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EXECUTIVE SUMMARY
Smiths Falls has many things going for it: a strong heritage identity, the naturally beautiful landscape of
the Rideau Canal, entrepreneurial spirit, openness to new industries, access to adjacent target markets in
Ottawa and the U.S., and readily accessible buildings and land inventory. All of these make us attractive
to prospective businesses, industries, and citizens, and position the Town of Smiths Falls to emerge as a
significant destination for investment and tourism.
In the past two decades Smiths Falls has experienced, like many towns in Eastern Ontario, significant
economic downturn, particularly in the manufacturing sector. Other sectors however, such as construction, retail, and tourism, remained steady in the face of the decline in manufacturing, signifying not only
the resilience of the local economy, but the resilience and hard work of local business, industry, and community members. To create a robust, diverse and stable economy it is vital that resources are allocated to
supporting investment and encouraging growth that will result in jobs, and ultimately a stronger community.
The current Town Council has been very supportive of a new direction for Smiths Falls, from welcoming
new industries to dedicating resources to support economic growth. The Town has begun identifying opportunities for investment, and conducting outreach to companies both nationally and internationally, in an
effort to diversify and strengthen the local economic base. And yet we should not overlook local opportunities when we know that over 70% of business investment stems from the expansion of local industry.
Neither should we overlook the opportunity to grow a more vibrant community, by understanding what we
value and building on what makes us great.
The implementation of the Cultural Plan will engender the community’s shared values. Undertaking the
re-branding process for the Town will give voice to those values and help to shape our new identity. And
moving forwards under the direction of the Economic Development and Tourism Plan, with the guidance
of the Economic Development Advisory Committee, will build on our strengths and align our development
objectives with economic drivers that can ensure long-term growth and prosperity.
The first stage of activity was to conduct qualitative research with key stakeholders in Smiths Falls. Staff
held consultations with Council, members of the Downtown Business Association and the Chamber of
Commerce, the Rotary Club, and business leaders. 420 responses were received from an online survey.
Quantitative research was carried out via a Location Quotient Analysis and Shift Share Analysis to identify lagging industry sectors that are currently under-represented in the Town of Smiths Falls, but would
thrive with reasonable investment and Business Retention and Expansion (BR&E) efforts. Data analysis
also indicated competitive industry sectors that can be leveraged for growth and export. Research into
key sectors identified as growth areas helped to validate data analysis and qualitative input.
The target sector identification process indicated the following sectors for investment and support that are
complimentary to the existing industrial mix in Smiths Falls and competitive with national and international
markets:
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MANUFACTURING
-

TOURISM

Advanced Manufacturing
Pharmaceuticals
Agri-food Processing

-

Arts, Entertainment & Recreation
Information and Cultural Industry

Finally, best practices in investment attraction, Business Retention and Expansion, and the Community
Improvement Program (CIP) were used to guide the strategy development to arrive at key objectives, with
specific strategies, action items, linkage to Strategic Priorities, and budget allocation identified in each.

Page 4

2016 Economic/Tourism Development Plan-Town of Smiths Falls

Improve Investment Readiness Fundamentals
• Maximize lead conversions by providing the highest level of service and implementing best
practice based service levels.
• Develop & implement Business Retention and Expansion (BR&E) Program to support
investment attraction goals.
• Continue to market and implement the Community Improvement Program to support
BR&E.
• Promote and market commercial and industrial buildings, and serviced industrial and
commercial land.
• Support redevelopment of town-owned properties suitable for investment via funding
opportunities for brownfields reclamation and green infrastructure.
• Continue to attract and retain skilled labour force.
• Ensure Council and Town Departments are supportive of FDI, BR&E, and CIP Initiatives.

Attract New Investment Opportunities
• Target industry sectors that provide the greatest opportunity for the diversification of the
local industry base.
• Implement a best practice based lead management system.
• Actively seek partnership opportunities with neighboring municipalities and other levels of
government to jointly pursue investment.
• Implement the Cultural Plan to support strategic investment in the creative economy.

Market And Promote Smiths Falls As A Premier Investment Location
• Develop a new brand, visual identity and website that meets industry standards and the
information needs of the target audience.
• Implement marketing strategies to support Lead management and sales efforts.

Market And Promote Smiths Falls As A Premier Tourism Destination
• Engage with cultural and recreational stakeholders to identify marketing opportunities and
leverage resources to increase visitor traffic and support tourism investment.
• Nurture creative enterprises and community building activities to create a tourism-friendly
environment.
• Promote and market tourism assets, events and programming to target consumers.
• Celebrate Canada 150 with events and activities that foster community pride, tourism
growth, and a lasting cultural legacy.
• Seek opportunities to celebrate our Irish heritage through twinning ceremony with Carnew,
Ireland and other regional heritage links to develop tourism opportunities.
• Engage with regional tourism organizations to enhance tourism planning and promotion in
the region.

Page 5

2016 Economic/Tourism Development Plan-Town of Smiths Falls

INTRODUCTION AND BACKGROUND
This Economic Development and Tourism Plan aims to expand and diversify the industry base of the
Town of Smiths Falls, creating greater employment opportunities and a more balanced tax base in the
local economy.
A location quotient and shift-share analysis identified opportunities to diversify the local economy. This
quantitative analysis combined with qualitative input from stakeholders and the business community provided a basis for the identification and prioritization of the Town’s target markets and industry sectors.

S TRATEGIC A LIGNMENT W ITH THE T OW N ’ S STRATEGIC PRIORITIES
The principles that have guided the preparation of this Economic Development and Tourism Plan are
based on the Town of Smiths Falls’ strategic priorities:

Strategic Priority #3 – Town Branding, Identity, and Marketing
3.1 Develop a request for proposal to rebrand the Town of Smiths Falls
3.2 Consultant to research and implement stakeholder input for brand, tag line and website development
3.3 Development of visual identity, website, collateral material, brand guidelines and corporate
logo by the consultant
3.4 Launch brand and website
3.5 Management and implementation of brand, marketing collaterals and logo
Strategic Priority #4 – Growth & Expansion of the Commercial Tax
Base/Economic Development
4.1 Develop an Economic Development Plan (includes marketing, former WTP and Rideau Hotel)
4.2 Implement a Content Resource Management System
4.3 Develop and conduct a Business Retention and Expansion (BR&E) program
4.4 Implement a trade show plan
4.5 Engage three levels of governments for investment attraction opportunities
4.6 Inventory industrial and commercial building stock and identify synergistic niche uses
4.7 Cultivate investment attraction initiatives by encouraging the purchase of municipal and private sector investment properties
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4.8 Lead and implement the Municipal Cultural Plan for Smiths Falls
4.9 Collaborate with external and internal economic development agencies
Strategic Priority #5 – Waterfront Development
5.1.1 Implement a 5 Year Community Improvement Plan
5.1.3 Development of the former water treatment plan (WTP)
5.2 Work with agency partners to develop festivals and programming that celebrate the heritage
of the canal for both locals and tourists
Strategic Priority #6 – Tourism: Attract more tourists to Smiths Falls
6.1 Develop a Tourism Plan
6.2 Support community events such as the Healthy Living Festival
6.3 Identify and pursue tourism investment opportunities
6.4 Participate on the Rideau Heritage Route Board of Directors
6.5 Support local tourism operators and encourage them to expand their operations
6.6 Target market the City of Ottawa
6.7 Increase knowledge-based tourism opportunities (e.g. tours of building the canal gates)
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METHODOLOGY AND FINDINGS
This Economic/Tourism Development plan was developed over a six-month period from December 2015
to May 2016 by Cyril Cooper, Economic Development Manager and Ingrid Bron, Economic Development
and Tourism Coordinator, Town of Smiths Falls.
Qualitative input to the Economic Development and Tourism Plan was received in a number of ways, including primary research through:
•
•
•
•

An open feedback session with Town Council
Consultations with the Town of Smiths Falls Chamber of Commerce, the Downtown Business Association, and the Rotary Club
A survey distributed to the citizens of the Town of Smiths Falls through Facebook
Key informant interviews conducted with local business owners as to incentives/benefits of locating and operating in Smiths Falls

A cross section of cohorts was identified for stakeholder engagement. This qualitative information was
woven into the plan to ensure the sentiments of community members and community leaders are reflected in the Economic Development and Tourism Plan.

TOWN COUNCIL
The first session was hosted with Town Council on February 1st, 2016. Some of the highlights of council’s
feedback are:

What industry sectors, markets, and people do we focus our economic development resources on?
•
•
•
•
•
•
•
•
•
•
•
•

Distribution and call centres, we have the space and the people to fill the jobs
We have in-expensive building space per square footage available
People are transient
Curb appeal of the town will attract people and businesses
Match what we have with what is needed, we should work on the kind of businesses that we can
accommodate now
What’s trending and growing? Focus on attracting those businesses
Attract businesses from Ottawa
Market what we do have better, better companies are marketing on their own but we should do so
collectively
Website needs to be updated
We have an issue with absentee landlords
We need to promote ourselves better
Focus on place making, creative economy, and quality of life piece as well
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What is more important, investment attraction or business retention/expansion?
•
•
•
•
•
•
•
•

Both are equally important, part of the attractiveness of a community is how well you work with
existing business
The downtown businesses need customers; we need to attract more people to our stores
The downtown has many vacancies and high turnover of businesses that don’t survive
We need to make the downtown a place you want to stop
Downtown needs help marketing its self as a whole
Customer retention is generally more important than attraction
Implement a BR&E program
It’s more likely that an existing businesses will expand, rather than a new one establishing in the
Town of Smiths Falls

What tourism opportunities should we focus on?
•
•
•
•
•
•
•

Rideau Canal-lacks experiences (B&B’s, recreation rentals, etc.)
We need to follow through on the waterfront redevelopment
Events in the area are a driving force in Economic Development
We need to create better access to the water
Waterfront is our greatness strength and friendly people are part of our culture
Tourism packages/experiences
Need to connect our trails to the waterfront and rest of town

With the potential legalization of marijuana, how should the Town of Smiths Falls support
Tweed?
How should we position the Town of Smiths Falls in the future with Tweed?
•
•

•
•
•
•

The town has been very supportive of Tweed and should remain so
Tweed has a good reputation in town and across the country. We don’t have many businesses
coming to town so we should support the growth of those that are here. They have been a good
addition to the community
We shouldn’t only focus on one industry
Tweed is wonderful for us, and we should focus on their growth and support them, maybe if other
businesses see that, they will come
We have great confidence in Tweed and we have had open mindedness, I view it like a distillery
It comes down to employment and demand for workers
Tweed is ahead of the game, they just may have a larger market soon
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CHAMBER OF COMMERCE, DOWNTOWN BUSINESS ASSOCIATION
& ROTARY CLUB
A facilitated consultation process was established for the Chamber of Commerce, Downtown Business
Association and the Rotary Club. The results have a similar theme to those of the Town Council process.

