of residents, in turn exacerbating the economic decline.
In some of the more dramatic examples, destinations
may go through a devastating period of decline,
however the natural resources that made the destination popular originally, still remain. Eventually a
new group of entrepreneurs see the opportunity and
seize it, stepping in to redevelop the product. At this
point the destination will start again at the exploration phase and with significant investment and commitment hopefully realizes a long and productive life
cycle all over again.
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KINOSOO’S LIFE CYCLE POSITION
Kinosoo has been in operation for many years and
while COVID-19 has seen an increase in the winter
ski visitation in general the tourism enterprise has
remained somewhat stagnant and financially unprofitable. The addition of the K-7 Aerial Course and the
creation of a Master Tourism Plan that would see the
destination become a four-season resort definitely sets the stage for the operation entering into a
significant regenerative phase. For this reason, it is
reasonable to state that Kinosoo is in the Rejuvenation Phase of the Butler Life Cycle Model.
Once this is recognized it becomes important to note
that as stated earlier, it usually requires significant
reimagining, reinvestment, and redevelopment in order to truly rejuvenate the product. The Aerial Course
alone will not provide the critical mass of summer
experiences required to attract the multi-day patrons
that will be necessary to transition the Kinosoo Ridge
ski hill into the Kinosoo Ridge Adventure Resort.
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PROVINCIAL AND
REGIONAL TOURISM
ORGANIZATIONS AND
KINOSOO RIDGE
Regional tourism organizations have become
increasingly important to tourism operators across
Canada. The effects of the COVID-19 pandemic have
meant that financial aid, updated visitation data and
new marketing efforts directed at ever important domestic markets have all taken on greater importance
and have become the raison d’etre of provincial and
regional organizations. The authors of this report
were asked to investigate whether a new regional tourism body was needed for Kinosoo and the
Lakeland region as well as provide a review of what
bodies currently exist.
There is definitely no need for the creation of an additional regional tourism body. Currently Kinosoo and
the Lakeland region is amply represented by Travel
Alberta North, the Lakeland Destination Marketing
Organization and the Go East of Edmonton DMO.
The authors had discussions with Travel Alberta’s
James Leppan, Tourism Development Officer for
Alberta North, and Marianne Janke, Executive Director of the Lakeland DMO. In both instances both TA
and Lakeland were extremely excited to hear that
Kinosoo was exploring the possibility of expanding
into a full-season resort. Both were effusive about
the potential for Kinosoo and believe that there are
many ways in which Kinosoo can leverage its brand
and increase its visitation with help from both organizations. It was clear that the engagement with both
organizations in the past was very limited, and in the
case of Lakeland this was despite repeated efforts
over the last few years by Lakeland staff to try and
involve Kinosoo more in their campaigns.
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When one reviews the digital marketing for all three
organizations, Go East is the one that currently has
the most prominent mentions/positioning of Kino-
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soo. There is a huge opportunity to market and enhance the brand of Kinosoo with all three agencies.
Travel Alberta in particular has a plethora of ways in
which they can provide support for the resort – and
they would clearly be thrilled to have the opportunity
to help.
James stated that the development of Kinosoo into a
major attraction that offers accommodation is exactly
the type of new tourism development that Travel
Alberta is so excited to support. The recommended expansion and enhancement of Kinosoo would
increase visitation in a way that is right in line with the
province’s “dispersion strategy” of trying to develop
tourism regions other than the Rocky Mountain corridor and other well used areas. The new changes to
Kinosoo would also provide unique accommodation
which in turn would lengthen the seasonality of the
resort and increase the length of stay – again right in
line with provincial tourism goals.
Support that might be provided by Travel Alberta
includes but is not limited to funding for product development (particularly for the yurts and new major
attractions), cooperative marketing opportunities,
research and data collection and analysis – including both market demand and economic impact
assessment, training, and inclusion in workshops
where regional goals and action plans are discussed.
Through Travel Alberta, other important provincial
departments could be engaged such as Invest Alberta and Alberta Environment and Parks, both of which
could be of help in terms of land acquisition and
finding outside investment opportunities. James is
very motivated and very keen to help. He is the point
person for product development in the Alberta North
region. His contact info is James Leppan, Tourism
Development Officer, Alberta North, 780-920-4573.
Marianne Janke of the Lakeland DMO was equally
enthusiastic and would love to see the resort join in
and be more prominently featured in DMO programs
including the Visitor Guide. Her contact info is Marianne Janke, Executive Director, Lakeland Destination
Marketing Organization, 780-465-0852.

Kevin D. Kisilevich is the Marketing and Development
Officer for Go East of Edmonton. His contact info is
Kevin D. Kisilevich, Marketing and Development Officer, Go East of Edmonton, 888-632-8755.
In summary, while all of these organizations will
provide marketing opportunities and other support,
most importantly, Kinosoo Ridge Adventure Resort needs to take its rightful place at the regional
tourism table. With 46,000 unique visits in the winter,
Kinosoo is already one of the largest operators in
the region. An enhanced and expanded, four-season
resort will become a pillar attraction for all of northeastern Alberta. As James Leppan of Travel Alberta
stated, the contemplated development of the resort
will also have lasting, positive effects “upstream” in
other communities that will see increased visitation
as more guests make their way to Kinosoo.

Tourism Plans
affecting Kinosoo
Ridge
TRAVEL ALBERTA: “THE BOOTSTRAP
PLAN 2021 -2024”
The Alberta government identified tourism as a
priority sector for economic growth and job creation
prior to the pandemic. This plan is a response to
the horrific effects of the COVID-19 on the tourism
industry and provides the framework for an economic recovery for tourism. It is fair to say that due to
COVID this plan now eclipses the earlier destination
development plans for the province.
One of the most important initiatives of this plan
has been the transition of Travel Alberta (TA) from a
Destination Marketing Organization to a Destination
Management Organization. The new entity now is
responsible not only for marketing and promotion
but also the development of Alberta as a destination.
This addition of product development allows TA to
actively engage in programs, services and funding
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that will encourage strategic, and sustainable growth
for the tourism industry in the province.
The Bootstrap Plan attempts to “retrench, refresh
and renew” the industry via these three strategic
pillars:
•

Marketing – increased investments in the marketing and promotion of Alberta’s tourism product positioning Alberta to realize the opportunities inherent in the expected pent-up demand
post-COVID. Efforts will prioritize engaging the
high-value visitor.

•

Access – Travel Alberta is developing an air service recovery strategy to stimulate and support
air access and additional air routing to Alberta
to counter the effects that COVID has had on
restricting and decreasing air access to the
province. This strategy includes the identification
of new routes to and in Alberta as well as deepening the collaboration with airlines and airport
partners who operate in the province.

•

Place – Travel Alberta is embarking on creating a new road map for growth in tourism by
employing a new “corridors and clusters” model
that should result in the growth of new, yearround experiences and help to develop Alberta destinations. Building destination capacity
and enabling the development of competitive
tourism “clusters” and “corridors” is intended to
expand the seasonality of Alberta destinations
as well as the dispersion of visitors to areas of
lower visitation.

This plan should be very supportive of the expansion/enhancement efforts of Kinosoo. The resort is
essentially providing exactly the type of destination
development that this plan espouses. Kinosoo is
expanding capacity and is doing it in an area identified as the perfect target for dispersion of visitors to
Alberta. Northeastern Alberta is an underserviced
tourism destination and is a prime alternative to the
over-visited mountain regions. As a result, Kinosoo
should be seen by the Alberta government as being
an excellent candidate to receive product develop-

ment support and funding, and additional marketing
support once the product is operational.

LOWER ATHABASCA REGIONAL PLAN
(LARP) 2021 - 2022
Alberta’s Land-Use Framework established in 2008
created seven new land-use regions and called for a
regional plan for each. LARP is the plan for the region
that Kinosoo resides in and went into effect in 2012.
While LARP is not a tourism plan per se, it does include a section titled, Providing New Recreation and
Tourism Opportunities, and includes the Lakeland
Country Destination Development Strategy and Tourism Opportunity Plan in the appendix, which will be
referred to later as a standalone document. It should
be noted that LARP is intended to be reassessed at
the end of its mandate which is 2022.
The Providing New Recreation and Tourism Opportunities section is a broadly worded document however it does officially state that LARP “includes a commitment to plan and develop Lakeland Country as an
iconic tourism destination”. It goes on to identify the
fact that this region includes the highest density of
high-quality recreational lakes, and many attractive
recreation features which creates the potential for “…
tremendous tourism potential – including encouraging regional visitors to vacation close to home”. You
would be hard pressed to find a better description of
the Kinosoo opportunity so one would assume that
this is another example of how the provinces interests intersect positively with those of the resort.
Lastly the Plan speaks directly to land use constraints, regulations and opportunities. These are
all too long to refer to directly in this report, but it
should be noted that LARP would be one of the provincial land use documents that would need to be
thoroughly reviewed and integrated into any development scenario at the resort.
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Lakeland Country Destination Development Plan
(formerly titled Lakeland Country Destination Development Strategy and Tourism Opportunity Plan
in 2012 and the Lakeland Country Iconic Tourism
Development and Management Plan in the original
2011 draft)
Of all the Plans reviewed this plan is the one that
should have the most relevance to Kinosoo. The
goals and outcomes of any expansion /enhancement to the resort should support and integrate
easily with the goals of any Lakeland Destination Development document. In the LARP document Kinosoo Ridge Resort is shown to be located in the area
referred to as the Lakeland Country Iconic Tourism
Destination (one of several provincial iconic tourism
destinations). This area is in turn to be managed via
what appears to now be referred to as the Lakeland
Country Destination Development Plan (LCDDP).
While it appears that stakeholder discussions have
taken place, the actual creation of the final plan
document does not appear to have been completed
at this time. Nonetheless, the goals, purposes of the
plan as stated in the LARP document appear to be
completely in line with the hoped-for outcomes of
the recommended expansion/enhancement of the
Kinosoo resort. These goals include:
•

Diversifying the regional and local economy.

•

Increasing the tourism visitation, length of stay,
visitor expenditures and enhancing recreational
opportunities.

•

Providing an attractive tourism destination for local, provincial, national and international visitors.

•

Identify the need for new investment in infrastructure that supports the ongoing development of tourism.

•

Identify new and enhanced existing tourism
products that meet future visitor expectations
and demands.

When and if the final destination development document is completed, the recommended, enhanced
development of the resort should match well with
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each of the plan’s goals. In fact, as they are currently
articulated in LARP they could be used to describe
some of the overall goals of the resort expansion
itself. All of this should help to reinforce the fact that
the work at Kinosoo is very much in support of the
province’s vision for tourism in this region and should
ensure that the province supports the efforts of
Bonnyville MD as much as possible.

STRATHCONA COUNTY TOURISM
STRATEGY AND IMPLEMENTATION PLAN
This plan does not have any implications for the
development of Kinosoo directly.
However, it makes for interesting reading as it provides an insight into the tourism plans for a region
that is definitely part of the competitive landscape
of the resort. Strathcona County is just outside of
Edmonton and therefore of interest to the Kinosoo
market. The summary of this plan is quite simple – they want to attract the same customers that
Kinosoo wants to attract – for tourism product that is
much the same type as Kinosoo.
The strategy identifies the following elements:
•

Nature based and outdoor experiences

•

Sport tourism

•

Culinary and agritourism

•

Festivals and events

•

Cultural tourism

•

Visiting friends and family tourism

Moreover, the market segments they are targeting
are strikingly familiar:
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Overnight visitors from regional markets in eastern
and northeastern Alberta, and western Saskatchewan who are attracted to the County’s offering. While
it is never comforting to know that you have competitors it is also reassuring to know that their research
confirms what Kinosoo’s research has identified as
key markets and key market demands.
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MUNICIPAL DISTRICT OF BONNYVILLE
NO.87 RECREATION MASTER PLAN (APRIL
2021)
This plan was referred to in detail in the market
demand/feasibility section of this report, which
included the 2018 needs assessment report as well.
Without repeating those findings, it is sufficient to say
that in general the plan’s goals, vision and strategies
are in sync with an enhanced and expanded Kinosoo
Ridge resort. The majority of residents believe that
recreation/tourism facilities are an important element in their lives and therefore support the addition
to, and enhancement of, their current facilities and
programs.

The action plan items for tourism in Cold Lake are as
follows:
1.

Work closely with existing organizations to
promote tourism for the city, including Travel
Alberta and Municipal District of Bonnyville.
Encourage collaboration and regular communication to avoid timing conflicts and to enable
joint marketing.

2.

Create an asset inventory of attractions, cultural
assets and supporting infrastructure and identify
gaps. The gaps may include new tourism products and packages – more reasons for tourists
to stop and spend time and money in the City of
Cold Lake.

3.

Develop the lake front and business offerings in
Cold Lake North. Work with existing businesses,
Cold Lake First Nations, property owners and
stakeholders to focus on developing an offer
and work with surrounding area to keep visitors
longer.

4.

Create and implement a Tourism Signage program building upon community identity/brand
and wayfinding identified under the Community
Development theme.

5.

Develop a sports tourism strategy with enhanced programming to fully occupy the excellent arenas, new soccer pitch, playing fields and
other facilities on a year-round basis.

6.

Form two separate committees from the current
Recreation and Culture Committee and allocate
funding to both.

7.

Develop a long-term plan for the development
of the Museum as part of Cold Lake’s Unique
Selling Proposition (USP), perhaps as Drumheller has done with the Royal Tyrell, working with
DND and local experts and volunteer board, this
could be developed into a true destination.

8.

Work with theatre, cultural tourism, including
Cold Lake FN groups to develop a strategy to
capitalize on their efforts. Promote and grow the
theatre and cultural opportunities that exist and
would benefit from improved collaboration with

ECONOMIC DEVELOPMENT STRATEGY
FOR THE CITY OF COLD LAKE
As this document clearly states, “…economic prosperity has, until recently, come easily and economic
development has been more a function of growth
management. However, communities are now
having to take a more proactive and competitive approach to economic development – and Cold Lake is
no exception.” The downturn in the Alberta economy
over the past few years has created the need to
diversify local economies and in regions where the
natural resources exist, tourism is one of the sectors
that communities are turning to, hence the reference
to tourism throughout the document and a complete
section in the strategy titled, Theme #4 Tourism.
At the beginning of the document the City of Cold
Lake’s Top 10 Priority Actions and Timelines are
listed. Number 9 on the list states the following,
“Develop tourism. Work closely with the existing organizations to promote tourism for the city, including
Travel Alberta, the Municipal District of Bonnyville
and private operators….”.
Four strategic areas of focus where the city should
concentrate their resources were listed. They were
investment readiness, industry development, community development and tourism.
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Travel Alberta and the ongoing efforts being
supported in the Municipal district of Bonnyville
to promote features, events and tourism bundles that include theatre and culture. This could
include charter packages from Edmonton.
Theme #4 Tourism emphatically states that, “Tourism
can be a major economic driver for the City of Cold
Lake’s economy.” The first two action items in the list
of actions in the tourism section presented above
speak to the need to collaborate with the Municipal
District of Bonnyville and the need to complete an
inventory of attractions and supporting infrastructure in order to identify gaps that would encourage
new products to be created. All of this sounds very
positive for Kinosoo. On the other hand, there is no
mention of Kinosoo as a pillar product worthy of
increased support even though the museum and
theatre group are singled out for that very type
of support. Clearly creating a closer collaboration
with the City of Cold Lake should be a priority for
Kinosoo leadership in the future. The commitment
and investment that the Municipal District is making
at Kinosoo will have a very significant and positive
effect on the lifestyles of the city’s residents which
should in turn warrant significant support from the
city.
Overall, all of these tourism plans share one key element – in general they all speak to a vision and specific goals that integrate very well with the Municipal
District’s efforts to enhance and expand the tourism
offering at Kinosoo Ridge. Alberta funding agencies,
destination marketing and management organizations, training and human resource organizations – all
of these entities should be very enthusiastic supporters of a business like Kinosoo that provides as many
jobs, and as much direct and indirect spending in the
local community. Even better,
Kinosoo represents the best of “tourism dispersion”.
That is the creation of new tourism product that does
not negatively affect the lives of the local residents
by ensuring that the location of that product does
not add to the congestion of an area where over
tourism may become or already is, an issue.

ECONOMIC IMPACTS OF
KINOSOO ON THE M.D.
AND REGION
Tourism Economic Impacts
Visitors contribute to sales, profits, jobs, tax revenues,
and income in an area. The most direct effects occur
within the primary tourism sectors --lodging, restaurants, transportation, amusements, and retail trade.
Through secondary effects, tourism affects most
sectors of the economy.
Indirect effects are the changes in sales, income, or
employment within the region in backward-linked
industries supplying goods and services to tourism
businesses. For example, the increased sales in linen
supply firms resulting from more motel sales is an
indirect effect of visitor spending.

Tourism Multiplier Effect
Tourism not only creates jobs in the tertiary (services
like tourism) sector, it also encourages growth in the
primary (processing natural resources) and secondary (manufacturing) sectors of industry. This is known
as the multiplier effect which in its simplest form is
how many times money spent by a visitor circulates
through a local, regional or national economy.
Money spent at Kinosoo Ridge helps to create jobs
directly in the ski resort, but it also creates jobs indirectly elsewhere in the economy. Kinosoo, for example, has to buy supplies and services from the local
businesses, who may spend some of this money on
other services and supplies. The demand for local
products increases as visitors often buy additional
supplies directly (fuel and food, for example), which
increases secondary employment.
The multiplier effect continues until the money eventually ‘leaks’ from the economy through imports - the
purchase of goods from other areas.
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Economic Impact Analysis
According to the Government of Alberta report
entitled The Economic Impact of Tourism in The
Canadian Rockies Tourism Destination Region, 2010,
direct tourism spending of $1.11 billion resulted in
an additional economic impact within the province
of $1.23 billion and $429 million in tax revenues. The
total value of wages and salaries associated with
tourism-related employment was over $723 million.
Economic impact analysis is used to determine
the impacts of additional tourist spending primarily
on employment, income (value-added) and government tax revenues in an economy. It provides
a snapshot of the economy at a particular point in
time based on the initial spending. It is based on
the premise that initial or direct impacts alone are
poor measures of the total impact of tourism on the
economy.
It is often the case that indirect and induced impacts
are just as large, if not greater, than direct impacts
and frequently involve sectors and activities distantly, but importantly, connected to the initial activity.
For example, a visitor travels to Alberta and spends
$100 at a gas station. In an economic impact analysis, the focus is not on the amount of sales (in this
case $100), but rather the impact of those sales on
the provincial/regional economy.
•

Direct Impact: The gasoline station owner must
take part of the $100 spent by the tourist and
buy more gasoline from a wholesale distributor
and pay wages and taxes.

