
Here’s an idea that will do Summerland a lot of good. It’s not a particularly new idea, but one that 
has worked many times before. I’ve heard about it happening, I’ve watched it happen in at least two 
instances and I’ve also helped it happen in others. It requires dedication, some hard work by 
volunteers and adherence to the plan, and in the end, everybody wins!

S U M M E R L A N D
CULTURAL CAPITAL OF THE OKANAGAN

 A Plan for Cultural Economic
Development

WHO WOULDN’T WANT TO VISIT THE BEAUTIFUL OKANAGAN TO SEE THE SCENERY, 
VISIT SOME WINERIES, WATCH SOME SPORTING EVENTS AND TAKE IN THE CULTURE?   

…WAIT A MINUTE! …CULTURE?   YOU’RE DARN RIGHT!  CULTURE!

Ron & Marcia Stacy 14417 Biagioni Ave. Summerland BC   250 494-9280  stacystudios@shaw.ca

Painting by Ron Stacy

 A NEW ATTITUDE FOR OUR TOWN
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CULTURAL ECONOMIC 
DEVELOPMENT

Cultural economic development is a relatively 
new branch of  economic development where artists,  
community members and economic development 
practitioners can partner to enhance economic 
development, community development and the 
cultural arts.

Culturally based economic development is a 
convergence of  community development and 
economic development. In other words, anything 
that uses arts or culture to affect change in a given 
location and also creates new employment 
opportunities and broadens the tax base.

Cultural Economic Development is what happens 
when you bring community and culture together in 
an economic development effort that:

• Uses arts and cultural talents, strengths and/or 
assets as the core driver for its success, 

• Engages both economic development and 
cultural partners in the planning and 
implementation of  the effort,  

• Has a clear and deliberate purpose in terms of  
its intended cultural and economic impact, 

• Has clearly stated cultural and economic goals 
and impact measures and  

• Starts each ongoing project with a plan and a 
means of  financing it. 

WHAT ARE SOME CULTURAL 
ECONOMIC DEVELOPMENT 

ACTIVITIES? 
•  Creating a Friendly and Attractive Town Centre
•  Historic Preservation and Awareness
•  Culture-infused community planning
•  Cultural Tourism
•  Public Art Programs 
•  Public Oriented Arts & Entertainment Projects  
•  Performing Arts Events 
•  Arts and Cultural Festivals
•  Juried Fine Art Shows

WHY SHOULD WE CARE ABOUT 
CULTURAL ECONOMIC 

DEVELOPMENT? 
It’s no secret that the economic landscape is 

shifting. We are moving from an economy that has 
been primarily industrially based to one that is 
increasingly influenced by technology, knowledge 
and creativity. As was noted in a recent article in the 
Journal of  Arts Management, Law and Society, 
“Non-manufacturing jobs grew to about 80 
percent of all jobs by the end of the twentieth 
century.” 

In short, we should care about culturally based 
economic development because there is some 
evidence to suggest that strengthening cultural 
communities creates economic assets that can be 
harnessed for community growth.

The more important point is that the one thing 
we have seen with the emergence of  the “creative 
class” is that fostering relationship between the arts 
and economic development is not only possible but 
necessary. Changes in the U.S. economy have put 
arts and culture at the forefront of  the 
characteristics that distinguish place. Cities, 
communities and economic development agencies 
need to take account of  these advantages as they 
revise regional economic strategies and design and 
implement development programs.

What IS Cultural Economic Development?

• The economic impact of cultural tourism on Canadian communities is profound, and growing every year.
• Heritage, art, entertainment, interesting surroundings and events are all part of cultural tourism.
• Sporting events are a different thing from cultural ones and don’t, in the end, generate nearly as much spin-off income to an area.
• Cultural tourism is a completely sustainable industry.

Cultural
Tourism
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the Train Station look all over town.

SUMMERLAND2

A PLAN TO GROW AN INDUSTRY

Summerland is seeking a solution to its economic 
problems. If  Summerland were to become 
culturally pro-active, the residents would rise to the 
challenge. If  successful,  (and why not?) 
Summerland would be an Okanagan landmark and 
the place where cultural tourists would want to visit.

This may seem like a radical change in direction 
for a small town like Summerland, but the small size 
of  the town can be a great advantage. Chemainus 
BC,  Sooke BC and Sidney BC are all about the 
same size, or smaller in population than 
Summerland and they all have shown how a small 
town can do great things. A whole town can get 
behind worthy projects, since it improves everyone’s 
life. (I’ll address this later) 

RADICAL? NOT IN THE LEAST!
The concept of  creating a destination for cultural 

tourism isn’t a new thing and the groundwork has 
been taken care of  by the pioneers in the cultural 
sector from many other towns and countries, not 
only in BC, but in countries around the world.

Summerland is in a very good position to make a 
move in a positive direction. A whole town can get 
behind worthy projects, since it improves everyone’s 
life. Awareness of  the possibilities and resolve to 
achieve them are the keys to success. And success 

means a whole new feel and prosperity to our town. 
Who wouldn’t want that? All the ingredients are 
here - we just have to mix them together and bake 
them!

WHERE DO WE START?
We begin by taking a look at our roots; our 

heritage. What is it about Summerland that makes 
it unique?Unlike most towns, Summerland didn’t 
casually come into being simply because of  
proximity to a good water supply, which we have, or 
having a fertile farm base, which we have, or even 
being close to a good shipping facility, which we 
have. Summerland was created by a man and a 
company, in a careful and well thought-out manner 
and for very good reasons.

In the early 1900s, most of what is now 
Summerland and Trout Creek, was owned by  8 top CPR executives.  Each of these men 

were important investors and promoters of 
the area, and without them, there would be 

no Summerland! 

Summerland’s
Heritage

Tudor Style Railway Station



THE CPR AND SUMMERLAND

 Summerland was the invention of  the CPR. 
Our local history is very rich and well deserves to be 
made known. (and exploited as are all tourist 
attractions)

In the late 1800s, the CPR wished to buy 10,000 
acres of  orchard to supply their CPR chain of  hotels 
with fruit. They were unable to find suitable land, so 
they abandoned the idea. In the year 1900, the CPR 
president Sir Thomas Shaughnessy acted on his own 
and personally purchased the Barclay Ranch. (most 
of  present day Summerland) In 1902 Summerland 
was created. 