What industry or sector would we focus on?
•
•
•

Small businesses from 1-120 employees, so if we lose jobs we aren’t losing hundreds at a time
Business retention
Innovative companies

What is more important, BR&E or investment attraction?
•
•
•
•

Both
We need to be more business friendly
We need to look at offering more incentives to businesses
Combination of both

What tourism opportunities should we focus on?
•
•
•
•

Waterfront development, lack of fuel
More seasonal tourism activities
Educate businesses on the benefits of tourism
Come together to better promote the town

How should the town support Tweed/ brand?
•
•
•
•
•

It would be foolish to tie ourselves to one industry again
Build a strong partnership with them, but shouldn’t focus on one industry
Embrace the legalization and industry, people will come because of it
Build a brand around the lifestyle, healthy living, health services, and alternative medicine
Brand as the centre for health and wellness
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FACEBOOK
The Economic Development and Tourism department asked five questions addressed to the general public using Facebook. Our response rate was significant given the importance of economic development
and tourism is to the Town of Smiths Falls. The survey produced approximately 425 responses; the five
questions asked were:

IN YOUR OPINION, WHAT ARE THE TOWN OF SMITHS FALLS’ BEST TOURISM ASSETS? (CHOOSE
THREE)

100

90.07

90
80
70
60
50
40
30

45.81

40.19
33.57
22.7

20
10

17.26

12.29
1.18

0

The focus on the Rideau Canal was overwhelmingly the highest response with 90%. The second most
important tourism asset for the Town of Smiths Falls is the arena and the recreational facilities which
scored 45%. As identified in this plan, economic development and tourism will continue to focus on marketing the Rideau Canal by being an active leader in the Rideau Heritage Route Tourism Association.
We will also continue to work closely with Parks Canada and the Ontario Ministry of Tourism to promote
the Rideau Canal.
Use of the arena and recreational facilities are promoted through our collateral marketing materials and
tourism events.
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PLEASE RATE BASED ON IMPORTANCE, WHICH OF THE FOLLOWING YOU FEEL REQUIRES THE
MOST FOCUS?

100
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87.68

80

70.93

66.16

70
60

50

50

43.3
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20
10

29.52

24.56

30
12.32
0.74

5.26

7.22

5.09

0
BUSINESS
RETENTION &
EXPANSION

IMPORTANT

TOURISM
PROMOTION &
INVESTMENT

INVESTMENT
ATTRACTION

SOMEWHAT IMPORTANT

ENTREPRENEURSHIP
DEVELOPMENT

NOT IMPORTANT

As Town Council pointed out, Business Retention and Expansion (88%) is the most important priority to
the public. We will continue to work on BR&E initiatives by developing a robust Content Resource Management (CRM) system to track the information of local businesses and to ensure we are completing
business site visits to encourage local businesses to expand and export and to troubleshoot any barriers
to growth. Tourism promotion/investment (71%) and investment attraction (66%) were the second most
important priorities for the general public. The strategy for these two areas is described in detail later in
the plan.
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WHICH OF THE FOLLOWING TYPES OF DEVELOPMENT WOULD YOU LIKE TO SEE MORE OF IN
SMITHS FALLS? (CHECK ALL THAT APPLY)

77.04

71.85

66.67

35.06

30.37
22.22

2.4 2

4.4 2

1.8 3

21.73

2.8 5

The public is clearly indicating that industry & manufacturing, retail centres & stores, and entertainment/attractions are the most important types of development for the Town of Smiths Falls to pursue.
These sectors have been integrated in the shift share analysis section of this report.
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PRESENTLY, HOW SATISFIED OR DISSATISFIED ARE YOU WITH THE FOLLOWING ASPECTS OF
SMITHS FALLS?
90
80
70
60
50
40
30
20
10
0

QUALITY &
QUANTITY OF
PUBLIC PARKS
AND
RECREATION
FACILITIES

THE NUMBER
OF RETAIL
STORES

AVAILABILITY
OF WELLTHE OVERALL THE CURRENT
PAYING,
APPEARANCE TOWN BRAND
DIVERSE JOB
OF THE TOWN
AND LOGO
OPPURTUNITIE
S

THE NUMBER
OF NON
RETAIL
BUSINESSES

STRONGLY SATISFIED

17.25

2.51

0.75

2.02

10.94

1.81

SATISFIED

48.75

21.05

5.78

27.27

42.24

31.01

SOMEWHAT SATISFIED

27.5

39.85

17.59

48.74

31.3

44.19

STRONGLY DISSATISFIED

8.25

37.09

76.63

22.23

16.54

23.51

The people of Smiths Falls would like more non-retail businesses and are somewhat satisfied with the
branding and logo of the Town. It is evident that more high paying and diverse jobs are needed in the
Town of Smiths Falls.
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PLEASE EXPRESS HOW STRONGLY YOU AGREE OR DISAGREE WITH THE FOLLOWING STATEMENTS.

60
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55.19
43.62

40

29.11

30

23.99
20.3

20

35.1

32.74 33.5

30.36
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13.45

12.91
8.84

10

2.78
0
Franchise stores and There should be little or Franchise stores and
restaurants may hurt
no restriction on the restaurants benefit the
the area by taking
type and location of
area by creating jobs
business away from
development in our
and providing more
existing stores
communit
choices
STRONGLY AGREE

AGREE

SOMEWHAT AGREE

The most important
thing in our community
is to create more jobs to
stimulate the economy
and attract more people

STRONGLY DISAGREE

Creating new jobs received the highest response rate, with strong support for franchise stores and restaurants the next most important issue for community members.
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BENEFITS OF PURSUING INVESTMENT
Investment attraction, when implemented as part of an overall economic development strategy, can be a
powerful tool for economic diversity and stabilization for the Town of Smiths Falls’ local economy. This
may involve either creating an entirely new enterprise (a “greenfield” investment) or, more typically,
changing the ownership of existing enterprises in whole or in part (via mergers and acquisitions).
A foreign direct investment (FDI) is an investment made by a company or entity based in one country, into
a company or entity based in another country. Loss of jobs, taxes, products and services in one area and
then transferred to another geographical company in Canada does not benefit Canadians overall. It is
critical to focus on foreign direct investment to create new jobs and investment, unless a company is expanding their operations.
Investment, FDI or domestic, can have a significant impact on the community’s economic diversification,
competitiveness and job creation. The Institute for Research on Public Policy published a paper evaluating the merits of foreign direct investment in Canada1. The paper reveals a number of benefits that foreign
direct investment brings to Canadian communities, including:

•

Injection of capital to the local economy

•

New technology transfers and technical
training for staff

•

Process improvements

•

Improved productivity

•

Income growth

•

Overall enhanced industry
competitiveness

Francois-Phillippe Champagne, Parliamentary
Secretary, Minister of Finance Investment Best
Practices

“Dispelling Canadian Myths about Foreign Direct Investment”, Institute for Research on Public Policy,
January 2010
1
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S TRATEGIC A LIGNMENT AND R ESOURCE B ALANCING
The driving force behind job growth in communities can generally be attributed to three main sources:
•
•
•

Jobs created by existing businesses expanding
Jobs created by new business start-ups by entrepreneurs
Jobs created by foreign companies relocating or establishing a new business

Of these three sources of job creation, 76%2 of new job growth is through existing companies that expand
their operations within the community.
With this in mind, the Town’s human, physical and financial resources dedicated to investment attraction
should be allocated strategically and balanced with overall economic development efforts. The general
rule of thumb is to align approximately 50% of resources on BR&E efforts, 30% on investment attraction,
and 20% on entrepreneurship development3 to maximize use of resources. While the attraction of foreign
direct investment is an important component of any economic development program, it should not be the
central focus of activity for the Town.

Business Retention & Expansion strategy
Business Retention and Expansion (BR&E) is increasingly recognized as the best source of potential investment, and can be effectively mobilized to increase both domestic and foreign investment in communities. According to a PricewaterhouseCoopers report from 2009, the most successful method of lead generation for Investment Attraction is targeting existing investors (via BR&E or Investor Aftercare Programs)4. On the other hand, directory listings are as the least effective method of lead generation.
Therefore, a systematic BR&E Program for contacting existing companies in Smiths Falls should be developed to engage them in leads generation for investor targeting, and to further develop industries that
will complement the existing companies in the Town. Furthermore, intelligence gathered from the BR&E
Program should be used to inform the Economic Development Plan and ongoing investment initiatives.
The target sectors, sales and marketing initiatives should be re-evaluated, refined and fine-tuned annually
as new information and opportunities become available
The BR&E program also benefits local businesses as it provides Smiths Falls with a proactive opportunity
to respond to, and address, identified challenges facing the Town’s existing businesses. An effective
BR&E program ensures that existing businesses thrive and expand to their full potential, and demonstrates the Town’s interest in, and support for, local business investment and encourages businesses to
stay and grow in the Town. This document, however, focuses on the linkage between the BR&E Program
and the investment Attraction Strategy.

