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A

Background and Purpose

The Town of Grimsby has recognized the need for an Economic Development Strategy
that will identify strategic economic development initiatives, actions and tactics for
future economic development activities. The preparation of the plan will provide a
framework and identify actions necessary for the Town to move forward with economic
development initiatives.
Location
Grimsby is a Town of approximately 26,000, located on the QEW approximately half
way (25 minutes) between Hamilton and St. Catharines, Ontario. Both Toronto and
Buffalo are less than one hour’s drive.
History
United Empire Loyalists first arrived in Grimsby in the 1780’s attracted by the area’s
fertile soil and moderate climate. Forty Mile Creek running through the Town became
the site of early mills and Grimsby, then known as “The Forty”, developed as an
agricultural service centre. Grimsby was the site of the first municipal meeting in
Upper Canada in 1790 and the location of the Engagement at the Forty in 1813, a
pivotal turning point in the War of 1812.
In addition to agriculture, Grimsby has been a tourist destination since the 1850’s
when Grimsby Beach was the site of the Ontario Methodist Camp, later being
replaced by the Grimsby Beach Amusement Park in the 1920’s.
In more recent years Grimsby has taken advantage of it’s location on the QEW to
attract a variety of industries, including wines and spirits, agricultural products, floral
products, modular buildings, power coatings, transportation and warehousing,
printing and industrial automation equipment.
Grimsby today has developed into a preferred residential location offering the
attractions of a modern, friendly small town while maintaining its rich heritage
character. Its setting on Lake Ontario nestled below the Niagara Escarpment provides
an attractive setting balanced with easy access to several major urban centres.
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The Economy
The Town of Grimsby has experienced a steady population growth in recent years.
According to the 2006 census, Grimsby’s population reached 24,900, a 12.4%
increase over 2001. This growth rate has also resulted in significant household unit
growth. Between 1996 and 2006, the Town’s housing stock increased over 1,900
units or by almost 28%.
Notwithstanding the strong residential growth, a large portion of residents of Grimsby
who work commute to other municipalities for employment. It is estimated that
approximately two-thirds of employed residents travel outside of Grimsby to work.
This also reflects on the Town’s assessment base, which currently has Grimsby’s
assessment at 91% residential (including farm). Of recent employment development,
most has consisted of commercial and population related employment activities, with
limited activity in the industrial sector. This is somewhat related to the recent
general slowdown in industrial growth in the GTA. However, it has been suggested
that a lack of suitable supply of well located parcels of land, in a variety of sizes may
be an issue. This limited supply and land prices relative to other areas may also be a
factor in limiting potential growth.
Grimsby can boast of strength in the following industries, all of which are appropriate
for the nature of the community:








Wine and Beverage Industry
Horticulture
Transportation and Logistics
Manufacturing, such as farm machinery and equipment, modular buildings
Health Care
Nursing Care
Service

Potential Strength is also emerging in a number of other industries including.



Tourism
Agriculture and Agri-Food

There is no crisis in Grimsby. In spite of the global economic downturn, Grimsby
has not seen major business closings or employment losses to date. There is an
opportunity to “grow into economic development” which can build upon the efforts
carried out over the past years. There is a wealth of capable volunteer resources, eager
to participate and, with greater coordination, more can be achieved.
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Community Economic Characteristics

The following charts are extracted from the Statistics Canada 2006 Census
Community Profiles (latest available). Particular points of note are highlighted thus
Statistics Canada
2006 Census
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Educational
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respect to future
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The Ontario average is greatly influenced by the City of Toronto and immediately
surrounding regions but for the comparisons shown, Grimsby has a higher percentage
of residents with post-secondary qualifications and the lowest percentage with no
formal qualifications. The Major Field of Study shows higher than average results for
the three areas indicated; many of thee fields lead to work in the professions.
Statistics Canada
2006 Census

With respect to
Occupations,
Grimsby already
shows well in four
critical areas of the
future economy, as
shown at the
bottom of this
chart. Burlington
is ahead in the
field of
Management
Occupations.
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A Snapshot of Strengths, Weaknesses, Opportunities and
Threats

This is not intended as a characterization of the Community as a whole, but a
reflection on those factors that are important in developing the economy. These will
come into play in most efforts to retain and attract investment in the economy, as well
as in encouraging existing business expansion, varying in effect depending upon the
sectors under consideration. They will also have an impact on the success of locally
generated economic development initiatives; the same economic environment affects
all forms of development.
Having strengths is vital in order to make full use of opportunities that may arise, but
simply having strengths is no guarantee that an opportunity will arise. External
investors determine what is a strength, or a weakness, and the municipality must
adapt to meet those needs

Strengths

















Excellent highway and rail access
Good international airport access
Well positioned between the Greater Toronto Area and the U.S. Border
Lower housing costs relative to the GTA and other nearby major urban
centres, which is a draw in attracting younger skilled labour from these
areas.
Educational attainment levels above key competing jurisdictions
Post-secondary education facilities within reach to both the east and the
west
Excellent quality of life
Good health care availability
Beautiful landscape views throughout the Town
The lakeshore as a people attractor
Resilience: Grimsby has come through the recent recession relatively well
A tourism sector which is expanding in terms of offerings for the visitor
A strong winery industry upon which to build and to attract tourists
A high level of private sector commitment and expertise to build upon
Infrastructure capacity which includes water, sewer and high-speed cable
(although not yet ubiquitous). It is important to be current with critical
capabilities such as telecommunications
An entrepreneurial base upon which to build new businesses

Weaknesses






The diverse
manufacturing
base does not
lend itself to
“cluster” attraction.
Grimsby has a
limited supply of
industrial land
No iconic
attraction for
visitors
Legislative
projected
employment
growth forecast is
limited
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Opportunities









On the western boundary of the GTA with the potential to lure
companies from the GTA
The engagement of the Town with local entrepreneurs
(“Champions”)
Moving into new advanced manufacturing opportunities
The raising of workforce education levels and flexible skills
training to meet the needs of the emerging sectors
Broadening and enhancing the attractions and service offered
to visitors
Increasing the number of community events to attract visitors
for both short-term tourism and general “people attraction”
The promotion of arts and culture
The attraction of knowledge workers as residents, who are
employed elsewhere, can lead to a core of higher educated and
skilled people being prominent in Grimsby. This is attractive to
many of the emerging industries.

Threats






Not responding to the
continuing structural
employment shifts that are
likely to occur
Competition from other
regional municipalities, and
beyond, facing the same
challenges and pursuing the
same opportunities. This is a
constant factor but the
extent and breadth of the
present economic
challenges make this more
acute
On a broader basis,
continued economic
uncertainty and fierce global
competition

11

MAIN REPORT

D

Grimsby Community Values

Establishing the Community Values to guide Economic Development
The development of Grimsby’s economy should reflect the Values of the Community.
That is, it should increase the overall prosperity, but not at the cost of harming those
aspects of the Community that are held most dear.
These “Made in Grimsby” Values were derived through a Community Workshop and
one-on-one consultations, enhanced by correspondence and ongoing opportunities to
provide feedback and information via the Town’s website and direct contact with staff
and the consultants. Dozens of participants provided feedback throughout the project
and from this body of input, the Values of the Community of Grimsby may be
summarized as:







Respect for the environment: the air, the land, and the water.
Respect for the existing ambiance and character of the Community; these
should be enhanced, rather than radically and rapidly changed.
An insistence that development be appropriate to the location within the
Community. While many industries are welcomed, they should not be
located to harm, for example, the Tourism Sector, or to interfere materially
with the pleasant living spaces.
A desire to increase local employment opportunities that are well paying
and, that will encourage young families to locate, work and remain in
Grimsby.
A desire to enhance the education and skill levels of the workforce to meet
the needs of the emerging economy and to help foster “sustainable
employment”, no matter what the job opportunities.