•

Indirect Impact: In the second round, the
wholesale gasoline distributor buys additional
items and pays salaries/wages with part of the
$100.

•

Induced Impact: The gasoline station employees and the employees of the wholesale distributor spend part of their salaries on groceries,
rent, automobiles, and so on.
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This ripple effect based on the initial amount of tourist spending circulates throughout the economy and
creates a “multiplier effect”. All economic impacts
include direct, indirect, and induced effects.

•

The development of the business market positioning. This will utilize a vision board and will
culminate in a market positioning statement.

•

The development of the brand identity. i.e.,
name, logo, tagline, visuals etc. Some of this
has already been completed by Red Pine Fine
Design.

•

Website and online presence development including the brand messaging. The brand needs
to be established across multiple customer
touch points. The website and social media
presence are two of the most important and
must reflect the brand positioning.

Kinosoo Economic Impact
The authors applied the same modeling ratios that
were used by the Government of Alberta study on
economic impact of tourism in the Canadian Rockies
identified above using the three-year average revenues and expenditures for Kinosoo. The result is that
the impacts of visitor spending at Kinosoo would average $2.294 million annually. If you add the average
expenditures that have exceeded revenues then the
additional impact of MD spending at Kinosoo would
be $1.568 million, totaling $3.862 million into the local
economy.

KINOSOO BRAND
ENHANCEMENT AND
POSITIONING
The act of creating a brand or re-branding a product
or service is an intense and lengthy process. It should
involve the staff and management of the company
in a meaningful way. Their participation will ensure
more creative and insightful ideas and ultimately
lead to their buy-in and commitment to fulfilling the
brand promise for the guests. It is often advisable to
hire a marketing firm to facilitate this exercise and
it’s crucial if that same marketing firm will be hired to
provide marketing services in the future.
The process should include:
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•

The determination of why the branding/rebranding is required. i.e., launching Kinosoo as a
four-season operation.

•

Research into the product and the target markets for the product. This report provides much
of that research.
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•

Creation of marketing collateral. This is the point
when marketing materials such as brochures,
rack cards, wholesaler pitch sheets, trade show
banners etc., are created that communicate and
are aligned with the brand messaging.

guest service ensuring that the brand attributes are
met each day, motivating staff to perform at a high
level. When staff are “on-brand” they are consistently
delivering a positive and memorable experience to
the guests while enjoying the experience themselves. Companies that are famous for their service
excellence, such as Disney and Starbucks, have all
excelled at engaging their staff to be “on-brand”.

BRAND POSITIONING STRATEGY
There are five general brand positioning strategies:
1.

Quality Positioning. Where the services and
experiences are positioned as being excellent
(if not the best anywhere) and are delivered in
a reliable and consistent manner. i.e., Mercedes
Benz.

2.

Value or Price Positioning. High priced brands
create a psychological effect of perceived value.
Low priced brands exploit the benefits of affordability. i.e., Phillipe-Patek watches vs. Walmart.

3.

Benefit Positioning. This highlights the best
features/effects of the product. By using this
product your life will be generally better or will
solve a specific problem. i.e., Coca-Cola, Colgate
toothpaste.

4.

Competition Based Positioning. This strategy
positions the product directly against the competition and defines why your product is better.
i.e., Air Canada.

5.

Celebrity Driven Positioning. Attaching a familiar and well-loved face to a particular product. If
you love the celebrity, you will love the product
they endorse. i.e., Bubly soft drinks and Michael
Buble.

BRAND BUILDING PLAN
A plan to launch the brand both internally and out to
the marketplace. Kinosoo employees need to embrace and reflect the brand promise in their everyday
interactions with guests.
This entire process is beyond the scope of this
report however, this section will provide recommendations on what overall brand vision and brand
position should be adopted, based upon the market research, and the recommendation for a new,
four-season Kinosoo product.
The goal of this report is to determine ways in which
the Kinosoo guest experience may become revitalized and enhanced to expand the customer base
resulting in greater visitation, higher revenues and
eventually greater profitability. The rebranding of
Kinosoo should aspire to those same goals. The
brand goals should be based on quantitative targets
for visitation numbers and revenues as well.
The other major significance for the brand is that it
should serve as the pillar for internal operations and

Strong brand positioning drives marketing strategy and customer messaging. In turn, these efforts
should imprint a positive impression on the customer
which, should lead them to choosing that product or
experience. This is what we are trying to achieve for
Kinosoo and leads to the following recommendations.
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visuals always show extremely happy people, most
often sharing the product.
This is the essence of the Kinosoo brand. If you
visit Kinosoo, your life will be more enjoyable, more
healthy, more adventurous and you will be able to
share these positive outcomes with your family and
friends.
Moreover, every staff member at Kinosoo shares
these values and will be working hard to ensure that
you realize these goals every time you visit. The tagline “Elevated Adventure” speaks to these emotions.

MARKET POSITIONING AND BRAND
VISION FOR KINOSOO
It is recommended that Kinosoo Ridge Snow Resort
be renamed and rebranded as the Kinosoo Ridge
Adventure Resort and the associated “Elevated Adventure” tag line as presented to the MD by Red Pine
Design in November 2021.
The brand positioning strategy is that of benefit
positioning. Providing the Kinosoo experience at an
affordable price point is definitely a brand attribute.
However, the reality is that the brand research and
stake holder interviews determined that there will
always be customers who believe that, as a service
provided by the Municipal District, it should be less
expensive. Bringing more attention to the price is not
in the resort’s best interest. What is much more advantageous, from a brand perspective, is to tout the
value of the experience and the ways in which the
facility makes the lives of the residents in the region
better. Because there are not any real competitive
experiences in close proximity, price and competition-based positioning strategies are not effective.
We want the Kinosoo brand to elicit an emotional
response from our customers. It is the values and
benefits of the experience that make it so special
and attractive. Coca Cola has used benefit positioning successfully for over 100 years. Coke does not
sell beverages; it sells happiness in a bottle. Every
advertisement is about inclusivity, sharing and happy
people. The latest tagline is “Taste the Feeling”. The

The brand positioning statement identifies the
primary benefits to the consumer and answers the
question of why someone should visit the resort. It
explains what the brand does, who it serves, and
what the benefits are. This statement should be
developed in a visioning session with the Kinosoo
employees and management however, an example
of how it might read is as follows:
“Kinosoo Ridge Adventure Resort delivers
outstanding and accessible four-season
adventures that contribute to a healthy
lifestyle and make a positive difference in
the lives of all the guests we serve from
the Bonnyville Municipal District and
beyond.”
The hope is that the brand positioning statement will
resonate with resort guests and summarizes how the
guests feel about the resort and the folks who work
there. It should promote a sense of loyalty to the resort and have folks thinking of Kinosoo as their resort
not just any resort. The words outstanding, accessible, healthy and adventure are the key touch points
that hopefully capture the essence of Kinosoo and
should form the core of the brand promise that every
person working at the resort will be working to fulfill.
When translating this into a marketing strategy, the
voice of any communication should be one of a fellow local, the tone should be friend to friend, and the
visuals should always be showing the various market
segments happily enjoying and sharing a great Kinosoo experience.
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KINOSOO RIDGE WEBSITE ASSESSMENT
The digital presence for Kinosoo is a fundamental
piece of the resort’s marketing strategy. As such, an
assessment of the current website is an important
place to start.

Search Engine Optimization (SEO) Results
The first part of the assessment process starts with
determining how easily the resort’s website is found
by prospective guests searching the internet. The
SEO of any website is critical to ensuring that the
most viewers possible reach the site. The following
search terms were used and the following page
rankings were realized.
Page One Google results - “Kinosoo Ridge” and
“Kinosoo Resort”
These are the terms assumed to be used most
often by guests who know about the resort and are
doing a direct search. Both yielded essentially the
same results. The 1st page of Google results was
as expected – fully related to the resort with the
first listing being the resort website https://www.
kinosoo.ca. Other page one listings were for the
resort’s Facebook page https://www.facebook.com,
the resort listing in the Bonnyville Directory https://
town.bonnyville.ab.ca>Directory, the Kinosoo Trip
Advisor review https://www.tripadvisor.ca>Attractions_Review-g49910, and the military subsidized ski
pass program https://www.cafconnection.ca>Recreation-Programs.
“Related searches” showed kinosoo beach hotel,
kinosoo Ridge rentals, kinosoo ridge season pass,
kinosoo ridge discount code, kinosoo ridge weather,
kinosoo ridge scouts, and cold lake hill
The page one Google results summary in the
right-hand margin was excellent. The heading was
KINOSOO RIDGE RESORT with an image of the
lodge and a google map. There were 171 Google
reviews with an overall rating of 4.5/5. The actu-

WWW.LEGACYTOURISM.COM

93

al reviews were generally outstanding. Those few
reviews that were rated as a 3 or less were mostly
related to guests wishing there were more runs and
more terrain features. Most importantly there were
no reviews criticizing the level of service received.
The Facebook reviews were even better at 4.8/5 and
the three reviews chosen as examples were 5/5 and
spoke very well of the resort.
All of the contact information appeared correct. One
additional feature was the “Popular Times” graph
that was “live” and showed the current time and how
busy the resort was at that time. 12 noon, Friday, Jan.
21 showed “Not too busy”.
Pages 2 and 3 using these two search terms yielded
the following site referrals (listed in chronological
order as they appear on the page):
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•

Kinosoo Ridge Resort – Instagram

“Lakeland Skiing”

•

Kinosoo Ridge Snow Resort Careers and Employment – indeed.com

This search term provided very different results. It
led directly to the Lakeland Cross-country Ski Club’s
site and almost all the other referral sites were related to Nordic skiing. Kinosoo was not included in the
“related searches” section and did not appear as a
referral site through the first ten pages of results.

Proposal to expand the Kinosoo Ridge Snow Resort –
albertaparks.ca
These are what the anticipated results should be
with the majority of them being cross-referenced
search/marketing sites such as Skiresort.info, Go Ski
Alberta, Go East of Edmonton, Ski Central etc.
“Kinosoo Skiing” provided very similar results with the
following referral sites being different:
•

Kinosoo Ridge ski resort in Alberta – Snowcomparison

•

Kinosoo Ridge Snow Report, AB – Ski Report:
Current Weather

•

Kinosoo Ridge, Alberta, Alpine, Skiing, Downhill,
Snowboarding – skisite.com

•

Kinosoo Ridge Snow Report | Alberta Canada

•

•

Ski resort Kinosoo Ridge – Skiresort.info

Kinosoo Blizzards Ski Team – coldlakebizzardsalpine.ca

•

Kinosoo Ridge Snow Resort – Go Ski Alberta

•

Kinosoo Ridge Snow Resort – Go East of Edmonton

The following search terms that might be used by
prospective guests who are interested in vising the
region but are unaware of the resort were used and
produced the following results:

•

Kinosoo Ridge Snow Resort Ski Holiday Reviews
Skiing

“Cold Lake skiing”

•

Kinosoo Ridge Snow Resort – Ski Central

•

The magic makers at Kinosoo Ridge Snow
Resort

•

Kinosoo Ridge Snow Resort – Tourism Alberta

•

Kinosoo Ridge Snow Resort – go-canadatravel.
com

•

Kinosoo Ridge Snow Resort Archives – Lakeland
Connect

•

Kinosoo Ridge Snow Resort – effectiveskiing.
com

•

Kinosoo Ridge Snow Resort – AB – Yellow pages
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This term resulted in almost the identical results as
Kinosoo Ridge and Kinosoo Resort with the google
home page sharing the same summary margin and
having the resort Facebook page as the next referral
site. The majority of the referrals on pages 2 and
3 were also very similar. The only real difference
to note was the inclusion of cross-country related
sites in Bonnyville and Cold Lake which was to be
expected.

“Skiing in Northeastern Alberta”
This term provided very disappointing results. The
first page was primarily taken up by a map from
Skiresortinfo.com titled “Ski Resorts in Northern
Alberta”. There was no mention of Kinosoo on the
map even though hills as small as Tawatinaw were
included. In fact, on the 4th page “Go Hut to Hut
Cross-Country Skiing in Lac La Biche” appeared, well
before any sign of Kinosoo Ridge Snow Resort which
did not appear until page 9.
“Winter activities Northeastern Alberta”
This was another disappointing result. Page one was
primarily referral sites that described “The best 25
outdoor adventures in northern Alberta”, 50 things to
do this winter in Alberta”, The BEST ways to experience Alberta in winter” etc. Kinosoo Ridge was found,
albeit buried, in only the first site that specifically
referred to northern Alberta, by page 14 there was
still no sign of the Kinosoo website. All of the Alberta-wide sites had no mention of the Kinosoo resort.
‘Winter activities Lakeland Alberta”
Another disappointing result. “Snow Fever at Kinosoo
Ridge” was an article from festivalseekers.com found
on page 5 of the search results. There were only 7
pages of results and no sign of the Kinosoo website
at all.
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Search Engine Optimization Summary

Website Content Assessment

While this was by no means an exhaustive review,
it does point to the reality that Kinosoo Ridge Snow
Resort is much loved by the folks that know about it
and have visited in the past. The digital presence is
excellent – IF – and only if you already are aware of
the resort. If you are someone researching potential winter activities in the Lakeland region you will
need to be very persistent, or lucky, to discover the
resort. This is however, easily fixed by a competent
marketing firm with strong digital credentials, and it
will need to be addressed as part of the marketing
strategy going forward.

As part of the assessment, the authors had people
use the site who are fluent in digital navigation but
have no prior knowledge of Kinosoo. Their comments echoed our own. Generally, the website is
easy to navigate and very functional. There were only
two omissions found in the entire site:
1.

“The Safety and Risk Awareness” page was
blank.

2.

The “Snow Fever” event page has not been
updated and is showing registration for the 2018
event.

One of the better pages was the “Reciprocal Program”. The number of hills that honour reciprocal
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discounts with Kinosoo is very impressive. We know
that the season’s pass holders for smaller, community hills in particular are appreciative of this program,
as they are often looking to visit a bigger hill as part
of their winter vacation plans.
As mentioned previously, the website is very functional. What it is not, is inspiring. The site does not
make one think of “elevated adventure”. It has more
of a feel of a municipal recreation program. In particular, appropriate imagery is lacking and an investment in both still shots and B-roll video is required to
increase the excitement and feeling of anticipated
fun that a good adventure resort website should
elicit from its viewers. Testimonials and images of
every market segment from toddlers to seniors and
a number of diverse families enjoying themselves is
badly needed to increase the “WOW” factor of the
site. The Exclusion of Liability and Assumption of
Risk notices and COVID related information seem to
be featured on the site more than any descriptions
of how much FUN you are sure to have when you
visit Kinosoo. Fortunately, just like the SEO this can
be remedied very easily with the help of a marketing firm that has specific tourism experience and
an understanding of the adventure resort market.
Capitalized marketing funds allocated in the capital
budget are meant to be used in part to make these
upgrades.
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KINOSOO MARKETING
STRATEGY OVERVIEW
The market feasibility assessment, current competitive landscape and specific market segmentation for
the Kinosoo Ridge Adventure Resort were all examined. While we understand that little competition in
the primary market exists and as such a first mover
opportunity exists for the resort, nonetheless, in
order to exploit this advantage, the resort will require
a marketing and public relations plan that surgically
addresses how to build on the current resort brand
and visitation. The marketing efforts will need to
ensure that the resort is top of mind in the industry
and marketplace, in turn generating a great deal of
earned media which will create the digital traffic that
ultimately converts into sales.
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Following is the step-by-step process of the
pre-opening marketing and public relations campaign that is recommended to begin once the resort
is moving forward with the recommended enhancements. This campaign will ensure that the early sales
numbers for the resort are as strong as possible,
exceeding the current projections. Some of this
work may be executed by a third-party marketing
agency with the rest of the day-to-day marketing
being done by the Marketing Coordinator and Resort
Manager. This recommended strategy is funded by
the $200,000 that is capitalized and included for
pre-opening marketing in the capital costs summary.
An additional $150,000 is included for the annual,
operating budget each year. All of the work listed
below may not necessarily be completed and some
of the actions are identified as only being relevant
once the multi-day experience is in place, but this
list summarizes many of the potential, key parts of
a comprehensive marketing/PR plan for a resort of
this size. Any and all marketing efforts need to be
monitored constantly to ensure that the appropriate results and ROI are being realized from each
campaign and expenditure. The means and metrics
of ensuring this happens are potential tasks for a
third-party expert.
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Prepare Compelling Resort Branding and
Web Development
Using a consistent branding and a story telling approach will strengthen current customer confidence,
loyalty and provincial attention to Kinosoo and the
destination region.
•

Determination of the final resort name if it is not
Kinosoo Ridge Adventure Resort (completed)

•

Final choice of Logo and accompanying graphic
standards (completed)

•

Development of Marketing Tag-line “Elevated
Adventure” (completed)

•

Development of an extraordinary website

•

Gather Digital Assets

•

Photography

•

Video

•

B-Roll footage should be developed for distribution to media for earned travel stories on
television and internet

Create a “Have to Attend”, by Invitation Only,
Ground-Breaking Ceremony on the Resort
Site
Key Invitees will include Bonnyville Municipal District
Leadership and members, potentially the Alberta
Premier, Provincial Tourism and Economic Development Ministers, Senior Travel Alberta staff, Lakeland
DMO staff, key local and Edmonton media as well as
key travel trade members. This will create buzz in the
industry as well as establish that the key industry and
media stakeholders will have an emotional “buy-in”
to the project and feel a personal commitment to the
success of the project from day one. This event will
mark the beginning of having a live webcam focused
on the building site that is linked to the website
showing weekly updated images so folks can monitor the construction phases.