“Importance of Business Retention and Expansion”, Blane Canada
“Importance of Business Retention and Expansion”, Blane Canada
4 “Best Practices in Investment Promotion and Retention: Results of a 2009 FT Survey”, PricewaterhouseCoopers via Financial Times& fDi Intelligence, November 2009
2
3
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BR&E P ROGRAM AS S OURCE OF L EAD G ENERATION AND TO INFORM FDI A TTRACTION

FDI ATTRACTION AND BUSINESS RETENTION AND EXPANSION PROCESS
S TEP 1

S TEP 2

S TEP 3

S TEP 4

S TEP 5

FDI ATTRACTION
C OMPETITIVE
A SSESSMENT

→ T ARGET
I NDUSTRY
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M ARKETING
S TRATEGY

WITHIN
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→ I MPLEME
NTATION

↑

B USINESS
R ETENTION &
E XPANSION
C REATE I NVENTORY
OF F OREIGN
O WNED C OMPANIES

→ R EFINE FDI A TTRACTION
E FFORTS B ASED ON
BR&E I NTELLIGENCE

→ T HROUGH
B USINESS
V ISITATIONS ,
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G ROWTH
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G ROWTH OF L OCAL
B USINESSES
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Improving Investment Readiness
In order to compete for, and win Investment projects, the Town of Smiths Falls needs to be highly prepared for investment inquiries and site selector visits. Without first-rate client service, infrastructure, and
quality of life amenities that are necessary to enhance our competitive position, we will find it a challenge
to secure investment.
Furthermore, there is the growing expectation among both the provincial and federal governments that
municipalities will have achieved a minimum level of investment readiness before investors are brought to
the community.
Therefore, it is an immediate priority for Smiths Falls to improve the investment readiness of the municipality. While there are some aspects of the Town’s competitive position that are not within our control, such as
location, there are other aspects that are (or are within the Town’s influence to control). The table below
lists the site selection criteria that investors and site selectors use to determine if a location meets their
requirements, and whether each criterion is under the direct control of the federal, provincial, municipal
governments or the Town of Smiths Falls.
Site Selection Criteria5

Federal
Control

Regional trade agreements – trade barriers, tariffs, import duties
Financial markets (interest rates)
Macroeconomic factors (inflation rate, exchange
rate stability)
Federal taxes, incentives and programs
Provincial taxes, incentives and programs
Productivity

X

X

Innovation

Provincial
Control

Municipal
Control

Town of
Smiths
Falls
Control

X
X

X

X

X

X

Environmental Issues

X

X

X

Labour market

X

X

X

Transportation infrastructure

X

X

X

Utility availability and cost (i.e. electric, water,
gas, telecommunications, water/wastewater)
Quality of life factors

X

X

X

X

X

X

Potential
Control
Potential
Control
Influence
Influence
Influence
Influence
Influence
Influence
Influence
X

X
X
X

Local taxes, programs and incentives

X

Land availability and cost

X

Ability to Meet the Information Needs of Investors
and Site Selectors

X

X

X

Source: “Principles of Supply Chain Management”, Thompson Business and Professional Publishing,
2005.
5
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The table reveals that the criterion under the direct control of the town is the organization’s ability to meet
the information needs of selectors and site selectors.

Smiths Falls needs to be the champion of investment readiness and other partners to ensure competitiveness in all aspects. A significant level of coordination is required across departments to meet the criteria of
site selectors, however successful implementation will demonstrate to site selectors and investors that
Smiths Falls is a globally competitive, pro-business municipality ready for investment.

Investment Readiness Factor
Ensure Information is Presented in a
Compelling Manner

Lead Management Process and Client Service Excellence

Stakeholder and Private Sector Support

Develop Inventory of “Shovel Ready”
Sites
Efficient Licensing and Zoning Processes

Linkages & Benefits
• Tailored value proposition and key
messages to target sectors
• Website with current and complete site
selection data
• Social media as a means to engage
audience and amplify key messages
• Supports sales and business development efforts
• Following a systematic lead management process results in higher conversion rates.
• Providing responsive client service
demonstrates the Town of Smiths
Falls’ credibility and commitment to
pursuing FDI
• Industry engagement needed for lead
generation, and ambassadors for
Smiths Falls. The implementation of
the EDAC committee will address this
need.
• Minimizes investor’s risk of delays in
getting to market
• Conveys to investors and site selectors that Smiths Falls is pro-business,
and open for investment
• Ensures continuity of client service excellence throughout the entire investment process

Implementation
Immediate

Immediate

Immediate

Immediate
Intermediate

SERVICE LEVEL STANDARDS
Only 10 – 15 years ago, economic development organizations and departments were “information gatekeepers” to a community’s economic data. However, the Internet has transformed the way site selectors
and investors conduct their location analysis. According to a recent report published by the International
Economic Development Council (IEDC), site location decisions that used to span a year or 18 months often are completed in six months or less6. This acceleration of the decision making cycle means that site
selectors and investors expect instant access to community information via the economic development
6“How

to Work With Site Selectors”, International Economic Development Council (IEDC), September 2011
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organization’s website, and they also expect economic development organizations to turn around information requests within 24 hours or less (unless otherwise specified). In order to meet industry standards
and the expectation of site selectors and investors, it is important for the Town of Smiths Falls to adopt a
standard operating procedure for lead management, response times and providing client service excellence through the entire investment cycle - from initial contact to aftercare.

Linkage to Town of
Smiths Falls’ Lead
Management System

S ITE S ELECTION P ROCESS

1.

Demonstrate Smiths Falls
is the Right Place
• Investor targeting and
prospecting
• (Lead Qualification
Matrix, etc.)
• Marketing program
implementation

Create the Longlist

• Define Project Drivers and Specifications

2.

Identify the Shortlist

• Analyze longlist of candidate locations

3.

Select Preferred Location

• Evaluate short-listed locations

4.

Select Preferred Sites & Start Negotiations

• Site search and negotiations

5.

Implementation

Exceptional Client Service, Deliver on Your
Promises & Close the
Deal
• Follow Up
• Business case development
• Familiarization Tours
• Value-added services
•

• Source: IBM-Plant Location International.

Aftercare support

Having knowledge of industry needs, projecting a professional image and providing superior level of customer service that exceeds the competition will increase Smiths Falls’ probability of closing deals.

L EAD M ANAGEMENT S YSTEM
In order to successfully land a FDI project, Smiths Falls needs to execute a lead management system
that mirrors the site selection process from initial contact to investment. In the context of investment attraction, lead management is a business strategy used by economic development organizations to maximize the probability that a potential company or client will make an investment decision in their community.
A competitive and comprehensive lead management system includes a combination of proactive marketing initiatives to generate awareness and interest, along with an outreach program to qualify and manage
leads.
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The Economic Development Manager has developed a set of best practices-based lead management
tools and systems to assist the Town in generating, qualifying and managing all the leads in the pipeline.

T OWN OF S MITHS F ALLS ’ I NVESTMENT A TTRACTION P ROCESS :

Lead
Generation

• Lead generation partners
• Local businesses through BR&E Program (procurement/supply chain gaps)
• Marketing
• Events (trade shows and conferences)
• EDAC Committee

• High level lead qualification using Lead Qualification Matrix
• Outcall Program using Executive Interviews and Call Structure
• Leads are then ranked and prioritized according to a number of weighted factors (such as timeliness, fit with the
region) in a Prospect Matrix
Lead
Qualification • Conduct high level due diligence on the leads
• Enter qualified leads into a Customer Relationship Management (CRM) system

Lead
Management

Lead
Conversion

Closing the
deal

Aftercare

• Follow up, follow up, follow up! Maintain communication with all leads. Build business cases for A prospects, contact
with low priority leads using less resource intensive channels such as newsletters, social media, etc.
• Update and assign tasks using the CRM to ensure no lead falls through the cracks.

• Familiarization tours
• Introductions to relevant government programs and/or industry

• Begin negotiations
• Coordinate with other Town Departments to ensure the highest level of service for all new business set ups.
• Reporting and sharing results to promote investment "wins"

• Aftercare strategy and delivery
• Source of new investment leads

1. L EAD G ENERATION
The first step in the lead management process is lead generation. We recommend that Smiths
Falls initially work with lead generation partners (such as SEO’s, IIDR’s, EDAC Committee, industry associations and site selectors) as the main source of leads and referrals.
After the initial rollout, secondary web research, the BR&E Program, trade shows, and our marketing promotion efforts will become another stream of lead generation as well.

2. L EAD Q UALIFICATION
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Not all generated leads are a good fit for Smiths Falls. The qualification matrix is a way to prioritize leads according to a number of weighted factors.
After a lead has been placed in the qualification matrix it will receive a value of A, B, or C. The
intent of scoring the leads is to allow the Town to focus efforts on those investors that have the
greatest propensity to consider investing in Smiths Falls. We recommend that the adjustments to
the criteria and weights be made periodically to fine tune the lead targeting process.
All qualified leads should be entered in the Contact Relationship Management (CRM) system
(Salesforce) because it will help track and manage the leads through the sales cycle, ensuring no
opportunity leads slip through the cracks.
3. L EAD M ANAGEMENT AND C ONVERSION
Complete the Prospect Matrix. Proactively pursue, follow-up and build a business case demonstrating Smiths Falls as a viable location to relocate/expand operations to prospects on a periodic,
but regular basis. Invite the leads to a familiarization tour to experience first-hand the Town’s fit as
an investment destination.
4. C LOSING THE D EAL
Once the prospect has visited Smiths Falls, be diligent in following up and close the deal. If the
lead decides to invest in the Town, begin negotiations and coordinate with Town Departments to
deliver the highest level of service (i.e. expedite application processes, etc.).
Report and share results with stakeholders and promote investment "wins" to target audiences
through communication channels.
5. A FTERCARE
Best practice economic development organizations leverage the investment for continued economic growth. Similar to a BR&E Program, the aftercare interviews help the Town understand the
needs of businesses, and it may lead to opportunity identification of foreign suppliers that could
be attracted to the area.

PARTNERSHIPS
Despite Smiths Falls’ strengths as a location for investment, proactively pursuing investment, especially
FDI, is a high-cost centre activity. Best Practice economic development organizations stretch their budgets by augmenting their investment attraction initiatives by partnering with municipal partners and other
levels of government.
•

Global Affairs Canada, and the Ontario Ministry of Economic Development and Growth
(MEDG) have a network of trade offices abroad that are in contact with potential investors and
can help match Smiths Falls with viable leads. Additionally, they can assist with due diligence
when evaluating the legitimacy of investors and site selectors.

•

The Federal Minister of Infrastructure recently announced expanded criteria for the New Canada
Building Fund, adding tourism and recreational infrastructure to the types of projects that qualify
for grants. Smiths Falls may be able to access funding through the fund to develop tourism
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infrastructure that will not only increase tourism traffic to the town, but will support long-term investment in tourism and culture.
•

OMAFRA (Ontario Ministry of Agriculture, Food and Rural Affairs) is actively pursuing investment
in the agri-food sector. It is imperative for the Town of Smiths Falls to align with the investment
attraction consultants from OMAFRA.

