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Image building in the Rural Municipality of
Stuartburn, Manitoba: the need for policy
John C. Lehr, University of Winnipeg (j.lehr@uwinnipeg.ca)

Abstract: Once only the concern of tourist destinations and vibrant industrial
centres, image building has now become relevant even to agricultural communities
on the margins. The Rural Municipality of Stuartburn, once one of Manitoba’s
poorest municipalities, has embraced the need to promote itself to the wider
market in the hope of enhancing its modest economic growth. Within the community
itself there is no agreement as to the approach to be taken in promoting the area.
The situation is exacerbated by the lack of coherent image building policy at both
the Provincial and Federal level. Promotional efforts in Stuartburn remain
fragmented and conflicted and not particularly successful. The example of
Stuartburn highlights need for the development of a cohesive policy at the Municipal
level that interlocks with Provincial development strategy and a broad-based
Federal policy that will enable small rural municipalities to coordinate their efforts
and develop promotional strategies that are compatible and mutually supportive.

The power to make a community is not luck. It is not alone a question of
nature, or kindness, nor is it a matter of chance, on the contrary,
communities are built … where men (sic) want them, where men of
business initiative, imagination and business co-operation, determine
where they shall be built using advertising or publicity as one of the
principal mediums.

George Warren 1927

Image building has always been a part of western Canada’s
development. From the early 1870s until the close of the frontier, railway
companies, the Manitoba Government, and the Federal Government were
all engaged in selling the West, attempting to craft an image of the prairies
that would appeal to prospective settlers and investors. During this time
the burgeoning urban centres of western Canada enthusiastically promoted
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themselves as the next Chicago or attempted to convince the undecided
of their considerable, albeit self proclaimed advantages.
This promotional aspect of western Canadian settlement history has
drawn the attention of a number of historians and is now well covered in
the literature. Peel (1966) offered a broad bibliographic survey citing
examples of promotional hyperbole by small-town boosters and
immigration agents promoting western Canada as a destination for overseas
immigrants. Dunae (1984-5) has examined the promotion of Canada to
prospective immigrants, while Stich (1977) considered the rhetoric of
propaganda emanating from the developing west during the same period.
Lehr (1983) described immigration propaganda directed at prospective
Ukrainian immigrants in the period 1895 –1914. He argued that even if
information was technically accurate, its recipients could easily misinterpret
it when meaning was distorted by translation and radically changed
contexts. When land agencies and towns were promoting settlement and
themselves to prospective settlers, the Canadian Pacific Railway was also
attempting to attract tourists to its Rocky Mountain resorts and waging
well-focussed campaigns to persuade wealthy easterners to undertake
scenic rail journeys through Alberta and British Columbia (Hart 1983).
In the post settlement era thousands of small prairie towns struggled
to separate themselves from the crowd and develop a positive image in the
minds of potential investors. Advertising was crucial in the promotion of
Winnipeg in the late nineteenth and early twentieth century and, when
coupled with an advantageous geographical location, secured the primacy
of the city as the gateway to the prairies (Artibise 1970-71, 1981). Small
town businessmen were perhaps the most vigorous boosters of all. Sinclair
Lewis’ fictitious George Babbitt was the epitome of such small town
boosters who were convinced that economic progress and business
success depended on business people promoting their community at every
opportunity (Lewis 1922). His smug dedication to the interests of business,
his parochial attitude to local business promotion, and determination to
engage the whole community in boosting their town, was a parody of a
North American mind-set that Lewis abhorred. Nevertheless, selfpromotion was vital for embryonic small towns on the prairies and such
small town boosters were determined that their community would find its
place in the sun. Despite wild enthusiasm on the part of some participants,
boosterism was not always particularly sophisticated or co-ordinated.
Claims of economic growth and sanguine projections of expected growth
were trumpeted in local and regional newspapers as boosters engaged in
place-making in both a literal and figurative sense. Town building was
thus a social process underpinned by promotional efforts as much as it
was a physical activity (Voisey 1981, 1988, 58-66; Potyondi 1981).
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There is a paradox embedded in the rhetoric of small town promotion.