Shaughnessy formed the Summerland 
Development Company, which sold Summerland 
properties. Shaughnessy convinced many of  his 
fellow Montreal businessmen to purchase orchard 
property here, and these Montrealers were some of  
the first to own land in the new community of  
Summerland

Second only to Montreal, Summerland had the 
highest number of  railway executives owning land in 
a community in Canada. They were…

1. Sir Thomas Shaughnessy… President of  CPR

2. Sir William Whyte… Vice President of  the CPR

3. R.B. Angus… Co-Founder of  the CPR

4. Sir Edmund Osler… CPR executive

5. Sir Herbert Holt…. CPR executive

6. Henry Joseph… CPR executive

7. Horace Joseph… CPR executive

8. Sir Edward Clouston… CPR executive

KETTLE VALLEY RAILWAY

The Kettle Valley Railway  began as a counter to 
American dominance of  the resources in the  
southern interior of  BC.  J.J. Hill of  the American 
Railway, a disgruntled ex-employee of  the CPR, who 
swore revenge at any cost, wanted to carry BCs 
resources to the US through the much easier route 
south from the Kootenays. His plan would miss all 

the dangerous mountain routes and horrendous 
railway construction costs. However, his plan would 
also leave BC isolated from the rest of  Canada 
behind the Rocky Mountains. Possibly, in the end, 
the US would have laid claim to what is now BC, 
since they would have been the ones 
servicing it. This was 
a big problem for 
Canada. J.J. Hill’s  
enterprise is what 
really set off  plans to 
build the KVR and 
eventually to bring 
BC into confederation with Canada.  
Thank you J.J.

ANDREW MCCULLOCH

The man who would oversee the construction of  
the railway and direct its operations for over 20 years 
was Andrew McCulloch. Indeed, his name would 
become synonymous with the Kettle Valley Railway, 
often called "McCulloch's Wonder".

Born in Lanark county, Ontario, on June 16, 1864 
McCulloch started his career as an axeman clearing 
survey lines in 1891. Working his way up, he took 

the Kettle Valley Railway, the fruit industry (which includes 
the wine industry) & The Tudor Revivalist Style, are some of the 

ingredients that make Summerland a special place.
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Andrew McCulloch
Kettle Valley RailwayTrestle

Engineer



work with railways all over Canada and northern 
United States including work on the famous Spiral 
Tunnels for the Canadian Pacific. When he accepted 
the position of  Chief  Engineer of  the Kettle Valley 
Railway he was currently a Division Engineer of  
Construction for the CPR in Montreal.

The building of  the Kettle Valley Railway would 
be no easy task however, before it was completed he 
would face some of  the greatest engineering 
challenges of  any railroad ever built in North 
America.

One such obstacle was the Trout Creek Gorge at 
Summerland, a deep canyon that cut through the 
bench lands above Lake Okanagan. The bridge 
required would be 250 feet long and 241 feet above 
the creek below. It was a deck lattice truss bridge 
with 400 feet of  approach trestles and was one of  
the longest and highest of  its kind in North America. 
When the bridge was completed and lowered into 
place, it was a measure of  McCulloch's skills that it 
was only 1/4" short of  a perfect fit.

Of  course we all know and love our local train, 
the restored 1912 Steam Locomotive “3716”, which 
runs on the last track of  the Kettle Valley Railway, a 
ten mile stretch of  rail that ends at the Trout Creek 
Trestle. It’s one of  our major tourist attractions 
already. 

Samuel Maclure

Samuel Maclure started out as a painter and 
taught himself  architecture. He became one of  BCs 
most famous architects and has created more than 
450 buildings in BC. 

Only three communities have more than one of  
Maclure’s buildings; Victoria, Vancouver and 
Summerland, where there are three. The Bank of  
Montreal on Main Street is one, and there are two 
private residences which have a panoramic view.

In keeping with the railroad connection AND the 
famous architect, Maclure’s Tudor Revivalist style, 
so evident all over Summerland, it makes undeniable 
sense to take advantage of  that history to beautify 

4 SUMMERLAND

Since these important and wealthy people 

lived in the area, they wanted well designed 

homes to live and entertain in, so they invited 

the famous architect, Sam Maclure to design 

and build for them in his noted Tudor 

Revivalist style.

Heritage
architecture

Samuel Maclure;
Noted BC Architect

Bank of Montreal
on Main Street

The CPR wasn’t just about trains. They were also concerned with produce and tourism. 
Since Mr Shaugnessy was also now a local 

& an orchardist, he was instrumental in 
creating the Apple Fair in 1902, which 
continues to this day as the Fall Fair.

The Fruit 
Industry



our town and make it a destination for visitors from 
everywhere! It would only require slight 
embellishments of  our building decor to show our 
heritage as an early Canadiana Historical Railroad 
town. That is something completely within our scope 

and capabilities.🍎🍎📣

EXAMPLE NO.1

Chemainus
“THE LITTLE TOWN THAT DID”

Chemainus was settled in the 1850s by 
European farmers, and quickly became a 
major sawmill and shipment point, due to 
the town's Horseshoe Bay, the oldest 
deepwater port on the Canadian west coast.
Prosperity saw the building of handsome 
homes and a solid commercial district. By 
the mid-20th century, the sawmills here were 
among the largest in the world, fed by the 
seemingly unending supply of wood from 
Vancouver Island's vast old-growth forests.

In 1981, with the help of some provincial grants, 
they started to spruce up their town a bit with 
paint and planters in the downtown area. A good 
start.
In 1983, the mill, which employed most of the 
3200 residents, closed and the town faced certain a 
grave future. Without waiting to see if the mill 
would re-open, they turned to Karl Schutz who had 
been advocating a program of mural painting for the 
previous ten years.
He went to work and in a short time had co-erced  a 
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As was mentioned previously, there have 
been many other communities that have 

pulled themselves out  of the doldrums and into economic prosperity. What they also did, along the way, was create a community they 
could all be proud of.