•

Ontario Trillium Foundation provides funding for projects that enrich communities through arts,
culture and heritage and foster more active lifestyles. Smiths Falls, as a municipality with a population under 20,000, is eligible for Trillium grants.

•

From a regional collaboration perspective, the Town of Smiths Falls is in partnership with Ontario
East Economic Development. The Ontario East Economic Development Commission promotes
Eastern Ontario as a centre for investment and business growth. With over 140 members, the
Commission represents more than 200 communities across eastern Ontario. The Town of Smiths
Falls is an active participant on the agri-business and manufacturing clusters. Being part of a joint
regional project enhances Smiths Falls’ investment attraction effort as it presents site selectors
and investors with additional supply chain opportunities and a larger labour force pool to draw
from. It also raises the profile of the Town as an attractive investment opportunity, for instance via
the Manufacturing/Food Sector Site Selection Tour or the 3D mapping of Food Cluster manufacturing industry sites (i.e. Microbreweries) being developed for investors and site selectors.

Ontario East Economic Development Commission; Quarterly Meeting &Tour of Tweed facility
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•

We will continue to partner with the Excellence in Manufacturing Consortium (EMC) to assist
manufacturing companies become more efficient, via access to specialized training, networking
and a database of local manufacturers in Smiths Falls for promotion and marketing.

•

Our relationship with Parks Canada enables the Town to jointly explore and develop investment
opportunities on shared properties and assets, such as the arrival of Le Boat in Smiths Falls and
the conversion of physical infrastructure to house their headquarters and develop dockage and
services for their fleet. Maintaining this relationship is a high priority for future development of our
downtown and our waterfront, both of which provide investors with a unique quality of development given the heritage architecture, visitor traffic via the canal, tourist traffic, and quality of life.

•

The potential development of the hydro-generation capacity offers potential investors an opportunity to brand their products as ‘green.’ A public-private partnership may be worth exploring, and
may be supported with Provincial investment in brownfields and/or green infrastructure.

•

Recently announced funding through the New Canada Build Grants may also be a source of
infrastructure upgrades and investment to support investment-readiness in the Arts, Recreation
and Culture sectors.

•

Our participation on the board of the Rideau Heritage Route Tourism Association provides an
opportunity to guide the development of tourism and investment in this world-class asset, and
also enables collaboration with regional businesses and tourism infrastructure based on the recommendations of the Economic Impact Study developed by RHRTA to assess the spin-off benefits associated with traffic and use of the canal, being released in October 2017. Implementation
of some of the recommendations that came out of the Rideau Canal Heritage Corridor Visitor
Experience Opportunities Concept (VEOC) will further enhance efforts of the Town of Smiths
Falls to utilize and build on the attractions of the waterway to increase visitor traffic, access to,
and investment in, our downtown businesses and waterfront.

•

Additional regional partnerships with tourism-related organizations, like Ontario Highlands Tourism Organization (OHTO), Lanark County Tourism, and the Lanark County Tourism Association, help us to leverage our investment in tourism marketing and tourism business development. Tourism conferences such as the Tourism Industry Association of Ontario (TIAO) and the
Tourism Industry Association of Canada (TIAC) enable staff to engage with funding partners and
tourism industry leaders across Canada and internationally. And in 2018 the Town is participating
in the Ottawa Travel and Tourism show with a full booth that will enable us to not only raise the
profile of Smiths Falls to tourists, other tourism operators and municipalities, but to collaborate on
ways to promote the region to larger markets and produce and distribute tourism resources, especially with the arrival of Le Boat in our town and region. Further collaborations will be sought
out, with Ottawa Tourism, 1000 Islands Tourism, and tourism initiatives in Leeds and Grenville. These partnerships will be of particular importance as we target the U.S. tourism market
and the National Capital region. (see Tourism Market Research section below)

•

The Development Counsellors International (DCI) suggests that the leading source of information
influencing executive perceptions of a community’s business climate was dialogue with industry
peers7. This suggests that local business leaders are a more credible resource compared to traditional marketing tactics. Therefore, it is critical that the Town of Smiths Falls engage the private
sector in their investment attraction initiatives. Not only are local business leaders a source of

7Source:

“Winning Strategies in Economic Development”, by Development Counsellors International, September 2011
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lead generation, but they can help promote the Town’s business advantages as advocates for the
municipality. Our newly revitalized Economic Development Advisory Committee will assist with
this process.

Marketing & Communications Plan
Marketing plays an integral role in supporting Smiths Falls’ overall company attraction and sales efforts.
Implementing effective marketing strategies and tactics can help replenish the “sales funnel” by increasing the pipeline of investment leads, and help increase the success rate in winning these investments, expansions and relocations.
Smiths Falls has just completed the creation of a new brand, visual identity and website. This project will
be the foundation of a great collection of creative assets (marketing collateral, website, and social media
presence) in place to promote Smiths Falls to investors and site selectors. As a further step, the Town will
develop a series of industry fact sheets that focus on specific opportunities and provide detailed information that supports the competitive strength of Smiths Falls, taking into consideration the information
needs of investors and site selectors.
Gathering information on Best Practices from other municipalities, especially from neighbouring communities that are competing for the same investment opportunities, is another important source of information
that can help us to create effective marketing and promotional material, identify our advantages, and
make recommendations for policy development and bylaw revision that will support investment.
Promoting our ‘success stories’ to investors as well as to the public will also inform potential investors
about our advantages, and forge civic pride in the community that will also enhance our attractiveness.
Increased awareness and promotion of these and other locational advantages to target audiences was
the first order of priority for the Town’s economic development activities and has resulted in the publication of over 20 new Business and Community Profiles developed for our targeted sectors.
Content for sales and marketing initiatives should meet the information needs of site selectors and investor prospects. According to a recent survey of site selectors by Atlas Consulting, the list below outlines
general investment factors that influence location decisions 8:
•
•
•
•
•
•
•
•
•
•

Access to customers (large markets)
Financial incentives from communities
Proximity to a research university or post-secondary institutions
Access to technical/scientific workers
Quality or fit of specific real estate
Access to transportation infrastructure
Pro-business tax-regulatory climate
Access to senior management talent
Quality of life for employees
Ability to recruit workforce

The internet has transformed the way site selectors and investors conduct location analysis. A major shift
in site selection behavior is the acceleration of the decision making process, and corresponding compression in response times. The same report published by IEDC also indicates that the decision making process has become more technical and data-driven9.

8“Survey
9

of Site Selectors”, Atlas Consulting, January 2011
“How to Work With Site Selectors”, International Economic Development Council (IEDC), September 2011
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With nearly 90 percent10 of site selection searches beginning on the Internet, and 84% of site selectors
using the Internet to seek information on specific locations 11, the website is the most important marketing
tool for investment Attraction.
It is therefore a requirement for all marketing materials, but especially the website, to fulfill the information
and/or research needs of site selectors and investors in target sectors. Otherwise, site selectors reviewing
potential communities will eliminate those that do not have needed information readily available on the
web12.

I NTERNATIONAL TARGET
The United States is:
•
•
•
•
•

a priority established market under Canada’s Global Markets Action Plan;
Canada’s largest trading partner with bilateral trade in goods and services reaching $870 billion in
2014;
the top export destination for every Canadian province and the Yukon;
home to the world's most influential financial market — the New York Stock Exchange, which is
by far the largest stock exchange in the world based on market capitalization; and
a global business and innovation leader: entering the U.S. market enables companies to test their
products and technologies in a highly competitive market, gain insight into global business and
innovation trends, secure financing and capital, enter into research and development (R&D) and
innovation partnerships, penetrate supply chains, build their global network, and better position
themselves to pursue opportunities beyond the United States.13

The upper northern states (especially New York State) will be our focus for international marketing due to
the geographical closeness and investment opportunities. One example is the Thousand Islands Bridge
Authority, a very active participant in the promotion of economic development and trade.
The reasons:
•
•
•
•
•
•
•
•
•
•
•

the low Canadian dollar makes Smiths Falls attractive for foreign direct investment
Canadian legislation and regulatory regimes favor certain industries, i.e. medical marijuana, that
are more difficult to operate in the U.S. or overseas
our available supply of skilled labour
a stable labour force
lower costs for employees, i.e. housing and transportation
lower taxes
large buildings and vacant land available for sale or lease at competitive prices
good transportation infrastructure
quality or ‘fit’ of real estate and zoning bylaws to targeted industries
our proximity to large markets, particularly Ottawa
our proximity to universities (in Kingston and Ottawa) and colleges provides employers with access to highly-skilled employees and R&D investment

10

Milwaukee Journal Sentinel
7th Annual Site Consultant Survey, Area Development Magazine, Winter 2011
12 “How to Work With Site Selectors”, International Economic Development Council (IEDC), September
2011
13 “Go Global Market Access Program”, November, 2015
11
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NATIONAL TARGET

Companies operating at a national level will be targeted with a focus on the following benefits:
•
•
•
•
•
•
•
•
•
•

The Town of Smiths Falls is located only a 40-minute drive away from Ottawa. Accessing investment from a population of approximately a million people is a competitive advantage for the
Town.
Access to the federal government is an incentive for many business owners
The stable, skilled labour force
Lower costs for employees, i.e. housing and transportation
Lower taxes
Good transportation infrastructure, especially rail
The ‘fit’ of specific real estate and zoning bylaws
High quality of life
Proximity to the U.S.
Proximity to colleges and universities
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T RADESHOWS
Tradeshows are an important vehicle to generate leads and to brand the Town of Smiths Falls, for the
purposes of generating investment and tourism activity.
Participation in tourism and travel tradeshows through regional partners, such as the Lanark County Tourism Association, or Waterways Canada, not only promote the Town’s economic development and tourism
objectives, but also provide an opportunity to engage with new partners that can broaden our marketing
reach and enhance brand recognition.
Pursuing national or international tourism investment and marketing opportunities will also increase the
brand recognition of Smiths Falls and identify new markets and partnerships in the tourism sector. As part
of our Tradeshow plan, detailed below in the Action Planning section, we will seek out opportunities to
participate in tradeshows with a national reach that represent the travel industry such as:
• the Ontario Tourism Summit, as well as other Destination Canada events,
• TIAO, the provincial tourism industry conference
• TIAC, the national tourism industry conference
• The Toronto Boat Show
• The Ottawa Travel and Tourism Show
• The Eastern Ontario Cottage Show
Smiths Falls is a member of Ontario East Food and Advanced Manufacturing Cluster. We partner with
approximately eight other municipalities for trade shows and lead generation. Working with Ontario East
saves time and money and provides the opportunity to share ideas and leads with colleagues in our field.
Participating in tradeshows as part of Ontario East provides cost-effective access to national and international markets and industry leaders, as well as increasing our visibility with site selectors, through
branded exposure. Trade shows we participate in with Ontario East include:
• SIAL
• Restaurant Canada Show
• Bio World Congress
• Advanced Manufacturing - Packex
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Ontario East Economic Development Commission “Day on the Hill” with Prime Minister Justin Trudeau

A DVERTISING M IX
With the increase in internet use and the commonality of smart phones, 92% of consumers believe rec-

ommendations from friends and family (“word of mouth”) over all forms of advertising, and there is
little doubt that digital advertising turbo-charges this effective persuasion channel.14 Digital advertising can easily be measured, tracked and maximized for effectiveness. Traditional forms of advertising
through newspaper and magazine will be decreased. The recommended advertising mix is as follows:
•

Targeted digital advertising through Facebook, Twitter, Instagram and Linkedin. Digital advertising will enable us to target our ads to those potential visitors or investors seeking information on
any of our cultural and recreational assets, or information that is relevant to Smiths Falls, i.e.
boating, cycling routes, adventure racing, medical marijuana, etc.

