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Integrated Economic Development
Our Approach

Clarify

Align

Connect

To confidently move your organization in the right direction, you need to have

All organizational resources need to seamlessly integrate with, and support, your

Authentic connections with your stakeholders, employees, and community

clarity. By taking a 360° view of your organization, Incite identifies that pivotal

strategy. Visual identity, process, investor development activities, and key

partners help build trust and loyalty. Incite works with organizations to identify

point where strengths, market needs, and unique differentiation intersect. That

stakeholder communications need to align to deliver a strong and cohesive

opportunities to strengthen existing connections and leverage key influencers to

intersection helps define your economic development positioning and your best

brand experience.

build lasting relationships and sources of referral.

path forward.
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Overall Map
Incite believes strong marketing and economic development hinges on three key elements: clearly articulating it (clarify),
building stakeholder touch points that are consistent and that reinforce the differentiated value (align), and creating
opportunities to connect and network with market and investment influencers (connect).

CLARIFY

Incite helps clients stand out by identifying their differentiated value or
that of the town, in the case of economic development.

ALIGN

Incite helps foster relationships with key influencers and
connects clients to the right people.

CONNECT

Incite supports the development of consistent and
aligned experiences across an organization’s front of

INTERNAL TEAM
(FRONT OF HOUSE)

house. Incite also develops experiences with staff,
residents, prospective investors, visitors, and future
relationships.

CURRENT RESIDENTS, BUSINESSES,
PARTNERS & STAKEHOLDERS

PROSPECTIVE RESIDENTS, BUSINESSES,
PARTNERS & STAKEHOLDERS

NETWORK / COMMUNITY

FUTURE RELATIONSHIPS
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Objectives

3–5
YEARS

3- to 5-Year Town and Regional Goals

1–2
YEARS

1- to 2-Year Marketing and Project Objectives

• Increase the number of businesses and the overall population

• Better understand the regional market and stakeholder needs around economic development

• Grow pride of place and reinvigorate the Town and regional residents

• Identify areas of focus and create clear direction for economic development

• Continue conversations with regional stakeholders, specifically Indigenous, around reconciliation

• Clarify the Town’s position and differentiation as it relates to economic development

• Continue to develop and deploy targeted tourism marketing campaigns in the future

• Highlight the current strengths of the Town and shift the tone of messaging coming from residents
• Develop consistency in voice and message, internally and externally, to build trust in the Town
• Arm the Town with a tactical economic development plan that will support the communication of its position, brand, and value to the
market and potential investors
• Develop a targeted approach to tourism marketing
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Gap Analysis
Based on research and findings during the TOSL’s economic development promotional strategy project, Incite sees the following gaps:

2–3 YEARS

Clarify
• Little confidence that economic development initiatives will produce measurable
results or have an impact
• Limited understanding of the mandate and strategic priorities of Slave Lake
Economic Development (SLED)

Align

Connect

• No defined brand strategy

• Lack of leadership with tourism development and promotion

• Poor integration between SLED and regional tourism efforts

• Low level of engagement with key industry stakeholders

• Limited understanding by the local business community around legislation guiding

• Little communication with the community around economic development

TOSL Planning & Development
• Difficulties attracting quality/skilled labour due to limited family amenities and
educational offerings

successes and community impact
• Limited resources, materials, and promotional efforts to support business
development and tourism

Clarify
Differentiated Value
What does TOSL do well that the market needs and that is different from competitors?

MARKET
NEEDS

Value Area
• Access/proximity to industry - oil, gas, forestry
• Natural assets - Impact on quality of life, tourism, and industry
• Transportation hub - connectivity to north with efficient access to large urban centre

Recommended Position Profile

STRENGTHS

1.

2.

3.

4.

GEOGRAPHIC LOCATION:

WHO WE SERVE:

WHAT WE DO:

ADDED VALUE:

Town of Slave Lake and the Slave

Primary shareholder – Town of

Recommend economic

Connectivity and proximity to

Lake region

Slave Lake and the Slave Lake

development policy and strategy

natural assets

region, including stakeholders

for the Town of Slave Lake,

such as the community and

execute strategy, and implement

visitors

a broad range of economic
development initiatives in
collaboration with our regional
partners

UNIQUENESS

Recommended Positioning Statement
A positioning statement is a promise or declaration of what an organization does, where, for whom, and with what value to its audience. In short, it is a promise of what it will deliver. The following statement will form the basis of the TOSL’s economic development efforts and will be
the boilerplate for economic development positioning moving forward.