Some
examples

Large Mural in Chemainus

The Chemainus Theatre has many attendees

Bench Sculpture in Chemainus

A Town Can Be Brought Back 
From A Disastrous Situation 
With Some Creative Thinking 

And A Lot Of Work
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few artists to create some wonderful murals on some 
walls in  the town. In the next several years, a total of 
$250,000 had been spent on 32 murals. (average cost, 
just under $8000) as a result, 350,000 to 450,000 
people visit Chemainus each year. If they spent about 
$50 each, which would be a pessimistic view, that 
would come to 2 million dollars le behind. As it 
happens, the annual influx has been over $25,000,000 
for many years. Strangely, the business community 
thought the idea had no merit when it first was 
proposed. Desperation changed that attitude, and as a 
result of this program, there are a whole slew of new 
businesses that have opened their doors.

As a bonus, an anonymous donor provided funds to 
build the famed Chemainus eatre as a late 19th-
century opera style house that now serves as a popular 
buffet dinner and professional theatre.

Since the success he’s had with Chemainus, Karl 
Schutz has travelled the world, preaching his message 
and has created many new programs in places like 
Scotland, the USA, Australia etc.

Karl has received many prestigious awards and 
honours as a result. Notable among these is an award of 
excellence from the FCA, a Commemorative Medal 
from ueen Elizabeth, an Associate Professorship from 

Revans University, in Boulder, Colorado and a Doctor 
of Law Honoris Causa in Helsinki, Finland, on 
September 20th, 2003, to mention just a few.

Chemainus, is now Canada's largest permanent 
outdoor art gallery. Much of downtown is covered with 
murals, most dealing with area history and lately, the art 
of Emily Carr, who they have adopted as their patron.

EXAMPLE NO.2

Paducah Kentucky
Population 27,000

e Paducah Program began in March 2000 

“SEND IN THE ARTISTS!”
“The artist as economic savior…it’s not 

abstract…it’s the new realism”

June 4, 2010
Mark Barone, a working artist who is largely 

responsible for establishing the program, initially 
contacted the city simply to get landlords to bring their 
buildings up to code. But as his effort continued, his 
vision evolved, and he eventually proposed a program 
that would revitalize a 30-square-block swath of 
LowerTown. What emerged from that initial effort has 
become a national model for how a struggling city can 
reinvent itself as a cultural destination.

Paducah ultimately hired Barone to spearhead a 
program that offered artists full financing on loans and

Large Mural in Chemainus

Va n c o u v e r 
I s l a n d

Poster by Ron Stacy
For the Arts & Cultural Highway

http://www.artsmartcities.com/
http://www.artsmartcities.com/


$2,500 toward architecture services or related fees. Best 
of all, he sold them historic live-work spaces for a as 
little as a buck. In exchange, the artists had to renovate 
those landmarks and bring them up to code. 

“When you’re going into these blighted areas, the 
incentive package has to be good enough where 
someone (the artists) can overlook the blight,” said 
Barone. “And if it’s not, you’re not gonna get anyone to 
come.”

In this case, the incentives worked: e first year, 
(2000) eight artists moved to LowerTown. In year two 
of the program Barone says that number increased to 
around 20. Today, over 100 artists live and work in the 
neighborhood. And they have shown a willingness to 
invest in their adopted community – the city spent 
about $3 million on the project in its first five years, 
while the artists themselves invested $35 million in the 
neighborhood’s buildings. As a result, LowerTown today 
has been transformed into a thriving community of 
galleries, shops and cafes. It’s just the kind of place that 
attracts visitors and tourism.

A study conducted last year by Americans for the Arts 
found that Paducah’s arts scene brought in $27.8 million 
in 2007 (an impressive number even before the recent 
recession), almost $22 million of which was generated 
by nonresidents. From that, the state government 
collected $1.3 million and the local government 
$473,000. “e property values in Paducah went up, 
tourism went up, the tax base went up,” said Barone. “All 
these things went up because of what we did. In the 

second year of the program, tourism went up by $10 
million, and it kept going up thereaer.”

Paducah is hardly different in its skeleton than 
countless cities across the country. It suffered from both 
a loss of the economy that had helped it prosper (in this 
case, a uranium enrichment plant), and perhaps more 
substantially, from suburban flight. LowerTown, which 
is the oldest neighborhood in the town, was once a 
thriving, self-contained neighborhood. But as its older 
residents passed on, the next generation showed little 
interest in returning from their larger homes outside 
town. LowerTown’s homes were gradually chopped up 
into apartments and largely neglected. Not any more!

It’s a story repeated across the country. Now, many of 
these cities are mimicking the Paducah strategy. 
Evansville, Ind., Pawtucket, R.I., and Oil City, Pa., 
provide just three examples of smaller cities that have 
wholeheartedly embraced the idea of the artist 
relocation program.

The arts puts people to work.
Kentucky Arts Partnership organizations employ 

614 full-time workers and 891 part-time workers. 
They also contract with local businesses for many 
services including lawn care, janitorial services, 
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A study conducted in 2010 by Americans for the Arts found that Paducah’s arts scene brought in $27.8 million in 2007 (an impressive number even before the recent recession), almost $22 million of which was generated by nonresidents. From that, the state government collected $1.3 million and the local government $473,000. “The property values in Paducah went up, tourism went up, the tax base went up,” said Barone. “All these things went up because of what we did. In the second year of the program, tourism went up by $10 million,  and it kept going up thereafter.”

By The Way…

After: Spruced up and useful
(Different Building, of Course)

Before: abandoned building
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facilities maintenance, web development, 
accounting, printing and advertising.