Appendix I contains the details of the Community Workshop on Values to Guide the
Economic Development Mission.
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Strategic Directions to Support the Economic
Development Mission

The key goals of the Economic Development Mission are:





To leverage the excellent location to attract industry and the scenic
splendour to attract both tourists and residents, who may then start
businesses.
To encourage knowledge, innovation and cooperation. locally and regionally.
To make a great community even better!

…all within the boundaries of acceptability as expressed in the Community Values.
Specific objectives of the Economic Development Mission are:


Position the Town to compete effectively for well-paying, sustainable jobs
and increase employment opportunities to improve Grimsby’s “live/work”
balance.



Improve the Town of Grimsby’s non-residential tax assessment base.



Support planned growth strategies through encouraging appropriate
investment in the community.




Generate more business and community wealth.
Create a diverse and sustainable economic base.



Maintain and support the existing quality of life, ambience, character
natural environment and community prosperity.

The diagram following shows the overall structure of the recommended Economic
Development Mission. Multiple strategic directions will help to further diversify the
economy and to prepare for new opportunities and challenges as they emerge.
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One Constant Mission: Multiple, Adaptable Strategic Directions

Guided by
Community Values

Town of Grimsby Economic Development Mission
STRATEGIES

1.0: Develop an
effective marketing plan
for Grimsby to promote
and enhance the
reputation of the Town
as a place to do
business
1.1: Promote Grimsby as the
Place to Be
1.2: Create 30 second
compilation videos for the
website and circulation, with
separate target audiences of
tourists and businesses
1.3: Focus on the
uniqueness of Grimsby in
order to create awareness of
a distinctive sense of place
1.4: Focus on Grimsby’s
location advantages

2.0: Support the
retention and
expansion of local
businesses
2.1: Establish an ongoing
business retention and
expansion program
2.2: Support information,
networking and
promotional activities
which help local
businesses to thrive
2.3: Position downtown as
a unique creative
employment and cultural
centre
2.4: Develop a
comprehensive business
directory of all businesses
in Grimsby

3.0: Engage in business attraction
programs that target strategic sectors
which compliment and utilize the
advantages provided by the Grimsby
environment
3.1: Target industries compatible with the feel,
image and quality of life that exists in Grimsby
3.2: Leverage off the recent announcement of
investment in the West Lincoln Memorial
Hospital
3.3: Support development of tourism and
cultural industries that focuses on our strengths
and leave a legacy of enhanced sense of
community identity and quality of life
3.4: Support and coordinate agri-tourism, agrifood and other agricultural economic initiatives
which take advantage of the natural assets of
Grimsby and encourage sustainable utilization
of non-urban lands
3.5: Explore the potential to generate
investment in the local economy and positive
exposure for the community through promoting
Grimsby’s potential as a film and television
shoot location
3.6: Explore the potential of Grimsby becoming
a hub for a Niagara West wine tour – a focal
point of restaurant, accommodation and other
activities
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One Constant Mission: Multiple, Adaptable Strategic Directions
Town of Grimsby Economic Development Mission

Guided by
Community Values

STRATEGIES
4.0: Support
entrepreneurial
development
4.1: Investigate the
demand and feasibility of
a business incubator
4.2: Encourage and
support small business
4.3: Continuously look for
opportunities to streamline
approvals processes

5.0: Utilize existing resources and invest
in new resources to support the
achievement of economic development
objectives
5.1: Invest in the hiring of an economic
development professional to accelerate economic
development efforts
5.2: Continue to further develop the activities of
GEDAC\
5.3: Make full use of Regional Economic
Development Resources
5.4: Foster and encourage community
engagement and volunteerism
5.5: Support local public transit to ease
transportation of workforce to local industry
5.6: Encourage the attainment of higher levels of
education and skills among local residents and
foster stronger relationships between business
and education – with two Community Colleges
and two universities within the vicinity
5.7: Consider investment in a vintage trolley to
support the tourist industry and provide access to
the distinctive and natural and cultural landscape
of Grimsby and vicinity
5.8: Consider opportunities for joint activities and
cross promotion with neighbouring municipalities
5.9: Support the continuation and enhancement
of the high quality urban environment which
currently exists in Grimsby

6.0: Plan for Progress
6.1: Prepare a business case
for relief of measures of the
Greenbelt plan to foster
economic development
opportunities by making
more lands available for
employment uses
6.2: Engage in sector
specific studies of potential
new investment targets to
encourage and establish
strong foundations for
positive local economic
development
6.3: Identify and study
strategically important lands
to acquire to develop social
amenities which enhance
desirability of Grimsby as a
place to live, work, visit, and
invest
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The need for ongoing review and adjustment
The rate of change in the economy is now faster than it has ever been, requiring
adaptable strategies, with the ability to make necessary adjustments as the economy
changes and evolves. New challenges and new opportunities will emerge, both
requiring a flexible and adaptable approach. Grimsby must emphasize and deemphasize their activities over time to meet these new challenges and new
opportunities in the economy.



Community Values provide guidance for the Mission. These are generally slow
to change but should be revisited if a “change in the wind” is detected.
As the plans evolve, it is not essential to consult in depth, but it is essential to
communicate in-depth.

Missions are Constant: Plans must Evolve and Adapt
Grimsby Economic
Development Mission
Grimsby
Community
Values
Main
Strategic
Thrusts

Current Initiatives
and Actions

Next
Initiatives and
Actions

Subsequent
Initiatives and
Actions

Initiatives are developed over time, as and when dictated by changing local and global
changing economic circumstances, to continue to meet the Mission Objectives

Time
A failure to adapt the Strategies will almost certainly
result in a failure to achieve the Mission
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The Strategies and supporting Recommendations

The Strategies are shown here with recommendations for initiatives that will support the
desired outcomes.

Strategy 1.0

Develop an effective marketing plan for Grimsby to
promote and enhance the reputation of the Town as a
place to do business

Recommendation 1.1:

Promote Grimsby as the Place to Be

“Friendly by Nature” should be put forward as a consistent message at every
opportunity and in multiple ways such as a website, social medial, print brochures,
advertising and cross linking with neighbouring jurisdictions.
Companies with higher skilled workers look for a high quality of place to aid in
retaining such employees. Identifying Grimsby as a perfect combination of town and
country living, with many amenities, a vibrant lifestyle and close to the GTA, is a
powerful tool, which can attract new residents and businesses alike. Prince Edward
County is exemplary in this aspect of their marketing and many ideas may be taken
from their website for use in the Town promotion tools.
Create an outstanding website focused on:



Attracting businesses
Attracting visitors ( who may then locate in the Town and start businesses