Slave Lake Economic Development (SLED) is a department of the Town of Slave Lake and managed by a
dedicated, relationship-focused team. SLED is responsible for providing an integrated approach to economic
growth, crafting and sharing a consistent and compelling regional message in market, and working to support
and align the efforts of the region’s economic development ecosystem to deliver tangible results and impact
for Slave Lake.

SLED works in three key areas:
• To attract business, investment, and labour
• Strengthen and support local business
• To drive tourism through the attraction of visitors
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Recommended Key Value Points: Town of Slave Lake

KVP 1

KVP 2

KVP 3

NORTHERN CONNECTIVITY

A STRONG COMMUNITY

UNLOCKLING ACCESS TO THE GREAT OUTDOORS

Slave Lake has the infrastructure, geographic location, and market connectivity needed
to empower the creation of a thriving economy that connects north-central Alberta on
a global scale.

One of Canada’s youngest communities, the people of Slave Lake work hard, take care
of one another, and embody an ambitious and resilient spirit that allows for bountiful
opportunities.

Slave Lake is home to raw, untamed nature and is committed to building the capacity
necessary for visitors to experience some of Alberta’s best outdoor recreation.

For Visitors (in-use example):

For Visitors (in-use example):

For Visitors (in-use example):

•

•

•

•

Slave Lake provides a fresh perspective on what a thriving, environmentally

Slave Lake is a welcoming community that embraces the supportive lifestyle

From back country trails to birdwatching to sandy beaches, Slave Lake offers four

conscious, resource-based economy can look like.

characterized by the positive relationships and sense of belonging that comes with

seasons of outdoor experiences and adventure, including incredible hikes, being

Daytrips and weekend adventures are easy with Slave Lake only 2.5 hours from the

knowing your neighbors.

home to Canada’s northernmost bird observatory, Alberta’s largest automobile-

Edmonton Metropolitan Region.

accessible lake, cross-country skiing, and ice fishing.
For Business (in-use example):

For Business (in-use example):
•

•

Home to the Tri-Council and the sentiment that strength comes from unity; the MD

For Business (in-use example):

Slave Lake’s richness in natural assets combined with its location as a service hub

of Lesser Slave River, Sawridge First Nation and the Town of Slave take a

•

for north-central Alberta with efficient access to the Edmonton Metro Region,

coordinated and collaborative approach to ensuring the community is safer,

industry and provide investors with the opportunity to develop unique and

means its easier to ship goods and materials along integrated infrastructure

stronger, and better positioned for future growth.

profitable businesses.

Slave Lake is home to raw and untapped natural assets that are foundational for

including road, rail, and air.
For Residents (in-use example):
•

For Residents (in-use example):

For Residents (in-use example):

•

•

The people of Slave Lake have all the ingredients for a strong quality of life. We are

The Town of Slave Lake is working to tell Slave Lake’s story, establishing the unique

Slave Lake is home to a population that values a community-centric lifestyle along

neighborly and love the outdoors. We have built a community full of opportunity

experience, and generate inbound visitation because we know that when the visitor

with easy access to those services and amenities found in metro centers.

where people take care of each other today and for generations to come.

economy grows, so does Slave Lake.
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Align
Every town has a brand, even if it is not actively managed. A region’s image, experience, or brand can be defined in terms of the feeling that residents, visitors,
businesses, and other stakeholders experience whenever they encounter that region. This feeling can be influenced using visual images and content messaging, as
well as the most minute stakeholder touch points.

Recommended Town Brand Experience
Incite recommends that TOSL intentionally set the following as the Town’s brand experience:
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Recommended Key Value Points: Corporate Brand (SLED)

KVP 1

KVP 2

KVP 3

INTEGRATED ECONOMIC DEVELOPMENT

A UNITED VOICE

A COLLABORATIVE APPROACH

SLED operates as an integrated department of the Town of Slave Lake, focusing on
building, and delivering the long-term economic strategy for Slave Lake.

SLED works with local businesses and regional stakeholders to drive and share a clear,
consistent, and compelling narrative of Slave Lake on the local, provincial, and national
stage.