Develop Social Media Channels

Prepare all Rates & Packaging along with
Calls to Action on Website and all Online and
Printed Materials
A visually rich and dynamic website should be
thoughtfully developed along with a carefully researched digital campaign in order to bring online
attention and direct bookings to the resort. Search
Engine Optimization needs to be rigorously and
consistently executed. (This work likely to be done by
a third party).
Pricing and packaging must be confirmed early
to allow the travel trade and wholesalers time to
include the Kinosoo product in their tariffs as well as
engage their core customer base. While this market
will initially be a small portion of the resort’s visitation,
as the brand and reputation expand, the potential
for commissionable, small group travel will grow
accordingly.

Particular attention should be paid to social networking sites, specifically by encouraging former guests
to post comments and questions to build consumer
knowledge quickly during the construction period.
Content will also be provided to all stakeholders for
sharing to their own communities via their own social
media increasing the viral effect. These sites may
include but are not limited to:
•

Facebook

•

Instagram

•

Pinterest

•

YouTube Channel

•

LinkedIn

•

New channels as they come online
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Prepare and Implement a Robust and Frequent Social Media “Drip” Campaign
Utilizing all the social media platforms listed above.
Compelling short videos and photography will be
used as key components of the campaign. Frequent
interaction with trade, media and direct consumers
will become a consistent element of the campaign
helping to build a local and provincial following. Focus will be on generating ‘friend of mine awareness’
by ensuring the resort content is informative and
compelling; not only focused on the resort experience but also on traveling to the Lakeland Region.
Travel Alberta and involvement from the regional/
national airlines from gateway cities such as Edmonton, Saskatoon, Lloydminster and North Battleford
will need to be leveraged during this process.

Implement Action Video for the Alpine
Coaster
This action video option for the coaster should result
in at least 15% of riders purchasing the video and the
vast majority posting their video experience on-line.
Guest generated content will significantly boost
the impact of all social media marketing completed directly by the resort. Videos drive stronger
customer engagement as people prefer branded
video over photos. Videos draw twice as many clicks
than pictures on Facebook. Increased video sales
spur more business opportunities. Increased social
media sharing, videos are optimized for sharing to
make them easy to share on social media. The more
guests share their experiences, the visibility and
reach of your business increases. Gain new customers with every share - videos are branded and
hashtags are automatically applied, which increases
brand exposure.

Bi-Monthly e-Newsletter Campaigns
Campaigns, including dynamic video footage, will be
distributed to a wide data base of all industry partners and provincial travel trade & travel media. The
resort should start compiling a consumer database
of all the interested parties and all the e-newsletters
and video that have been distributed to date. These
bi-monthly email campaigns will build strong partnerships, and provide information and confidence
within the tourism industry, travel trade, media, transportation partners and direct consumers.

Prepare and Conduct Ongoing Online Digital
Advertising Campaigns
The resort should be working with a professional
marketing firm who works directly with Google to
develop in-depth Google AdWords and keyword
campaigns. Facebook boosting and cost-per-click
campaigns, and Instagram strategies with action
plans should also be key components for successfully driving web traffic that ultimately converts into
direct sales.
•

Google adword and Google display ad campaigns should be aimed at extremely targeted
audiences in key markets internationally,

•

Facebook - Paid - Boost Facebook Posts and
Promote Business Ads should be executed in
key markets using visitor profiling / demographics

Industry Engagement & Partnership
Development
Including Alberta Tourism, Travel Alberta, Tourism
Saskatchewan, Destination Canada, The Canada
West Ski Area Association, Indigenous Tourism Association of Canada, Lakeland DMO and Go East of
Edmonton will be a priority.
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Partnerships with local and regional tourism partners,
as well as Destination Canada will ensure that the
resort enjoys joint marketing and cooperative sales
efforts with these partners to bring more attention to
both the resort and the region as a whole. As mentioned in the market feasibility section, there is an
enormous advantage to sharing many of the same
market segments as both the Province of Alberta
and Canada. This means that the cooperative marketing efforts often engaged in by these agencies
will be aimed at some of the same potential visitors
that are attracted to the Kinosoo product, in turn amplifying the ROI of these cooperative opportunities
for the resort.

Resort Familiarization Tours
Participation in media and trade familiarization tours
on site should be confirmed in-market with the
resort’s Destination Partners (Lakeland DMO, Travel
AB). This should include “hard hat” tours of the property and sharing the Kinosoo expansion vision with
select media and Destination Marketing Organizations in-market. These would be invited trips coordinated by the resort marketing team, rather than just
piggy backing on Travel Alberta familiarization trips
already planned in-market. Engaging Lakeland DMO
in these efforts should also be pursued.

Retail Brand Identifying / Co-op Marketing
Campaign Development
The resort could align itself with iconic outdoor
apparel and gear manufacturers and retail outlets in
primary city markets such as Edmonton, Saskatoon,
Lloydminster and North Battleford. The Mountain
Equipment Co-op, Valhalla Pure, and Atmosphere
are a few examples of potential retail partners. Contests including these partners could also be created
to attract consumers and create an additional newsletter database.
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Pre-Opening Media Plan – Travel Writers /
Earned Media

some of the resort’s best representatives to the
travel trade.

The marketing plan should also have a strong focus
on public relations that target earned media supported by a robust online advertising and social
media strategy for the highest return on investment.
As a rule, a media report on a destination or experience is said to be valued up to 10 time more than
that of a paid advertisement, as it is considered an
unbiased, third-party endorsement. It is also said that
if marketing is a share of the mind, then PR is share
of the heart. An iconic adventure destination resort
owned and operated by the community it serves is
all about creating experiences that are memorable
and emotional, that in turn build long term loyalty
and pride. This local loyalty and pride in Kinosoo are
a prime goal for the resort’s public relations efforts.

Jonview is an example of a possible Canadian receptive operator that the resort might target to ensure
that the Kinosoo product was included in Jonview
tours that pass thru the Edmonton area.

It cannot be emphasized enough that first and foremost Kinosoo is a local ski hill and adventure outlet.
Creating consistent, story content that speaks to
and about locals is absolutely critical to the success
of the resort. In a community as small as Bonnyville
M.D., visitation is as much about social license and
loyalty as it is pricing and quality of the product.
Stories, blogs and media outreach that highlight
the community and people that love and patronize Kinosoo is the best advertising possible. These
stories should be sent bi-monthly to key writers and
partners in the marketplace.

Canadian Receptive Operators Selling Edmonton Regional Product
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Once the resort is fully developed into a multi-day
destination, key reservations and provincial sales
teams should be approached by resort marketing
staff. Presentations will be required every 6 and 12
months to begin with in order to provide product
knowledge and training to these receptive operators. These people represent the resort’s extended
sales team as these companies have sales reps who
promote Canadian travel product and they become
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Trade Show Participation
There are hundreds of local and provincial Chamber
of Commerce - type shows that are held regionally
promoting local businesses including tourism operators, and only a few provide a good return on investment for a product like Kinosoo. That said the best
shows in the primary and secondary markets should
be researched to ensure that any and all of these
efforts lead to actual bookings and increased brand
awareness. Again – promoting the efforts of the
Bonnyville MD to invest in the health and wellness
of their constituents is an important part of the over
all Kinosoo messaging. Waving the Kinosoo flag at
these types of events can have other positive effects
above and beyond simply driving visitation.

Print Advertising
While print advertising has largely been replaced by
digital, there will always be a few key publications
that still provide a good return on investment. For
Kinosoo the most obvious will be any trade magazines published by the Lakeland DMO, Go East of
Edmonton, and Travel Alberta North. Also of great
importance will be having the appropriate rack cards
in all the Visitor Information Centres along the major
road corridors within the 4-hour drive including the
major centres of Edmonton, Lloydminster, North
Battleford and Saskatoon.

Billboards & Signage
Once the resort is ready to offer a true, multi-day experience, the major centres and major road arteries
to Kinosoo are a potential place to locate billboards
for the resort. A billboard in Edmonton, Lloydminster,
North Battleford and Saskatoon will make sense to
drive the initial awareness of the vacation opportunity that exists for locals from these areas. This
advertising will likely be most effective in attracting
summer and winter guests who are looking for a
place to go for the weekend at a destination that has
a plethora of additional activities for the whole family
to enjoy.
The Legacy team reviewed the directional signage
that they were able to find in the local area during
the November site inspection. This informal review
revealed that the directional signage for the resort
needs to be improved. An evaluation of the various
access routes to Kinosoo should be completed and
a signage plan developed. Strategic placement of
this directional signage, in cooperation with the province as may be required, will also increase the “top of
mind” presence in the local market area.

KINOSOO RIDGE ADVENTURE RESORT

STRATEGIC
SPONSORSHIPS AND
PARTNERSHIPS

x 76”, made of alu-panel. Chairs are taken off the
cable, covered and stored in the off-season which
prevents weathering and possible storm damage.
Contract renews annually.

There exists an opportunity to develop strategic
partnerships with suppliers and organizations locally
and nationally. These partnerships can reduce Kinosoo’s capital expenditures, increase joint marketing
reach, increase revenues and develop long-term
relationships with partners for future expansion.

Beginner Area Sponsor

MARKETING PARTNERSHIPS
Strengthening and building packages with the destination and local experiential products that are unique
to the Cold Lake region will be key to improving the
Kinosoo brand reach. Seeking additional marketing
revenues through co-op funding and collaborations
are all important options that should be accessed.
Additional information regarding these options can
be found in the Marketing section of the plan.

SPONSORSHIP OPTIONS
Sponsorship options can be presented to the local
community as an opportunity to improve their exposure to your captured market. These options also
increase revenues and create a community connection to the sponsorship area. Following are samples
of some potential sponsor packages,

Figure 12: Business Sponsorship Sample

Business Sponsorship
A business sponsorship offers distinction to a
business by demonstrating a commitment to the
community. With Kinosoo’s 46000 ski area visitors
and their website visits per year, a business will gain
valuable exposure for their commitment. A sponsorship includes Gold Passes for the ski season. A Gold
Pass is transferable (can be used by anyone) and can
be used every day the resort is open.
Chairlift Terminal Signs
These signs are located on the building directly
beside the lift line. This is a prime location with exposure to guests that use the chairlift and to hikers and
bikers as they exit the trails (year-round) across from
the lift terminal. Signs are 5’ x 4’, made of alu-panel.
Maximum of 4 signs will be placed on the side of the
terminal. Contract renews annually.

One of the central locations for families to gather is
the beginner hill. One 5’ x 4’ alu-panel sign prominently displayed on the lift hut. The business sign will
greet Kinosoo guests in the pick-up/drop-off zone
and main entrance to the hill. One 12’ x 3.5’ mesh
banner placed along the fence that runs adjacent to
the carpet. This is a premiere spot for guest photos,
social media photos, and parents watching their kids.
Contract renews annually.
Banner Packages
One or more 12’ x 3.5’ mesh banners placed along a
key fence area at the resort (tube park, rope adventure course, main lodge, lift areas). No direct
competitor banner will be sold, first booked basis.
Contract renews annually.
Event Sponsors
Garnering sponsors to offset operational costs for
events is a key part of the event coordination and
revenues.
Terrain Park, Tube Park, Adventure Park Sponsor
Banner package in selected park area(s), identified
on website. Contract renews annually.

Chairlift Signs
A business can grab the attention of each skier
and snowboarder as they ascend to the top on the
chairlifts. The chairlift ads commonly end up being
captured by guests who take photos from the chairlift. These photos often get posted on social media.
There are 100 chairlift sign spots, each sign is 10.25”
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EQUIPMENT SUPPLY

ATV Skills Training Centre

Discussions should be held with well-known brand
names in order to build on their existing market influence and brand recognition. There are some smaller,
boutique manufacturers but they are secondary
targets. Strategic partners should be investigated for
the following areas:

Potential naming and sponsor partners include Canadian, American and overseas brands. We recommend approaching the North American manufacturers first with a focus on brands that have a presence
in your local marketplace. Prospective partners include Bombardier, Arctic Cat, Polaris, Honda, Yamaha, and Kawasaki. Working with a consistent brand
can also reduce the costs for on-mountain staff ATV
and snowmobile requirements and reduces maintenance costs with a fleet of comparable equipment.

Ski and Snowboard Equipment
A partnership with one company should be developed that includes all ski and snowboard gear and
potentially demo rentals, sales and tune-ups. This
partnership apparently exists but it can be enhanced significantly. Working with one supplier for
all on-mountain guest and staff gear should reduce
costs, increase staff repair/tune-up competencies
and create additional marketing options.

Mountain Bike Rental Fleet and Downhill Trails
Potential naming and sponsor partners include Canadian, American and overseas brands. We recommend concentrating on the North American manufacturers/suppliers. Prospective partners include
Giant, Trek, Specialized, Cannondale, GT, Santa Cruz,
Scott, Yeti, and Rocky Mountain.

Clothing
A pro deal could be developed with a company such
as Arcteryx Canada for the supply of staff outerwear
(lift attendants, operational staff, patrol staff, management team, etc.) at discounted pricing. The same
outerwear deals can be used to leverage improved
discounts for retail sales.
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KINOSOO RIDGE ADVENTURE RESORT

ACTION PLAN AND&
TIMELINES

7.

The following section details a chronological timeline for the recommended implementation of the
business plan including key administrative tasks
and major capital expenditures. This chronology
assumes that the plan is approved by MD leadership.
This chronology also assumes an allocation of the
required capital that is aggressive and produces a
product that will quickly produce significant revenues. It is understood that these expenses may need
to be amortized over a longer period and that if this
is the case, revenues will accrue at a slower pace.

There are several major expenditures
already approved for 2022. They include:

2024

•

Back-up Power Generator System

•

French Bay Campground Improvements

2. Install action video equipment on Coaster.

•

Lodge Upgrades/Boiler

3. Complete construction of yurt accommodation.

•

Replacement Chairlift Project (Green
Chair)

4. Complete Phase II of Mountain bike
downhill trails.

•

Snowmaking Pedestal GFI

5. Construct amphitheatre.

Total: $5,203,155

1.

Complete construction of Alpine Coaster.

6. Build multi-sport surface (pickle ball/rink
etc.)

2022

2023

7.

1.

1.

8. Purchase snowshoes for rental and cut
snowshoe trails

MD management and senior leadership
review and approve Business Plan and
accompanying capital expense projections.

2. Steps required to acquire required lands
(Alberta crown and Saskatchewan crown)
are initiated.
3. Steps required to transition to Municipal
Controlled Corporation are initiated.
4. Formal records and preventative maintenance program is created.
5. Standard Operating Procedures are completed, filling in gaps where necessary
including new procedures for all summer
programming and new accommodations.
6. Complete pre-opening marketing plan
for summer operations including completion of a full branding exercise.

Complete planning, design and groundworks for Alpine Coaster construction
assuming lands are acquired.

Complete Ice wall structure.

9. Complete staff training for Alpine Coaster.

2. Complete planning, design and groundworks for yurt construction assuming
lands are acquired.

10. Pre-opening marketing executed.

3. Complete Phase I of the mountain bike
downhill trails.

Total: $6,307,375

4. Expand French Bay Campground and
install dock and family waterfront equipment.

2025

11. Staff recruitment campaign for 2025
opening begins in earnest.

1.

ATV skills terrain park is built if Parks approval is granted.

5. Build waterfront canoe/kayak/SUP rental
and storage kiosk.

2. Grand opening of four-season resort.

6. Install mini golf facility.

Total: $458,125

7.