Also use social media to create linkages and generate a “buzz” about Grimsby.
It would be valuable to create an overall marketing plan to provide a comprehensive
tool to promote Grimsby in many different ways.
Printed promotional material is becoming less and less important than the immediacy
of electronic media. Certainly, there is no harm in printing a cover folder which can be
used for many years to come but the contents (what is placed into the folder) should
be customized to the particular prospect at hand. Providing generic (and often dated)
pre-printed material does not cut it. Better to have various information sheets on a
computer which can be readily updated and then printed using an excellent quality
colour printer as the need arises. Certainly this avoids throwing away boxes of
unopened pre-printed literature when they have become stale-dated. Also, any
material designed for printing should be configured in a manner which readily
accommodates electronic media; this avoids two designs and provides continuity in
the message being delivered.
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Cross-linking promotional website pages with other willing jurisdictions, such as
others in Niagara, Hamilton and so on, can expand the reach of the Grimsby material
at little or no cost. Of course, reciprocity is a given.
Recommendation 1.2:
Create 30 second compilation videos for the website
and circulation, with separate target audiences of tourists and businesses
Although there will be common elements to both, the target audience for tourism is
different from those looking to relocate their businesses. Thus two separate videos
should be created, with each of these target audiences in mind. The intent behind
both is to gain attention for Grimsby and encourage the viewer to pursue more
information. Ultimately a visit would be the end-goal of these elements when the
actual experience of Grimsby supersedes that perceived from the video.
There are existing high-quality videos that detail various aspects of the Town. While
these should be maintained, the creation of 30-second compilations with dynamic
voice-overs will gain immediate attention and lead to the viewing of the more detailed
versions.
Recommendation 1.3:
Focus on the uniqueness of Grimsby in order to create
awareness of a distinctive sense of place
This will be attractive to the visitor and can be achieved through support for
distinctive special events, festivals, cultural activities, performing arts and tours.
Tourism is the fist stage in attracting people; once they have seen the beauty of the
locale then some may consider taking up residence and bringing with them their
business.
Recommendation 1.4:

Focus on Grimsby’s location advantages

Grimsby is well located within the influence of the Hamilton, Niagara and Greater
Toronto Regions. It has full access to road and rail connections and these advantages
will increase with the anticipated arrival of regular GO Train service in 2015.
This will be attractive to potential businesses as well as potential residents who may
choose to start a local business.
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Strategy 2.0

Support the retention and expansion of local businesses

Recommendation 2.1:
program

Establish an ongoing business retention and expansion

The Ontario Ministry of Agriculture, Food and Rural Affairs (OMAFRA) has a
structured and thorough system by which to conduct a BR&E program and also
provides training for local participants in carrying out this work. A structured program
is essential for success since ad hoc efforts tend to fade and produce inconstant
results. The following is taken directly from their website, at which the detailed
process is outlined: http://www.reddi.gov.on.ca/bre_what.htm
“Business retention and expansion is a community-based economic development strategy with a
focus on “taking care of, nurturing and supporting” businesses already existing in the community.
A structured business survey is utilized as a means of beginning a dialogue with local businesses
with the intent of identifying issues, concerns and potential opportunities and taking action where
appropriate.
BR+E works to improve the competitiveness of local businesses by identifying and addressing
their needs and concerns and building on business development opportunities. This is crucial to
the sustained viability of communities since businesses that stay competitive are more likely to
remain and expand in the community.
BR+E is “An ongoing cooperative effort between business, local government, agencies, other
organizations and people in the community with the purpose of identifying opportunities and
actions to assist local businesses in expansion, the retention and creation of jobs and the
diversification of the local economic base, as well as the implementation of defined actions to
improve the local business climate.”
Short-Term Objectives






Build relationships with existing businesses
Demonstrate and provide community support for local business
Address urgent business concerns and issues
Improve communication between the community and local businesses
Retention of businesses and jobs where there is a risk of closure

Long-Term Objectives





Increase the competitiveness of local businesses
Job creation and new business development
Establish and implement strategic actions for local economic development
Strong viable local economy”

The first step involves regular meetings with businesses in Town and understanding
their issues and opportunities; this is an excellent way to take a the pulse on what is
happening. Businesses generally appreciate the interest shown, especially if their
issues are heard clearly.
19
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This is followed by the creation of a compilation of the findings, with the key issues
being identified and prioritised in terms of removing negative impacts and encouraging
positive ones. Then this compilation is presented to the community for consideration
and action to be taken to effect the recommendations.
As a minimum, Companies should be visited annually; if there are acute opportunities
or issues then this can be more frequent as the needs dictate. Initially, those
companies that provide goods and services not only within but beyond the Town
borders should be visited as a priority. This includes the Tourist Sector since they also
“service” out-of-town visitors.
It is recommended that GEDAC conduct the BR&E program and report back to the
Town on the outcomes on a quarterly basis, or sooner if an acute situation arises. The
Chamber of Commerce may also wish to help with this ongoing program.
Recommendation 2.2:
Support information, networking and promotional
activities which help local businesses to thrive
Working collectively, with mutual promotion, coordinated events and so on, will create
a “buzz” of interest, which is greater than the sum of the efforts of individual
businesses. Information sharing, networking and common promotional efforts will
achieve this and, with promotion in the local region, beyond the Town boundaries,
interest will be generated elsewhere, encouraging retail and tourist dollars to flow in.
Recommendation 2.3:
and cultural centre

Position downtown as a unique creative employment

This can be fostered through continued investment in the enhancement of downtown,
participation in the Smarter Niagara Incentives program and implementation of
streetscape improvements.



To attract people (and their businesses)
To retain those people (and their businesses)

An attractive downtown is a significant attractor for people and their businesses.
Conversely, even small “eyesores” are difficult to ignore. Most communities are making
efforts to develop attractive cores and Grimsby must not allow them gain an advantage
through the neglect of this factor.
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Recommendation 2.4:
businesses in Grimsby

Develop a comprehensive business directory of all

A business directory provides several benefits:




The Municipal Government can highlight the existence of specific types of
businesses in order to attract similar or complimentary businesses to locate in
Grimsby
Local businesses will have a better idea of where they can obtain goods and
services locally, potentially substituting for “imports” obtained elsewhere
Residents can see the opportunities for local shopping.

Maintaining and updating such a directory does take effort. Further, some data that
the Town wishes to record may be considered privy by some business respondents; in
order to quell any concerns only part of the directory could be made generally
available, with the privy information retained by the Town for analysis.

Strategy 3.0

Engage in business attraction programs that target
strategic sectors which compliment and utilize the
advantages provided by the Grimsby environment

Recommendation 3.1:
Target industries compatible with the feel, image and
quality of life that exists in Grimsby
Pursuing business attraction without having clear characteristics that are an
advantage to that target business is tome consuming process that may yield few
results. Simply, the target businesses will tend to migrate towards jurisdictions that
they know, or believe, have these advantages.
A “cluster” (of industries or businesses) has certain characteristics that set it aside
from other industries in a particular location. Generally a cluster consists of one or
more larger industries of a very similar type, supported by ancillary industries that
service the larger industries in all respects. The latter arise due to the existence of the
former. This evolution creates a strong inter-dependency between the main companies
and the smaller firms that have arisen to meet their needs. This is especially so when
the larger forms out-source many non-core activities to these smaller enterprises. This
inter-dependency makes it more difficult for the larger firms to voluntarily relocate and
the smaller firms have no desire to do so while their customer remains in town.
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Examples of clusters elsewhere would be:




Automotive manufacturers and the associated parts suppliers, fabricators,
paint shops and so on, such as exists in south-western Ontario and in the
vicinity of the GM and Ford plants straddling the GTA
The financial sector in the heart of the City of Toronto. Driven by the location of
the main banks, a host of other investment and financial companies are
clustered in the area, as well as supporting office industries
The natural resources sector in the northern reaches of Ontario, such as
forestry and minerals

The existence of such clusters creates a higher than average presence of the particular
industry in a given area. A calculation known as the Location Quotient is used to
demonstrate this. This calculation shows the relative proportion of the identified
industry compared to any other jurisdiction; most often the provincial average is used
as the first comparison. Where there is clear “overweight” of a particular industry in a
given jurisdiction (say, 3 times the provincial average), the jurisdiction can use this as
“proof of propaganda”. That is, it can demonstrate, using clear statistics, that it must
be a good place to locate such business since they are clearly thriving in that area.
Such marketing can be used to good effect in pursuing more firms of a similar type.
There are no existing strong clusters in Grimsby to use as a practical
attraction magnet. While a location quotient study performed in 2008 showed that
Grimsby does have strengths in the wine and beverage industry, transportation and
logistics and horticulture, these are not yet sufficient to claim a cluster compared to
other jurisdictions. However, clusters can be a two-edged sword since the community
in which the cluster locates becomes (very) dependent on the cluster and associated
employment opportunities, In fact, in northern regions, the existence of such clusters
is often the sole reason for the original population growth. Unfortunately, if there is a
downturn that greatly affects the clustered industry then the main firms will tend to
re-trench and there is a significant ripple effect into the smaller companies that have
arisen to meet the needs of these larger enterprises. Job multipliers work in both
directions. In some ways this can be likened to an investment portfolio that is well
diversified compared to one that focuses on a specific investment vehicle. While growth
in the focused investment may be considerable in good times, the diversified portfolio
may do better during the inevitable ups and downs.
This may well be why Grimsby did not suffer as severely as did, for example, southwestern Ontario when the automotive manufacturer’s crisis peaked in 2008/2009. In
a more chronic sense, northern Ontario has suffered for decades from similar singular
dependencies.
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If there is no “proof of propaganda” for Grimsby then which industries can be
targeted? Simply, any and all industries that “fit” Grimsby. By “fit” we mean
industries that do not violate the Values of the Community of Grimsby. For example,
smoke-stack industries, those with unattractive appearance and industries that create
pollution are unlikely to be a good “fit” with Grimsby.
The lack of a focus on one or two industries means that a broad approach is required;
almost a continuous “shotgun” which gets the message out clearly and frequently that
Grimsby is a great place to locate your business and here is why. Potentially one
avenue to deliver this message would be through the business associations for the
various industries requesting, politely, that they advise their members of the links by
which the message of Grimsby can be viewed. The success rate will be low but the cost
is negligible.
Some examples of target industries suitable for the feel and image of Grimsby are:
Accounting, Tax Preparation, Bookkeeping
and Payroll Services

Landscape Architectural Services

Advertising

Legal Services

Architectural, Engineering and Related
Services

Media Agencies and Representatives

Computer Systems Design and Related
Services

Offices of Lawyers

Drafting Services

Professional, Scientific and Technical Services

Environmental Businesses

Public Relations Services

Graphic Design Services

Software Publishing

Bio-sciences

Research and Development businesses, in general

Interior Design Services

Testing Laboratories

Medical and Health Care related
businesses/laboratories

Eco-Energy industries

Agricultural equipment manufacture,
installation and service

Electronic manufactures, installation and service

Water filtration/purification equipment
manufacture, installation and service

Yacht/powerboat construction, sail and rigging
suppliers, marine equipment
manufacturers/suppliers/servicing

Sport fishing equipment manufacturers and
suppliers

Agri-science and research based businesses

Digital media and related industries
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Persons employed in many of these industries can locate anywhere where there is a
market, or access to a market through information technology. Many are regarded as
professions, bring knowledge workers with higher levels of education to the
community; both the companies and their workers are cornerstones of the “creative
economy”.
Culture based companies and people blend well with many of these professions, and a
“cluster” could be generated in Grimsby by connecting the existing, and proliferating
arts and culture community with the knowledge workers, using Quality of Life, the
100 mile diet and the agri-tourism approach, coupled with business incubation and
growth supports out of a revitalized downtown that would provide the intellectual and
cultural assets to attract and retain the creative class in the municipality.
This could be effectively and actively marketed throughout the GTA and the GGH, and
would be well received, especially as Grimsby is positioned on the western cusp of
Niagara, and is within reasonable commute times to the major urban centres and
family networks.
Recommendation 3.2:
Leverage off the recent announcement of investment in
the West Lincoln Memorial Hospital
A substantial investment such as that proposed is a confidence booster for the health
care field in the area. This has the potential to attract medical professionals as well as
support and ancillary services relating to medical care.
Promotion of this opportunity for the health care professional could result in a
migration to Grimsby of highly skilled workers in the field.
Recommendation 3.3:
Support development of tourism and cultural industries
that focuses on our strengths and leave a legacy of enhanced sense of
community identity and quality of life
Tourism can be a mainstay for Grimsby. Not only does the industry bring in money
from the outside, it also serves to first attract visitors to the locale, who may then
decide to locate in the Town. A proportion of these visitors may relocate existing
businesses or start new ones.
A focus on the uniqueness of Grimsby today and what it can become tomorrow, is
important in order to create that distinctive sense of place which is attractive to the
visitor.
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Events and Festivals
Rather than iconic permanent attractions (apart from the inherent beauty of the area),
events and festivals afford an opportunity to offer a variety of inducements to visit and
which can vary in order to attract a wide range of visitors. Events and festivals also
leave no permanent impact on the Town since they are “put up and then taken down”.
It is essential that the events and festivals are not incongruous with the overall feel
and image of Grimsby and that they should also be appealing to residents as well as
visitors. Promoting the frequent Farmer’s Market alongside these often annual events
can help both to thrive.
The activities planned for 2012 to commemorate the events of 1812 are an excellent
opportunity to showcase Grimsby in the best possible light to a wider quantity and
variety of visitors than would normally be the case. Every effort should be made to
exploit this rare opportunity to the maximum extent possible.
Culture and the performing arts
An intimate performing arts centre could attract visitors from the GTA, Hamilton and
the Waterloo Region. Grimsby is well located for this, enabling the visitor to return
home the same evening at a reasonable time. Of course, they will have eaten
beforehand at one of the many fine restaurants in town, or enjoyed some postperformance refreshments afterwards. Some potential sites exist in town or may
become available in the future.
Interpretive tours
Niagara-on-the Lake has a very successful series of Ghost Tours that are often sold
out well in advance.
The same could be instigated in Grimsby:






The history of the War of 1812 including heritage homes and sites
Grimsby beach
The Niagara Escarpment
Wineries
…and so on

These tours can be augmented through the creation of interpretive signs.
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Joint activities and cross-promotion with neighbouring municipalities
This can be valuable in spreading the word about Grimsby to wider audiences, as well
as increasing the overall attraction for tourists looking for more than a singular,
isolated event or experience.
Grimsby Beach transformation
Formerly known as the “Chautauqua of Canada”, this presents a unique and
attractive environment that is highly regarded by locals and visitors. In recent years
there has been some owner instigated restoration of cottages. Consideration should be
given to planning, and then sourcing funding, for the transformation of this area into a
unique Ontario attraction that would be a desired destination for both tours and
individual tourists.
Just as Chautauqua NY acquired “spaces and places” where creativity could flourish,
Grimsby could become known as a destination for the arts. Grimsby as a whole has a
strong cultural and artistic community focussed on the art gallery and the beautiful
scenery and landscapes. There is the potential to brand Grimsby as a modern-day
Chautauqua of Canada; the heart would be in Grimsby Beach but the impact and
brand would be attached to the whole community.
Niagara Gateway Welcome Centre
In order to determine the value of this feature, it will be necessary to measure the
impact in terms of attracting tourists off the highway and, secondly, whether they then
proceed onto other Grimsby features and attractions.
From this, a very rough estimate of the economic benefit can be determined which
may be weighed against the net cost to the Town of maintaining the Gateway.
Some considerations:



Maintaining the Niagara Gateway name (rather than Grimsby), is much more
powerful.
The QEW is a high speed road and drivers require something to grab their
attention.

