
5 WAYS 
TO 
CREATE THE
EXCEPTIONAL



What if we could achieve the 
exceptional as community-

builders?
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Who Is Your 

Real 

Friend?







the main ingredient in 
hand sanitizer is 

paranoia.













Rural Challenges

Static population

Infrastructure re-investment deficits

Single-industry or limited diversity economies

“Attitudes”

Aging population

Aging governance/turnover

Broadband



TRUST



Pic of hands







How do we reframe 
community-building?  

 



5 WAYS 
TO 
CREATE THE
EXCEPTIONAL



ATTITUDE 
IS A 

CHOICE
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CONNECTION 
IS OUR 
SUPERPOWER



I’ll take the 
grasshopper 
pie…hold the 
legs

Why does 
this pie 
matter?

Want to share some pie with me?

Pursue HAPPYNESS



END 
Fear



Americans over 65 
shared their greatest 

regret in life…

WORRY
Src: http://finance.yahoo.com/news/americans-over-65-

shared-greatest-120000285.html



Src: unwater.org

Have GRATITUDE
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Src: pixabay.com
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Where does it go? It doesn’t matter. Flush it.



CORPORATION OF THE RM OF LA BROQUERIE

$18.1 M Annual Budget
• 10.7 – Operating

• 7.4 - Capital

Top publicly traded Canadian companies by revenue

Src: https://companiesmarketcap.com/canada/largest-canadian-companies-by-revenue/?page=3 

https://companiesmarketcap.com/canada/largest-canadian-companies-by-revenue/?page=3


“Investment”

vs





EXCEPTIONAL ORGANIZATION BUILDING
-THE ONE SMALL PYRAMID-



RURAL RULES!

Amidst the anonymous we crave social connection. 
For iTunes there’s the magic of “live.”

Amidst packaged and processed we increasingly seek local and 
fresh. 
For our societal anxiety we seek healthy and well in mind, 
body, and spirit. 

For all the economic focus on the big we are 
realizing new opportunity in the counter-
balance – an appreciation of “the small”.

For every action there is an equal and opposite reaction.                                              
                                                     Newton’s Third Law

Boutique Farms / Craft Products

Mega Farms

Urbanization

Rural Revitalization – connectivity, affordability



Embrace CHANGE





When we don’t 
know the future, we 

fight for what we 
know.



“It is not the strongest of 
the species that survives, or 
the most intelligent that 
survives. It is the one that is 

most adaptable 

to change.”

Charles Darwin 





Live Life to the Right of the Bell Curve



CORE TESTS OF LEADERSHIP



H O W ?



DO 80% OF US AGREE 
WITH 80% OF THE GIST 

OF IT?





Are we the place with 5 
problems for every 

solution, or the place 
with 5 solutions for 

every problem?



• Stepping Stones

“Keep It Small, But Keep It Going.”
John Cougar Mellencamp





• Stepping Stones

OUT-DO 
VS OUT-
TALK



LIZARD LIPS 
FLOAT SHIPS
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Leave a LEGACY

“There are simply no answers for some 
of the great pressing questions. You 
continue to live them out, making your 
life a worthy expression of leaning into 
the light”

(Barry Lopez)



OUR LEGACY-MAKING QUESTIONS

Why will residents, visitors, and investors choose 
your community over other places in future, in the 

context of rapid change?

What has your community done to REALLY be 
ambitious vs tread water?

How have you personally contributed to 
inspirational community building?

 







COMMUNITY 
MATTERS
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People Place

Economy

qualitylocal

investment
tourism

THE ESSENCE OF COMMUNITY
Pipes
Roads/Sidewalks
Water and Sewer
Parks/Green Spaces
Recreation amenities
Urban Design
Architecture
Public Places
Art and Culture
Adornment – the pretty 
things (or not)

Art and culture
Relationships





The Creative Class Seeks

• Lifestyle amenities (specifically defined and 
created. These can be niche, but should be 
differentiated from other communities and be of 
high quality)

• Population Diversity
• Entertainment experiences
• Active, outdoor recreation
• Authentic/interesting sense of place
• Open, tolerant society (open to newcomers)

Richard Florida - www.creativeclass.com





Whimsy and Surprise



6
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Change 
creates critics. 