•

Geofencing Mobile Advertising - Geofencing means your ad only displays within a specific radius
of a given target that you specify, whether it’s your own place of business, a landmark or even a
particular postal code. Targeting starts at a 5-mile radius and then expands outward based on
your specifications. This will be particularly relevant to day trippers, either visiting by car or via the
canal. Using their mobile devices to access information while in town on social media will generate links to our ads and selected tourism features that may inspire visitors to stay longer.
o

14

Advertising on websites and in publications that may include FDI magazine, Site Selector, Western Investor, Progress (Metroland Media) and provincial and federal government
trade magazines to promote investment in targeted industry sectors. An advertising

Marketing Land Section (Marketingland.com)
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campaign in Westjet flight magazine and Globe & Mail in-flight newspapers of branded
Smiths Falls advertising in 2017 drew much attention to the town and our investment
readiness. We also have pursued on-line ad campaigns with Ontario Construction Report, Business in Focus, and Business Magazine
•

Advertising in publications and on websites aimed at selected demographic groups, including:
o Guide to Retirement Living – publication aimed at older tourists or retirees
o 55-Plus Magazine – Annual Travel Edition – publication aimed at older travellers
o Kids 101/Family Travel Guide – publication and website aimed at families
o Boating publications including Boating East and Waterways Canada
o Genealogical publications/magazines/websites aimed at genealogy researchers and heritage buffs, including Irish genealogy sites, and an Ottawa-based Irish radio show
o Websites/resources aimed at recreational activities such as geocaching, adventure racing, paddling, cycling, birdwatching, and local food tours, such as our Edible Ottawa ad
campaign in 2017/18 and the affiliated fam tour for the Food & Beverage sectorplanned
for 2018
o Websites/resources aimed at targeted groups for travel to the area from outside Canada,
such as Irish descendants of the Coollattin emigrants (FB: Coollattin Canadian Connection), history buffs interested in Benedict Arnold’s ties to the area, and visitors to the
Rideau Canal (i.e. recreational businesses offering rental equipment or experiences on
the canal such as Rideau Tours or Nik Nak’s Paddleshack)
o Dedicated marketing developed in collaboration with Le Boat to market Smiths Falls and
the Rideau Canal to Le Boat customers world-wide, which will put Smiths Falls on the
map for destination travel
o Publication of a one-page guide to attractions in Smiths Falls provided in local hotels inroom guidebooks in 2017/18
o Publication of ads in the Lanark County Map and the Festivals & Events guide, along with
representation in the events listings for the first time in 2017 has increased our visibility
and reach to tourism markets across Ontario and nationally
o Advertising in the Leeds & Grenville Tourism Guide, the Thousands Islands Guide, and
International Waterways Guide has increased exposure through-out Eastern Ontario and
upstate New York
o Advertising in a tourism publication distributed via On Route centres on the 401 corridor
o Publication of a Chinese-language advertisement in Epoch Magazine and online magazine has increased exposure of the Town, Rideau Canal, and region to a large Chinesespeaking audience nationally and internationally via the second-largest distributed periodical in Canada

•

Participation in marketing awards at the Economic Development Council of Ontario (EDCO) and
Economic Developers Association of Canada (EDAC) is an inexpensive way to advertise, that is
advantageous externally and internally for the Town of Smiths Falls. This year, Smiths Falls was
the recipient of two National Marketing Awards from EDAC for our rebranding and for the Pow
Wow as a promotional event.

•

The purchase of promotional items such as pens, hats and town branded clothing for use at trade
shows or events, or co-branding with local companies such as Tweed.

•

Advertising in an Ottawa bus shelter and street kiosk on Sparks St. in Ottawa

The completion of a new town brand and website will be attractive for local companies and for investment
attraction. All of our printed materials will focus on moving our customers to seek additional information
from our website. Painting the town with a new brush will re-energize the town and instill a new sense of
pride. Further to the development of a new brand, Economic Development and Tourism received Council
support in 2017 to support changing the entrance signs and other signs to align with the new look.
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Target Sectors
The sectors discussed in the following section have been identified as targets for diversifying the industry
mix and promote future economic growth in Town of Smiths Falls.

T ARGET S ECTOR ANALYSIS
Location Quotient Label Interpretation15:
Less than 0.75

Low

0.75 to 1.24

Medium

1.25 to 4.99

High

More than 5.0

Very High

Regional needs are probably not being met by the sector resulting in an import of
goods and services in this industry group.
Most local needs are being met by the sector. The region will probably be both
importing ad exporting goods and services in this industry group.
The industry group is serving needs beyond the border, exporting goods and services
produced to other regions or provinces.
This is indicative of a very high level of local dependence on the sector, typically in a
“single-industry” community

Evaluating Employment Growth Rate and Location Quotient
Industry
2015
NAIC
Jobs
54

Professional, Scientific, and Technical Services

218

20112015 %
Change
8%

2015 LQ

0.45

Multiplier16
1.82

56

Administrative and Support, Waste Management

260

4%

0.72

1.76

61

Educational Services

418

5%

0.87

1.32

81

Other Services (except Public Administration)

237

3%

0.70

1.42

4445
23

Retail Trade

1584

7%

1.99

1.43

Construction

640

4%

1.25

2.91

53

Real Estate and Rental and Leasing

101

10%

0.66

3.1217

41

Wholesale Trade

173

1%

0.54

1.94

52

Finance and Insurance

112

1%

0.38

3.1215

72

Accommodation and Food Services

584

10%

1.19

1.45

62

Healthcare and Social Assistance

865

5%

1.12

1.52

4849
22

Transportation and Warehousing

344

4%

1.03

1.90

Utilities

84

2%

1.94

2.82

71

Arts, Entertainment, and Recreation

140

18%

1.05

1.44

3133
51

Manufacturing

752

2%

1.29

3.07

Information and Cultural Industries

99

10%

0.77

1.97

91

Public Administration

307

15%

0.72

1.92

11

Agriculture, Forestry, Fishing and Hunting

˂10

Insf.
Data

0.06

1.90

“Foreign Direct Investment Competitive Assessment, Outlook M140arket Research
“Ontario Economic Multipliers, 2005”, Ontario Office of Statistics and Information, June 2009.
17 Note: Multipliers of the Finance and Insurance (NAIC:52) and Real Estate, Rental and Leasing (NAIC:
53) industries are combined in the Ontario Economic Multipliers report.
15
16
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Totals

7009

LQ A NALYSIS
A Location Quotient (LQ) Analysis determines where investment is most needed to fill the industry gaps in
the Town of Smiths Falls. Location quotients are used to identify the relative level of industry
concentration in a region compared to a benchmark area.
The location quotient analysis confirms that Smiths Falls is strongest in Retail Trade, Utilities,
Construction, and Manufacturing, suggesting that these industry groups are serving needs beyond the
border of the town by exporting goods and services.
The local economy is healthy in several sectors, including Accommodation and Food Services; Heathcare
and Social Assistance; Arts, Entertainment and Recreation; Transportation and Warehousing;
Educational Services; and Information and Cultural Industries, where local needs are being met with a
mix of importing and exporting of goods and services.
Lastly, industry sectors including Finance and Insurance; Professional, Scientific and Technical Services;
Wholesale Trade; and Real Estate, Rental and Leasing are at the lowest level of concentration,
suggesting that needs are probably not being met in these sectors, resulting in an import of goods and
services in these industry groups.
This strategy will identify opportunities for Business Retention and Expansion (BR&E), address the
attraction of key businesses to fill gaps in the Town of Smiths Falls’s profile, and support the creation of
new assets and market opportunities.
One of the objectives of the Economic Development Plan is to diversify the industry base, and to attract
investment into the sectors that complement the current portfolio of existing industries in Smiths Falls.
Therefore the Plan will identify those sectors with lower location quotients as they represent key gaps in
the local economy where businesses and residents are purchasing goods and services outside the
community.
A second objective of the Plan is to identify sectors that are performing well, and to grow those industries
with the intention of creating net export of goods and services to other regions and markets. Therefore
sectors with higher location quotients can be targeted for Business Retention and Expansion.
Both groups of industry sectors are then ranked by their multiplier effect to prioritize the sectors that yield
the greatest economic benefits within their stated objectives. The multiplier effect measures the direct and
indirect positive impact each sector has on the rest of the local economy. Here we use the employment
multiplier based on the Ontario Economic Multipliers, which is expressed in terms of the “total number of
jobs of employment per direct job”. For example, if a firm in the Finance and Insurance industry (NAICS
52) was established and in 2015 employed 1 person directly, it would create a total of 3.12 additional
indirect jobs.
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S HIFT S HARE A NALYSIS
The shift share analyis focuses on changes that have taken place in the industrial composition of the
community. Like the Location Quotient analysis, Shift Share techniqes are description tools to help us
better understand the key industries in the region. Shift share analysis is conducted on the basis of three
effects:
1)