Create new rental kiosk and ski tuning
area in trailer outside lodge

8. Turn old rental space into retail space.
Total: $5,902,813

KINOSOO RIDGE ADVENTURE RESORT
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APPENDIX I: CAPITAL INFRASTRUCTURE ESTIMATES
Alpine Coaster
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ATV Training Centre

Kinosoo ATV Skills Park Class "C" Capital Budget Estimates
Units

Supporting Infrastructure
ATV Skills Park Development

1

$

120,000 $

120,000

Shipping Container Garages

3

$

3,000 $

9,000

Cladding Shipping Containers

3

$

1,500 $

4,500

500 Gallon Fueling Station

1

$

5,000 $

5,000

1
$
3,500 $
Sub-Total Supporting Infrastructure $

3,500

ATV Wash Station

Number

Equipment

142,000

Cost per Unit

Youth ATV's

10

$

5,000 $

50,000

Adult ATV's

14

$

9,500 $

133,000

ATV Helmets

40

$

150 $

6,000

ATV gear (rain gear, gloves, boots)

30

$

250 $

7,500

$
1 $
Sub-Total Equipment $

3,000

Disposable Helmet Liners

3000

Number

Soft Costs
Pre-Opening Marketing

104

Cost per Unit
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199,500

Cost per Unit

$
25,000 $
Sub-Total Soft Costs $

25,000

Sub-Total

$

366,500

10% Contingency

$

36,650

15% Construction Project Management

$

54,975

Class "C" Capital Budget Estimate Total

$

458,125

1

25,000
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French Bay Campground expansion

French Bay Campground - Class "C" Capital Budget Estimates
Number

Facilities

Cost per Unit

Total

150 Campsites

150

$

5,000 $

750,000

Vault Toilets

12

$

7,500 $

90,000

Fire Rings

170

$

150 $

25,500

Picnic Tables

180

$

1,000 $

180,000

1

$

40,000 $

40,000

1500

$

60 $

90,000

Boat Launch Improvements

1

$

20,000 $

20,000

Two Day Use Picnic Shelters with Wood Stove

2

$

35,000 $

70,000

General Site Development Costs
Sub-Total Infrastructure

1

$

100,000 $

100,000

$

1,365,500

Vegetation Management
One-way low speed gravel road, 1500 metres

Equipment

Number

Cost per Unit

Servicing/Staff Electric Golf Cart & Trailer

1

$

24,000 $

24,000

Pick-up Truck

1

$

45,000 $

45,000

$

24,000

25,000 $

25,000

Sub-Total Soft Costs

$

25,000

Capital Budget Estimate Sub-Total

$

1,414,500

10% Contingency

$

141,450

15% Construction Project Management

$

212,175

Class "C" Capital Budget Estimate Total

$

1,768,125

Sub-Total Equipment
Number

Soft Costs
Pre-Opening Marketing
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1

Cost per Unit
$
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Ice Wall

Kinosoo Class "C" Capital Budget Estimates
Supporting Infrastructure

Units

Ice Wall Scaffolding/Stairs

1

$

75,000 $

75,000

Lighting

1

$

5,000 $

5,000

Snow Fence

1

$

1,000 $

1,000

1
$
3,500 $
Sub-Total Supporting Infrastructure $

3,500

Water Supply
Equipment

Number
24

Climbing Equipment Sets

Pre-Opening Marketing
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84,500

Cost per Unit

$
600 $
Sub-Total Equipment $

Number

Soft Costs

106

Cost per Unit

14,400
14,400

Cost per Unit

20,000 $
$
Sub-Total Soft Costs $

20,000

Sub-Total

$

118,900

10% Contingency

$

11,890

15% Construction Project Management

$

17,835

Class "C" Capital Budget Estimate Total

$

148,625

1

20,000
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Mini Golf

Kinosoo Mini Golf Class "C" Capital Budget Estimates
Supporting Infrastructure

Units

Cost per Unit

18 Hole Pre-fab Mini Golf MG-10

1

$

132,000 $

132,000

Lighting Package

1

$

8,200 $

8,200

Equipment & Signage Package

1

$

10,300 $

10,300

Prepatory Ground and Servicing Works
1
$
75,000 $
Sub-Total Supporting Infrastructure $

75,000

Freight

Number

Freight

2
Soft Costs

Pre-Opening Marketing

Cost per Unit

$
6,000 $
Sub-Total Equipment $

Number

225,500

12,000
12,000

Cost per Unit

$
10,000 $
Sub-Total Soft Costs $

10,000

Sub-Total

$

247,500

10% Contingency

$

24,750

15% Construction Project Management

$

37,125

Class "C" Capital Budget Estimate Total

$

309,375
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10,000
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Mountain Bike Downhill

Kinosoo Mountain Bike Class "C" Capital Budget Estimates
Phase I Supporting Infrastructure

Metres

Beginner Flow Trail

3000

$

35 $

105,000

Intermediate Single Track

3000

$

40 $

120,000

1

$

15,000 $

15,000

1
$
3,500 $
Sub-Total Phase I Supporting Infrastructure $

3,500

Load/Unload Ramps
Bike Wash Station

Phase II Supporting Infrastructure

Metres

Cost per Metre

3000

$

35 $

105,000

Intermediate Single Track

3000

$

40 $

120,000

3000
$
50 $
Sub-Total Phase II Supporting Infrastructure $

150,000

Equipment

Number

375,000

Cost per Unit

Ski Lift Bike Carrier Racks

25

$

2,750 $

68,750

Rental Fleet

30

$

2,000 $

60,000

Rental Helmets

100

$

100 $

10,000

$
2,500 $
Sub-Total Equipment $

10,000

Bikes for Bike Patrol Team

4

Soft Costs

Number

Pre-Opening Marketing
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243,500

Intermediate Flow Trail
Advanced Single Track

110

Cost per Metre

148,750

Cost per Unit

$
20,000 $
Sub-Total Soft Costs $

20,000

Sub-Total Phase I

$

412,250

10% Contingency

$

41,225

15% Construction Project Management

$

61,838

Phase I Total

$

515,313

Capital Budget Estimate Sub-Total Phase II

$

375,000

10% Contingency

$

37,500

15% Construction Project Management

$

56,250

Phase II Total

$

468,750

Two Year Class "C" Capital Budget Estimate Total

$

984,063

1

20,000
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Yurts

Kinosoo Yurts Class "C" Capital Budget Estimates
Guest Accommodations

Number

Winterized & Furnished Yurts
20
Sub-Total Guest Accommodations
Supporting Infrastructure

Number

Cost per Unit
$

Total

85,000 $

1,700,000

$

1,700,000

Cost per Unit

Single Lane Service Access

1

$

100,000 $

100,000

Gravel Trails, Boardwalks & Yurt Platforms

1

$

450,000 $

450,000

Centralized Washroom/Shower Building

1

$

400,000 $

400,000

Power Services Distribution

1

$

150,000 $

150,000

Water Distribution

1

$

50,000 $

50,000

Natural Gas Distribution

1

$

50,000 $

50,000

$

120,000 $

120,000

$

1,320,000

Wastewater Collection
1
Sub-Total Supporting Infrastructure
Equipment

Number

Cost per Unit

Housekeeping Electric Cart

1

$

27,500 $

27,500

Servicing Electric ATV & Trailer

1

$

23,500 $

23,500

$

51,000

Sub-Total Equipment
Soft Costs

Number

Cost per Unit

Engineering & Design

1

$

75,000 $

75,000

Pre-Opening Marketing

1

$

50,000 $

50,000

Sub-Total Soft Costs

$

125,000

Capital Budget Estimate Sub-Total

$

3,196,000

10% Contingency

$

319,600

15% Construction Project Management

$

479,400

Class "C" Capital Budget Estimate Total

$

3,995,000
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APPENDIX II: DETAILED PROJECTED PERSONNEL TABLES
AND FINANCIAL PROJECTIONS FOR EXPERIENCES
alpine coaster
Projected Personnel Plan

Monthly
Rate

Salary Staff

# of Months Total Year 1

Annual %
Increase

Total Year 2 Total Year 3 Total Year 4 Total Year 5

Alpine Coaster Operations

$5,500

12.0

$33,000

2.0%

$67,320

$68,666

$70,040

$71,441

Alpine Coaster Mechanic/Maintenance

$6,000

12.0

$36,000

2.0%

$73,440

$74,909

$76,407

$77,935

# Positions
Year 2

Total Year 2

# Positions
Year 3

Total Year 3

# Positions
Year 4

Total Year 4

# Positions
Year 5

Total Year 5

Hourly

Day Rate

Full Season
(Days)

Sub-Total

# Positions
Year 1

Total Year 1
(September
Opening)

Alpine Coaster Attendant

$18.00

$144

330

$47,520

2.50

$39,204

2.50

$118,800

3.00

$142,560

3.00

$142,560

3.50

$166,320

Retail/Ticket Sales

$17.00

$136

365

$49,640

1.00

$16,381

1.00

$49,640

1.50

$74,460

1.50

$74,460

1.00

$49,640

Loading Station Maintenance/Janitorial

$17.00

$136

330

$44,880

1.00

$14,810

1.00

$44,880

1.00

$44,880

1.00

$44,880

1.00

$44,880

Hourly/Day Rate Staff

Projected Personnel Plan

Year 1

Year 2

Year 3

Year 4

Year 5

Salary Staff
Alpine Coaster Supervisor

$33,000

$67,320

$68,666

$70,040

$71,441

Alpine Coaster Mechanic/Maintenance

$36,000

$73,440

$74,909

$76,407

$77,935

Alpine Coaster Attendant

$39,204

$118,800

$142,560

$142,560

$166,320

Photo Booth/Retail/Ticket Sales

$16,381

$49,640

$74,460

$74,460

$49,640

Loading Station Maintenance/Janitorial

$14,810

$44,880

$44,880

$44,880

$44,880

$139,396

$354,080

$405,475

$408,347

$410,216

Day Rate Staff

Total Payroll
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Projected Sales Forecast Worksheet Year 1
Month

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

Operating Days

31

28

31

15

31

30

31

31

30

31

30

31

Projections (Operating 8 Hours/day)
Alpine Coaster Daily Max Capacity

2400

2400

2400

2400

2400

2400

2400

2400

0%

0%

0%

0%

0%

0%

0%

0%

6%

5%

5%

8%

0

0

0

0

0

0

0

0

4320

3720

3600

5952

Alpine Coaster Projected Visitation
Coaster Monthly Visits

2400

2400

2400

2400

Unit Prices
Coaster (50% singles, 50% double)

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

Sales
Coaster

Total Monthly Sales

$0

$0

$0

$0

$0

$0

$0

$0

$72,360

$62,310

$60,300

$99,696

$0

$0

$0

$0

$0

$0

$0

$0

$72,360

$62,310

$60,300

$99,696

Projected Sales Forecast Worksheet Year 2
Month

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

Operating Days

31

28

31

15

31

30

31

31

30

31

15

31

Projections (Operating 8 Hours/day)
Alpine Coaster Daily Max Capacity
Alpine Coaster Projected Visitation
Coaster Monthly Visits

2400

2400

2400

2400

2400

2400

2400

2400

2400

2400

2400

2400

6%

6%

6%

6%

10%

11%

15%

15%

12%

6%

6%

15%

4464

4032

4464

2160

7440

7920

11160

11160

8640

4464

2160

11160

Unit Prices
Coaster (50% singles, 50% double)

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

Sales
Coaster

Total Monthly Sales

$74,772

$67,536

$74,772

$36,180

$124,620

$132,660

$186,930

$186,930

$144,720

$74,772

$36,180

$186,930

$74,772

$67,536

$74,772

$36,180

$124,620

$132,660

$186,930

$186,930

$144,720

$74,772

$36,180

$186,930
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Projected Sales Forecast Worksheet Year 3
Month

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

Operating Days

31

28

31

15

31

30

31

31

30

31

15

31

Projections (Operating 8 Hours/day)
Alpine Coaster Daily Max Capacity

2400

Alpine Coaster Projected Visitation
Coaster Monthly Visits

2400

2400

2400

2400

2400

2400

2400

2400

2400

2400

2400

7%

7%

7%

7%

12%

14%

18%

18%

14%

7%

7%

16%

5208

4704

5208

2520

8928

10080

13392

13392

10080

5208

2520

11904

Unit Prices
Coaster (50% singles, 50% double)

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

Sales
Coaster

Total Monthly Sales

$87,234

$78,792

$87,234

$42,210

$149,544

$168,840

$224,316

$224,316

$168,840

$87,234

$42,210

$199,392

$87,234

$78,792

$87,234

$42,210

$149,544

$168,840

$224,316

$224,316

$168,840

$87,234

$42,210

$199,392

Projected Sales Forecast Worksheet Year 4
Month

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

Operating Days

31

28

31

15

31

30

31

31

30

31

15

31

Projections (Operating 8 Hours/day)
Alpine Coaster Daily Max Capacity

2400

Alpine Coaster Projected Visitation
Coaster Monthly Visits

2400

2400

2400

2400

2400

2400

2400

2400

2400

2400

2400

8%

8%

8%

7%

13%

15%

19%

19%

15%

8%

8%

18%

5952

5376

5952

2520

9672

10800

14136

14136

10800

5952

2880

13392

Unit Prices
Coaster (50% singles, 50% double)

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

Sales
Coaster

Total Monthly Sales
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$99,696

$90,048

$99,696

$42,210

$162,006

$180,900

$236,778

$236,778

$180,900

$99,696

$48,240

$224,316

$99,696

$90,048

$99,696

$42,210

$162,006

$180,900

$236,778

$236,778

$180,900

$99,696

$48,240

$224,316

KINOSOO RIDGE ADVENTURE RESORT

Projected Sales Forecast Worksheet Year 5
Month

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

Operating Days

31

28

31

15

31

30

31

31

30

31

15

31

Projections (Operating 8 Hours/day)
Alpine Coaster Daily Max Capacity
Alpine Coaster Projected Visitation
Coaster Monthly Visits

2400

2400

2400

2400

2400

2400

2400

2400

2400

2400

2400

2400

9%

9%

9%

7%

14%

16%

20%

20%

16%

9%

8%

20%

6696

6048

6696

2520

10416

11520

14880

14880

11520

6696

2880

14880

Unit Prices
Coaster (50% singles, 50% double)

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

Sales
Coaster

Total Monthly Sales

$112,158

$101,304

$112,158

$42,210

$174,468

$192,960

$249,240

$249,240

$192,960

$112,158

$48,240

$249,240

$112,158

$101,304

$112,158

$42,210

$174,468

$192,960

$249,240

$249,240

$192,960

$112,158

$48,240

$249,240

Projected Sales Forecast
Capacity Projections
Annual Guests
Alpine Coaster

2024
6.0%

2025
9.5%

2026
11.2%

2027
12.2%

2028
13.1%

4 Months

12 Months

12 Months

12 Months

12 Months

17592

79224

93144

101568

109632

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$19 & $29

$294,666

$1,109,922

$1,560,162

$1,701,264

$1,836,336

$294,666

$1,109,922

$1,560,162

$1,701,264

$1,836,336

Unit Prices
Alpine Coaster

Unit Sales
Alpine Coaster

Annual Sales Projection
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Alpine Coaster Projected Profit and Loss
Fiscal Year

Year 2

Year 3

Year 4

Year 5

$294,666

$1,109,922

$1,560,162

$1,701,264

$1,836,336

$139,396

$354,080

$405,475

$408,347

$410,216

Payroll Taxes @ 13%

$18,121

$46,030

$52,712

$53,085

$53,328

Marketing/Promotion Share

$12,500

$50,000

$50,000

$50,000

$50,000

R & M Coaster Cart (10% Revenue Year 2)

$8,840

$110,992

$156,016

$170,126

$183,634

Facility Supplies

$1,500

$2,500

$2,750

$3,025

$3,328

Cleaning Supplies

$1,500

$2,500

$2,750

$3,025

$3,328

Utilities

$8,000

$24,000

$26,400

$29,040

$31,944

Staff Training

$5,000

$5,500

$6,050

$6,655

$7,321

Insurance (Additional Premium)

$8,250

$12,000

$13,200

$14,520

$15,972

$10,313

$33,298

$46,805

$51,038

$55,090

$213,420

$640,900

$762,158

$788,861

$814,159

$81,246

$469,022

$798,004

$912,403

$1,022,177

27.6%

42.3%

51.1%

53.6%

55.7%

Year 1

Sales
Total Sales

Expenses
Payroll

Accounting/Bank Fees at 3.5%

Total Operating Expenses
EBITDA

EBITDA/Sales
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aTV Skills Park

Projected Personnel Plan

Monthly
Rate

Salary Staff

# of Months Total Year 1

Annual %
Increase

Total Year 2 Total Year 3 Total Year 4 Total Year 5

ATV Lead Instructor

$5,500

7.0

$38,500

2.0%

$39,270

$40,055

$40,857

$41,674

ATV Mechanic/Maintenance

$5,500

7.0

$38,500

2.0%

$39,270

$40,055

$40,857

$41,674

# Positions
Year 2

Total Year 2

# Positions
Year 3

Total Year 3

# Positions
Year 4

Total Year 4

# Positions
Year 5

Total Year 5

0.75

$26,400

0.75

$26,400

1.00

$35,200

1.00

$35,200

Hourly/Day Rate Staff
ATV Instructor

Hourly

Day Rate

Full Season
(Days)

Sub-Total

# Positions
Year 1

Total Year 1
(September
Opening)

$22.00

$176

200

$35,200

0.75

$26,400

Projected Personnel Plan

Year 1

Year 2

Year 3

Year 4

Year 5

Salary Staff
ATV Lead Instructor

$38,500

$39,270

$40,055

$40,857

$41,674

ATV Mechanic/Maintenance

$38,500

$39,270

$40,055

$40,857

$41,674

$26,400

$26,400

$26,400

$35,200

$35,200

$103,400

$104,940

$106,511

$116,913

$118,547

Day Rate Staff
ATV Instructor

Total Payroll
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Projected Sales Forecast Worksheet Year 1
Month
Operating Days

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

0

0

0

0

31

30

31

31

30

31

0

0

Projections (Operating 8 Hours/day)
ATV Daily Max Capacity

48

48

48

48

48

48

48

48

48

48

48

48

ATV Projected Visitation

0%

0%

0%

0%

20%

25%

25%

25%

25%

20%

0%

0%

0

0

0

0

298

360

372

372

360

298

0

0

$129

$129

$129

$129

$129

$129

$129

$129

$129

$129

$129

$129

$0

$0

$0

$0

$38,390

$46,440

$47,988

$47,988

$46,440

$38,390

$0

$0

$0

$0

$0

$0

$38,390

$46,440

$47,988

$47,988

$46,440

$38,390

$0

$0

ATV Monthly Visits

Unit Prices
ATV

Sales
ATV

Total Monthly Sales

Projected Sales Forecast Worksheet Year 2
Month
Operating Days

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

0

0

0

15

31

30

31

31

30

31

0

0

Projections (Operating 8 Hours/day)
ATV Daily Max Capacity

48

48

48

48

48

48

48

48

48

48

48

48

ATV Projected Visitation

0%

0%

0%

25%

25%

30%

35%

35%

30%

25%

0%

0%

0

0

0

180

372

432

521

521

432

372

0

0

$129

$129

$129

$129

$129

$129

$129

$129

$129

$129

$129

$129

$0

$0

$0

$23,220

$47,988

$55,728

$67,183

$67,183

$55,728

$47,988

$0

$0

$0

$0

$0

$23,220

$47,988

$55,728

$67,183

$67,183

$55,728

$47,988

$0

$0

ATV Monthly Visits

Unit Prices
ATV

Sales
ATV

Total Monthly Sales
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Projected Sales Forecast Worksheet Year 3
Month
Operating Days