Tourism is a multi-faceted industry, with various amenities, attractions and the very
nature of the community combining for the overall experience. A specific tourism
industry study would be a worthwhile investment for the Town, permitting a focused
and efficient approach to developing this industry for the greatest effect in Grimsby.
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Recommendation 3.4:
Support and coordinate agri-tourism, agri-food and
other agricultural economic initiatives which take advantage of the natural
assets of Grimsby and encourage sustainable utilization of non-urban lands
A strong opportunity exists to create a network of complimentary agricultural and
agri-food operations that will be an attraction for visitors as well as supporting the
farmers that operate these businesses.
Agri-tourism
Agri-tourism finds its roots in the Italian term “agritourismo” — the concept of
bringing urban residents to farming areas for recreation and spending.
Working with the agricultural community, both above and below the escarpment,
could create a network of complimentary operations and produce that would be a
regional (and beyond) attraction. Some ventures already exist such as “Our Gate to
Your Plate” farm and the Farmers’ Market.
Opportunities might be:









A local organic food network.
The creation of Grimsby as a “local food virtual agricultural supermarket”:
o Fruit
o Vegetables
o Meat
o Cheese
o Wine
o …and so on
The “100 mile diet”.
Seasonal farm attractions such as pumpkins, Christmas trees-apple picking,
fruit wineries and ciders, farm holidays, etc.
Farm tours. These are more easily implemented on the smaller farms rather
than larger enterprises.
Market-driven opportunities in the rapidly growing ethnic food area. Toronto
has a large, and growing, ethnic food industry that need produce and other
products to meet their customer needs.
Farm vacations.

The Ontario Ministry of Agriculture, Food and Rural Affairs (OMAFRA) may be able to
assist with the following considerations:




Somewhat different climatic conditions above and below the escarpment
The limited supply of land for wine quality grapes
Environmentally sensitive lands
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Linking festivals and other events, with cross-promotion, would amplify the potential
for economic benefit.
An inventory of farming operations, what they produce, their future plans and their
amenability to the value-added opportunities would be valuable. Obtaining this
information could fall under the BR&E program.
A specific agricultural strategy would be valuable to ensure optimum usage and
coordination. Following this, a combined marketing program to promote everything
regionally and well beyond
Some activities might require minor amendments to by-laws or legislative amendments
to land usage. The key is to promote development and growth that are not incongruent
with the intent of the legislation and to maintain and enhance the agrarian
characteristics that are the very basis for the attractiveness.
Value-adding in the agricultural sector is expanded upon in Appendix III.
Recommendation 3.5:
Explore the potential to generate investment in the
local economy and positive exposure for the community through promoting
Grimsby’s potential as a film and television shoot location
With unique scenery and views, as well as the variations in the locales, Grimsby could
be an “all-in-one” location for film-makers.
Advertising itself as such can be accomplished for a relatively modest outlay and this
should be explored further. Richmond Hill, for example, has created a brochure as a
guide to film-makers, extolling the various benefits of shooting in that municipality.
See http://www.richmondhill.ca/documents/ecdev_film_location_guide.pdf
Building a film support hub in the area would likely be well supported by Niagara
College, as they have excellent film and production programming. This may also
encourage the College to set up a satellite campus in film and media. Niagara Region
has focused on the film industry and developed a brochure; this is something that
Grimsby may be able to build upon as a regional partner.
Recommendation 3.6:
Explore the potential of Grimsby becoming a hub for a
Niagara West wine tour – a focal point of restaurant, accommodation and other
activities
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Grimsby could become a hub for the Niagara West Wine Tour. Highway #8 bears a
resemblance to the Napa Valley in which the town of Calistoga is described as the
“cork in the bottle” of the California Wine Country; that is, a focal point of restaurant
and accommodation activity. Grimsby could play a similar role on an alternative wine
route to the one focused on Niagara-on-the-Lake.

Strategy 4.0

Support entrepreneurial development

Recommendation 4.1:
incubator

Investigate the demand and feasibility of a business

Physical business incubators provide numerous benefits to owners of start-up
businesses. The office and manufacturing space is offered at below-market rates, and
incubator staff supply advice and expertise in developing business and marketing
plans as well as helping to find funds for fledgling businesses. One of the biggest
benefits is the sharing of problems and ideas with fellow incubator tenants and the
generation of new ideas to address both.
A Mixed Portfolio Business Incubator targets opportunities in a range of sectors,
especially those that align with the overall regional competitiveness strategy. They are
often favoured in environments where a diversity of opportunities exists. Technology
Business Incubators target high-growth technology firms specifically and this requires
an existing regional foundation of technology and human capital in the selected fields.
With a strong local academic background in the required disciplines, these also exist
in communities transitioning to new opportunities.
Incubators carefully screen potential businesses because space, equipment, and
finances are limited, and they want to nurture candidates with the best possible
chance for success. Entrepreneurs who wish to enter a business incubation program
should be required to meet specific requirements. These criteria will vary according to
the industry focus of the incubator but, in general, only those with feasible business
ideas and workable business plans should be admitted. If the criteria are too slack
then there is a tendency to increase the number of companies that will use the cost
advantages of the incubator as a long-term support, denying space to others who may
be more viable.
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The amount of time a company spends in an incubation program can vary widely
(from two to five years) depending on a number of factors, including the type of
business and the entrepreneur's level of business expertise. Some incubation
programs set “graduation” requirements by development benchmarks, such as
company revenues or staffing levels, rather than time in the program. These
“graduation” requirements should be clearly identified and agreed to by the
prospective tenant and the management of the incubator before any commitment is
made.
Serious thought be given to a multi-faceted incubator that assists multiple sectors to
promote diversification and long-term sustainability. If particular clusters develop
later then these can become a focus for the incubator. Young entrepreneurs and the
creative sector should be considered as potential targets for this incubator.
Incubators might also attract a satellite campus from a college or university of the
emphases in the incubator align with the emphases of the institute of higher learning.
Such an outcome would spur yet more economic development opportunities.
Communities in which an incubator is located tend to accrue the greatest “spin-off”
benefits due to the often close location of the resulting businesses once they leave the
incubator. Equally, the costs borne by the municipality are also greater. Partnering
with other nearby municipalities on a more regional basis may be a means to reduce
the local burden while sharing the potential benefits.
Recommendation 4.2:

Encourage and support small business

This is standard fare for most community strategies and includes home-based
businesses, which are expected to increase their percentage participation in local
economies. The attractive environs of Grimsby, including some spectacular views and
the ready access to highways and markets, make the place very conducive to such
businesses.
Zoning regulations may need to be reviewed in order to avoid discouraging such
business development.
Recommendation 4.3:
approvals processes

Continuously look for opportunities to streamline

Ensure that the 90fastest possible approvals process is used and be looking for ways
to further streamline this on a continuous basis.
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Feedback from the BR&E program, as well as potential prospects, should weigh
heavily in this regard.