Reference Area Growth (RG)-measures the change in employment in a selected industry in
Smiths Falls that can be attributed to the rate of growth for all industries in Ontario. It is
calculated as follows:
RG = Community Industry employment in Year 1 X Ontario’s growth rate from Year 1 to 2

For example, if manufacturing employment in Smiths Falls grew at the provincial growth rate
for all industries, what would be the change in the number of jobs?
2)

Industrial Mix Effect (IM)-measures the change in employment in a selected industry in
Smiths Falls that can be attributed to whether or not that industry is growing or declining in
Ontario. It is calculated by:
IM = (Ontario’s growth rate for industry – Ontario’s overall growth rate) X Community Industry employment in Year 1

Eg. If manufacturing employment in Smiths Falls changed at the same rate as the industry is
growing or declining in Ontario, how many jobs were created or not created?
3)

Differential Shift Effect (DS)-measures the difference between the rate of change in industry
employment in Smiths Falls and the rate of change of industry employment in Ontario.
Important because it highlights location advantages or disadvantages responsible for an
industry’s growth or decline within a community relative to the province, or in other words, it
identifies the community’s leading and lagging industries.
DS = (Community Industry growth rate – Ontario industry growth rate) X Community employment in Year 1

Eg. How many jobs are created/not created as a result of the community’s competitiveness?
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TARGET

S ECTOR I DENTIFICATION

With limited financial and human resources we must target sectors that will yield the most significant
results for the community, create new jobs and diversify and stabilize our local economy. Based on the
analysis of employment data and the qualitative research that was gathered via focus group sessions and
key informant interviews, the industry sectors that the Town of Smiths Falls should concentrate their
resources on are listed below by NAICS code (North American Industry Classification System) – a code
used by business and government to classify businesses according to type of economic activity (process
of production). A description of the industry sector is also provided, followed by information on the
following:
•
•
•
•
•
•
•
•
•
•
•
•

Industry observations
Site selector criteria
Barriers to investment
Potential opportunities
Provincial sectoral strategies
Current economic drivers
Market research
An overview of the industry sector in Smiths Falls
Sub-sector information
Location Quotient analysis
Shift share analysis
Recommendations

The identified target sectors are a starting point for the investment attraction strategy. It is important,
through the BR&E program to meet with existing companies in target sectors to identify what they are
purchasing outside of Smiths Falls. This input of the business community is a bottom-up process that will
lead to the true identification of gaps in the procurement and supply chain. These companies have an enhanced understanding of the local business environment, and should be the main source for opportunity
identification for attracting investment in sectors that complement or support existing businesses. The
ongoing investment attraction program should be adjusted to incorporate new emerging target sectors (or
sub-sectors) based on intelligence gathered from the Business Retention and Expansion program.
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Sector

NAICS Code and Sector Definition

Manufacturing

NAICS Code: 31-33
This sector comprises establishments primarily engaged in the physical or chemical
transformation of materials or substances into new products. These products may
be finished, in the sense that they are ready to be used or consumed, or semifinished, in the sense of becoming a raw material for an establishment to use in
further manufacturing. Related activities, such as the assembly of the component
parts of manufactured goods; the blending of materials; and the finishing of
manufactured products by dyeing, heat-treating, plating and similar operations are
also treated as manufacturing activities. Manufacturing establishments are known
by a variety of trade designations, such as plants, factories or mills.

Information
and
Cultural Industries

NAICS Code: 51
This sector comprises establishments primarily engaged in producing and
distributing (except by wholesale and retail methods) information and cultural
products. Establishments providing the means to transmit or distribute these
products or providing access to equipment and expertise for processing data are
also included.
The main components of this sector are the publishing industries (except
exclusively on Internet), including software publishing, the motion picture and
sound recording industries, the broadcasting industries (except exclusively on
Internet), the telecommunications and related services industries (i.e., telephony,
including VoIP; cable and satellite television distribution services; Internet access;
telecommunications reselling services), data processing industries, and the other
information services industries, including Internet publishing and broadcasting and
web search portals

Arts, Entertainment
and Recreation

NAICS Code: 71
This sector comprises establishments primarily engaged in operating facilities or
providing services to meet the cultural, entertainment and recreational interests of
their patrons. These establishments produce, promote or participate in live
performances, events or exhibits intended for public viewing; provide the artistic,
creative and technical skills necessary for the production of artistic products and
live performances; preserve and exhibit objects and sites of historical, cultural or
educational interest; and operate facilities or provide services that enable patrons
to participate in sports or recreational activities or pursue amusement, hobbies and
leisure-time interests.
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MANUFACTURING
Sector

2011 jobs

2015 jobs

2011-2015
change

3222

Converted paper product manufacturing

245

208

(37)

3231

Printing and related support activities

111

94

(17)

3272

Cement and concrete product manufacturing

77

95

18

3391

Medical equipment and supplies manufacturing

77

82

5

3372

Office furniture (including fixtures) manufacturing

74

98

24

3328

Coating, engraving, cold and heat treating and allied activities

28

27

(1)

3345

Navigational, measuring, medical and control instruments manufacturing

15

11

(4)

3371

Household and institutional furniture and kitchen
cabinet manufacturing

12

<10

Insf. data

31-33 – Manufacturing (Total)

767

752

-15

I NDUSTRY O BSERVATIONS
•

General site selection criteria for the manufacturing sector18 include:
o Quality market, labor and supplier access
o Operational cost sensitivity
o Increasing requirement for an educated and skilled workforce
o High quality infrastructure and logistics is essential
o Prefer high quality locations with a good track record in industry
o Favorable regulations governing labor laws, operations, etc.
o Can be sensitive to grants and other incentives
o Shift to high quality emerging markets with large markets

BARRIERS TO INVESTMENT
•

18

Ontario is not considered a low cost jurisdiction to set up manufacturing operations due to high
labour costs, and rising input costs (i.e. fuel, steel). But the depreciating Canadian dollar impacts
the international cost competitiveness of those investors planning to export their products to the
US or other countries.

PricewaterhouseCoopers and OCO Global Ltd.
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A NALYSIS
Reference Area Growth (RG)
Industrial Mix (IM)
Differential Shift Effect (DS)

30.68
-38.35
-7.67

Total Shift share

-15.34

Total employment in Smiths Falls grew from 6917 jobs in 2011 to 7019 jobs in 2015, a growth rate of
1.5% compared to 4% growth in Ontario as a whole. Employment in the manufacturing sector, however,
fell from 767 jobs in 2011 to 752 jobs in 2015, a decrease of 2%. At the same time, employment in the
manufacturing sector decreased by 1% in Ontario as a whole, suggesting that while the decline in manufacturing is being felt province-wide, this sector is doing relatively worse in Smiths Falls. The RG rate indicates that over 30 jobs would have been added in this sector locally if we had matched the provincial rate
of growth for all industries, but given the poor performance of the sector provincially we stood to lose over
38 jobs, The DS rate tells us that our competitive disadvantages are responsible for another 7.7 job
losses, for a total loss of over 15 jobs in the local manufacturing sector.Never-the-less, the Town of
Smiths Falls has a healthy manufacturing sector with a location quotient of 1.29. This number
demonstrates that our manufacturers serve the needs of customers outside of the Town of Smiths Falls
by exporting goods and services.
Our largest manufacturer in the Town of Smiths Falls is Kilmarnock Enterprise, a metal fabrication
company that specializes in making rigging equipment that has been in operation for 20 years.
In the advanced manufacturing sector, the Town of Smiths Falls has an international company called
Guildline Instruments Ltd. This company opened its doors in 1957 and specializes in manufacturing ultraprecise instruments for the fields of metrology, scientific research, electrical generation, and
oceanography. There is not a company worldwide that is able to match the precision of their instruments.
The advanced manufacturing sector is being revolutionized with the advent of the 3D printers. For
decades 3D printing – or additive manufacturing – was the preserve of larger enterprises, as investment
costs were prohibitive for smaller companies. But with costs for lower end plastics-printing machines
having plummeted in the last few years, the technology is now on the cusp of becoming mainstream.
“You don’t need a big factory with big tools - you can localize it instead. Ultimately, we could have corner
shops with a range of materials and machines to make a whole variety of products, which will cut down
on transport costs,” says Robin Wilson, lead technologist on the Technology Strategy Board.

O PPORTUNITIES
• Advanced manufacturing companies are interested in creating relationships with research facili-

•
•

ties and universities; Smiths Falls proximity to Queen’s University, RMC, Carleton University, and
the University of Ottawa already have provided benefits to local manufacturing companies and in
fact rely on the connections they have established for recruiting highly-skilled employees.
Organic and niche products.
Community-based processing to add value to locally-grown or raised products, such as production of flax oils, and other forms of agri-processing.

The Town of Smiths Falls will target the advanced manufacturing sector, especially in robotics, and on
a smaller scale advanced manufacturing. With a stable, skilled labour force locally, our close proximity to
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research institutions and universities as well as a large, highly-skilled labour force in Ottawa, strong
manufacturing training programs and an employment multiplier of 3-4, it bodes well for the Town of
Smiths Falls to focus their efforts on supporting the local manufacturer sector but to strongly encourage
investment in advanced manufacturing.