Imaginative 
change 

creates even 
more critics.



The Creative 
Paradox

The more interesting it 
is, the more afraid we 
are to make it real in 

public places





Src: imageatlas.com, Flickr





After Jim Cotter 
lost his wife, he 
set out to paint 

the town - starting 
with a fire hydrant, 

moving down the 
road to the 

guardrail, then to 
homes and 
businesses.

Gloucester, Ohio, Pop. 2000

"It's just amazing what a little bit of paint will 
do," Cotter says. "It changes people's hearts."











WHY IS 
CALLING, 

PLEASE PICK 
UP

4



WHY
do we 

matter?
(who are we?)

Expert Tip: 
Answer these 

strategic 
questions and 

80% of your 
pathway to 

achieving your 
highest ambition 

is defined.



DARE 
TO BE 

DIFFERENT

There should be two kinds of people in this world. You. And everyone else.









Pic of a foot

Src: EvelynGiggle, Flickr







We visualize a strong sense of community pride based on 
programs which will include the provision of quality 

community services, expanded land use, infrastructure 
enhancement, and beautification. We will maintain our 

small town friendly character. We will practice sound 
environmental stewardship while generating new business 

opportunities and promoting our area. 

THE VISION STATEMENT



... the affordable, innovative, 
family-friendly Village building a 

new future in diverse housing 
options, quality of place initiatives, 

tourism and light industry 
development, and redevelopment 
of a unique work-live downtown. 

We will be a key employment 
centre in a Columbia Valley that 

reconnects people to nature ... and 
each other. 

A prism applied to all actions….

THE EMOTIONAL PITCH TO A 
FOOTLOOSE WORKFORCE

THE KEY MEANS TO 
AN END

THE DEFINITIVE STRATEGY





1. Generate Employment
2. Build a Distinctive Community



I) Change the Conversation

II) Policy

Wayfinding
In-community (complete)
New provincial info sign 
Burns & Highway – To Do

Community Forum

Visual Identity – adoption, comms, radio

Website
Vision/Call to Action
“Makers”
Opportunities
Tourism Product

The NEW Canal Flats

Work-Live1 Grainger

Live-Work Burns

Home-Based Business (policy)

R1 Transitional (small lot)

Transportation
Public bikes
ATV/Golf Carts

Visualization / 
Design

Land Use Bylaw OCP

III) Investment Attraction

BID Group Lands

Day Home/Pre-School

Broadband (Complete: DevTel, Tough Country on Village 
tower, To Do: Fibre – Grainger - funding submission )

School – Specialty Program focus

IV) Community Development
Community Centre

Arena Timberframe

Workforce Training
Rural Dividend Fund
Enable Development

Imagine Kootenay

Travel Columbia Valley

1
Advertising

Rural 
Dividend 

Fund
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Columbia Valley Map Book, 
Where, Kootenay Business

Revitalization 
Tax 
Exemption
Bylaw

6

1 ICCI

FDI Action Plan 
Invest tab – website
Investment Guide update
Opportunity Sheets (6)

Investment Co-op

Project 
Management / 
Participation

• Industrial Land Strategy
• Mixed Use Visualization
• Hotel Study

Less Complete More Complete

CBT Public Art Program

TELUS relocation to CLTC (property redevelopment)

Tax 
Strategy

6
Inquiry / 
Land 
Owner 
Facilitation

3
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4
4
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$100k
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2017-2018 ECONOMIC DEVELOPMENT TACTICAL PLAN IMPLEMENTATION



COMMUNITY PLAN ON A PAGE
Fun easy-to-
read folded 

brochure 
summarizing 

the Community 
Plan for the 

average citizen





POLISE
E



HOUSING = ECONOMIC 
DEVELOPMENT



16,500,000 18,200,000

2023 2030

21,700,000

2030

Building trend Market demandCurrent

THE HOUSING GAP
GAP

3,500,000

We are on 
track to 

build 43% of 
demand. 