Strategy 5.0

Utilize existing resources and invest in new resources to
support the achievement of economic development
objectives

Recommendation 5.1:
Invest in the hiring of an economic development
professional to accelerate economic development efforts
This must be subject to specific review by Planning, Administration and Finance
Committees and Council.
In order to initiate and accelerate economic development efforts in the Town, a human
resource is required. However, this should be on a contract basis only for the present,
until the full extent of necessary ongoing activities can be assessed. At that time the
decision may be made to continue of a temporary (part- or full-time) contract basis or
to hire such staff in the usual manner.
Activities should include, but not be limited to:







Day-to-day liaison between GEDAC and the Town
Acting as the Secretariat to GEDAC
Refinement of strategic thrusts and tactics on an ongoing basis
Staying abreast of current economic development trends and issues
Prospecting and the first contact for prospects
Contact point for the regional economic development body as well as Venture
Niagara

A basic business case was prepared in 2009 comparing investment in economic
development in Grimsby with other similar municipalities. This could be reviewed and
updated as an aid in assessing the investment.
Recommendation 5.2:

Continue to further develop the activities of GEDAC

While ultimate control and authority always remains within the Town, GEDAC can
become even more active in helping to develop the economy and reduce the need for a
dedicated, permanent Economic Development Officer. The relationship should be one
of GEDAC advising the Town what it is doing, rather than asking permission for every
step.
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More Strategies
have failed in their
execution than have
ever faltered in their
development; the
imperative is to
convert inertia into
momentum.

Town of Grimsby Council

Coordination
Economic
Development
Function

Grimsby Economic
Development Advisory
Committee

…but responsibility
remains HERE ALWAYS

Private and Not-for-Profit Sector Champions

Tourism
Sector and
Entrepreneur
Attraction

Workforce and
Entrepreneur
Development
Business
Attraction

Business
Retention and
Expansion

Examples of activities in which GEDAC may assist or coordinate










Managing and conducting the BR&E visits
Executing projects
Recruiting ad hoc “champions” to aid in particular project executions
Generating ideas and encouraging ideas from the community at large
Assisting in developing those ideas with the most promise
Vetting cases that may come to GEDAC before being submitted to the Town for
review and approval
Liaising with other economic development organizations on behalf of the Town
Working as hosts, advocates and champions for new businesses that wish to
come to Grimsby
Providing a mentorship resource for existing businesses and entrepreneurs

All of these activities, and others, are simply examples of what such an organization
can take on. Precisely what, at any given time, will depend on the extent of volunteer
time availability, particular skills, the opportunities and needs apparent at that time,
and so on. Nothing need be set in stone and, perhaps annually, GEDAC should
consider the nature and specifics of the activities that it will undertake in the coming
year and so advise the Town.
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Recommendation 5.3:
Resources

Make full use of Regional Economic Development

Regional resources will not take the place of local economic development activities but
they are an immensely valuable resource to supplement and aid the direct efforts of
Grimsby. Grimsby must take the initiative and the Regional resources will respond.
This may include:





Information
Analysis
Contacts
Advice

Close and frequent contact should be maintained and the two-way flow of information
is essential, as soon as that information is available, rather than at the moment when
it becomes crucial. Hoarding of information for fear of it being disseminated to
competing jurisdictions is understandable, but one which must be set aside for
maximum effectiveness.
The main regional economic development organization is the Niagara Development
Corporation (NEDC). Presently, this organization is in a state of flux and may be
reorganized as a regional government department, rather than a separate corporation
(as it now stands). Some roles of the present NEDC may change and it will be
necessary to see the eventual form and function that emerges before concrete plans
can be laid by Grimsby for ongoing interactions and cooperation. At present, this
restructuring is expected to become clearer in the spring of 2012.
Such cooperation also extends beyond the NEDC to organizations such as Venture
Niagara and the Niagara Workforce Planning Board.
Recommendation 5.4:
volunteerism





Foster and encourage community engagement and

Aids in the generation of ideas and provides a base of resources to execute the
ideas
Accomplish this through a strong recognition program for those who are
involved.
This fosters public-private sector partnerships as opportunities arise
Focus existing organizations on the common goals of the Community to better
coordinate the various activities and minimize conflicts
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A small volunteer coordinating hub would help to channel local willing effort to local
essential need.
Recommendation 5.5:
Support local public transit to ease transportation of
workforce to local industry
Although the cost of local public transport might not be justifiable solely on the merits
of increased employment, the existence of such transportation may be considered
important for certain industries, that may choose to locate in the area. This should be
taken into consideration when examining the other benefits of local public transit,
such as reduced traffic, air pollution and a means for those less wealthy to get to work
and patronize local stores.
Recommendation 5.6:
Encourage the attainment of higher levels of education
and skills among local residents and foster stronger relationships between
business and education – with two Community Colleges and two universities
within our vicinity
“Our greatest asset is our people” is often cited by mayors and councillors in many
communities. They are quite correct; over time, nothing will have a greater influence
on the future prosperity of a community than the education and skill levels of the local
people.
While education and skills development are not part of the municipal budget, it
remains a community responsibility to ensure that this greatest asset is as well
prepared for the future as possible. Skills development and higher levels of education
are the means by which to accomplish this. At every opportunity, the formal and
informal leaders in the community should take the time to remind their audiences of
this.
Appendix IV contains a more in-depth discussion on this aspect of economic
development.
Recommendation 5.7:
Consider investment in a vintage trolley to support the
tourist industry and provide access to the distinctive and natural and cultural
landscape of Grimsby and vicinity
People enjoy travelling on something “different”. The famous U.K. double-decker bus is
an example and these show up in many “unusual” locations purely for the purpose of
moving tourists. A vintage trolley bus could serve Grimsby well.
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This would be a speculative investment but one which might pay off considerably
given the attractiveness and cache of the trolley. Further, such vintage vehicles seldom
lose value and, if the positive impacts are less than desired, the unit would likely find
a ready market elsewhere.
Recommendation 5.8:
Consider opportunities for joint activities and cross
promotion with neighbouring municipalities
The economy is no respecter of jurisdictional boundaries. For the most effective and
efficient conduct of economic development, partnering with other jurisdictions and
interests is essential. Boundaries drawn up many years ago may not reflect the true
regional nature of an economy today. Further, companies and investors do not
recognize such jurisdictional boundaries when considering where to locate; instead
they will seek the most beneficial locations, knowing that they can draw easily on the
broader regional workforce.
While all economic investments eventually take root in one jurisdiction or another,
when the communities are closely linked, the benefits are not constrained to only that
jurisdiction. Recognizing this, many communities in Ontario have banded together to
create structures, formal or informal, to act on economic development initiatives,
which can more effectively and efficiently serve the needs of all. Often joint marketing
efforts are undertaken, as one example.
Partnering is a means by which to achieve similar goals through the sharing of
resources and at little additional risk. When acting separately, a jurisdiction can
hardly prevent a visiting prospect from becoming aware of a neighbouring jurisdiction.
That investor will choose to locate in whichever area best suits their needs.
Partnerships should be established always for specific reasons and the anticipated
benefits understood. An important factor in creating partnerships is the fair
distribution of costs, risks and rewards, which should be documented clearly at the
outset of each partnered initiative.
Recommendation 5.9:
Support the continuation and enhancement of the high
quality urban environment which currently exists in Grimsby
Every decision made and every action taken must consider the high quality urban
environment that forms the hallmark of Grimsby. The unintended consequences of all
decisions must be carefully considered and all means taken to first protect and then
enhance the desirable attributes of the Town
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Strategy 6.0