Sandalack (2002) noted that the image and ‘sense of place’ of small towns
might erode when they adopt city-like buildings and urban form. She
stresses the need for towns to adopt policies that will maintain and protect
their image and identity. Wetherall (2005) agrees that small towns often
claim moral superiority, portraying the city as vile and threatening, while
boasting of their own city-like conveniences, buildings and services. Olfert
and Stabler (2000) on the other hand, contend that small towns must
change in order to remain competitive with larger urban centres. They
argue that failure to do so will result in continued economic decline. It
seems that small towns and other marginal places find themselves caught
in a dilemma of development, whereby the achievement of economic goals
threatens the qualities that boosters promote (Heald 2008, 25).
Studies of contemporary place marketing, as Niedomsyl (2004) has
pointed out, have focussed on national and regional efforts or those of
large metropolitan centres seeking to attract tourists, immigrants or
business investment. Such studies have examined the marketing of
communities from a number of disciplinary perspectives (Gartrell 1988;
Kotler, Haider and Rein 1993; Phillips 2002; and Ward 1998).
Contemporary place marketing differs radically from the type of place
promotion usually associated with small town boosters on the prairies.
Early boosters sold visions of economic opportunity claiming that those
who failed to seize the moment at a particular place and time would lose
forever any chance of economic success within the region. After the
passing of the frontier, as communities stabilized, they sought to maintain
their position by promoting the infrastructure and services offered by
their community to potential investors. After 1945 the promotion of
symbolic values became more important and the increase in market
segmentation necessitated adoption of theming to appeal to a highly
differentiated consumer public (Phillips 2002, 8). This type of approach to
place promotion is known as “community concept marketing,” by which
communities try to provide a strong sense of place and incorporate it into
their development plans as they jockey for position in the urban system.
Measurement of the effectiveness of image manipulation is difficult, even
more so than the measurement of the effectiveness of traditional advertising
as an agent of city promotion (Paddison 1993, 141).
An extreme form of image manipulation occurs when communities
restructure their built environment in order to secure a place in the public’s
consciousness. This landscape theming implies development of a
community in accordance with a specific concept, such as a community’s
ethnic heritage or its association with a particular sports or arts activity
such as mural development (Lehr and Kentner-Hidalgo 1998; and Widdis
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2000). Concepts developed may range from historic preservation to the
creation of a mythical past that has no basis in fact (Phillips 2002, 13-14).
This latter approach is most closely associated with the quest for tourists
and has recently been used with some success by communities in Canada
such as Kimberly, and Osoyoos in British Columbia, which respectively
have reinvented themselves as Bavarian and Spanish towns.
Developing a strong image of place is now seen as crucial for the
successful promotion of any place as a visitor destination (HernándezLobato et. al. 2006, 344-347; Tasci and Gartner 2007, 423). Although it is a
seemingly simple concept, “image of place” is in fact extremely complex
and dynamic, possessing cores “around which ‘flow’ subsidiary themes .
. .” (Ryan and Cave 2005, 149). As Ekinci and Hosany (2006, 128) have
pointed out, like other inanimate and non-human objects, places are
anthropomorphized and described or conceptualized as having human
personality traits. George Warren (1927) employed this strategy in the
promotion of Victoria, British Columbia over eighty years ago. He was
aware that successful promotion depended on the creation of a sense of
place, which he described then as “personality.” He was also convinced
that the “personality of a community, when corrected, broadened or
capitalized” would determine a community’s future. For Warren the image
of a tourist destination was akin to a set of human characteristics associated
with a place, usually as perceived by the visitor rather than from the
standpoint of a local resident. Many studies have since confirmed that
because consumers see places as human-like, people develop active
relationships with places that are similar to interpersonal relationships
(Ekini and Hosany 2006, 128). There also may be paradoxes embedded
within the image of a place, just as there may be in relationships between
individuals when both positive and negative images of a person are held
simultaneously (Ryan and Cave 2005).
It is clear that designing or shaping the image of a place affects what
visitors do or want to do during a trip and this should be critical to
formulating the appropriate image (Tasci and Gartner 2007, 418). This
applies to all destinations but the reality is that it is only the larger, better
organized and well funded development agencies that are usually located
in larger centres, which can contemplate this kind of structured manipulation
of their image. For smaller communities developing local symbols of place
and establishing partnerships is crucial in order to coordinate marketing
and image-building efforts (Schmidt 1999).