Richard Timmons, Owner, Guideline Instruments; Ontario East Quarterly Meeting, May 13, 2016, Gallipeau Centre, Smiths Falls

Agri-food processing is also categorized under manufacturing (NAICS 311). This subsector comprises
establishments primarily engaged in producing food for human and animal consumption. The Town of
Smiths Falls is rich in history with the primary employer Hershey’s chocolate food factory. In 2010
Hershey’s closed its doors in the Town of Smiths Falls. Hershey’s was a part of the landscape for 45
years and employed 800 people. This void has left a readily available workforce that is specialty trained in
the production of food. The Ontario Ministry of Agriculture and Food and Ministry of Rural Affairs
(OMAFRA) is actively recruiting agri-food investors. It is imperative for the Town of Smiths Falls to align
with the investment attraction consultants from OMAFRA. This sector will also see an increase in coming
years with the legalization of marijuana and the roll-out of edible products, which will fall under this
industry sub-sector. Another related industry is craft beer makers or distilleries, a growth market in
Canada that is being promoted by Ontario East and one that is closely affiliated with the tourism sector.
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Another organization that the Town of Smiths Falls will align its agri-processing strategy with is the
Ontario Food Cluster. This sector of the Ontario East Development Commission welcomes international
investment to its thriving cluster of 3,200 food and beverage companies that harvest success from within
Canada’s largest pool of agri-food talent. With manufacturing revenue of $36.9 billion, Ontario is one of
North America's largest agri-food sectors. Processors purchase about 65% of Ontario's food-related farm
production that includes over 200 agricultural commodities. The sector provides almost 740,000 jobs
across the province.
Pharmaceutical and medicine manufacturing (NAICS 3254) is the third subsector of manufacturing
sector that the Town of Smiths Falls will focus on. Tweed Manufanufacturing Inc. opened its doors in the
Town of Smiths Falls in 2014. The medicinal marijuana company has become one of the fastest growing
companies in Canada and is the largest employer (approx. 130 staff) in the Town of Smiths Falls. Tweed
is the biggest legal marijuana manufacturer in North America. In the stakeholder engagement sessions
both Town Council and the general public have indicated that we need to embrace the legal marijuana
industry. As the Economic Development and Tourism department is actively participating on the
advanced and food manufacturing
sector team with Ontario East, the
goal is to collaboratively attract
manufacturers that wish to invest
into the region.
So what does Tweed Marijuana
Inc. mean for the Town of Smiths
Falls? The industry will create an
opportunity for the Town of Smiths
Falls to access Tweed’s supply
chain, as businesses tend to
migrate closer to their customers
to decrease costs and increase
efficiencies. A pharmaceutical
manufacturing cluster is highly
possible with an increase in
research and development.
Indirect jobs will develop in retail,
services, tourism, tourism
operators, education and training and manufacturing. The loss of the Hershey’s Chocolate factory will be
remembered, but future talk will be how the Town of Smiths Falls has changed overnight. With the new
federal government change in leadership and the high potential for legalization of marijuana for
recreational use, Smiths Falls could experience rapid change. “The bottom line is the federal and
provincial governments might reap as much 5 billion from legalization but only if all the underground sales
are effectively curtailed. That’s on the order of 0.25% of GDP, no barn burner,” says CIBC Economist,
Avery Shenfeld in a January, 2016, report.

TOURISM
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Tourism is not a sector, but rather an activity, consisting of the operation of vacations and visits to places
of interest. Reasons to travel include leisure, vacation, or a holiday; visiting friends or relatives; and
attending a conference or convention. The industry draws from several sub-sectors, two of which have
already been identified above as Information and Cultural Industry and the Arts, Entertainment and
Recreation Industry.
Other industries the tourism sector draws from, and ultimately benefits, include:
•
•
•
•
•

transportation
accommodation
food and beverage
retail trade
travel services

I NDUSTRY O BSERVATIONS
International travel to Canada statistics can tell us a little about trends that may affect our community.
Highlights of international visits to Canada include:
Year to date (August 2015), growth from Destination Canada’s (formerly Tourism Canada) 11
international markets was up 6.8% on the basis of gains recorded in the US (+7%) and overseas markets.
In August 2015, overnight arrivals from DC’s 11 international markets contracted 0.8% year over year.
Following eight months of consecutive expansion, overall overnight arrival from the US contracted in
August 2015 (-1.3%) as entry by auto (-3.6%) and other mode of transport (-1.4%), including bus, train
and boats, outpaced gains from entry by air (+5.5%)

Looking more closely at Ontario, recent numbers from 2015 reveal considerable growth:
2015 International Visitors

5,808,609

Growth from 2014

428,326 (8.0% increase)

US residents by car

2,898,591

Growth from 2014

148,044 (5.4% increase)

US residents/non-car

1,359,658

Growth from 2014

139,968 (11.5% increase)

Visitors from other countries

1,550,360

Growth from 2014

140,314 (10% increase)

*http://en.destinationcanada.com/research/statistics-figures/international-visitor-arrivals

Although travel to Canada has grown somewhat, travel to Ontario has grown more significantly,
especially international visitors. Tourism is Ontario’s 14 th largest employer, and contributes more to the
economy than the entire primary resource sector. (OHTO)
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Travel by Canadians to international destinations also gives us a more complete picture of the future of
the tourism industry. In August 2015, the number of overnight trips by Canadians to international
destinations shrank 11.1%. Over the first eight months of 2015, outbound trips by Canadian residents
declined 2.8% compared to 2014 to 23,163,634. The number of trips south of the border declined 8.5%,
while trips to other destinations increased 9.6%. This suggests that more Canadian travellers are electing
to stay at home, perhaps because of the low Canadian dollar. This trend will benefit Eastern Ontario as
visitors from larger population centres venture out to smaller communities and rural areas.
Tourism is an important activity for the Town of Smiths Falls. Our stakeholder engagement sessions with
Town Council, Downtown Business Association and the Chamber of Commerce, as well as the general
public clearly indicates a focus on attracting tourists and tourist investment is of high value. It is evident
that our biggest asset is the development and promotion of the Rideau Canal (as stated in council’s
strategic priority #6). The Rideau Canal receives 1-1.4 million land based visitors each year. Active
participation on the Rideau Heritage Route Tourism Association and working closely with Parks Canada
will facilitate the tourist experience. We will also continue to work in partnership with Ontario Highlands
Tourism Organization and Lanark County Tourism Association, as well as seek opportunities to
collaborate with Ottawa Tourism and 1000 Islands Tourism, with the goal of increasing visitor traffic from
Ottawa as well as from upper New York State.

The Station Theatre, Smiths Falls

T ARGET M ARKET R ESEARCH
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Much research has been done recently by OHTO and Ontario Tourism to compile consumer profiles that
have the potential to support tourism growth in Ontario. The consumer segment that offered the greatest
potential for growth is the Connected Traveller.
Demographic data reveal:
•
•
•
•
•
•
•
•

53% are female
47% male
44% are age 18-34
41% age 35-54
Household income: $93,080
Average travel budget: $4267
Average trip party size: 2.8
Average trip length: 5.8 days

Lastly, their media consumption includes reading the
newspaper, especially news online; reading magazines,
especially travel magazines; using the internet to plan all
aspects of travel; using social networks especially
Facebook; and using tablets and smart phones during
travel.

The Connected Explorer is
defined as having ‘a psychological
need to take a break from the
everyday. They are a confident,
youthful, optimistic group. They
have a deep-seated need to travel
and expose themselves to many
new experiences and learning
opportunities. Travel for them is
about expanding their horizons
and escaping the everyday

OHTO envisions promotional opportunities like consumer websites, social media, fam (familiarization)
tour hosting, mobile apps, focusing on themes and stories, and experiential development and packaging
as key to attracting and retaining the Connected Explorer.
Other consumers identified by Ontario Tourism include the Authentic Experiencer at 12%, the Personal
History Explorer at 13%, the Free Spirit at 12%, the No Hassle Traveller at 10%, and the Cultural Explorer
at 9%. Targeting activities and events to different consumer groups, such as Genealogy Tours to the
Personal History Explorer, or literary/historical themed-events to the Cultural History Buff or Cultural
Explorer, will enable us to target our marketing materials and event planning to the ideal consumer group.
Canada’s domestic millennial travel segment can be broadly defined as Canadians in the 18-to-34 age
group travelling within Canada for leisure, visiting family and friends, and other purposes not related to
full-time work or study. Millenials are often referred to as the “dot.com generation” or “digital natives.”
Over the past decade or so, millennial travel has emerged as an increasingly important segment of the
international tourism sector. In 2010, millennials (youth born in the 80s and early 90s) generated US $165
billion in tourism receipts and 187 million international visits around the world, accounting for 20% of total
global travel. What’s more, millennial travel is forecast to grow in the future. The number of international
millennial trips is expected to nearly double to reach about 300 million trips per year by 2020. Beyond the
sheer size of the youth travel segment, the unique character of this market offers many other benefits to
the tourism sector:
•
•
•
•
•

Millennials often spend more in destinations than other tourists because they travel for longer
periods.
Millennials travel more frequently and further than other age groups.
Millennials are likely to return to the destination over their lifetime.
Millennials are pioneer travellers who discover and promote destinations not yet visited by
traditional tourists.
Millennials play an important role in the tourism landscape and image of destinations.
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•
•
•

Millennials are instigators of travel trends and thrive on influencing others.
Millennials are at the cutting edge of technology and are more connected than any other age
group making them more likely to use technology to make recommendations.
A large percentage of millennials value travel as an essential aspect of their lives.

2015 Healthy Living Festival

Millennial travel is no longer regarded as a niche market but rather as a catalyst for future growth. Many
destinations around the world are investing significant resources to develop the millennial-oriented
tourism segment. Canada is also tapping into the millennial travel segment potential. In light of Canada’s
150th anniversary in 2017, the Canadian Tourism Commission (CTC) has developed a domestic
millennial travel strategy to encourage the Canadian millennials to explore Canada. As part of this
strategy, the CTC commissioned a number of studies and market profiles on Canadian travel to provide
more information about this market to industry stakeholders.
As of 2014, there were an estimated 8.25 million Canadians in the 18-to-34 age group, accounting for
approximately 23% of Canada’s total population and 29% of the national adult population. The population
of this age group is growing at a moderate pace of 1.2% per year, which is a slightly higher growth rate
than that of the overall Canadian population (1.1%). CTC research estimates that the Canadian millennial
segment interested in travelling within Canada for pleasure totals approximately 4.6 million potential
travellers. Young travellers have played a key role in the emergence of new (or renewed) Canadian travel
destinations in recent years. Connected, tech-savvy, independent and intrepid, young travellers tend to
stay ahead of travel trends and often create the initial buzz around emerging tourism hotspots due to their
remarkable ability to attract their peers and others to their preferred destinations. Because they are tech
savvy and actively engaged with social media to communicate their travel experiences, they are natural
promoters and influencers, more so than any other age group. Young travellers also tend to add
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atmosphere and vitality to the places they visit, in turn providing a new, fresh and “cool” image to the
destinations.
*Canadian Tourism Commission Canada Millennial Domestic Travel Report Summary
It is recommended that Smiths Falls capture this growth by focusing a portion of tourism-related
marketing efforts and event planning on this generation. Activities that will attract this demographic
include:
•
•
•
•
•
•
•
•
•

Adventure-racing
Geo-caching
Motorcycling
Paddling, kayaking, and house-boating
Legal marijuana tourism
‘Maker culture’ events and activities
Local food movement and related organic food growers, farm gate sales, farmers markets, tours
Ghost walks and tours
Paintball adventures

INFORMATION AND CULTURAL INDUSTRIES
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I NDUSTRY T RENDS
General site selection criteria for the Information and Cultural Industries sector19:
•
•
•
•
•

Appropriate skills availability
Rapid market access
Propensity to cluster in IT and software, HQ and R&D
Low operating costs becoming increasingly important
Access to advanced technologies and university and post-secondary research for R&D

A NALYSIS
There were 110 jobs in this sector in 2011, falling to 99 by 2015. Information and Cultural Industries
sector has a location quotient of 0.77, which means Smiths Falls is importing more than exporting goods
and services in this sector. In order to increase the gross domestic product (GDP) of our economy, we
need to increase the exports in this sector.
A Regional Growth factor of 4.39 tells us that if this sector had grown at the same rate as the province’s
growth rate of 4% for all industries, Smiths Falls would have added 4.39 jobs in this sector. The Industrial
Mix number tells us that if we were growing at the rate of the industry provincially, a strong rate of 6%, we
would have added another 2.2 more jobs in this sector.The Differential Shift Effect of -17.6 tells us that
Smiths Falls is not competitive in this sector, as evidenced by the loss of 11 jobs between 2011 and 2015.