Plan for Progress

Recommendation 6.1:
Prepare a business case for relief of measures of the
Greenbelt plan to foster economic development opportunities by making more
lands available for employment uses
This is taken directly from a submission from a member of the community:
Grimsby has a severe shortage of residential and Industrial land. In the context of your
study, I would propose that we address this shortage of industrial land. A couple of the
root causes of this situation are the Greenbelt Legislation (2005) and the Urban Area
Boundaries. “Through the requirement for a 10 year review, the province is ensuring
that the Greenbelt Plan will not remain static and will not become irrelevant over time”.
I propose that the Town of Grimsby prepare itself very well to plead its case to have
relief of some measure from the present situation when the ten year review occurs
(2015). The town should prepare a strong business case to show problems, drawbacks,
proposals, benefits, influences of the proposals on the intent of the act etc. The Town
should prepare all studies (e.g. soil tests, employment data, etc.) and be ready well
ahead of time so as to begin negotiations, “discussions” etc. When the time comes, the
complete document could be “pulled out of the drawer”. If we wait until the last minute to
begin, we will likely be ill-prepared and we will miss many lead-up opportunities to plead
our case with upper level civil servants and politicians at meetings, functions and
eventually at the actual Review. Loaded with data and information, our Town officials
should be ready well ahead and at any time to “influence” changes.
The consultants endorse this since there is merit in this suggestion, but the focus
must be on employment lands, not residential. Increasing the amount of employment
lands leads to an increase in business activity with several potential positive impacts:




Increased local employment, reducing the daily outflow of residents going to
work
In consequence, the potential for higher spending of residents dollars in local
stores
Reducing the residential portion of the local tax burden

An analysis at the micro-level could identify sustainable uses that would still maintain
a balance with the intent of the Greenbelt legislation. There are substantial lands
designated for “tender fruit” that have not seen such a usage for many years.
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Recommendation 6.2:
Engage in sector specific studies of potential new
investment targets to encourage and establish strong foundations for positive
local economic development
Emerging and developing sectors in which Grimsby may flourish should be studied in
depth in order to determine the best way forward for each. Experts in each field can be
found and retained in order to carry this forward and the investment will pay off n
terms of a focused and more cost-effective foray into these sectors. Sectors such as
tourism, agri-tourism, the medical field and cultural industries would be good
prospects for such further studies.
Recommendation 6.3:
Identify and study strategically important lands to
acquire to develop social amenities which enhance desirability of Grimsby as a
place to live, work, visit, and invest
This is taken directly from a submission from a member of the community:
The town could embark on the purchasing of suitable lands upon which to develop social
amenities, and then set about attracting investment from the private and business sector
to fund attractions such as lakeside parks, marinas, entertainment venues and cultural
attractions. Proximity to, and multiple accesses to and from the QEW are beneficial to
attracting visitors to attend such amenities as well as providing availability to local and
surrounding communities. Prime examples for acquisition would be the Place Polonaise
lands, adjacent radio tower lands and possibly the 5th Wheel Truck Stop property.
Consultant comments:
“Our municipality is not in the business of property speculation” is sometimes cited as a
reason for not embarking on the purchase of land for later re-selling. We do not
suggest that such activities should be undertaken for that purpose.
However, the purchase and development of land with the intent to develop the
economy brings a different perspective.
Private sector developers are, quite naturally, interested in maximising their returns
for the investment made. This is not necessarily congruent with the development of
the local economy; that is, the sale for industrial and commercial purposes may not
yield the best return nor may selling at any given time (when a potential incoming
company wishes to buy) be considered the optimum. Thus, if a company wishes to
relocate to the locale at a given point in time, then the privately owned land may not
be available at that time and/or at a price that competes with land in a neighbouring
jurisdiction.
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If the objective is to develop the economy then municipality can take a different
perspective. Generally, the options available when selling the land for employment
purposes are shown in the table:
Pricing Strategy

Considerations

Sell at price competitive with a
private seller

The ideal scenario where everyone gains the most. Occurs in a “hot market”
where the demand is high. The tax-payer achieves the maximum return at
that time and local employment is created

Sell at below private seller price
but above net total cost over time

Somewhat less profit for the tax-payer but no loss and local employment is
created.

Sell at net total cost over time

No profit for the tax-payer but no loss either and local employment is created.
Since the original purpose is not land speculation, but the creation of local
employment, this should not be an issue

Sell below total cost over time

The risk factor and a loss, prima facie, for the tax-payer. The creation of local
employment might be considered worth some amount of “loss” for the gains
achieved in the future

The Total Cost over time will have at least the following components:
Cost Element

Description

Initial Purchase Cost

The total original cost of the land purchase

Land Servicing Costs

The cost of bringing the property to a level of service attractive to potential
purchasers

Ongoing Upkeep Cost until sold

Year-over-year upkeep costs; generally minimal compared to the first two
elements

Cost of Money

The cost of the money used to achieve the first three elements. This may be
either borrowing costs or the “lost opportunity cost” of not investing these
funds in another lucrative opportunity

A very successful investor based in the Niagara Region works on the principle that,
over time, land is always a good investment. This investment can be augmented by
making optimum use of that land through appropriate development. The same
principle can apply to municipalities, where the augmentation is an increased nonresidential tax base and the additional bonus of increased local employment.
One of the most important factors is that the land holder (the municipality) fully
prepares the land in a shovel ready state (full servicing, clearing, grading etc). The
appeal to the buyer is that the municipality is the seller and it can be trusted that all
zoning, permitting, approvals, servicing etc. has been completed, and that the land will
be sold at competitive prices.
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It also puts the community in a powerful position, as it can come to the table with a
major asset, sought by the developer. Bargaining power increases, and the
municipality has more control over the nature of the development.
Naturally, this comes with a cost (really an investment). However, the return can be
much greater than the cost of landholding expenses in the short term, and the initial
costs associated with preparing the lands. Over time the benefits are the commercial
or industrial tax revenues and job creation impacts, with economic spinoffs in all
sectors through increased purchasing power etc.
There are risks, primarily:




The value of land will vary depending upon the economy, which translates into
demand and price. This is true for most “investments”. In times of low prices,
perhaps below the original purchase price, the seller may hold out for better
times and prices. Companies wanting to locate in the municipality will not wait
and will move on if the seller does not respond.
The longer that the land is held, the greater the effect of the cost of money,
since this always increases over time.