Recent work on place promotion, image building and tourism has
tended to focus on established tourist destinations. There have been a
few studies of the role of image building and place promotion in small
centres but with the exception of Wetherell’s (2005) historical account of
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the post-pioneer era in Alberta none that have examined the role of policy
in the image building process undertaken in small Canadian communities.
Two undergraduate dissertations have examined contemporary place
promotion and image creation in Manitoba’s small towns (Squire 1985;
Lehr 2007), but neither specifically addresses the role of policy. Even for
large centres the role of public policy in the image building process has
been somewhat neglected. Its role in developing image-building strategies
in small rural communities, whose resources restrict their ability to develop
sophisticated promotional campaigns that reach a wide audience, remains
unexplored.
In an attempt to fill this lacuna this study examines one such area, the
Rural Municipality [RM] of Stuartburn, which is located in the southeastern quadrant of the province of Manitoba (Figure 1). This community
was initially selected to be studied as a part of a broader multidisciplinary
survey of the role of public policy and image-building in municipalities
across Canada. In Manitoba, Winnipeg, Winkler, Swan River and Stuartburn
(Figure 1) were chosen for this larger study on the basis of their
representation of the province’s municipal diversity in terms of their size,
geographic location, ethnic composition, and economic structure.

Figure 1: Location of the Rural Municipality of Stuartburn.
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The Rural Municipality of Stuartburn
Ukrainian immigrants from the former Austro-Hungarian Empire first
settled the area in the last decade of the nineteenth-century (Kaye 1964).
Until 1902 the settled part of the district lay within the RM of Franklin. By
1900 many Ukrainian settlers felt that their taxes were benefiting the longer
settled areas occupied principally by Anglophone settlers and so agitated
to have their own municipality. When it broke away from Franklin the new
municipality of Stuartburn assumed a significant proportion of Franklin’s
debt. Immediately disadvantaged, Stuartburn faced high debt ratios and
always struggled to be financially viable. For years the Municipality
remained locked in poverty; farmers were under-capitalized and agricultural
development lagged far behind that seen in longer settled areas. Always
a mixed farming area, the district never produced sufficient grain to warrant
the building of an elevator. Well into the 1940s farmers relied heavily on
sales of cream and seasonal off-farm work to make ends meet. Even after
decades of settlement, many farms in the RM remained semi-subsistence.
Many farmers were unable to meet their tax obligations and the RM
eventually became insolvent. It was “disorganized” and administered by
the Public Trustee as a Local Government District from 1944 until 1997.1
Much of the area is poorly drained, low-lying, stony land classified
by the Canada Land Inventory as Class 6 agricultural land with little
economic potential for agriculture. It was one of the last areas in Manitoba
to be electrified and even today is poorly served by some major
telecommunications companies. Mixed farming with an emphasis on beef
and dairy cattle is still the predominant activity. Considerable areas within
the municipality that were once cultivated have now reverted to grass,
either as a result of rural depopulation or the difficulties of arable farming
on sub-marginal land. Several sections of such land were acquired by the
Prairie Farm Rehabilitation Agency (PFRA), which operates them as a
community pasture. Some parts of the Municipality were never cultivated,
only grazed, and they now constitute the remnants of the tall grass prairie.
The Nature Conservancy of Canada (NCC) purchased some of these lands
to operate as protected areas, and is currently expanding its holdings.

1

The term “disorganized” when applied in this sense simply refers to the transfer of
the administrative responsibility from elected local control to that of a higher
authority. In this instance the finances of the municipality came under provincial
administration. On the 1st January 1997, all Local Government Districts were restored
to Rural Municipality status by a decree of the Provincial Government. The principal
change was that, as a rural municipality, the district no longer needed the Provincial
government to co-sign all cheques (Reimer 2009.)