Some of the new businesses in Lowertown Paducah 
that came into being as a result of this initiative are;

•  Art Galleries  • B&Bs  • Boutiques  • Salons
•  Eateries  • Wellness Spas  • Express Offices
•  Bank  • Printers  • Antique Stores 
•  Clock Repair Service  • Info Centres
•   Event Co-ordinator
• This information came from the website at;

HTTP:/ /TINYURL.COM/6V7GS3H

AND LAST…

Sidney by the Sea
POPULATION 10,000

In 2003, I was approached by a Sidney businessman 
and another artist to help put together a Fine Art Show 
in Sidney. Having just spent four years working with 
the previously mentioned Karl Schutz on the Arts & 
Cultural Highway, I thought I had attained sufficient 
insight where I could be helpful, so I agreed, but with 
the condition that my ideas  would hold some sway, and 
more important, I wouldn’t have to do any of the 
fundraising required. (I’m real bad at that)

So we blithely set out, with the support of the Sidney 
Community Arts Council and the Sidney 
Development Office. We wound up with about 10 

people on the board, each allocated different jobs, 
sometimes several jobs.

Immediately, as is usual, the business community 
viewed this proposed event as a gaggle of self absorbed 
artists looking for a hand-out to promote their wares. 
(❉See page 9) Of course this wasn’t and isn’t usually the 
case, and I have to say that when the situation was 
clarified, we were given a lot of help to get it off the 
ground.  Artists are oen the first people in the 
community called on to help raise money for some 
worthy cause and in most cases are very willing, 
although there is almost never any benefit to them.

Fortunately as the time grew near, quite a few 
business people saw the value and in the end, we were 
able to put on a show that astounded everyone, 
including ourselves and raised sufficient money so we 

A couple of Award Winning Paintings
from the Sidney Fine Art Show

The Sidney Fine Art Show in 2011

http://tinyurl.com/6v7gs3h
http://tinyurl.com/6v7gs3h


could donate a portion to the Arts Council and keep a 
few thousand aside for seed money for the next year.

Plus, with the influx of thousands of visitors to 
Sidney, the restaurants, accommodations and other 
stores enjoyed a bonus burst of business. Imagine, during 
a 3 day show, where you had to see it several times to 
absorb as much as you could, how much was spent in 
the restaurants and other facilities in a little town of 
10,000.
e response from the artists was impressive, as was 

the work submitted for jury. We had more than 200 
volunteers doing all manner of jobs and we took careful 
account of all the things that went right and the things 
we could do better next time.

For four years I was involved while we fine tuned the 
process, made new contacts in the media etc, and made 
certain that we treated our resources, the artists and 
sponsors, with the utmost respect.
e four years I spent on this project were busy ones. I 

was in charge of all the graphics and worked with others 
on the wording of all the correspondence and forms. I 
also had input on every facet of the operation, ie:

• Jury selection
• Awards
• Rules of application
• Cost to artists
• Side events
• Ticket pricing
• Venue
• Decor
• Construction of sets
• Lighting
• Etc, etc, etc
Being as involved as I was in almost every aspect of 

putting on a show of this quality and scope, I learned a 
lot about what it takes to create an event in a small 
community. e make-up of the committee is also very 
important. It needs to have broad interests.

I was also involved to some degree with the Sooke 
Fine Art Show, which did wonders economically for 

that small logging and fishing town. I will concern 
myself with the Sidney show, however.
e organizers of the First Annual Sidney Fine Art 

Show received tremendous co-operation and assistance 
from local businesses. ey readily donated prizes, 
merchandise, physical labour, services and valuable 
advice. In the end, more than 35 businesses and 
organizations were involved.

Well over 200 artists were selected by a jury panel of 
three to show 300 or 400  works of art, including 
paintings, photographs, sculpture, wood turning and 
carving, sculpture, fabric and jewellery.
at was 2003. Over the years, the show has gained in 

reputation and more and more artists, as well as 
attendees have participated. In 2008, when things were 
generally fiscally wonderful, the sales climbed to well 
over $137,000 and more than 7,000 people attended as 
spectators. at’s a 3 day show! 3 DAYS!

Last year, 2011, when the recession was nagging at 
everyone, sales plummeted to a mere $127,000, (not 
bad) but the attendance rang in at more than 7,500. Of 
the 235 artists selected to show, more than 35% sold 
their work and were enthusiastic supporters. Some 
community art shows are considered to be for what’s 
known as “emerging” artists, but a high quality show like 
this one is attractive to almost every level of artist.

❉  In the end, the business community were strongly 
behind the project and many new sponsors and donors 
came on board. In the 2011 show, the town decided to 
create a whole festival around the Fine Art Show, which 
went on for a week. ere were street performances, 
plays, concerts, author signings and readings.e whole 
town was abuzz with activity and a great many visitors. 
A shuttle bus was hired by the Community Arts 
Council and was well used by the crowds.
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Summerland
“A LOCAL SUCCESS STORY”

SUMMERLAND STUDIO 
TOUR

In 2011, Marcia Stacy thought it would be a 
good idea to invite several artists she knew, who 
had studios,to participate in a twice annual 
“Year Round Studio Tour” For two weekends a 
year all the studios would be open to the public, 
and for the rest of the year they would be open 
as it was explained in the brochure. Many of 
them said, “ Open by chance or by 
appointment”.

She fully expected to have a group of three or 
four studios. Surprisingly, there were 16 studios 
who took part. Aer it was over, there was a meeting of 
all the participants to discuss the results. Everyone was 
pleased with the number of attendees and their 
response. Some came from as far away as Kelowna! 
Sales were made, the public was somewhat surprised at 
the quality of the work and the fact that there were so 
many artists of note in the community and they 
enjoyed the experience.

 EVERYBODY WINS!
Based on that success, it was planned to repeat the 

tour in 2012. In a chance meeting with an artist from 
Naramata, Marcia suggested that the three 
communities, Summerland, Naramata and Penticton, 
might find it advantageous to hold the same kind of 
event in conjunction with each other.

As a result, in 2012 there will be a huge Open Studio 
Tour in May and in November, with the studios 
involved being open to the public for the rest of the 
year as well. Maps, posters and brochures will be 
printed and distributed to many points of dispersion, 
like the Tourist Information booths and Chambers of 
Commerce offices, hotels, B&Bs, etc. Signs will be 
erected at each studio where there will be refreshments 
and demonstrations. Oh, and of course, art works for 
artisans’ works will be available for sale or for viewing.