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

0

0

0

15

31

30

31

31

30

31

0

0

Projections (Operating 8 Hours/day)
ATV Daily Max Capacity

48

48

48

48

48

48

48

48

48

48

48

48

ATV Projected Visitation

0%

0%

0%

25%

25%

35%

40%

40%

35%

30%

0%

0%

0

0

0

180

372

504

595

595

504

446

0

0

$129

$129

$129

$129

$129

$129

$129

$129

$129

$129

$129

$129

$0

$0

$0

$23,220

$47,988

$65,016

$76,781

$76,781

$65,016

$57,586

$0

$0

$0

$0

$0

$23,220

$47,988

$65,016

$76,781

$76,781

$65,016

$57,586

$0

$0

ATV Monthly Visits

Unit Prices
ATV

Sales
ATV

Total Monthly Sales

Projected Sales Forecast Worksheet Year 4
Month
Operating Days

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

0

0

0

15

31

30

31

31

30

31

0

0

Projections (Operating 8 Hours/day)
ATV Daily Max Capacity

48

48

48

48

48

48

48

48

48

48

48

48

ATV Projected Visitation

0%

0%

0%

30%

30%

40%

45%

45%

40%

30%

0%

0%

0

0

0

216

446

576

670

670

576

446

0

0

$139

$139

$139

$139

$139

$139

$139

$139

$139

$139

$139

$139

$0

$0

$0

$30,024

$62,050

$80,064

$93,074

$93,074

$80,064

$62,050

$0

$0

$0

$0

$0

$30,024

$62,050

$80,064

$93,074

$93,074

$80,064

$62,050

$0

$0

ATV Monthly Visits

Unit Prices
ATV

Sales
ATV

Total Monthly Sales
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Projected Sales Forecast Worksheet Year 5
Month
Operating Days

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

0

0

0

15

31

30

31

31

30

31

0

0

Projections (Operating 8 Hours/day)
ATV Daily Max Capacity

48

48

48

48

48

48

48

48

48

48

48

48

ATV Projected Visitation

0%

0%

0%

35%

35%

45%

50%

50%

45%

35%

0%

0%

0

0

0

252

521

648

744

744

648

521

0

0

$139

$139

$139

$139

$139

$139

$139

$139

$139

$139

$139

$139

$0

$0

$0

$35,028

$72,391

$90,072

$103,416

$103,416

$90,072

$72,391

$0

$0

$0

$0

$0

$35,028

$72,391

$90,072

$103,416

$103,416

$90,072

$72,391

$0

$0

ATV Monthly Visits

Unit Prices
ATV

Sales
ATV

Total Monthly Sales

ATV Projected Sales Forecast
Fiscal Year
Capacity Projections
Annual Guests
ATV

Year 1
23.3%

Year 2
29.3%

Year 3
32.9%

Year 4
37.1%

Year 5
42.1%

7 Months

7 Months

7 Months

7 Months

7 Months

2059

2830

3197

3600

4078

$129

$129

$129

$139

$139

$265,637

$365,018

$412,387

$500,400

$566,786

$265,637

$365,018

$412,387

$500,400

$566,786

Unit Prices
ATV

Unit Sales
ATV

Annual Sales Projection
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ATV Projected Profit and Loss
Fiscal Year

Year 1

Year 2

Year 3

Year 4

Year 5

Sales
Total Sales

$265,637

$365,018

$412,387

$500,400

$566,786

$103,400

$104,940

$106,511

$116,913

$118,547

Payroll Taxes @ 13%

$13,442

$13,642

$13,846

$15,199

$15,411

Marketing/Promotion Share

$20,000

$20,000

$20,000

$20,000

$20,000

R & M ATV (15% Revenue)

$39,846

$54,753

$61,858

$75,060

$85,018

Facility Supplies

$2,500

$2,750

$3,025

$3,328

$3,660

Cleaning Supplies

$2,500

$2,750

$3,025

$3,328

$3,660

$18,000

$19,800

$21,780

$23,958

$26,354

$5,000

$5,500

$6,050

$6,655

$7,321

$15,000

$16,500

$18,150

$19,965

$21,962

$9,297

$10,951

$12,372

$15,012

$17,004

$228,985

$251,586

$266,617

$299,417

$318,936

$36,652

$113,433

$145,770

$200,983

$247,850

13.8%

31.1%

35.3%

40.2%

43.7%

Expenses
Payroll

Fuel
Staff Training
Insurance (Additional Premium)
Accounting/Bank Fees at 3.5%

Total Operating Expenses
EBITDA

EBITDA/Sales
KINOSOO RIDGE ADVENTURE RESORT
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events and action Video

Projected Personnel Plan
Sub-Total

# Positions
Year 1

Total Year 1
(September
Opening)

# Positions
Year 2

Total Year 2

# Positions
Year 3

Total Year 3

# Positions
Year 4

Total Year 4

# Positions
Year 5

Total Year 5

Hourly

Day Rate

Full Season
(Days)

Facilities Coordinator

$24.00

$192

285

$54,720

0.75

$41,040

1.00

$54,720

1.00

$54,720

1.00

$54,720

1.00

$54,720

Maintenance/Janitorial

$19.00

$152

244

$37,088

0.50

$18,544

0.75

$27,816

1.00

$37,088

1.50

$55,632

1.50

$55,632

Hourly/Day Rate Staff

Projected Personnel Plan
Year 1

Year 2

Year 3

Year 4

Year 5

Day Rate Staff
Facilities Coordinator

$41,040

$54,720

$54,720

$54,720

$54,720

Maintenance/Janitorial

$18,544

$27,816

$37,088

$55,632

$55,632

$59,584

$82,536

$91,808

$110,352

$110,352

Total Payroll
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Projected Sales Forecast Worksheet Year 1
Month

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

0

0

0

30

31

30

31

31

30

31

30

0

Operating Days

Projections
Lodge Projected Sales

0%

0%

0%

10%

15%

15%

20%

20%

20%

15%

0%

0%

0

0

0

3

5

5

6

6

6

5

0

0

0%

0%

0%

0%

15%

15%

20%

20%

20%

15%

0%

0%

0

0

0

0

5

5

6

6

6

5

0

0

0%

0%

0%

0%

15%

15%

20%

20%

20%

15%

0%

0%

0

0

0

0

5

5

6

6

6

5

0

0

Lodge Monthly Bookings
KT-7 Projected Sales
KT-7 Monthly Bookings
Lodge Outdoor Event Projected Sales
Lodge Outdoor Event Monthly Bookings

Unit Prices
$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

KT-7 Platform

$500

$500

$500

$500

$500

$500

$500

$500

$500

$500

$500

$500

Lodge Outdoor Event

$400

$400

$400

$400

$400

$400

$400

$400

$400

$400

$400

$400

Lodge Event Booking

Sales
Lodge Booking

$0

$0

$0

$4,500

$6,975

$6,750

$9,300

$9,300

$9,000

$6,975

$0

$0

KT-7 Platform

$0

$0

$0

$0

$2,325

$2,250

$3,100

$3,100

$3,000

$2,325

$0

$0

Lodge Outdoor Event

$0

$0

$0

$0

$1,860

$1,800

$2,480

$2,480

$2,400

$1,860

$0

$0

$0

$0

$0

$4,500

$11,160

$10,800

$14,880

$14,880

$14,400

$11,160

$0

$0

Total Monthly Sales

Projected Sales Forecast Worksheet Year 2
Month
Operating Days

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

0

0

0

30

31

30

31

31

30

31

30

0

Projections
Lodge Projected Sales

0%

0%

0%

15%

20%

20%

25%

25%

25%

20%

0%

0%

0

0

0

4.5

6

6

8

8

8

6

0

0

0%

0%

0%

0%

20%

20%

25%

25%

25%

20%

0%

0%

0

0

0

0

6

6

8

8

8

6

0

0

0%

0%

0%

0%

20%

20%

25%

25%

25%

20%

0%

0%

0

0

0

0

6

6

8

8

8

6

0

0

Lodge Monthly Bookings
KT-7 Projected Sales
KT-7 Monthly Bookings
Lodge Outdoor Event Projected Sales
Lodge Outdoor Event Monthly Bookings

Unit Prices
$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

KT-7 Platform

Lodge Event Booking

$500

$500

$500

$500

$500

$500

$500

$500

$500

$500

$500

$500

Lodge Outdoor Event

$400

$400

$400

$400

$400

$400

$400

$400

$400

$400

$400

$400

Sales
Lodge Booking

$0

$0

$0

$6,750

$9,300

$9,000

$11,625

$11,625

$11,250

$9,300

$0

$0

KT-7 Platform

$0

$0

$0

$0

$3,100

$3,000

$3,875

$3,875

$3,750

$3,100

$0

$0

Lodge Outdoor Event

$0

$0

$0

$0

$2,480

$2,400

$3,100

$3,100

$3,000

$2,480

$0

$0

$0

$0

$0

$6,750

$14,880

$14,400

$18,600

$18,600

$18,000

$14,880

$0

$0

Total Monthly Sales
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Projected Sales Forecast Worksheet Year 3
Month

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

0

0

0

30

31

30

31

31

30

31

30

0

Operating Days

Projections
Lodge Projected Sales

0%

0%

0%

20%

25%

25%

30%

30%

30%

25%

0%

0%

0

0

0

6

8

8

9

9

9

8

0

0

0%

0%

0%

0%

25%

25%

30%

30%

30%

25%

0%

0%

0

0

0

0

8

8

9

9

9

8

0

0

0%

0%

0%

0%

25%

25%

30%

30%

30%

25%

0%

0%

0

0

0

0

8

8

9

9

9

8

0

0

Lodge Monthly Bookings
KT-7 Projected Sales
KT-7 Monthly Bookings
Lodge Outdoor Event Projected Sales
Lodge Outdoor Event Monthly Bookings

Unit Prices
$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

KT-7 Platform

$500

$500

$500

$500

$500

$500

$500

$500

$500

$500

$500

$500

Lodge Outdoor Event

$400

$400

$400

$400

$400

$400

$400

$400

$400

$400

$400

$400

Lodge Event Booking

Sales
Lodge Booking

$0

$0

$0

$9,000

$11,625

$11,250

$13,950

$13,950

$13,500

$11,625

$0

$0

KT-7 Platform

$0

$0

$0

$0

$3,875

$3,750

$4,650

$4,650

$4,500

$3,875

$0

$0

Lodge Outdoor Event

$0

$0

$0

$0

$3,100

$3,000

$3,720

$3,720

$3,600

$3,100

$0

$0

$0

$0

$0

$9,000

$18,600

$18,000

$22,320

$22,320

$21,600

$18,600

$0

$0

Total Monthly Sales

Projected Sales Forecast Worksheet Year 4
Month
Operating Days

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

0

0

0

30

31

30

31

31

30

31

30

0

Projections
Lodge Projected Sales

0%

0%

0%

25%

30%

30%

35%

35%

35%

30%

0%

0%

0

0

0

7.5

9

9

11

11

11

9

0

0

0%

0%

0%

0%

30%

30%

35%

35%

35%

30%

0%

0%

0

0

0

0

9

9

11

11

11

9

0

0

0%

0%

0%

0%

30%

30%

35%

35%

35%

30%

0%

0%

0

0

0

0

9

9

11

11

11

9

0

0

Lodge Monthly Bookings
KT-7 Projected Sales
KT-7 Monthly Bookings
Lodge Outdoor Event Projected Sales
Lodge Outdoor Event Monthly Bookings

Unit Prices
$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

KT-7 Platform

Lodge Event Booking

$500

$500

$500

$500

$500

$500

$500

$500

$500

$500

$500

$500

Lodge Outdoor Event

$400

$400

$400

$400

$400

$400

$400

$400

$400

$400

$400

$400

Sales

124

Lodge Booking

$0

$0

$0

$11,250

$13,950

$13,500

$16,275

$16,275

$15,750

$13,950

$0

$0

KT-7 Platform

$0

$0

$0

$0

$4,650

$4,500

$5,425

$5,425

$5,250

$4,650

$0

$0

Lodge Outdoor Event

$0

$0

$0

$0

$3,720

$3,600

$4,340

$4,340

$4,200

$3,720

$0

$0

$0

$0

$0

$11,250

$22,320

$21,600

$26,040

$26,040

$25,200

$22,320

$0

$0

Total Monthly Sales
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Projected Sales Forecast Worksheet Year 5
Month

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

0

0

0

30

31

30

31

31

30

31

30

0

Operating Days

Projections
Lodge Projected Sales

0%

0%

0%

30%

35%

35%

40%

40%

40%

35%

0%

0%

0

0

0

9

11

11

12

12

12

11

0

0

0%

0%

0%

0%

35%

35%

40%

40%

40%

35%

0%

0%

0

0

0

0

11

11

12

12

12

11

0

0

0%

0%

0%

0%

35%

35%

40%

40%

40%

35%

0%

0%

0

0

0

0

11

11

12

12

12

11

0

0

Lodge Monthly Bookings
KT-7 Projected Sales
KT-7 Monthly Bookings
Lodge Outdoor Event Projected Sales
Lodge Outdoor Event Monthly Bookings

Unit Prices
$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

$1,500

KT-7 Platform

Lodge Event Booking

$500

$500

$500

$500

$500

$500

$500

$500

$500

$500

$500

$500

Lodge Outdoor Event

$400

$400

$400

$400

$400

$400

$400

$400

$400

$400

$400

$400

$13,500

$16,275

$15,750

$18,600

$18,600

$18,000

$16,275

Sales
Lodge Booking

$0

$0

$0

$0

$0

KT-7 Platform

$0

$0

$0

$0

$5,425

$5,250

$6,200

$6,200

$6,000

$5,425

$0

$0

Lodge Outdoor Event

$0

$0

$0

$0

$4,340

$4,200

$4,960

$4,960

$4,800

$4,340

$0

$0

$0

$0

$0

$13,500

$26,040

$25,200

$29,760

$29,760

$28,800

$26,040

$0

$0

Total Monthly Sales

Events & Action Video Projected Sales Forecast
Year 1

Year 2

Year 3

Year 4

Year 5

Lodge Event Booking

35

46

57

67

78

KT-7 Platform

32

41

51

60

69

Lodge Outdoor Event

32

41

51

60

69

Action Video (15% Alpine Coaster)

0

2639

11884

13972

16445

$1,500

$1,500

$1,500

$1,500

$1,500

KT-7 Platform

$500

$500

$500

$500

$500

Lodge Outdoor Event

$450

$450

$450

$450

$450

Action Video (15% Alpine Coaster)

$15

$15

$15

$15

$15

Lodge Event Booking

$52,800

$68,850

$84,900

$100,950

$117,000

KT-7 Platform

$16,100

$20,700

$25,300

$29,900

$34,500

Lodge Outdoor Event

$12,880

$16,560

$20,240

$23,920

$27,600

$0

$39,582

$178,254

$209,574

$246,672

$81,780

$145,692

$308,694

$364,344

$425,772

Annual Bookings

Unit Prices
Lodge Event Booking

Unit Sales

Action Video (15% Alpine Coaster)

Unit Sales Total

KINOSOO RIDGE ADVENTURE RESORT
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Events and Action Video Projected Profit and Loss
Fiscal Year

Year 2

Year 1

Year 3

Year 4

Year 5

Gross Sales
$81,780

$145,692

$308,694

$364,344

$425,772

$0

$19,791

$89,127

$104,787

$123,336

$81,780

$125,901

$219,567

$259,557

$302,436

$59,584

$82,536

$91,808

$110,352

$110,352

Payroll Taxes @ 13%

$7,746

$10,730

$11,935

$14,346

$14,346

Marketing/Promotion Share

$3,500

$3,500

$3,500

$3,500

$3,500

Facility Supplies

$1,500

$1,650

$1,815

$1,997

$2,196

Cleaning Supplies

$1,500

$1,650

$1,815

$1,997

$2,196

Accounting/Bank Fees at 3.5%

$2,862

$4,371

$9,261

$10,930

$12,773

$76,692

$104,436

$120,134

$143,121

$145,363

$5,088

$21,465

$99,433

$116,436

$157,073

6.2%

14.7%

32.2%

32.0%

36.9%

Total Gross Sales

Direct Costs of Sales
Action Video 50% Revenues to Supplier
Net Sales

Expenses
Payroll

Total Operating Expenses
EBITDA
EBITDA/Sales
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french bay campground expansion

Salary & Hourly Projected Personnel Plan
Monthly
Rate

Salary Staff

Annual %
Increase

# of Months Total Year 1

Total Year 2 Total Year 3 Total Year 4 Total Year 5
$30,600

$31,212

$31,836

$32,473

Park Supervisor

$5,000

6.0

$30,000

2.0%

Hourly Rate Staff

Hourly

Day Rate

Full Season
(Days)

Sub-Total

Park Attendant/Fee Collection

$18.00

$144

153

$22,032

1.50

$33,048

1.50

$33,048

1.50

$33,048

2.00

$44,064

2.00

$44,064

Maintenance

$20.00

$160

163

$26,080

3.00

$78,240

3.00

$78,240

3.00

$78,240

3.00

$78,240

3.00

$78,240

# Positions
# Positions
# Positions
# Positions
# Positions
Year 1
Total Year 1
Year 2
Total Year 2
Year 3
Total Year 3
Year 4
Total Year 4
Year 5
Total Year 5

Projected Personnel Plan Summary
Year 1
Salary Staff
Park Supervisor

Year 2

Year 3

Year 4

Year 5

$30,000

$30,600

$31,212

$31,836

$32,473

Park Attendant/Fee Collection

$33,048

$33,048

$33,048

$44,064

$44,064

Maintenance

$78,240

$78,240

$78,240

$78,240

$78,240

$141,288

$141,888

$142,500

$154,140

$154,777

Hourly Rate Staff

Wage Summary

KINOSOO RIDGE ADVENTURE RESORT
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Projected Sales Forecast Worksheet Year 1
Month
Operating Days