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According to the 2006 census the Municipality’s population is 1629
people with a density of about 1.4 persons per square kilometre (Manitoba
Government 2007). The only settlement of any size within the municipality
is Vita, a village of some 300 people. Vita has a few stores, a hotel and
motel, a regional high school, hospital, post office, a gas station, the
administrative offices of the municipality, and recreational facilities. Other
smaller communities within the Municipality include Gardenton, with a
population of less than fifty and no services; Sundown, and Stuartburn,
with less then thirty people, and Caliento and Sirko each of which has a
population of less than ten. (Reimer 2009).
Rural depopulation has seen out-migration of the descendents of the
original Ukrainian settlers and, since the late 1960s, immigration of many
non-Ukrainians, principally Mennonites from Manitoba and farmers from
the United Kingdom, so the social character of the municipality, once
solidly Ukrainian, has changed considerably in the past thirty years.
Economically though, little has changed, though a fairly recent innovation
has been the introduction of intensive livestock operations into the district.
Further development of these operations was halted by concerns over
their environmental impact and a recent provincial moratorium on hogbarn expansion in the Red River Valley.
In the second and third decades of the twentieth century the
Stuartburn district was described as the “homebrew capital of Canada,”
and was portrayed in the Ukrainian-language press as a dysfunctional
community fractured by religious rivalries. These old-country legacies
began to fade only in the 1950s. Stuartburn is now anxious to represent
itself in a more positive fashion. Early promotional efforts in Stuartburn
RM were directed at those who had left the district. In 1967 the Gardenton
Museum first held Barvinok Days, an annual home-coming event and
celebration of Ukrainian culture that appealed almost exclusively to
descendents of the district’s pioneers (Machnee 2008).
In the late 1980s, change started to take place in Stuartburn on two
fronts. Firstly, the Nature Conservancy of Canada began to acquire
remnants of tall grass prairie, land that was undisturbed and uncultivated
due to its low agricultural potential (Figure 2). NCC’s intention of
developing this resource was the first time the region had any real potential
for attracting outside visitors for tourism. Secondly, in the 1990s, Parks
Canada expressed interest in developing a National Historic Site to
commemorate Ukrainian settlement on the prairies. They partnered with
the Gardenton Museum to acquire the Korol homestead, two miles south
of Gardenton. The property had a log house and ancillary farm buildings
erected about 1911 by an immigrant from Bukovyna that were regarded as
fine examples of Ukrainian rural domestic architecture. Abandoned in the

Figure 2: Natural and cultural heritage resources in the R.M. of Stuartburn.
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mid 1960s, it had deteriorated considerably but was still in sufficiently
good condition in the late 1970s to be used as a backdrop for a location
shoot by a major film company. Acquisition of this property was a protracted
process because of Parks Canada’s policy of off-loading ownership and
operational responsibility for new National Historic Sites to local community
groups. By the time that such a local group had been assembled, steered
through the bureaucratic maze that attends application for funding, and
had negotiated the purchase of the quarter section on which the building
stood, deterioration was so advanced that the building proved to be
unsalvageable. Like the house, the project collapsed.
One attempt at image building in the mid 1990s was a response to a
perceived threat rather than an attempt to develop a particular natural
attribute. There were proposals to build hog farms in the municipality by
developers who were attracted to the area by its low population, low land
costs and proximity to Winnipeg. Those opposed voiced environmental
concerns, principally fears of contaminating the relatively high water table
and fears of improper waste disposal and unpleasant odours. The
Concerned Citizens of Gardenton was formed to oppose hog barn
development in the municipality. Some felt that Gardenton and Stuartburn
could be marketed as a “hog-free” RM for those wishing to live outside of,
but near to, Winnipeg. All residents of the RM do not share this opinion,
and in fact Vita tends to be quite supportive of hog barn operations whereas
Gardenton tends to be more opposed (Shewchuk 2006; Reeves 2007). This
split in attitudes between the two communities reflects the relative ability
of each to profit from such operations. Vita has a commercial service function
whereas Gardenton does not. Thus, Vita is in a position to benefit from the
injection of capital associated with intensive livestock operations;
Gardenton, on the other hand, could at best benefit from the creation of
one or two jobs but would possibly lose amenity value through the
environmental consequences of hog farms in its vicinity. Since the collapse
of hog prices in 2008 producers find it difficult to turn a profit and interest
in hog-barn expansion has waned.