So, you see, it’s started already. A couple of thousand 
dollars has been invested into the community by the 
artists for signage, brochures and trays of goodies. e 
public will treat it like a little holiday and an 
opportunity to get out and about. ey’ll probably stop 
to have coffee on their travels and perhaps they’ll see a 
shop where the can buy  a little something.

And how do we know this will work, you may ask? 
Simple; it works everywhere it’s done. People love to see 
what’s going on in the creative places. It takes 
organization, a little time and a lot of work to grow the 
awareness and to create the excitement, but every time 
it happens, it gets a little better.

WE’VE STARTED ALREADY!
In the end, it’s a matter of education. For way too 

long, art and artists have been seen as frivolous, and a 
group looking for handouts from the public purse. Not 
true. is attitude prevails to the point where one 
politician, when asked what he thought about a 
particular artistic initiative responded by saying, “Look, 
I like art and all that, but it has no effect whatever on 
my daily life.” He obviously hadn’t noticed that 
everything he touched in his daily life had been 
designed or created by an artist somewhere along the 

May 19 & 20 • 11am - 5pm

T IT

ART ON THE 
NARAMATA BENCH LAKE-TO-LAKE 

ARTIST STUDIOS

SUMMERLAND &
TROUT CREEK

www.tinyurl.com/lakestudio
www.studiotour.wordpress.com

www.naramataartstudios.com

FREE self-guided toursMake your own connection with art. Get an up-close look!at how artists do their work- come with questions & leave with insight
MAPS  AVAILABLE… * PARTICIPATING ARTIST STUDIOS, from Naramata, Summerland, Penticton and South to Vaseux Lake* VISITOR INFO CENTRES in Summerland, Penticton & OK Falls * ART GALLERIES in Summerland and Penticton * LIBRARIES in Summerland, Penticton & OK Falls * DRAGONS DEN Art Supplies, Front St.

2012 Poster for Studio Tour

photo by Elizabeth Wrobel

10 am - 5 pm

SUMMERLAND’S

15 Open House Studios

and the Summerland Art Gallery

FALL

STUDIO 

TOUR

Learn how T-shirts are silk screen printed, watch a blacksmith forge art from iron. Find out 

what goes into your soaps and lotions, see a fashion designer at work. Do you know how 

glass slumps and binds when heated or how a bowl is made from a block of wood? See a 

silversmith create jewellery, delve into the world of painting and find out how a painter thinks.

Christmas is coming, buy directly from the artisan, get the whole story behind each piece.

Studio Tours are fun, informative and interesting for the whole family!

November 5 & 6, 2011

MAPS  AVAILABLE  at ... * Participating Artistʼs Studios

* VISITOR INFO CENTRE in both Summerland and Penticton 

* ART GALLERY in both Summerland and Penticton 

* LIBRARY in both Summerland and Penticton * DRAGONS DEN Art Supplies, Front St.

2011 Poster for Studio Tour



way. His clothes, his car, his house, all the decor 
everywhere he looked, his books, magazines and movies 
and etc.
is fellow may have been thicker than most, but his 

attitude is not that unusual. He, and most people, oen 
don’t really see any value in the world of art. ey don’t 
recognize the huge economic impact it has when used as 
a resource. I once had occasion to address a crowd of 
townspeople, and I finished by saying, “Consider the 
artists among you as a resource and use them to the 
fullest; then everyone wins!”

Statistics
IMPACT AND BENEFITS OF

CULTURAL TOURISM

A Collection of  Significant Facts, 
Statistics and Opinions of  Special 

Interest to Stakeholders in BC Tourism 
and Cultural Sectors

WHAT IS CULTURAL TOURISM?
Cultural tourism, in a nutshell, is tourism that's 

motivated by an interest in arts and entertainment 
events, cultural festivals, art galleries, museums, historic 
sites, heritage attractions, and the customs and cuisine of 
the destination being visited. It's tourism that's 
motivated by an interest in experiencing other peoples, 
other places, other cultures. 

Stephen Thorne

GROWTH OF THE INDUSTRY.
“ere are two growth areas in tourism. e first is 

young travellers. e second is the pre-retirement group. 
e latter group is mainly interested in arts and culture. 
ey want to discover the sense of place that is special to 
the town or region they are visiting. ese groups are 
part of an established evolutionary trend in tourism. e 
challenge for destinations marketing themselves to the 
cultural tourist is to create an image of a place that is 
more than just beaches and sunshine. is group wants 
to understand different cultures, rather than see more 
scenery. British, Australians, Europeans and Americans 

are the main nationalities which fall into this second 
group, joined by Japanese and Singaporeans as they 
'mature' in terms of travel. “

Source:  Professor Geoff Kearsley from University of Otago
Tourism Centre New Zealand, Research Paper Number 
Seven From the “Sustainable Tourism Project”

Stephen orne noted in a presentation 
(1999)

“Allow me now to share some statistics related to 
tourism in Canada. Fully one-quarter of all expenditures 
by Canadian leisure travellers - $3 billion - is due to 
travellers who include arts or heritage attractions in 
their travel itinerary.
e economic impact of cultural tourism on 

Canadian communities is profound, and growing every 
year.  In Toronto, the value of cultural tourism to the 
city has been estimated at as much as $1 billion. Just one 
event at the Art Gallery of Ontario - the Barnes Exhibit 
of 1995 - generated $38 million in incremental 
consumer spending. In turn, this $38 million stimulated 
the production of $44 million worth of goods and 
services throughout Toronto's hospitality and retail 
sectors.

…despite the fact that cultural tourism is a well-
established and lucrative sector of the North American 
and global tourism industry, here in B.C., cultural 
tourism is not widely understood. It's not hard to 
understand why. 

Understandably, because we've been so blessed with a 
spectacular natural environment, we've been slow in 
B.C. to develop cultural tourism products, and slow to 
establish a cultural image of B.C. in our export markets. 
at being said, the rising demand for cultural tourism 
products across North America has led Tourism 
Vancouver to launch a cultural tourism initiative: 
"Vancouver's Entertainment Season".