SLED works to support and align the economic development efforts of its partners to
maximize the return to the region.

•

•

•

SLED integrates economic development and tourism to ensure Slave Lake is
marketed to both visitors and investors in a seamless and complementary manner.

•
•

SLED supports business, investment, and labour attraction by providing a single

SLED works with local businesses to ensure activities, tourism opportunities, and
amenities exist and are supported to create an engaging experience for visitors.

•

SLED supports local businesses with the tools and resources to share the Slave Lake

point of contact to drive growth and opportunity for the town.

story with prospective investors, customers, partners, and community

As an integrated department of the town, SLED works collaboratively with Planning

ambassadors.

& Development and other key departments to improve services, create positive
experiences, and grow the region.

•

SLED provides a gateway to information about the many organizations, events, and
cultural opportunities that take place in Slave Lake.

•

Businesses and investors interested in Slave Lake benefit from SLED’s collaborative,
community-based approach that puts their needs and interests first.

•

SLED works closely with key partners like the Municipal District of Lesser Slave River

SLED helps to articulate the story of Slave Lake and to build pride of place in a

and Sawridge First Nation (Tri-Council), Alberta North Central Alliance (ANCA), Slave

region where many live, work, and play.

Lake & District Chamber of Commerce, Northern Lakes College, and Community
Futures.
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Align
Every organization has a brand, even if it is not actively managed. An organization’s image, experience, or brand can be defined in terms of the feeling that
businesses, residents, and other stakeholders experience whenever they encounter that specific organization. This feeling can be influenced using visual
images and content messaging, as well as the most minute client touch points.

Recommended Corporate (SLED) Brand Experience
Incite recommends that SLED intentionally set the following as its corporate brand experience:
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Incite’s Strategic Experience Philosophy
Once you have the attention of your stakeholders, you need to ensure that all aspects of your experience match that promise. This will build confidence and trust. In order to ensure that the experience of Slave Lake Economic Development (SLED) and the region matches your
promised value, you will need to make some conscious adjustments to your current brand experience.

1.

2.

Intentionally update your brand identity to reflect the
new position and persona.

3.

Strongly communicate the refined position and
persona externally and internally

Ensure your internal processes and culture are
consistent and congruent to reflect the position

5.

4.

Reflect the new brand identity and messaging through
your website, sales tools, and collateral

Convey the focused position and persona through all
your stakeholder touch points
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Centres of Influence
Once you determine what your focus is, it is important to identify how you can leverage key people and resources in order to maximize your marketing efforts. “Centres of Influence” can
include anything and everyone that influences the behaviour of your ideal donors and your champions. The following are Centres of Influence where TOSL’s ideal donors exist, visit, or refer to,
and should be used as strategic channels/audiences to create relationships and experiences.

OUT OF MARKET

• Economic development organizations/associations

IN MARKET

• Associations and Networks

• Foreign trade offices

• Slave Lake Chamber of Commerce

• Customers

• Slave Lake Tourism Society

• Internal resources

• Alberta Hotel and Lodging Association

• Site selectors

• Community Futures Lesser Slave Lake

• Professional services firms and/or advisors

• Lesser Slave Lake Regional Arts Council

• Industry peers

• Rotary Club of Slave Lake

• Online search

• Government

• Local business owners

• MD of Lesser Slave River

• Industry or business groups/associations

• Government of Alberta

• Other (i.e., LinkedIn, government, logistics providers)

• Government of Canada
• Regional Stakeholders
• Tri-Council
• Sawridge First Nation
• Driftpile Cree First Nation
• Swan River First Nation
• Bigstone Cree Nation
• Alberta Indigenous Relations

• Publications
• Lakeside Leader
• Digital (e.g., CBC.ca,
• Business/finance (e.g., Wall Street Journal,
Economist, and Bloomberg)
• Conferences and Events
• 55 North
• Travel Alberta Industry Conference (TIAC)
• Rendez-vous Canada
• International Council of Shopping Centers
• Oil Sands Trade Show
• Growing the North
• Online
• Facebook
• LinkedIn
• Twitter
• Instagram
• TikTok
• Direct

• Lesser Slave Lake Provincial Park
• Boreal Centre for Bird Conservation
• Northern Lakes College
• Travel Alberta
• School Division
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