In a detailed study of Gardenton, Heald (2008) assessed its options
for development and concluded that place-making was vital for Gardenton’s
future. This promotion, she advocated, should centre on its rural setting,
its proximity to the Tall Grass Prairie Preserve and the relative absence of
intensive livestock operations within the area. Given that some residents
of the Rural Municipality already commute daily to Winnipeg on a year
round basis, there would appear to be opportunity to attract new residents
by placing the community within the perceived commuter belt of Winnipeg.
An additional attraction for potential residents would be significantly
lower property taxes than in competing exurban communities closer to
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Winnipeg, lower land and house prices, and good highway linkages with
the city.
The RM of Stuartburn has given serious thought to image building
only since 2006. Driven in part by a change in council membership, and
especially by the vision of a new Reeve, the RM has begun to weigh the
benefits that might accrue from building a positive image and promoting
itself as a destination for Manitoba-based eco-tourists and as an attractive
venue for entrepreneurs seeking to establish livestock and other agricultural
operations. Although there is some support for the idea within the
community, no formal image-building policy has yet been articulated and
image-building efforts have been piecemeal, largely because the proposal
to promote the Municipality lacked a clearly defined objective. On the
other hand it should be noted that Stuartburn is the only Rural Municipality
in the south east of Manitoba that has attempted to engage in the image
building process.
To develop an effective promotion strategy and to determine how it
wishes to shape its image the RM of Stuartburn must first establish its
objectives. According to the current Reeve the intent is to encourage
tourism with the hope that bus tours or automobile tourists will visit Vita
and use its retail services or accommodation services (Swidersky 2009).
However, if the objective is to attract agricultural operations there may be
other better-focussed and more effective approaches targeting a narrow
group of potential entrepreneurs. If exploitation of the natural and cultural
heritage of the Municipality is the objective, mechanisms for profiting
from the investment must be identified. Put simply, the objective is not
just to attract tourists but also to provide tourists with an opportunity to
spend money within the Municipality. At present opportunities to do so
are limited to a few service facilities in Vita and the Museum in Gardenton.
There is evidence of a new attitude to be seen in the placing of a
standardized welcoming sign on the approach to each community within
the municipality, albeit with a signature skyline silhouette that has a generic
clip-art appearance (Figure 3). Within Vita, signs placed at the major
intersections within the settlement directionally indicate the principal public
buildings, such as the municipal office, the hospital and school. These
signs were commissioned when it became aware that visitors to the
community were unable to immediately locate crucial services. Vita is a
small community that sprawls over some twelve blocks and it seemed to
some local residents that there was little point to this initiative as, “everyone
knew where everything was” (Reimer 2007). However, it was pointed out
that not everyone who required access to these places was local.
Recent image development has centred on the presence of the Western
Prairie Fringed Orchid, a rare and endangered plant that, in Canada, occurs
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Figure 3: Signage for the village of Stuartburn. (Author photo)

only in the RM of Stuartburn (Figure 4). The reeve and council are
enthusiastic about using the orchid as a symbol for the RM, and are
hopeful that it could be an attraction for
nature tourism. This is not an unreasonable
expectation, as the RM already attracts
nature-oriented groups who visit the NCC’s
Tall Grass Prairie Preserve. Unfortunately, the
municipality’s population is split on the
desirability of its promotion in this way.
Farmers are generally opposed, as they see
the orchid as a threat to their livelihood; they
fear that, as it is an endangered species, their
ability to cultivate will be restricted and they
will face heavy fines if they inadvertently
destroy one. As yet, the only action that has
been taken by the council is to produce a
souvenir pin that stylizes the orchid and bears
the name of the municipality. Orchid sites are
not yet marked and visitors are left to their
own devices to locate them. According to
Reeve Jim Swidersky (2008, and 2009), the Figure 4: The Western
project is “coming along slowly.” A few bus Prairie Fringed Orchid.
tours visit the area each year to see the Tall (Author photo)
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Grass Prairie Reserve and to see the orchid. The appeal of the orchid
seems to be particularly strong with younger people.