Jan

Feb

March

April

May

June

July

August

Sept

Oct

Nov

Dec

0

0

0

0

31

30

31

31

30

0

0

0

Projections
Campsite Capacity

150

150

150

150

150

150

150

150

150

150

150

150

0%

0%

0%

0%

20%

25%

45%

45%

20%

0%

0%

0%

0

0

0

0

930

1125

2093

2093

900

0

0

0

Campsites

$25

$25

$25

$25

$25

$25

$25

$25

$25

$25

$25

$25

Campsites

$0

$0

$0

$0 $23,250 $28,125 $52,313 $52,313 $22,500

$0

$0

$0

$0

$0

$0

$0 $23,250 $28,125 $52,313 $52,313 $22,500

$0

$0

$0

Projected Occupancy
Monthly Sales

Unit Prices
Sales

Total Monthly Sales

Projected Sales Forecast Worksheet Year 2
Month
Operating Days

Projections

Campsite Capacity
Projected Occupancy
Monthly Sales

Unit Prices

Campsites

Sales

Campsites

Total Monthly Sales
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Jan

Feb

March

April

May

June

July

August

Sept

Oct

Nov

Dec

0

0

0

0

31

30

31

31

30

0

0

0

150

150

150

150

150

150

150

150

150

150

150

150

0%

0%

0%

0%

25%

35%

50%

0

0

0

0

1163

1575

2325

50%

25%

0%

0%

0%

2325

1125

0

0

0

$25

$25

$25

$25

$25

$25

$25

$25

$25

$25

$25

$25

$0

$0

$0

$0 $29,063 $39,375 $58,125 $58,125 $28,125

$0

$0

$0

$0

$0

$0

$0 $29,063 $39,375 $58,125 $58,125 $28,125

$0

$0

$0
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Projected Sales Forecast Worksheet Year 3
Month
Operating Days

Projections

Jan

Feb

March

April

May

June

July

August

Sept

Oct

Nov

Dec

0

0

0

0

31

30

31

31

30

0

0

0

Campsite Capacity

150

150

150

150

150

150

150

150

150

150

150

150

0%

0%

0%

0%

30%

40%

60%

60%

30%

0%

0%

0%

0

0

0

0

1395

1800

2790

2790

1350

0

0

0

Campsites

$25

$25

$25

$25

$25

$25

$25

$25

$25

$25

$25

$25

Campsites

$0

$0

$0

$0 $34,875 $45,000 $69,750 $69,750 $33,750

$0

$0

$0

$0

$0

$0

$0 $34,875 $45,000 $69,750 $69,750 $33,750

$0

$0

$0

Projected Occupancy
Monthly Sales

Unit Prices
Sales

Total Monthly Sales

Projected Sales Forecast Worksheet Year 4
Month
Operating Days

Projections

Campsite Capacity

Jan

Feb

March

April

May

June

July

August

Sept

Oct

Nov

Dec

0

0

0

0

31

30

31

31

30

0

0

0

150

150

150

150

70%

35%

0%

0%

0%

3255

1575

0

0

0

$27

$27

$27

$27

$0

$0 $43,943 $54,675 $87,885 $87,885 $42,525

$0

$0

$0

$0

$0 $43,943 $54,675 $87,885 $87,885 $42,525

$0

$0

$0

150

150

150

0%

0%

0%

0%

35%

45%

70%

0

0

0

0

1628

2025

3255

Campsites

$27

$27

$27

$27

$27

$27

$27

$27

Campsites

$0

$0

$0

$0

Projected Occupancy
Monthly Sales

Unit Prices
Sales

Total Monthly Sales
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150

150

150

150

150
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Projected Sales Forecast Worksheet Year 5
Month
Operating Days

Projections

Campsite Capacity

Jan

Feb

March

April

May

June

July

August

Sept

Oct

Nov

Dec

0

0

0

0

31

30

31

31

30

0

0

0

150

150

150

150

150

150

150

150

150

150

150

150

0%

0%

0%

0%

40%

55%

80%

80%

40%

0%

0%

0%

0

0

0

0

1860

2475

3720

3720

1800

0

0

0

Campsites

$27

$27

$27

$27

$27

$27

$27

$27

$27

$27

$27

$27

Campsites

$0

$0

$0

$0 $50,220 $66,825 $100,440 $100,440 $48,600

$0

$0

$0

$0

$0

$0

$0 $50,220 $66,825 $100,440 $100,440 $48,600

$0

$0

$0

Projected Occupancy
Monthly Sales

Unit Prices
Sales

Total Monthly Sales

Sales Summary

Fiscal

Fiscal

Fiscal

Fiscal

Fiscal

Projected Sales Forecast

Year 1

Year 2

Year 3

Year 4

Year 5

Average Occupancy Rates
Campsites

31.0%

37.0%

44.0%

51.0%

59.0%

Unit Sales
Campsites

7140

8513

10125

11738

13575

Unit Prices
Campsites

$25

$25

$25

$27

$27

$178,500
$178,500

$212,813
$212,813

$253,125
$253,125

$316,913
$316,913

$366,525
$366,525

Gross Sales
Campsites
Total Sales
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Campsites Projected Profit and Loss
Fiscal
Year 1

Fiscal
Year 2

Fiscal
Year 3

Fiscal
Year 4

Fiscal
Year 5

Gross Sales
Campsites

$178,500

$212,813

$253,125

$316,913

$366,525

Total Gross Sales

$178,500

$212,813

$253,125

$316,913

$366,525

Payroll

$141,288

$141,888

$142,500

$154,140

$154,777

$18,367

$18,445

$18,525

$20,038

$20,121

Marketing Share

$5,000

$5,000

$5,000

$5,000

$5,000

R & M (5% Revenue)

$8,925

$10,641

$12,656

$15,846

$18,326

Facility Supplies

$2,000

$2,140

$2,290

$2,450

$2,622

Cleaning Supplies

$3,500

$3,745

$4,007

$4,288

$4,588

Staff Training

$2,000

$2,140

$2,290

$2,450

$2,622

Insurance (Additional Premium)

$2,000

$2,140

$2,290

$2,450

$2,622

Accounting/Bank Fees at 3.5%

$6,248

$7,448

$8,859

$11,092

$12,828

$183,080

$186,139

$189,558

$206,662

$210,677

-$4,580

$26,673

$63,567

$110,250

$155,848

-2.6%

12.5%

25.1%

34.8%

42.5%

Expenses

Payroll Taxes @ 13%

Total Operating Expenses

EBITDA

EBITDA/Net Sales
KINOSOO RIDGE ADVENTURE RESORT
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ice wall

Hourly

Day Rate

Full Season
(Days)

Sub-Total

# Positions
Year 1

Total Year 1

# Positions
Year 2

Total Year 2

# Positions
Year 3

Total Year 3

# Positions
Year 4

Total Year 4

# Positions
Year 5

Total Year 5

Ice Wall Supervisor

$24.00

$192

125

$24,000

1.00

$24,000

1.00

$24,000

1.00

$24,000

1.00

$24,000

1.00

$24,000

Ice Wall Staff

$21.00

$168

110

$18,480

1.50

$27,720

1.50

$27,720

2.00

$36,960

2.00

$36,960

2.00

$36,960

Hourly/Day Rate Staff

Projected Personnel Plan
Year 1

Year 2

Year 3

Year 4

Year 5

Day Rate Staff
Ice Wall Supervisor

$24,000

$24,000

$24,000

$24,000

$24,000

Ice Wall Staff

$27,720

$27,720

$36,960

$36,960

$36,960

$51,720

$51,720

$60,960

$60,960

$60,960

Total Payroll
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Projected Sales Forecast Worksheet Year 1
Month

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

Operating Days

31

28

31

0

0

0

0

0

0

0

0

15

Projections (Operating 8 Hours/day)
48

48

48

48

48

48

48

48

48

48

48

48

Ice Wall Projected Visitation

Ice Wall Daily Max Capacity

35%

35%

35%

0%

0%

0%

0%

0%

0%

0%

0%

35%

Ice Wall Monthly Visits

521

470

521

0

0

0

0

0

0

0

0

252

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$23,176

$20,933

$23,176

$0

$0

$0

$0

$0

$0

$0

$0

$11,214

$23,176

$20,933

$23,176

$0

$0

$0

$0

$0

$0

$0

$0

$11,214

Unit Prices
Ice Wall Price (15/85 split)

Sales
Ice Wall Sales

Total Monthly Sales

Projected Sales Forecast Worksheet Year 2
Month

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

Operating Days

31

28

31

0

0

0

0

0

0

0

0

15

Projections (Operating 8 Hours/day)
48

48

48

48

48

48

48

48

48

48

48

48

Ice Wall Projected Visitation

Ice Wall Daily Max Capacity

40%

40%

40%

0%

0%

0%

0%

0%

0%

0%

0%

40%

Ice Wall Monthly Visits

595

538

595

0

0

0

0

0

0

0

0

288

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$26,486

$23,923

$26,486

$0

$0

$0

$0

$0

$0

$0

$0

$12,816

$26,486

$23,923

$26,486

$0

$0

$0

$0

$0

$0

$0

$0

$12,816

Unit Prices
Ice Wall Price (15/85 split)

Sales
Ice Wall Sales

Total Monthly Sales
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Projected Sales Forecast Worksheet Year 3
Month

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

Operating Days

31

28

31

0

0

0

0

0

0

0

0

15

Projections (Operating 8 Hours/day)
48

48

48

48

48

48

48

48

48

48

48

48

Ice Wall Projected Visitation

Ice Wall Daily Max Capacity

45%

45%

45%

0%

0%

0%

0%

0%

0%

0%

0%

45%

Ice Wall Monthly Visits

670

605

670

0

0

0

0

0

0

0

0

324

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

Unit Prices
Ice Wall Price (15/85 split)

Sales
Ice Wall Sales

Total Monthly Sales

$29,797

$26,914

$29,797

$0

$0

$0

$0

$0

$0

$0

$0

$14,418

$29,797

$26,914

$29,797

$0

$0

$0

$0

$0

$0

$0

$0

$14,418

Projected Sales Forecast Worksheet Year 4
Month

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

Operating Days

31

28

31

0

0

0

0

0

0

0

0

15

Projections (Operating 8 Hours/day)
48

48

48

48

48

48

48

48

48

48

48

48

Ice Wall Projected Visitation

50%

50%

50%

0%

0%

0%

0%

0%

0%

0%

0%

50%

Ice Wall Monthly Visits

744

672

744

0

0

0

0

0

0

0

0

360

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$33,108

$29,904

$33,108

$0

$0

$0

$0

$0

$0

$0

$0

$16,020

$33,108

$29,904

$33,108

$0

$0

$0

$0

$0

$0

$0

$0

$16,020

Ice Wall Daily Max Capacity

Unit Prices
Ice Wall Price (15/85 split)

Sales
Ice Wall Sales

Total Monthly Sales

134

WWW.LEGACYTOURISM.COM

KINOSOO RIDGE ADVENTURE RESORT

Projected Sales Forecast Worksheet Year 5
Month

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

Operating Days

31

28

31

0

0

0

0

0

0

0

0

15

Projections (Operating 8 Hours/day)
48

48

48

48

48

48

48

48

48

48

48

48

Ice Wall Projected Visitation

Ice Wall Daily Max Capacity

55%

55%

55%

0%

0%

0%

0%

0%

0%

0%

0%

55%

Ice Wall Monthly Visits

818

739

818

0

0

0

0

0

0

0

0

396

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

Unit Prices
Ice Wall Price (15/85 split)

Sales
Ice Wall Sales

Total Monthly Sales

$36,419

$32,894

$36,419

$0

$0

$0

$0

$0

$0

$0

$0

$17,622

$36,419

$32,894

$36,419

$0

$0

$0

$0

$0

$0

$0

$0

$17,622

Projected Sales Forecast
Fiscal Year
Capacity Projections
Annual Guests

Year 1
35%

Year 2
40%

Year 3
45%

Year 4
50%

Year 5
55%

4 Months

4 Months

4 Months

4 Months

4 Months

1764

2016

2268

2520

2772

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$19 & $49

$78,498

$89,712

$100,926

$112,140

$123,354

$78,498

$89,712

$100,926

$112,140

$123,354

Ice Wall

Unit Prices
Ice Wall

Unit Sales
Ice Wall

Annual Sales Projection
KINOSOO RIDGE ADVENTURE RESORT
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Ice Wall Projected Profit and Loss
Fiscal Year

Year 1

Year 2

Year 3

Year 4

Year 5

Sales
$78,498

$89,712

$100,926

$112,140

$123,354

$51,720

$51,720

$60,960

$60,960

$60,960

Payroll Taxes @ 13%

$6,724

$6,724

$7,925

$7,925

$7,925

Marketing/Promotion Share

$2,500

$2,500

$2,500

$2,500

$2,500

R & M (5% Revenue)

$3,925

$4,486

$5,046

$5,607

$6,168

Facility Supplies

$1,000

$1,100

$1,155

$1,213

$1,273

Cleaning Supplies

$1,000

$1,100

$1,155

$3,048

$3,048

Staff Training

$3,000

$3,300

$3,465

$3,638

$3,820

Insurance (Additional Premium)

$3,500

$3,850

$4,043

$4,245

$4,457

Accounting/Bank Fees at 3.5%

$2,747

$2,691

$3,028

$3,364

$3,701

$76,116

$77,471

$89,276

$92,500

$93,852

$2,382

$12,241

$11,650

$19,640

$29,502

3.0%

13.6%

11.5%

17.5%

23.9%

Total Sales

Expenses
Payroll

Total Operating Expenses
EBITDA

EBITDA/Sales
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kt 7 adventure park

Hourly

Day Rate

Full Season
(Days)

Sub-Total

# Positions
Year 1

Total Year 1

# Positions
Year 2

Total Year 2

# Positions
Year 3

Total Year 3

# Positions
Year 4

Total Year 4

# Positions
Year 5

Total Year 5

KT-7 Supervisor

$20.00

$160

153

$24,480

1.00

$24,480

1.00

$24,480

1.00

$24,480

1.00

$24,480

1.00

$24,480

KT-7 Attendants

$19.00

$152

153

$23,256

2.50

$58,140

2.50

$58,140

2.50

$58,140

3.00

$69,768

3.00

$69,768

Hourly/Day Rate Staff

Projected Personnel Plan
Year 1

Year 2

Year 3

Year 4

Year 5

Day Rate Staff
KT-7 Supervisor

$24,480

$24,480

$24,480

$24,480

$24,480

KT-7 Attendants

$58,140

$58,140

$58,140

$69,768

$69,768

$82,620

$82,620

$82,620

$94,248

$94,248

Total Payroll
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Projected Sales Forecast Worksheet Year 1
Month

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

Operating Days

31

28

31

30

31

30

31

31

30

31

30

31

Projections (Operating 8 Hours/day)
KT-7 Daily Max Capacity

248

248

248

248

248

248

248

248

248

248

248

248

KT-7 Projected Visitation

0%

0%

0%

0%

10%

15%

20%

20%

10%

0%

0%

0%

0

0

0

0

769

1116

1538

1538

744

0

0

0

$30

$30

$30

$30

$30

$30

$30

$30

$30

$30

$30

$30

KT-7 Monthly Visits

Unit Prices
KT-7 Price

Sales
KT-7 Sales

Total Monthly Sales

$0

$0

$0

$0

$23,064

$33,480

$46,128

$46,128

$22,320

$0

$0

$0

$0

$0

$0

$0

$23,064

$33,480

$46,128

$46,128

$22,320

$0

$0

$0

Projected Sales Forecast Worksheet Year 2
Month

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

Operating Days

31

28

31

30

31

30

31

31

30

31

30

31

Projections (Operating 8 Hours/day)
KT-7 Daily Max Capacity

248

248

248

248

248

248

248

248

248

248

248

248

KT-7 Projected Visitation

0%

0%

0%

0%

12%

18%

23%

23%

14%

0%

0%

0%

0

0

0

0

923

1339

1768

1768

1042

0

0

0

$30

$30

$30

$30

$30

$30

$30

$30

$30

$30

$30

$30

$0

$0

$0

$0

$27,677

$40,176

$53,047

$53,047

$31,248

$0

$0

$0

$0

$0

$0

$0

$27,677

$40,176

$53,047

$53,047

$31,248

$0

$0

$0

KT-7 Monthly Visits

Unit Prices
KT-7 Price

Sales
KT-7 Sales

Total Monthly Sales
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Projected Sales Forecast Worksheet Year 3
Month

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

Operating Days

31

28

31

30

31

30

31

31

30

31

30

31

Projections (Operating 8 Hours/day)
KT-7 Daily Max Capacity

248

248

248

248

248

248

248

248

248

248

248

248

KT-7 Projected Visitation

0%

0%

0%

0%

17%

20%

25%

25%

18%

0%

0%

0%

0

0

0

0

1307

1488

1922

1922

1339

0

0

0

$30

$30

$30

$30

$30

$30

$30

$30

$30

$30

$30

$30

KT-7 Monthly Visits

Unit Prices
KT-7 Price

Sales
KT-7 Sales

Total Monthly Sales

$0

$0

$0

$0

$39,209

$44,640

$57,660

$57,660

$40,176

$0

$0

$0

$0

$0

$0

$0

$39,209

$44,640

$57,660

$57,660

$40,176

$0

$0

$0

Projected Sales Forecast Worksheet Year 4
Month

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

Operating Days

31

28

31

30

31

30

31

31

30

31

30

31

Projections (Operating 8 Hours/day)
KT-7 Daily Max Capacity

248

248

248

248

KT-7 Projected Visitation

0%

0%

0%

0%

18%

25%

30%

0

0

0

0

1384

1860

2306

$30

$30

$30

$30

$30

$30

$30

$0

$0

$0

$0

$41,515

$55,800

$0

$0

$0

$0

$41,515

$55,800

KT-7 Monthly Visits

248

248

248

248

248

248

248

248

30%

17%

0%

0%

0%

2306

1265

0

0

0

$30

$30

$30

$30

$30

$69,192

$69,192

$37,944

$0

$0

$0

$69,192

$69,192

$37,944

$0

$0

$0

Unit Prices
KT-7 Price

Sales
KT-7 Sales

Total Monthly Sales
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Projected Sales Forecast Worksheet Year 5
Month