Similarly, the City of Kelowna has launched its own 
cultural tourism initiative. As has Edmonton. As has 
Tacoma, Portland, San Francisco, Los Angeles, and San 
Diego. Across North America, scores of other American 
cities, and numerous states, have also undertaken 
cultural tourism initiatives. 
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…In fact, the growing market demand for cultural 
tourism products is so significant - and frankly, Canada 
is so far behind in this area - that the Canadian Tourism 
Commission, Canada's federal agency for tourism 
marketing, has identified cultural tourism as ‘a critical 
area of development’ for the future of tourism in 
Canada, and a ‘enormous opportunity’ for industry 
growth.

As if this weren’t enough, by the year 2025, when the 
entire North American baby-boom will be retired, the 
combined number of Americans and Canadians in the 
55 to 74 age bracket will have increased by 38 million 
individuals. at’s an increase of 80 percent. And this 
cohort, we are told, is expected to inherit an estimated 
$12 trillion from their parents.

What this means for tourism - and for cultural 
tourism - can scarcely be over-stated. Possessing health, 
leisure time, and the financial resources to enjoy both, 
boomers will seek out unique, one-of-a-kind travel 
destinations, destinations which offer personal 
enrichment, destinations which offer insight into other 
peoples, other places, other cultures.

In closing, let me quote the words of Nancy Hanks, a 
former Chair of the National Endowment for the 
Arts… ‘ere is no crisis in the arts. e only crisis is 
our failure to view them as a resource for stimulating 
the vitality, the humaneness, and the economy of our 
cities and towns.’ ”

Source:  Stephen Thorne - A Cultural Tourism Case Study 
-Arts & Culture in the New Economy Symposium Simon 
Fraser University at Harbour Centre, Vancouver, B.C.  Nov. 
22 - 24, 1999

1998 CULTURAL TOURIST SURVEY 
BY TRAVEL INDUSTRY 

ASSOCIATION OF AMERICA 
Partners in Tourism commissioned the Travel 

Industry Association of America (TIA) to add a series 
of questions to its August 1998 National Travel Survey 
to find out more about the cultural tourist, including 
the length of time that travellers extend their trips 
because of cultural activities or events.

Highlights of this study were that:
• 92.4 million, or 46 percent, of the 199.8 million U.S. 

adult travellers included a cultural, arts, heritage or 
historic activity while on a one-way trip of 50 miles 
or more during the previous year. 

• Among these 92.4 million travellers, visiting an 
historic site such as an historic community or 
building was the most popular cultural activity (31 
percent), followed by visiting a museum (24 percent), 
visiting an art gallery (15 percent) and seeing live 
theatre (14 percent). 

• Of the same group of travellers, 29 percent (26.7 
million) added extra time to their trip because of a 
cultural activity or event, pumping more dollars into 
local economies. Of the 26.7 million travellers who 
added time: 

• 61 percent added part of one day 
• 30 percent added one night 
• 5 percent added two extra nights 
• 4 percent added three or more extra nights 

In 1997, the TIA released a landmark report, e 
Profile of Travellers Who Participate in Historic and 
Cultural Activities, profiling the cultural tourist. It 
documented that compared to all U.S. travellers, those 
who participate in a cultural event:

• Spend more money ($615 per trip) than the average 
U.S. traveller ($425) 

• Are more likely to stay at a hotel, motel or bed and 
breakfast (56 percent) than the average U.S. traveller 
(42 percent) 

• Travel for longer periods of time: 4.7 nights vs. 3.3 
nights 

One additional statistic that should be 

noted… ‘In New York, more people visit 

the cultural facilities; museums, art 

galleries, concerts, operas etc. than they 

do major league sporting events.’ You 

should know that there are well over 30 

professional teams based in New York, 

like the New York Rangers Hockey team, 

The NY Giants etc, plus many events like 

the US Open Tennis tournament etc.

By The Way…



• Are more likely to have a graduate degree: 21% vs. 
18% 

• Are more likely to spend over $1,000 when they 
travel: 17% vs. 11% 

For additional information, please contact the NEA Office of 
Communications at 202-682-5570.

In the Toronto Star, Tuesday,
14 February, 2012, it was stated;

“John Brotman, executive director of the Ontario 
Arts Council, also points to the $300 million that 
Ontario artists gave back through income tax (based on 
the 2006 census). e organizations the council funds 
leverage $512 million in direct expenditures from the 
$43 million they receive in grants every year.

In other words, goernments are getting the 
symbiotic relationship between arts, culture 
and a healthy economy, say Foster, Brotman 
and others.
(Investment banker Robert Foster agreed to co-chair an 
advisory council in Toronto, Ontario)

Gone is the desperation in the arts community in the 
1990s, when “we were all trying to prove the economic 
multiplier effect” of investing in the sector, says Tricia 
Baldwin, managing director of the internationally 
acclaimed Tafelmusik Baroque Orchestra and Chamber 
Choir.

Now those economic multiplier formulas are well-
established. For every $1 the City of Toronto invested, 
cultural organizations were able to leverage $17.75 in 
2009, for example, Foster, Kain and Prentice report in 
Creative Capital Gains: An Action Plan for Toronto.
anks to the groundwork that thinkers like Florida 

and others laid, in this decade “there’s much more 
appreciation of the contribution of the arts to society, 
and not just the economic effect but the effect of 
creativity,” says Baldwin.

Arts organizations no longer have to justify their 
existence before getting money formerly viewed as a 
government handout, she says. ey can also cite their 
overall contribution to society.”

SO, WHAT ARE WE SUGGESTING?
Let’s make Summerland a destination place! We don’t 

need to resign ourselves to becoming a bedroom 
community. We start small by letting it be known that 
we’re a community that actively supports the arts and 
the people who make it a reality. And then DO IT! is 
doesn’t simply concern the working artists, who would 
rise to the occasion, but all the peripheral businesses that 
would come into being, much like the Paducah example, 
which by the way, didn’t mention frame shops, art 
supply stores, gi shops and who knows what.