“To buy or not to buy. That is the question.” While it is safer not to proceed, it is also
less conducive to economic development.
The consultants support the purchase by the Town of suitable lands designated for
employment purposes. The appetite for this risk and the possible benefits is a decision
for Council to make in each situation in which such a purchase opportunity arises.
This should be assessed in the light of:





The current inventory that the Town may have on hand
Trends in the size and type of businesses that are showing interest
Projections as to the amount of land that will be needed by expanding or
relocating businesses
The cost of money and the length of time projected that the property must be
held
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Private Sector Champions and the Economic Investment
Action Case

Champions are the “force multipliers” of economic development and many other
Community Missions. A clearly “Made in Grimsby” solution, being dependent upon
the entrepreneurship and commitment of the individuals in the community.
Consider that the only way for the public sector to directly create jobs is by hiring
people. While this is certainly necessary and desirable in, for example, health care,
education and government, these functions tend to be “inward looking”, in some cases
within the local jurisdiction and nearly all within the Province. As such, they serve the
needs of the Community but cannot readily provide that critical element necessary for
long-term sustainability in a competitive world, the export of materials, goods and
services for monies that are then returned to the Community through local spending.
That latter role is usually in the domain of the private sector, and in some instance,
the not-for-profit sector.
Such Champions, acting in concert with the Town Economic Development and
Tourism Staff, can lead various initiatives. Champions may choose to act out of
Community-minded or altruistic interest or may have a financial gain to make. The
latter is not “wrong”, as long as any investment made by governments is
commensurate with the returns expected and which have been thoroughly vetted
through analysis, projections and the creation of a “case” that outlines clearly the
investment and benefits to be accrued by each participating party.
Champion-led Initiatives will be developed on an ongoing basis and presented to
Council as cases are created that demonstrate their value to the Community. Only
those that meet the criteria of being worthwhile investments for the Town to consider,
will reach this stage. A well-defined process will be established for this purpose to
ensure that the time of Council is not wasted in reviewing poorly developed initiatives.
This will be managed through EDT.
The Economic Investment Action Case (EIAC)
This process is recommended for use when Champions in the community come
forward with opportunities to develop the economy and that request funding from the
Town. It is not intended to replace the existing methods of analysis and the decisionmaking that the Town uses to determine a particular course of action in other
situations.
If economic development initiatives are based upon…



Fact…rather than opinion
Reasoned advocacy…rather than lobbying
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Thorough analyses of feasibility, collateral implications, true costs and true
benefits…rather than a superficial approach
…then widespread acceptance and support are more likely to be achieved and the
initiative will be less vulnerable to critique and attack.
The key requirement is to be able to differentiate between the various opportunities
that are conceived and to assess the most beneficial to the community. In the private
sector, comparisons between most investments are based upon an optimum rate of
return since the focus is almost always on direct dollar generation. In a community,
while dollar generation is a major element, there are also socioeconomic factors to be
considered.
Stakeholders are most often the source of ideas, opportunities, energy and investment.
What do we mean by the term “Stakeholder” in the context of socioeconomic
development? Undoubtedly, everyone in the ‘Community of Grimsby’ has a stake in
the development of the local economy, and most especially, in the attendant potential
for prosperity. In economic development, the term is applied often to those who do, or
may, contribute directly towards such an economy, through the conduct of business
with the accompanying creation of employment. This is not a hard and fast definition
and we can choose to add any person or group who can assist directly in economic
prosperity, for the benefit of the Community as a whole.
Reasonably, Stakeholders have particular interests that they must serve (their “stake”).
The Town should support instances where the interests of a Stakeholder overlap the
interests of the Community as a whole, or in large measure. It may then be possible to
create a “case” to justify investment by the Community.
At the municipal level, the intent is not to invest large sums; more to demonstrate
tangible support and provide assistance, which is reasonably under the scope of the
municipality. Some of the mechanisms used are:







Tax incentives under a Community Improvement Program.
Grants to assist in particular activities, where there are several businesses
involved and where the benefit for the Community can be shown.
Use of empty buildings owned by the jurisdiction.
Staff resources, sometimes-additional resources on contract, to help research and
develop the opportunity with the proponents.
Assisting with applications for assistance from senior levels of government and
other agencies.
Locating investors or other backers, which is not a simple task for many
businesses today.
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With the limited ability of a municipality to make direct investments, senior levels of
government can be approached. Gaining such support may depend upon particular
programs that are available at the time from the Provincial and Federal Governments,
but usually there is latitude for opportunities that are well supported by the public and
private sector. This must be explored at the time and a tangible contribution is often
expected of the community, possibly in some of the forms above.
All future funding made by the Town to organizations based on economic development
benefits should be reviewed using the discipline of the Economic Investment Action
Case to ensure that the taxpayer is receiving good value for money in return for their
investment. This approach enables the jurisdiction to be, at once, hard taskmasters
demanding proof of the likely success of the venture and, when that proof is
established, confident, and committed advocates of the effort, monitoring progress on
a regular basis. This emulates private sector investor behaviour.
Economic Investment Action Case structure
Readers familiar with private sector business cases will recognize many of these
attributes and, to a greater or lesser degree of depth and precision, most of these will
be at least “back-of-mind”, no matter how informal the project may be. More or less
information may be needed than is provided but this is a general template to show the
type of questions to be asked. The particular information required and how the
jurisdiction internal analysis is carried out must be formed by, and to suit, the
Administration and the requirements of Council.














The Applicant
The Opportunity
Nature of the benefits
Assumptions made, with a rationale
Barriers that must be overcome
Investment (or costs)
Resources required
Timelines: investment and “returns”
Risks and mitigation
Recommended lead organization
Recommended partner organizations
Measurements of progress
Measurements of success

The particular review process adopted should be refined to suit the Town and is not
intended to replace or be overlaid on existing methods of assessment.
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Conclusion

If economic development is regarded as a cost, to be eliminated from a budget, then
the results will be inadequate in the economy of today and the future. If economic
development is regarded as an investment of taxpayer’s dollars in order to improve
prosperity, with resources deployed to achieve that goal, then positive results are more
likely. The outcomes depend upon the leaders, both formal and informal, of the Town,
the support of the Community and their willingness to take risks and invest in future
prosperity.
Leadership for Success
Courageous

‘Clear the torpedoes’

Formal Leaders,
clearing the path

Fearless

‘Damn the torpedoes’

Informal Leaders,
forging ahead

Vocal support and
encouragement

The closest possible collaboration between the public and private sector is a
foundation of continuing success. The “Formal Leaders” are those elected (Council), or
appointed by those elected, to formally direct efforts towards achieving the goals of the
Community. Such people or organizations have both the authority and responsibility
to act and are usually held accountable for results.
In parallel, there are the “Informal Leaders” (or Champions), who, while neither
formally elected nor appointed, have, through their influence and energy, a very
positive role to play in these same efforts.
When the interests and activities of both Formal and Informal Leaders resonate, a
“force multiplier” effect can be achieved that greatly enhances the overall outcomes of
the efforts.
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Through GEDAC, the Chamber of Commerce and other involved citizens, Grimsby is
well provided with active Informal Leaders, prepared to move forward on agreed goals.
Making use of their energy and talents will aid in the socioeconomic development
process. Continued and even closer interaction directly with Councillors can create
more trust and understanding of the challenges that each face. This can lead to
opportunities (and solutions to challenges) that are mutually acceptable and for which
all can show their backing. These Informal Leaders can also play a major role in the
support of the Formal Leaders when necessary actions are taken that may not be
popular in the short term. The credible voices of the Informal Leaders can explain and
endorse these tough decisions that fall on the desk of Council or when initiatives do
not work out as planned, which will occur on occasions.

“Leadership is doing always what is needed,
not always what is wanted.”
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