The Municipality of Stuartburn faces some very real difficulties in
using development of its cultural heritage to build its image although it
has the (largely undeveloped) heritage resources to do so. The first
Ukrainian Orthodox Church in Canada, St. Michael’s Ukrainian Orthodox
Church, now a National and a Provincial Historic Site, lies some two miles
west of Gardenton, and St. Elias Ukrainian Orthodox Church in Sirko, is a
Provincial Historic Site. Spanning the Roseau River a short distance from
Gardenton is a wooden Howe Truss bridge built in 1918, which was declared
a Municipal Heritage Site in 2002. Nearby, the Gardenton Museum has a
few pioneer era buildings moved from their original locations and a museum
exhibit building themed around the Ukrainian pioneer experience, housing
displays of pioneer implements and an excellent collection of traditional
clothing brought over by settlers from Ukraine. It has facilities to
accommodate visiting groups for home-cooked traditional Ukrainian meals
and to host the annual Barvinok festival. Its small gift shop carries
souvenirs and a small assortment of books.
There are, however, many other potential heritage sites within the
RM (Figure 2). These include cemeteries, churches built in the traditional
Ukrainian style, pioneer memorial cairns, and a few houses and farm
buildings that have survived since pioneer times. The problem is not so
much that the district lacks heritage resources or a broad volunteer base
but a lack of leaders committed to heritage preservation. Both leaders and
volunteers are vital for the development of heritage resources. The failure
of the Korol Homestead project was partly due to the inability of the
community to mobilize a solid cadre of leaders to rally support and develop
a strong volunteer base. Furthermore, the ethnic character of the area is
still changing and many newcomers from outside the district have no
association with Ukrainian culture and little feeling for the history of the
area. Rural depopulation exacerbates the situation, making it difficult to
assemble sufficient people with the experience, interest, skills, and free
time to take a leadership role in advocating for heritage preservation.
Even if policy-makers recognize that image building is part of their
mandate, there is still the question of community unanimity on what the
nature of Stuartburn Rural Municipality’s image should be and to whom
should it direct its promotion. Even more importantly, it is unclear whether
the rationale for image building is for encouragement of tourism to the
Municipality, to attract economic ventures or simply to promote a sense of
community pride. Image building is not simply a matter of self-promotion;
it must have clearly defined objectives and be integrated with policy that
can exploit any success that image building achieves. When small
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communities vie for regional attention they need to be able to distinguish
themselves in some way, or as Warren (1927) would have said “to develop
their personality.” Most often it is through entry into the already
overcrowded field of “Provincial capital of . . . . ,” or the erection of
massive roadside art, which Marling (1984) described as “the colossus of
roads,” as there is no other distinguishing quality to promote. Typical of
this type of initiative is the erection of a 1: 28 scale replica of the Eiffel
Tower in the village of Montmartre, Saskatchewan, which hopes to promote
itself as “The Paris of the Prairies” (White 2009). On the other hand, if the
district is blessed with a colourful history, has locally recognizable symbols
and is rich in heritage resources, place-making and image building has a
reasonable chance of being successful (Peterson and Saarinen 1986, 164168.) Heritage resources, which Stuartburn has in abundance, when
developed, can constitute the basis for regional tourism development.
Unfortunately the tourism industry tends to exploit resources but seldom
invests in them. In general, tourism and heritage are regarded as separate
activities, when in fact they are intimately related. Even at the Federal and
Provincial levels, tourism departments only promote, they do not invest in
the development of heritage resources. Only about one percent of tourism
revenues are reinvested in heritage (Dul 2007). If the heritage sector is
under-funded and badly under capitalized, opportunities for place-making
are lost and the process of image building suffers.

Conclusion
In the Municipality of Stuartburn a number of individuals are loosely
allied in their desire to see the area have a stronger and more positive
image but there is no agreement on how to attain their objectives. Nor is
there any clearly articulated policy that defines the objectives of such
schemes. The Gardenton Museum wishes to promote the Ukrainian
character and historical resources of the area although the social character
of the area is changing and the Ukrainian support base is eroding. Others,
including the Reeve, wish to capitalize on the natural assets of the area,
especially the presence of the Western Prairie Fringed Orchid and the Tall
Grass Prairie Preserve. Needless to say, there is also a large portion of the
community that is content to continue to rely on agriculture with some offfarm work, and who are not particularly interested in developing any kind
of image building policy as they fail to see any direct personal benefits.