And, I know that it wouldn’t happen overnight; it 
would take hard work, dedication, volunteers and a plan. 
We can do that! We already have tourists coming here 
for other reasons. ey’ll return home and tell their 
friends that there’s a whole new  attitude to the 
Okanagan and it lives in Summerland, the Cultural 
Capital of the Okanagan!
e downside to stating that the town is arts friendly 

is that it has to be taken seriously by those stating it. I 
was witness to a town on Vancouver Island whose 
council declared themselves to be an arts friendly town 
and then did nothing about it. In fact, they shot down a 
plan that was sound and took several years to put 
together. ey wound up looking foolish and 
hypocritical.

A plan would have to be struck with the support of  
the Council of the District of Summerland, the  
Summerland Chamber of Economic Development & 
Tourism and one or more of the active Service 
Organizations. In other words, people with a vested 
interest in the economic success of our town, which 
might include real estate people as well. In fact, Council 
should have a pro-active member or appointee named to 
the post of  Economic & Cultural Development who 
would attend the various meetings, be involved the 
process and liaise with council. Perhaps the investment 
in a post like this could include sufficient to fund a 
contract position for a transition planner.
ere should also be a review panel to determine the 

value and appropriateness of projects and street 
performers. at way, there would be no surprises or 
outcry when something is put in place. I should also 
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emphasize that no committee ever be involved in a 
work of art. at would just be bad, and no artist would 
get involved. A simple “Yes” or “No”and “Because” is 
sufficient.

We start with a Mission Statement where the object 
is to re-brand Summerland as the “Cultural Capital of 
the Okanagan”. (wording to be determined) en a 
beautification program begins with shop owners being 
encouraged to re-furbish their downtown building 
fronts with paint and embellishments. I’m aware that 
the Tudor theme has been discontinued, but there are 
many businesses who have previously complied and we 
could tweak that theme a little by emphasizing turn of 
the century Canadiana rural agriculture. Since 
Summerland was predicated on fruit orchards, this 
seems only reasonable and would fit well with the 
Tudor look.  e present theme would persist but could 
take on the feel of early Canadiana Railway Station.

Flowers in containers, hanging and freestanding 
follow, with murals, public art and street  performers 
encouraged.

Create interesting entrances to Summerland to invite 
travellers in. Since the town is bypassed by the highway, 
people passing by, just pass by. ey don’t see that 
there’s anything entertaining here as it is now. Show 
them that there is. Give them a preview. For instance, 
mount a somewhat refurbished locomotive train in the 
little park across the highway from the A&W 
restaurant or at the Prairie Valley Road entrance to 
entice people to investigate our creative town.

Call for an international Town Crier competition. 
ere are towns all over the world who have them. I 
understand Summerland has a crier, or did, but I 
haven’t seen or heard him yet. People love those things 
and they can last for a week, using different parts of 
town as the crying stations, so the audience gets to see 
the whole place.

Bring talent in to perform concerts in the arena. 
Encourage home concerts, where performers can earn a 
few extra dollars while traveling between gigs. 
Everybody wins! It can be surprising the quality of 
performers who will stop long enough to give an 
evening concert. 

Initiate a high quality juried fine art show. ere are 
many artists of  high standard locally, but in time, 
expand the area of selection to the international scene. 
If the show is seen to be on a professional status, which 
isn’t too difficult to achieve, then artists from greater 
distances will be pleased to participate. Seek qualified 
jury members; offer decent prizes in all the categories 
for the best works; treat the artists and the jurors well 
and create a professional attitude in all things and the 
fine art show cannot help but to be successful.

 Beautify Summerland with sculptures, murals and 
embellishments of all description. Brand each block on 
Main and on Victoria Road with various fruits, so we’d 
have the Peach Block and the Plum Block etc. Use the 
banners that are created each year by the Arts Council 
and volunteer artists to show the brands. Stencil 
coloured images on the sidewalks. Create interesting 
street signage. Block off the streets and have festivals 
and markets, like the one in the park that already draws 
good crowds. Encourage store owners to acquire 
interesting signage, whether hand carved, machine 
carved or just quaint design. e ideas are endless, but 
they have to be put into practice.

Karl Schutz of Chemainus fame came to Sidney BC 
to speak to an assemblage of business people and other 
interested parties. Being a Barnum & Bailey kind of a 
motivator, he created a lot of excitement in that group. 
en he went away and nothing came of the excitement 
because no one knew what to do about it. It stayed in 
the back of their minds, obviously, because Sidney is 
now a thriving, good looking town with lots of decor. 
Visitors to the Island as well as other Islanders are 
finding it to be a destination place, unlike in previous 
days, when it was a little spot of nothing on the way to 
Victoria.

THE  START



Art and culture is not just a nice hobby for retired 
professionals. It’s avery valid small business, and we’ve 
heard many times that small business is the backbone of 
the economy. Every artist with a studio is a small 
business. Every sculptor, fabricator, wood worker, fabric 
sewer, potter, writer, musician, actor, printer, and others 
working out of their homes, is a small business. ese 
people add to the economy from within, and are an 
important component of the community. 

Invite arists and artisans to relocate their businesses to 
Summerland. Lay out a package of perks and 
requirements, like happened in Paducah.

We can’t expect to be saved from collapse by some 
outside force. People seem to think that Walmart or 
Costco can come to town and employ everyone. at 
doesn’t happen. ose jobs are usually low end, dead end 
and  come at the cost of other local business. A town is 
the reflection of the people in it. We have to make it 
wonderful by ourselves. When we do, you can count on 
it being noticed, and in a very good way! 

FUNDING!
ere is a surprising fount of funding for all these 

things. It needs a dedicated seeker of funds to locate 
them.  As previously mentioned, an office, staffed with 
someone proficient in telephone, soliciting and 
bookkeeping; in short, a person Friday.  Of course, an 
office such as this could hold two people… e office 
needn’t be large, but accessible and equipped with 
telephone, file cabinet, stationery and computer. 