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

Operating Days

31

28

31

30

31

30

31

31

30

31

30

31

Projections (Operating 8 Hours/day)
KT-7 Daily Max Capacity

248

248

248

248

248

248

248

248

248

248

248

248

KT-7 Projected Visitation

0

0

0

0

0

0

0

0

0

0

0

0

KT-7 Monthly Visits

0

0

0

0

1538

1860

2691

2691

1488

0

0

0

$30

$30

$30

$30

$30

$30

$30

$30

$30

$30

$30

$30

Unit Prices
KT-7 Price

Sales
KT-7 Sales

Total Monthly Sales

$0

$0

$0

$0

$46,128

$55,800

$80,724

$80,724

$44,640

$0

$0

$0

$0

$0

$0

$0

$46,128

$55,800

$80,724

$80,724

$44,640

$0

$0

$0

Projected Sales Forecast
Fiscal Year
Capacity Projections
Annual Guests
KT-7

Year 1
15%

Year 2
18%

Year 3
21%

Year 4
24%

Year 5
27%

5 Months

5 Months

5 Months

5 Months

5 Months

5704

6840

7978

9121

10267

$20

$20

$20

$22

$22

$171,120

$205,195

$239,345

$273,643

$308,016

$171,120

$205,195

$239,345

$273,643

$308,016

Unit Prices
KT-7

Unit Sales
KT-7

Annual Sales Projection
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KT 7 Adventure Park Projected Profit and Loss
Fiscal Year

Year 1

Year 2

Year 3

Year 4

Year 5

Sales
$171,120

$205,195

$239,345

$273,643

$308,016

Payroll

$82,620

$82,620

$82,620

$94,248

$94,248

Payroll Taxes @ 13%

$10,741

$10,741

$10,741

$12,252

$12,252

$5,000

$5,000

$5,000

$5,000

$5,000

$17,112

$20,520

$23,934

$27,364

$30,802

Facility Supplies

$1,500

$2,500

$2,750

$3,025

$3,328

Cleaning Supplies

$1,500

$2,500

$2,750

$3,025

$3,328

Staff Training

$5,000

$5,500

$6,050

$6,655

$7,321

Insurance (Additional Premium)

$5,500

$6,050

$6,655

$7,321

$8,053

Accounting/Bank Fees at 3.5%

$5,989

$6,156

$7,180

$8,209

$9,240

$134,962

$141,586

$147,680

$167,099

$173,570

$36,158

$63,609

$91,664

$106,544

$134,446

21.1%

31.0%

38.3%

38.9%

43.6%

Total Sales

Expenses

Marketing/Promotion Share
R & M (10% Revenue)

Total Operating Expenses
EBITDA

EBITDA/Sales

KINOSOO RIDGE ADVENTURE RESORT

WWW.LEGACYTOURISM.COM

141

mini golf

Projected Personnel Plan
Hourly/Day Rate Staff
Mini-Golf Attendant

Hourly

Day Rate

Full Season
(Days)

$18.00

$144

160

Sub-Total

# Positions
Year 1

Total Year 1
(September
Opening)

# Positions
Year 2

Total Year 2

# Positions
Year 3

Total Year 3

# Positions
Year 4

Total Year 4

# Positions
Year 5

Total Year 5

$23,040

1.50

$34,560

1.50

$34,560

1.50

$34,560

1.50

$34,560

1.50

$34,560

Projected Personnel Plan
Year 1

Year 2

Year 3

Year 4

Year 5

Day Rate Staff
Mini-Golf Attendant

Total Payroll
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$34,560

$34,560

$34,560

$34,560

$34,560

$34,560

$34,560

$34,560

$34,560

$34,560
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Projected Sales Forecast Worksheet Year 1
Month
Operating Days

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

0

0

0

0

31

30

31

31

30

0

0

0

Projections (Operating 8 Hours/day)
Mini-Golf Daily Max Capacity
Projected Visitation
Monthly Visits

528

528

528

528

528

528

528

528

528

528

528

528

0%

0%

0%

0%

15%

20%

25%

25%

10%

0%

0%

0%

0

0

0

0

2455

3168

4092

4092

1584

0

0

0

$8

$8

$8

$8

$8

$8

$8

$8

$8

$8

$8

$8

$0

$0

$0

$0

$19,642

$25,344

$32,736

$32,736

$12,672

$0

$0

$0

$0

$0

$0

$0

$19,642

$25,344

$32,736

$32,736

$12,672

$0

$0

$0

Unit Prices
Golf

Sales
Golf

Total Monthly Sales

Projected Sales Forecast Worksheet Year 2
Month
Operating Days

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

0

0

0

0

31

30

31

31

30

0

0

0

Projections (Operating 8 Hours/day)
Mini-Golf Daily Max Capacity
Projected Visitation
Monthly Visits

528

528

528

528

528

528

528

528

528

528

528

528

0%

0%

0%

0%

15%

25%

30%

30%

15%

0%

0%

0%

0

0

0

0

2455

3960

4910

4910

2376

0

0

0

$8

$8

$8

$8

$8

$8

$8

$8

$8

$8

$8

$8

$0

$0

$0

$0

$19,642

$31,680

$39,283

$39,283

$19,008

$0

$0

$0

$0

$0

$0

$0

$19,642

$31,680

$39,283

$39,283

$19,008

$0

$0

$0

Unit Prices
Golf

Sales
Golf

Total Monthly Sales
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Projected Sales Forecast Worksheet Year 3
Month
Operating Days

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

0

0

0

0

31

30

31

31

30

0

0

0

Projections (Operating 8 Hours/day)
Mini-Golf Daily Max Capacity
Projected Visitation
Monthly Visits

528

528

528

528

528

528

528

528

528

528

528

528

0%

0%

0%

0%

18%

30%

35%

35%

18%

0%

0%

0%

0

0

0

0

2946

4752

5729

5729

2851

0

0

0

$8

$8

$8

$8

$8

$8

$8

$8

$8

$8

$8

$8

$0

$0

$0

$0

$23,570

$38,016

$45,830

$45,830

$22,810

$0

$0

$0

$0

$0

$0

$0

$23,570

$38,016

$45,830

$45,830

$22,810

$0

$0

$0

Unit Prices
Golf

Sales
Golf

Total Monthly Sales

Projected Sales Forecast Worksheet Year 4
Month
Operating Days

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

0

0

0

0

31

30

31

31

30

0

0

0

Projections (Operating 8 Hours/day)
Mini-Golf Daily Max Capacity
Projected Visitation
Monthly Visits

528

528

528

528

528

528

528

528

528

528

528

528

0%

0%

0%

0%

20%

35%

40%

40%

20%

0%

0%

0%

0

0

0

0

3274

5544

6547

6547

3168

0

0

0

$8

$8

$8

$8

$8

$8

$8

$8

$8

$8

$8

$8

$0

$0

$0

$0

$26,189

$44,352

$52,378

$52,378

$25,344

$0

$0

$0

$0

$0

$0

$0

$26,189

$44,352

$52,378

$52,378

$25,344

$0

$0

$0

Unit Prices
Golf

Sales
Golf

Total Monthly Sales
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Projected Sales Forecast Worksheet Year 5
Month
Operating Days

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

0

0

0

0

31

30

31

31

30

0

0

0

Projections (Operating 8 Hours/day)
Mini-Golf Daily Max Capacity
Projected Visitation
Monthly Visits

528

528

528

528

528

528

528

528

528

528

528

528

0%

0%

0%

0%

25%

35%

45%

45%

25%

0%

0%

0%

0

0

0

0

4092

5544

7366

7366

3960

0

0

0

$8

$8

$8

$8

$8

$8

$8

$8

$8

$8

$8

$8

$0

$0

$0

$0

$32,736

$44,352

$58,925

$58,925

$31,680

$0

$0

$0

$0

$0

$0

$0

$32,736

$44,352

$58,925

$58,925

$31,680

$0

$0

$0

Unit Prices
Golf

Sales
Golf

Total Monthly Sales

Mini Golf Projected Sales Forecast
Fiscal Year
Capacity Projections
Annual Guests

Year 1
19.0%

Year 2
23.0%

Year 3
27.2%

Year 4
31.0%

Year 5
35.0%

5 Months

5 Months

5 Months

5 Months

5 Months

15391

18612

22007

25080

28327

$9

$9

$9

$9

$9

$123,130

$148,896

$176,056

$200,640

$226,618

$123,130

$148,896

$176,056

$200,640

$226,618

Golfers

Unit Prices
Golf

Unit Sales
Golf

Annual Sales Projection

KINOSOO RIDGE ADVENTURE RESORT
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Mini Golf Projected Profit and Loss
Fiscal Year

Year 1

Year 2

Year 3

Year 4

Year 5

Sales
Total Sales

$123,130

$148,896

$176,056

$200,640

$226,618

$34,560

$34,560

$34,560

$34,560

$34,560

Payroll Taxes @ 13%

$4,493

$4,493

$4,493

$4,493

$4,493

Marketing/Promotion Share

$5,000

$5,000

$5,000

$5,000

$5,000

$18,469

$22,334

$26,408

$30,096

$33,993

Facility Supplies

$1,500

$1,650

$1,815

$1,997

$2,196

Cleaning Supplies

$1,500

$1,650

$1,815

$1,997

$2,196

Staff Training

$1,000

$1,100

$1,210

$1,331

$1,464

$500

$550

$605

$666

$732

$4,310

$4,467

$5,282

$6,019

$6,799

Total Operating Expenses

$71,332

$75,804

$81,188

$86,158

$91,432

EBITDA

$51,798

$73,092

$94,868

$114,483

$135,185

42.1%

49.1%

53.9%

57.1%

59.7%

Expenses
Payroll

R & M ATV (15% Revenue)

Insurance (Additional Premium)
Accounting/Bank Fees at 3.5%

EBITDA/Sales
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Mountain Bike Downhill and Scenic Chairlift

Projected Personnel Plan
Hourly

Day Rate

Full Season
(Days)

Sub-Total

# Positions
Year 1

Total Year 1

# Positions
Year 2

Total Year 2

# Positions
Year 3

Total Year 3

# Positions
Year 4

Total Year 4

# Positions
Year 5

Trail Maintenance Lead Hand

$25.00

$200

163

$32,600

1.00

$32,600

1.00

$32,600

1.00

$32,600

1.00

$32,600

1.00

$32,600

Trail Maintenance Crew

$20.00

$160

153

$24,480

4.50

$110,160

4.50

$110,160

4.50

$110,160

5.00

$122,400

5.00

$122,400

Bike Patrol

$18.00

$144

153

$22,032

2.00

$44,064

2.00

$44,064

2.00

$44,064

2.00

$44,064

2.00

$44,064

Lift Attendants

$18.00

$144

153

$22,032

4.00

$88,128

4.50

$99,144

4.50

$99,144

5.00

$110,160

5.00

$110,160

Hourly/Day Rate Staff

Total Year 5

Projected Personnel Plan
Year 1

Year 2

Year 3

Year 4

Year 5

Day Rate Staff
$32,600

$32,600

$32,600

$32,600

$32,600

$110,160

$110,160

$110,160

$122,400

$122,400

Bike Patrol

$44,064

$44,064

$44,064

$44,064

$44,064

Lift Attendants

$88,128

$99,144

$99,144

$110,160

$110,160

$274,952

$285,968

$285,968

$309,224

$309,224

Trail Maintenance Lead Hand
Trail Maintenance Crew

Total Payroll
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Projected Sales Forecast Worksheet Year 1
Month
Operating Days

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

0

0

0

0

31

30

31

31

30

0

0

0

Projections (Operating 8 Hours/day)
600

600

600

600

0%

0%

0%

0%

5%

8%

15%

0

0

0

0

930

1440

2790

600

600

600

600

600

600

600

0%

0%

0%

0%

4%

4%

0

0

0

0

744

Mountain Bike Day Pass

$39

$39

$39

$39

Scenic Rides/Bike Rental

$19

$19

$19

Mountain Bike Day Pass

$0

$0

Scenic Rides/Bike Rental

$0
$0

MB Lift Capacity
Projected Visitation
Monthly Visits
Scenic Rides/Bike Rental
Projected Visitation
Monthly Visits

600

600

600

600

600

600

600

600

15%

10%

0%

0%

0%

2790

1800

0

0

0

600

600

600

600

600

6%

6%

4%

0%

0%

0%

720

1116

1116

720

0

0

0

$39

$39

$39

$39

$39

$39

$39

$39

$19

$19

$19

$19

$19

$19

$19

$19

$19

$0

$0

$36,270

$56,160

$108,810

$108,810

$70,200

$0

$0

$0

$0

$0

$0

$14,136

$13,680

$21,204

$21,204

$13,680

$0

$0

$0

$0

$0

$0

$50,406

$69,840

$130,014

$130,014

$83,880

$0

$0

$0

Unit Prices

Sales

Total Monthly Sales

Projected Sales Forecast Worksheet Year 2
Month
Operating Days

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

0

0

0

0

31

30

31

31

30

0

0

0

Projections (Operating 8 Hours/day)
600

600

600

600

600

600

600

600

600

600

600

600

0%

0%

0%

0%

7%

12%

20%

20%

15%

0%

0%

0%

0

0

0

0

1302

2160

3720

3720

2700

0

0

0

600

600

600

600

600

600

600

600

600

600

600

600

0%

0%

0%

0%

6%

7%

9%

9%

7%

0%

0%

0%

0

0

0

0

1116

1260

1674

1674

1260

0

0

0

Mountain Bike Day Pass

$39

$39

$39

$39

$39

$39

$39

$39

$39

$39

$39

$39

Scenic Rides/Bike Rental

$19

$19

$19

$19

$19

$19

$19

$19

$19

$19

$19

$19

Mountain Bike Day Pass

$0

$0

$0

$0

$50,778

$84,240

$145,080

$145,080

$105,300

$0

$0

$0

Scenic Rides/Bike Rental

$0

$0

$0

$0

$21,204

$23,940

$31,806

$31,806

$23,940

$0

$0

$0

$0

$0

$0

$0

$71,982

$108,180

$176,886

$176,886

$129,240

$0

$0

$0

MB Lift Capacity
Projected Visitation
Monthly Visits
Scenic Rides/Bike Rental
Projected Visitation
Monthly Visits

Unit Prices

Sales
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Projected Sales Forecast Worksheet Year 3
Month
Operating Days

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

0

0

0

0

31

30

31

31

30

0

0

0

Projections (Operating 8 Hours/day)
600

600

600

600

0%

0%

0%

0%

10%

20%

25%

0

0

0

0

1860

3600

4650

600

600

600

600

600

600

600

0%

0%

0%

0%

7%

9%

0

0

0

0

1302

Mountain Bike Day Pass

$39

$39

$39

$39

Scenic Rides/Bike Rental

$19

$19

$19

Mountain Bike Day Pass

$0

$0

Scenic Rides/Bike Rental

$0
$0

MB Lift Capacity
Projected Visitation
Monthly Visits
Scenic Rides/Bike Rental
Projected Visitation
Monthly Visits

600

600

600

600

600

600

600

600

25%

18%

0%

0%

0%

4650

3240

0

0

0

600

600

600

600

600

11%

11%

9%

0%

0%

0%

1620

2046

2046

1620

0

0

0

$39

$39

$39

$39

$39

$39

$39

$39

$19

$19

$19

$19

$19

$19

$19

$19

$19

$0

$0

$72,540

$140,400

$181,350

$181,350

$126,360

$0

$0

$0

$0

$0

$0

$24,738

$30,780

$38,874

$38,874

$30,780

$0

$0

$0

$0

$0

$0

$97,278

$171,180

$220,224

$220,224

$157,140

$0

$0

$0

Unit Prices

Sales

Total Monthly Sales

Projected Sales Forecast Worksheet Year 4
Month
Operating Days

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

0

0

0

0

31

30

31

31

30

0

0

0

Projections (Operating 8 Hours/day)
600

600

600

600

600

600

600

600

600

600

600

600

0%

0%

0%

0%

12%

25%

30%

30%

25%

0%

0%

0%

0

0

0

0

2232

4500

5580

5580

4500

0

0

0

600

600

600

600

600

600

600

600

600

600

600

600

0%

0%

0%

0%

9%

11%

13%

13%

11%

0%

0%

0%

0

0

0

0

1674

1980

2418

2418

1980

0

0

0

Mountain Bike Day Pass

$39

$39

$39

$39

$39

$39

$39

$39

$39

$39

$39

$39

Scenic Rides/Bike Rental

$19

$19

$19

$19

$19

$19

$19

$19

$19

$19

$19

$19

Mountain Bike Day Pass

$0

$0

$0

$0

$87,048

$175,500

$217,620

$217,620

$175,500

$0

$0

$0

Scenic Rides/Bike Rental

$0

$0

$0

$0

$31,806

$37,620

$45,942

$45,942

$37,620

$0

$0

$0

$0

$0

$0

$0

$118,854

$213,120

$263,562

$263,562

$213,120

$0

$0

$0

MB Lift Capacity
Projected Visitation
Monthly Visits
Scenic Rides/Bike Rental
Projected Visitation
Monthly Visits

Unit Prices

Sales

Total Monthly Sales
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Projected Sales Forecast Worksheet Year 5
Month

Jan

Feb

Mar

April

May

June

July

Aug

Sept

Oct

Nov

Dec

0

0

0

0

31

30

31

31

30

0

0

0

Operating Days

Projections (Operating 8 Hours/day)
600

600

600

600

0%

0%

0%

0%

18%

30%

35%

0

0

0

0

3348

5400

6510

600

600

600

600

600

600

600

600

0%

0%

0%

0%

11%

13%

15%

0

0

0

0

2046

2340

2790

Mountain Bike Day Pass

$39

$39

$39

$39

$39

$39

$39

Scenic Rides/Bike Rental

$19

$19

$19

$19

$19

$19

$19

Mountain Bike Day Pass

$0

$0

$0

$0

$130,572

$210,600

Scenic Rides/Bike Rental

$0

$0

$0

$0

$38,874

$44,460

$0

$0

$0

$0

$169,446

$255,060

MB Lift Capacity
Projected Visitation
Monthly Visits
Scenic Rides/Bike Rental
Projected Visitation
Monthly Visits