15-20% ROI is a norm
We need to understand economics better.



Based on median Canal Flats household income (Census Canada, 2021) related to 30% income/housing cost ratio representing a common measure of affordability 
in Canada.

Standard Rental - $1200/month. Vacation Rental - $2116/month ($180 summer, 70% occupancy x 4 months, $150 winter, 25% occupancy x 245 days  (Airbnb)

Full costing at summer, 2022 land costs, $300/sq. ft. single family dwelling and $250/sq. ft. accessory dwelling unit build price, current mortgage rates, current 
municipal tax and utility rates, and maintenance estimated at 1% of build cost/yr.

We crunched the fully-costed numbers in Canal Flats, and they are compelling…

Housing Affordability: THE POWER OF THREE

Depending on size of residential and accessory dwelling units, THE POWER OF 3 illustrates 
the transition of housing from unaffordable to “investment return” with transition from 1 

through 3 residential units on a property.



Investors see every colour on a land use map as 
a point of conflict where uncertainty and time 
(development/rezoning applications/Direct 
Control subject to the politics of decision making) 
= money. Urban planning is shifting toward more 
enterprise enabling hybrid code that includes 
fewer zones. 







Hybrid Code Foundations

• Performance standards focused more on visual/less on 
functional

• Fewer uses
• More permitted uses
• Reduced parking standards
• No R1

“Visualization helps”



Translating Brand – Airport



ADRENALIZE 
YOUR BRAND
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Src:



Breakthrough Marketing? 
-Dare to be Different-



1
0
3

The protagonist is changed 
by his/her experience and a 
new status quo is 
established.

A protagonist (or a group 
of protagonists) 
encounters a catalytic 
problem that disturbs 
their status quo.

That catalyst propels 
him/her actively into 
an escalating series 
of events/ conflicts.

The events reach a 
climax and then a 
resolution

STORYTELLING

Infinite ways to 
generate tension, 
jeopardy, novelty, and 
mystery, pleasing our 
contradictory needs for 
structure and novelty.

Setup
(plot and character)

Conflict Resolution





• The Product 
• Vision – The Why
• Focus/targeting
• Differentiation
• Quality of Place

• The Story 
• Emotional Connection 
• Signature Experiences
• Quality of Experience

 

How Does a Community Become a Superstar?

80%

20%



The

Rule

The

Rule



Target

Src: Reddit user



1
0
8The Shark and 

the Goldfish 
Paradox

The Shark: More 
Bravery=Less Consensus

The Goldfish: 
Communities Must Be 

Creatively Brave To Get 
Noticed





HERE WE GROW
Raise your kids. With 
room to spread out. 
With affordable 
living and nature’s 
way at the heart of 
us.
 
In family-friendly La 
Broquerie

Grow your 
agribusiness future. 
In a province and SE 

Manitoba that 
pulses to the beat of 

food production. 
 

La Broquerie. With 
room to spread out, 

and a better 
business bottom 

line.



NIMBY’S
NOPE’S
CAVE’S

“Bold leadership is 
clarity around an 

unreasonable 
commitment to 

what should be.”
@AndyStanley



Transformative
Purpose

Things That Matter
Soul

Meaning
Engagement
Connection
Conviction

Heroes
The Incredible

Believe in better…..



5 KEY TAKEAWAYS

Have Your ONE Plan….and Economic Development Strategies 
Should be Mandatory

Dynamic Vision is Everything

Dare to be Different

Culture Eats Strategy for Breakfast

Out-Do vs Out-Talk



Chris Fields, Principal

403.862.4011

chris@rynic.org

www.rynic.org 

Strategic Communications
Corporate Governance Planning
Economic Development/Tourism 
Planning/Services
Marketing – Brand/Campaign Development
Conference Keynotes
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