Another key part is a productive and dedicated set of 
board members from a broad spectrum. Entrepreneurs, 
business persons, artists, people in the service industry, 
winery people, council or municipal staff member, 
Chamber member, educator, events co-ordinator and 
service organization member would all be good 
candidates to serve on such a board.

RESEARCH
ere’s been a lot of research done on tourism, which 

is big business, as we all know. e people who do these 
things have categorized the priorities, the age groups, the 
economic status and all the other things that factor into 
an individual’s reasons for going somewhere where he 
(or she) isn’t, right now.

Below, you’ll see a sampling of a study done by the 
Canadian Tourism Commission in 2008. Notice that  
the cultural tourist category leads or equals in cases, 
other categories in volume of visits. is has been the 
case for many years now, and will continue to increase as 
the population grows older as more people retire and 
have the time and money to explore. In the United 
States, it’s been known for more than the last 20 years, 
which led to the founding of the National Endowment 
for the Arts, who supplies investment moneys all around 
the USA. We have some serious catching up to do in 
that department.

Here is the url for the NEA; http://www.nea.gov/

STATISTICS AGAIN
e statistics I’ve used in the beginning have largely 

been garnered through Stephen orne, but there are 
new ones even more encouraging. e Canadian 
Tourism Commission work should be of great interest 
to Summerland. 
ere are statistics galore to prove the economic value 

of creating an area that is attractive to Cultural Tourists. 
It’s been happening for centuries. Once human beings 
(who or wherever they may be) have secured  decent 
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lodging, food and water, their thoughts 
inevitably turn to turning their area into 
something that provides them with comfort and 
pleasure. at’s culture. Cavemen carved 
figurines and created wall murals and I’m betting 
they weren’t all done to appease some god or 
other. Humans love to explore other peoples’ 
culture, and will travel far and wide to experience 
it. 

CULTURAL TOURISTS’
TRAVEL BEHAVIOURS…

(Note: ‘Cultural Explorers’ in the green graphic 
above)

Vacations…
Travel as much as possible, and for longer 

periods of time (more than two weeks at a time).
Group travel…

Least likely to travel in an organized group.

Destinations

Most likely to travel to North America and Western
Europe; very keen on visiting Canada in the future.

Most interested in…
Local lifestyles, beautiful landscapes, local
flavours, rivers/waterfalls, historical/cultural
attractions, Aboriginal culture, hiking/trekking,
unique attractions, learning/exploring, parks/
heritage sites, local flavours, self-touring,
outdoor adventure.

Less interested in…
Guided group tours, luxury resorts, entertainment
experiences, spa/wellness, golf, major sporting
events, shopping.

The Other Tourists’ Travel 
behaviours…

e next most desirable visitors, economy-wise, are 
the Free Spirit travellers, whose demographics you can 
see on the previous page. ey are more likely to look 

Free Spirits

Young single, some!
alternative sexual orientation

Highest
FT office/retail/service

Average

Lifestage
Household Income
Occupation
Education

38% 62%

Age

18 25 35 45 55 65 +

Cultural Explorers

Empty nesters
High
Professionals - some retired
Highest

Lifestage
Household Income
Occupation
Education

45% 55%

Age

18 25 35 45 55 65 +

Japan 
Free Spirits 12% 
Personal History Explorers 14% 
Cultural History Bu!s 16% 
Mexico 
Free Spirits 10% 
Ostentatious Travellers 10% 
Authentic Experiencers 12% 
Cultural History Bu!s 12% 
South Korea 
Free Spirits 11% 
Personal History Explorers 10% 
Cultural History Bu!s 16% 
United Kingdom 
Authentic Experiencers 12% 
Cultural Explorers 13% 
Free Spirits 11% 
United States 
Authentic Experiencers 12% 
Cultural Explorers 13% 
Free Spirits 11%

Australia 
Free Spirits 12% 
Social Samplers 11% 
Cultural Explorers 16% 
Personal History Explorers 13% 
Canada 
Authentic Experiencers 12% 
Cultural Explorers 13% 
Free Spirits 11% 
No-Hassle Travellers 13% 
China 
Free Spirits 9% 
Social Samplers 11% 
Cultural History Bu!s 13% 
Personal History Explorers 10% 
France 
Free Spirits 9% 
Cultural Explorers 17% 
Cultural History Bu!s 9% 
Germany 
Free Spirits 11% 
Cultural Explorers 14% 
Authentic Experiencers 14%

Visitor Category 
by Percentage

(Note who is highlighted in red)



for excitement and exotic places, don’t stay in one place 
for long. ey look for luxury and pampering.

 Other travellers are less inclined to involve 
themselves with the local features and events. ey will 
stay with friends and relatives, go to the beach and buy 
ice cream for the kids.
at’s nice and it’s good to visit your friends and 

relatives, but it’s not a big shot in the arm economically.

IT’S TIME
Summerland is well poised to become the 

Cultural Capital of the Okanagan
We have all the components necessary:

• Heritage: a railway theme, and a whole train, even, 
with train robbers! Such excitement, and everyone 
finds steam locomotives interesting.
• A very desirable environment with sunshine, lakes 
to swim in and boat in, beautiful scenery with hiking 
trails, and an interesting geology.
• A good Museum, Library and an Art Gallery.
• Artists, happy to show their wares, musicians, actors 
and we could have street performers (OK, no mimes)
• A nice little downtown with interesting shops and 
attractive buildings. (especially if we enhanced them 
with railway accoutrements)
• Public art and some murals showing our heritage.

We can tackle the project in 
small increments, so as not to be 
overwhelmed. We have people 
who are interested in improving 
the feel of  our town already. We 
just have to take the first steps.
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I REPEAT…
• Summerland needs a boost, economically.

• Cultural tourism can deliver that boost.

• It’s been done many times elsewhere and is 

achievable.
• It will benefit the whole community in ways we 

won’t even know ‘til it happens. It’ll be 

pleasant, though.
• Traditionally, these programs create jobs & 

new businesses open their doors.

• It creates a better quality of life for the whole 

community.

Ron & Marcia Stacy 14417 Biagioni Ave. Summerland BC   250 494-9280  stacystudios@shaw.ca
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