600

600

600

600

600

600

600

600

35%

28%

0%

0%

0%

6510

5040

0

0

0

600

600

600

600

15%

13%

0%

0%

0%

2790

2340

0

0

0

$39

$39

$39

$39

$39

$19

$19

$19

$19

$19

$253,890

$253,890

$196,560

$0

$0

$0

$53,010

$53,010

$44,460

$0

$0

$0

$306,900

$306,900

$241,020

$0

$0

$0

Unit Prices

Sales

Total Monthly Sales

Projected Sales Forecast
Year 1
10.6%
4.8%

Year 2
14.8%
7.6%

Year 3
19.6%
9.4%

Year 4
24.4%
11.4%

Year 5
29.2%
13.4%

5 Months

5 Months

5 Months

5 Months

5 Months

Mountain Bike Downhill

9750

13602

18000

22392

26808

Scenic Chairlift Ride/Rental

4416

6984

8634

10470

12306

Mountain Bike Downhill

$39

$39

$39

$39

$39

Scenic Chairlift Ride/Rental

$19

$19

$19

$19

$19

Mountain Bike Downhill

$380,250

$530,478

$702,000

$873,288

$1,045,512

Scenic Chairlift Ride/Rental

$83,904

$132,696

$164,046

$198,930

$233,814

$464,154

$663,174

$866,046

$1,072,218

$1,279,326

Fiscal Year
MB Projections
Scenic Chairlift/Bike Rental
Annual Guests

Unit Prices

Unit Sales
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Mountain Bike/Scenic Chairlift Projected Profit and Loss
Fiscal Year

Year 1

Year 2

Year 3

Year 4

Year 5

Sales
$464,154

$663,174

$866,046

$1,072,218

$1,279,326

$274,952

$285,968

$285,968

$309,224

$309,224

Payroll Taxes @ 13%

$35,744

$37,176

$37,176

$40,199

$40,199

Marketing/Promotion Share

$30,000

$30,000

$30,000

$30,000

$30,000

R & M (10% Revenue)

$46,415

$66,317

$86,605

$107,222

$127,933

Facility Supplies

$5,000

$5,500

$6,050

$6,655

$7,321

Staff Training

$7,500

$8,250

$9,075

$9,983

$10,981

Insurance (Additional Premium)

$10,000

$11,000

$12,100

$13,310

$14,641

Accounting/Bank Fees at 3.5%

$16,245

$19,895

$25,981

$32,167

$38,380

$425,857

$464,106

$492,955

$548,759

$578,678

$38,297

$199,068

$373,091

$523,459

$700,648

8.3%

30.0%

43.1%

48.8%

54.8%

Total Sales

Expenses
Payroll

Total Operating Expenses
EBITDA

EBITDA/Sales
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yurts

Salary & Hourly Projected Personnel Plan
Salary Staff

Monthly
Rate

# of Months Total Year 1

Annual %
Increase

Total Year 2 Total Year 3 Total Year 4 Total Year 5
$61,200

$62,424

$63,672

$64,946

Yurts Supervisor/Reservations

$5,000

5.0

$25,000

2.0%

Hourly Rate Staff

Hourly

Day Rate

Full Season
(Days)

Sub-Total

Housekeeper

$18.00

$144

365

$52,560

1.50

$26,017

1.50

$78,840

2.00

$105,120

2.00

$105,120

2.50

$131,400

Maintenance

$20.00

$160

365

$58,400

0.50

$9,636

0.50

$29,200

0.50

$29,200

0.50

$29,200

0.50

$29,200

# Positions
# Positions
# Positions
# Positions
# Positions
Year 1
Total Year 1
Year 2
Total Year 2
Year 3
Total Year 3
Year 4
Total Year 4
Year 5
Total Year 5

Projected Personnel Plan Summary
Year 1
Salary Staff
Yurts Supervisor/Reservations
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Year 2

Year 3

Year 4

Year 5

$25,000

$61,200

$62,424

$63,672

$64,946

Hourly Rate Staff
Housekeeper
Maintenance

$26,017

$78,840

$105,120

$105,120

$131,400

$9,636

$29,200

$29,200

$29,200

$29,200

Wage Summary

$60,653

$169,240

$196,744

$197,992

$225,546
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Projected Sales Forecast Worksheet Year 1 - Opening September
Month

Jan

Feb

March

April

May

June

July

August

Sept

Oct

Nov

Dec

Operating Days

31

28

31

30

31

30

31

31

30

31

30

31

Projections
Yurts Capacity

20

20

20

20

20

20

20

20

20

20

20

20

Projected Occupancy

0%

0%

0%

0%

0%

0%

0%

0%

20%

20%

20%

30%

0

0

0

0

0

0

0

0

120

124

120

186

$219

$219

$219

$219

$219

$219

$219

$219

$219

$219

$219

$219

$0

$0

$0

$0

$0

$0

$0

$0 $26,280 $27,156 $26,280 $40,734

$0

$0

$0

$0

$0

$0

$0

$0 $26,280 $27,156 $26,280 $40,734

Monthly Sales

Unit Prices

Yurts

Sales
Yurts

Total Monthly Sales

Projected Sales Forecast Worksheet Year 2
Month

Jan

Feb

March

April

May

June

July

August

Sept

Oct

Nov

Dec

Operating Days

31

28

31

30

31

30

31

31

30

31

30

31

Projections

20

20

20

20

20

20

20

20

20

20

20

20

Projected Occupancy

20%

20%

20%

30%

40%

45%

45%

45%

30%

30%

15%

30%

Monthly Sales

124

112

124

180

248

270

279

279

180

186

90

186

$219

$219

$219

$219

$219

$219

$219

$219

$219

$219

$219

$219

Yurts Capacity

Unit Prices

Yurts

Sales

Yurts

Total Monthly Sales

$27,156 $24,528 $27,156 $39,420 $54,312 $59,130 $61,101 $61,101 $39,420 $40,734 $19,710 $40,734
$27,156 $24,528 $27,156 $39,420 $54,312 $59,130 $61,101 $61,101 $39,420 $40,734 $19,710 $40,734
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Projected Sales Forecast Worksheet Year 3
Month

Jan

Feb

March

April

May

June

July

August

Sept

Oct

Nov

Dec

Operating Days

31

28

31

30

31

30

31

31

30

31

30

31

Projections

20

20

20

20

20

20

20

20

20

20

20

20

Projected Occupancy

25%

25%

25%

30%

45%

50%

55%

55%

45%

30%

15%

30%

Monthly Sales

155

140

155

180

279

300

341

341

270

186

90

186

$229

$229

$229

$229

$229

$229

$229

$229

$229

$229

$229

$229

Yurts Capacity

Unit Prices

Yurts

Sales

Yurts

Total Monthly Sales

$35,495 $32,060 $35,495 $41,220 $63,891 $68,700 $78,089 $78,089 $61,830 $42,594 $20,610 $42,594
$35,495 $32,060 $35,495 $41,220 $63,891 $68,700 $78,089 $78,089 $61,830 $42,594 $20,610 $42,594

Projected Sales Forecast Worksheet Year 4
Month

Jan

Feb

March

April

May

June

July

August

Sept

Oct

Nov

Dec

Operating Days

31

28

31

30

31

30

31

31

30

31

30

31

Projections

20

20

20

20

20

20

20

20

20

20

20

20

Projected Occupancy

30%

30%

30%

35%

50%

60%

60%

60%

45%

35%

15%

30%

Monthly Sales

186

168

186

210

310

360

372

372

270

217

90

186

$229

$229

$229

$229

$229

$229

$229

$229

$229

$229

$229

$229

Yurts Capacity

Unit Prices

Yurts

Sales

Yurts

Total Monthly Sales

154

$42,594 $38,472 $42,594 $48,090 $70,990 $82,440 $85,188 $85,188 $61,830 $49,693 $20,610 $42,594
$42,594 $38,472 $42,594 $48,090 $70,990 $82,440 $85,188 $85,188 $61,830 $49,693 $20,610 $42,594
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Projected Sales Forecast Worksheet Year 5
Month

Jan

Feb

March

April

May

June

July

August

Sept

Oct

Nov

Dec

Operating Days

31

28

31

30

31

30

31

31

30

31

30

31

Projections

20

20

20

20

20

20

20

20

20

20

20

20

Projected Occupancy

30%

30%

30%

40%

55%

65%

70%

70%

55%

40%

20%

35%

Monthly Sales

186

168

186

240

341

390

434

434

330

248

120

217

$239

$239

$239

$239

$239

$239

$239

$239

$239

$239

$239

$239

Yurts Capacity

Unit Prices

Yurts

Sales

Yurts

Total Monthly Sales

$44,454 $40,152 $44,454 $57,360 $81,499 $93,210 $103,726 $103,726 $78,870 $59,272 $28,680 $51,863
$44,454 $40,152 $44,454 $57,360 $81,499 $93,210 $103,726 $103,726 $78,870 $59,272 $28,680 $51,863

Sales Summary

Fiscal

Fiscal

Fiscal

Fiscal

Fiscal

Projected Sales Forecast

Year 1

Year 2

Year 3

Year 4

Year 5

Average Occupancy Rates
20 Yurts

22.5%

30.8%

35.8%

40.0%

45.0%

Unit Sales
20 Yurts

550

2258

2623

2927

3294

Unit Prices
20 Yurts

$219

$219

$229

$229

$239

$120,450
$120,450

$494,502
$494,502

$600,667
$600,667

$670,283
$670,283

$787,266
$787,266

$3,011
$3,011

$12,363
$12,363

$22,525
$22,525

$25,136
$25,136

$29,522
$29,522

$117,439

$482,139

$578,142

$645,147

$757,744

10%

10%

15%

15%

15%

Gross Sales
20 Yurts
Total Gross Sales
Direct Unit Costs
Yurts Commission 25%
Total Direct Unit Costs
Sales
Commissions % of Sales
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Yurts Projected Profit and Loss

Fiscal
Year 1

Fiscal
Year 2

Fiscal
Year 3

Fiscal
Year 4

Fiscal
Year 5

Gross Sales
Yurts Sales

$120,450

$494,502

$600,667

$670,283

$787,266

Total Gross Sales

$120,450

$494,502

$600,667

$670,283

$787,266

$3,011

$12,363

$22,525

$25,136

$29,522

$117,439

$482,139

$578,142

$645,147

$757,744

$60,653

$169,240

$196,744

$197,992

$225,546

$7,885

$22,001

$25,577

$25,739

$29,321

Marketing Share

$15,000

$15,000

$15,000

$15,000

$15,000

Propane/Utilities

$12,500

$40,000

$42,800

$44,940

$46,288

R & M Yurts (3% Revenue)

$3,523

$14,464

$17,344

$19,354

$22,732

Facility Supplies

$1,000

$2,000

$2,100

$2,205

$2,315

Cleaning Supplies

$1,250

$3,500

$3,675

$3,859

$4,052

Staff Training

$1,500

$1,575

$1,654

$1,736

$1,823

Insurance (Additional Premium)

$1,500

$1,575

$1,654

$1,736

$1,823

Accounting/Bank Fees at 3.5%

$4,110

$16,875

$20,235

$22,580

$26,521

$104,811

$269,355

$306,547

$312,563

$348,901

$12,627

$212,784

$271,595

$332,585

$408,843

10.8%

44.1%

47.0%

51.6%

54.0%

Direct Costs of Sales
Less Yurts Commissions

Total Net Sales

Expenses

Payroll
Payroll Taxes @ 13%

Total Operating Expenses

EBITDA

156

EBITDA/Net Sales
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APPENDIX III – SASKATCHEWAN LAND LEASE
APPLICATION PROCESS
SASKATCHEWAN LAND LEASE APPLICATION PROCESS
GUIDANCE
The province administers the leasing of Crown resource lands.
Crown resource lands are typically thought of as “wilderness” areas, supporting forest ecosystems and wildlife, as well as containing wetlands, marshes and lakes.
Crown resource land does not include park land designated under The Parks Act.

ELIGIBILITY
Crown resource lands may be used for a variety of purposes under a lease, permit, easement or licence that allow the legal occupation or use of the land. Leases are
generally longer-term dispositions that allocate lands for particular use. Permits are shorter term authorizations that grant access to the land for a specific purpose.
Some locations may not be available for disposition due to a variety of factors, including:
•

●Proximity to other land uses;

•

●Buffers from sensitive areas; and

•

●Designations that prohibit certain types of developments such as ecological reserves.

HOW TO APPLY
To lease Crown land, Kinosoo staff will be required to contact a Saskatchewan provincial land manager to first discuss the acquisition proposal.
Then, a completed Application for Crown Land Disposition form will need to be submitted to the appropriate Ministry of Environment office. The ministry reviews
these applications, ensuring that environmental and resource impacts are considered before issuing a decision. No development on Crown resource land is allowed
to take place without this authorization.
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APPENDIX IV: KEY LITERATURE REVIEWED
This is not a comprehensive list but is a summary of the key documents that were reviewed.
Publications:
2018/2019 Value of Ski Areas – Economic Impact Report July 2020. Canada West Ski Areas Association, Align Consulting Group.
2019/2020 Value of Ski Areas – Economic Impact Report June 2021. Canada West Ski Areas Association, Align Consulting Group.
2019 Alberta Tourism Market Monitor
2020 Marketing Plan, Municipal District of Bonnyville and Take It to The Lake Partnership Document.
2022 Draft Capital Budget Summary, Municipal District of Bonnyville.
2022 Draft Operating Budget Summary, Municipal District of Bonnyville.
Alberta HUB Opportunity Identification/Lead Generation Project Report, March 31, 2020. Outlook Market Research and Consulting.
Bonnyville M.D. 87 2021 Census Summary, Statistics Canada
Canadian Travel Sector Primed for Early Recovery after Bleak Year, Royal Bank of Canada, July 6th, 2021
Cold Lake 2016 Census, Statistics Canada
Cold Lake 2021 Census Summary, Statistics Canada
Comfort Camping Investment Opportunity Assessment for Alberta Parks, Legacy Tourism Group/McElhanney Engineering, 2018
Destination Canada, Canadian Tourism Explorer Quotient Profiles, 2012
Domestic Tourism In Alberta North Tourism Region 2016: A Summary Of 2016 Domestic Visitor Numbers, Expenditures, And Characteristics, July 2018
Domestic tourism in Alberta Central Tourism Region 2017: A Summary Of 2017 Domestic Visitor Numbers, Expenditures, And Characteristics, October 2019
Economic Development Strategy for the City of Cold Lake, March 2019. City of Cold Lake
Environics Analytics PRIZM Key Facts, 2016. Alberta
Governance Options for Municipal Regional Services in Alberta. Municipal Collaboration Unit Alberta Municipal Affairs. ISBN:978-0-7785-5954-2 (print) 978-0-77855955-9 (web)
Implementation Fact Sheet, Amendments to the Municipal Government Act, 2015 -17. Government of Alberta, Alberta Municipal Affairs
Infrastructure, Government of Alberta December 1, 2020. Alberta’s Public Private Partnership Framework and Guideline ISBN 978-1-4601-4885-3
Kinosoo Ridge Resort All‐Season Resort Master Plan Updated April 2020. Brent Harley & Associates.
Lakeland Country Destination Development Strategy and Tourism Opportunity Plan, 2012. Alberta Tourism, Parks and Recreation
Lower Athabasca Regional Plan (LARP), 2012. Alberta.
National Ski Areas Association Journal, Summer 2014, RRC Associates.
National Ski Areas Association’s Economic Analysis of United States Ski Areas for 2017-18, National Ski Areas Association, RRC Associates, Inc.
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MD of Bonnyville No. 87, 2021 Salary and Wage Grid Effective January 1, 2021.
MD of Bonnyville No. 87, 2022 Salary and Wage Grid Effective January 1, 2022.
Municipal District of Bonnyville No. 87, Bonnyville Regional Economic Development Plan 2020
MD of Bonnyville No. 87, Budget & Business Plan 2020. Charting the Course
Municipal District of Bonnyville, Council Strategic Plan 2020-2023. Transitional Solutions Inc.
MD of Bonnyville No. 87, Financial Report Kinosoo Ridge for All Seasons, For the year ended December 31, 2019
MD of Bonnyville No. 87, Financial Report Kinosoo Ridge for All Seasons, For the year ended December 31, 2020
MD of Bonnyville No. 87, Financial Report Kinosoo Ridge for All Seasons, For the 10 Months ending October 31, 2021
MD of Bonnyville No. 87, Job Descriptions for all Kinosoo Staff.
Municipal District of Bonnyville No. 87, Recreation Master Plan, Draft – March 2020. RC Strategies & PERC
Municipal District of Bonnyville Recreation Needs Assessment, October 2018. RC Strategies & PERC
Municipal District of Bonnyville No. 87, Appendix A Kinosoo Ridge Resort Operational Overview, Spring 2021.
NSAA National Survey of Summer Destination Travelers, 2018
Strathcona County Tourism Strategy and Implementation Plan, September 2020. Strathcona County
The Bootstrap Plan 2021 -2024, Travel Alberta
The Economic Impact of Tourism in The Canadian Rockies Tourism Destination Region, 2010. Government of Alberta
The Lac La Biche County Tourism Strategy and Product Development Plan, May 2019
The Town and Municipal District of Bonnyville No. 87, Regional Economic Development Plan Technical Report 2020
Tourism Area Life Cycle, Richard Butler. 1980
Tourism’s Big Shift: Key Trends Shaping the Future of Canada’s Tourism Industry Destination Canada, November 2021
Town of Bonnyvllle 2018 Capital Infrastructure Plan, October 2018. Stantec Consulting Ltd.
Travel Impacts Scenarios and Spending Segmentation for Alberta, Oct. 2021. Travel Alberta.

Websites:
https://ipolitics.ca/2021/03/02/international-travel-will-boom-after-the-pandemic
https://regionaldashboard.alberta.ca/region/bonnyville-no-87/#/
https://skift.com/2021/03/16/canadas-vaccine-misstep-is-hurting-tourism-recovery
https://www.forbes.com/sites/mikeswigunski/2021/03/20/remote-work-visas-are-transforming-the-future-of-work-and- travel
https://www.nytimes.com/2021/03/23/travel/virus-safety-vacation.html
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Unit 2 – 2204 South Island Highway Campbell River, BC V9W 1C3
Phone: 1-778-420-1105
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