One of the attractions of life in Gardenton, and by extension, in the
RM of Stuartburn as a whole, is its marginal nature, and lack of development,
and the quality of rural life. Heald (2008, 21-22) concludes that the population
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has a colonialist mentality that assumes that outsiders “are more capable
of determining their needs, judging their values, and organizing their
economic activities.”
A further barrier to the further development of locally derived
development policy is the nebulous concept of image building. It is difficult
to convince policy-makers working in such disparate fields as agriculture,
infrastructure, and heritage, that image building should be considered as
part of their mandate, especially when there is no immediate measurable
financial return.
Horizontal links must be established between local interest groups,
regional agencies and other Rural Municipalities that have an interest in
economic and tourist development. Securing intra-regional cooperation
and developing policy that will ensure community cooperation is more
easily said than done. For a number of reasons it is difficult to establish
such horizontal linkages. In small municipalities the administration’s
attention is focussed on the immediate needs of the population, primarily
maintaining infrastructure and services with a limited tax base. In many
rural areas there is a tendency to regard adjacent Municipalities as rivals
rather than as potential partners, though as Schmidt (1999) argues,
constructing partnerships is a far better approach. Stuartburn and adjacent
Rural Municipalities try to work together (in image-building) “but each
wants to put their own edge on it” so efforts to secure full cooperation
have not been particularly successful (Swidersky 2009). Since the Western
Prairie Fringed Orchid is found only in Stuartburn, using it as a central part
of a co-operative regional promotion would not have great appeal for
Stuartburn’s neighbouring Municipalities. Furthermore, like many Rural
Municipalities in Manitoba, Stuartburn has a small population and a barebones administrative staff. Only the larger Rural Municipalities in the
more prosperous areas can afford the luxury of an Economic Development
Officer to develop an over-arching policy that facilitates implementation
of the long-term co-operative programs that successful image building
requires (Gaudry 2008). If the image-building efforts of small Rural
Municipalities such as Stuartburn are to achieve any measure of success
the higher levels of government must be actively involved in the
development and co-ordination of policy.
The RM of Stuartburn has sufficient natural and cultural heritage
resources to support a small seasonal tourism industry. It is widely
recognized that the key to successful heritage tourism is good interpretation
of heritage resources. In fact, some authorities maintain that the
interpretation is more important than the actual resource (Beck and Cable
1998). To effectively explain the history of Ukrainian settlement in south
eastern Manitoba a holistic approach is necessary, making involvement
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with the neighbouring RM of Franklin crucial. In fact, until 1902, what is
now the west part of Stuartburn RM was a part of Franklin Rural
Municipality. The western boundary of Ukrainian settlement extends
beyond the western limits of the RM of Stuartburn, past the community of
Tolstoi, and well into the R.M. of Franklin. Further west, still in Franklin,
Dominion City was the supply base and bridgehead for settlement and
should be an integral part of the interpretation of the region’s settlement.
Furthermore, if partnered with surrounding Municipalities, the range
of potential attractions open to the region’s visitors could be expanded.
The Rural Municipality of Piney, to the east of Stuartburn has a rich natural
history with forests and wetlands whose interpretive potential that would
complement the resource of the Tall Grass Prairie Reserve in Stuartburn.
There are many opportunities for co-operation.
It is also clear that it is not possible for every small town or Rural
Municipality in the province to establish itself on the mental map of
Manitoba’s population as a desirable tourist destination. Image building
policy developed at the provincial level should therefore focus resources
on endeavours that have clearly identified objectives and hold promise of
yielding economic returns. Such policy must consider how the tourist
market can be exploited before investment is made in image building.
Regional and inter-governmental cooperation with strong vertical links to
provincial agencies is also crucial for local success. Local initiatives must
be underpinned by sound policy objectives set by local governments in
consultation with provincial and federal agencies, if dissipation of effort
and haphazard development of the supporting infrastructure is to be
avoided.
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