O PPORTUNITY
An integral part of this sector is Information, Communication and Technology (ICT), which includes telecommunications, software, computers, and audio-visual systems. We are close to Ottawa and its large
technology sector, as well as universities and research facilities in Ottawa and Kingston, which provide us
with a competitive advantage, similar to that enjoyed by the advanced manufacturing sector. Building
relationships with those institutions and their incubator activity, particularly in ICT, is one way to
encourage growth in this sector. In addition, our large vacant buildings and renewable power generation
facilities at the old Hershey’s plant and former WTP may offer strong incentives to business in this sector.
Terry Matthews, owner of Wesley Clover has built the largest technology park in the south part of Ottawa.
Terry has founded or funded more than 100 companies including Mitel and Newbridge Networks. The
close proximity of Ottawa’s technology park also creates a strategic advantage for the Town of Smiths
Falls because we can offer more inexpensive land, buildings, good quality of life and inexpensive housing
for employees, as well as a stable labour supply.
The County Fair Mall (owned by Rio Can) has experienced significant loss of anchor tenants with both
Staples closing and Target their stores. The mall currently has approximately 110,000 square feet of
space available for lease. This large foot print would be ideal location for an international call centre,
especially with a low Canadian dollar and a high unemployment rate. At our council stakeholder
engagement session, council identified a call centre in the Town of Smiths Falls as a prime opportunity.

ARTS, ENTERTAINMENT AND RECREATION
19

PricewaterhouseCoopers and OCO Global Ltd.
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I NDUSTRY O BSERVATIONS
General site selection criteria for the Arts, Entertainment and Recreation sector:
•
•
•
•
•
•

Market (customer) access and growth potential is critical
Labor availability is also a consideration, including language skills (dependent on target audience
of tourism strategy)
Regulations governing construction and operation
Infrastructure quality and logistics
Quality and attractiveness of the environment
Growth in this sector generally mirrors household income and population growth

P OTENTIAL B ARRIERS
This sector is best suited for domestic investment attraction.

A NALYSIS
Employment rose from 119 jobs in 2011 to 140 jobs in 2015 in this sector, a gain of 21 jobs. This sector is
defined as establishments primarily engaged in operating facilities or providing services to meet the cultural, entertainment and recreational interests of their patrons. Welcoming 142 million tourists a year, Ontario remains the single largest travel destination in Canada, capturing 55% of the country’s tourism
spending by overseas visitors and generating nearly $28 billion in tourism revenue annually.
The Arts, Entertainment and Recreation sector in the Town of Smiths Falls has a location quotient of
1.05, which means that the sector has medium strength by meeting the needs of the community, but
room for growth. The RG number of 4.77 tells us that we would have added 4.77 jobs in the sector if it
had grown at the provincial growth rate of 4%. The IM number of -2.38 tells us that we should have lost
jobs in the sector, similar to the decline provincially, but the DS number of 19.04 tells us that this is a
leading industry for Smiths Falls relative to the province, with 21 jobs created between 2011 and 2015.

O PPORTUNITY
•
•
•

•

Opportunity to coordinate investment attraction efforts for the Arts, Entertainment and Recreation
sector with the Tourism value-chain, expanding offerings to visitors.
Efforts should be targeted to businesses that serve young families and the significant youth
population.
Pursuing investment in the Arts, Entertainment and Recreation sector greatly enhances the
quality of life, and Town of Smiths Falls’ ability to attract skilled labour and new residents to the
municipality.
Moving forward with the redevelopment of the downtown core with mixed-use commercial, retail
and residential is also essential in attracting investors in this sector.
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OBJECTIVE #1: IMPROVE INVESTMENT
READINESS FUNDAMENTALS
ECONOMIC DEVELOPMENT STRATEGY #1: MAXIMIZE LEAD CONVERSIONS BY PROVIDING THE HIGHEST LEVEL OF SERVICE AND
BEST PRACTICE BASED SERVICE LEVELS

ACTIONS
•

•
•
•

Formally adopt service level commitments that all Town of Smiths Falls staff must adhere
to when dealing with clients (internal and external). Recommended service level standards include 24-hour turnaround time for responses or proposals via email.
Incorporate service level standards and performance into Service Review and staff evaluations
Develop templates for email responses with relevant attachments, including community
profile, available properties, mapping and market analyses that can be tailored.
Identify ways that Town of Smiths Falls can provide value-added service to investors and
site selectors. Potential value-added services include fast-tracking qualified investments
through permitting and zoning processes, workforce training assistance, assistance with
business start-ups through the Small Business Advisory Centre and Valley Heartland, introductions to lawyers, accountants, realtors and other professional services firms, and
referral to the Community Improvement Program offered by the town

PERFORMANCE MEASURES
•
•
•

Adoption of Service Level Standards by all staff in the organization
Develop templates for email responses with relevant attachments, including community
profile, available properties, mapping and market analyses that can be tailored
Develop “product line” of value-added services Town of Smiths Falls’ can provide prospective investors and site selectors.

ECONOMIC DEVELOPMENT STRATEGY #2: DEVELOP & IMPLEMENT BUSINESS RETENTION AND EXPANSION (BR&E) PROGRAM
TO SUPPORT INVESTMENT ATTRACTION GOALS

ACTIONS
•
•

Develop BR&E Survey for business visitations
Develop list of interview targets for BR&E Program. List to include other/new foreign-owned
companies, “top” companies (by employment, export levels, etc.), growing companies, etc.
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•
•
•

Track interview results through a CRM - Executive Pulse
Proactively respond to issues or concerns that businesses identify through the interviews.
Refer local businesses to programs offered by government or association partners that may
assist the local business’ growth (i.e. Valley Heartland CFDC and Small Business Advisory
Center)

PERFORMANCE MEASURES
•
•
•
•
•
•

Institute a BR&E program with target of 20 interviews per year
Develop a BR&E Survey for business visitations
Set up CRM system (including any customized fields for BR&E)
Summarize 100% of interviews into CRM System
Follow up with % of “Red Flag” issues/companies
After 20 interviews, adjust FDI Attraction Strategy to incorporate newly identified supply chain
gaps, investment opportunities and/or new targets.

LEAD RESPONSIBILITY
•
•

Economic Development Staff
Economic Development Advisory Committee

PARTNERSHIPS
•
•
•

Town of Smiths Falls Chamber of Commerce
Town of Smiths Falls Downtown Business Association
Valley Heartland

ECONOMIC DEVELOPMENT STRATEGY #3: CONTINUE TO MARKET AND IMPLEMENT THE COMMUNITY IMPROVEMENT PROGRAM (CIP) TO SUPPORT BR&E

ACTIONS
•

•
•
•
•

Conduct outreach to business and property owners in collaboration with the DBA to promote
the goals of the program and to assess the needs of business and property owners with regards to CIP eligibility criteria and follow through
Research best practices with implementing CIP in other communities
Assist prospective clients with developing applications to the program
Work closely with CIP Evaluation Committee to review and approve applications
Streamline approval process for small projects
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•

Review and assess program annually to ensure appropriate eligibility criteria in response to
applicant needs, and to gain full subscription in the program locally

PERFORMANCE MEASURES
•
•

Enhanced subscription levels
A mix of small and larger investments by applicants

PARTNERSHIPS
•
•
•

Downtown Business Association
Smiths Falls Historical Society
Municipal Heritage Committee

ECONOMIC DEVELOPMENT STRATEGY #4 : PROMOTE AND MARKET COMMERCIAL AND INDUSTRIAL BUILDINGS, AND SERVICED
INDUSTRIAL AND COMMERCIAL LAND

ACTIONS
•
•
•
•

Create a positive environment where foreign investment can grow and thrive.
Develop and maintain a current inventory of available buildings and land and appropriate utility
infrastructure.
Post the inventory of land and buildings information on the new Economic Development website
Review of the land development and zoning timelines and processes to ensure it functions as
quickly and efficiently as possible.

PERFORMANCE MEASURES
•

Develop inventory of land and building available. Update on a periodic basis.

LEAD RESPONSIBILITY
•
•

Economic Development Staff
Economic Development Advisory Committee
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ECONOMIC DEVELOPMENT STRATEGY #5: SUPPORT REDEVELOPMENT OF TOWN-OWNED PROPERTIES SUITABLE FOR INVESTMENT VIA FUNDING OPPORTUNITIES FOR BROWNFIELDS AND
GREEN INFRASTRUCTURE

ACTIONS
•

•
•
•
•
•
•

Research funding and development/certification opportunities through the:
o Green Municipal Fund
o Investment Ready: Certified Site program
o Eastern Ontario Development Fund
o Ministry of Economic Development and Growth (MEDG)
Assess eligibility criteria in collaboration with Town departments to identify opportunities
for investment in Town-owned physical assets that will attract private investment
Assist in development of funding applications to appropriate bodies to support redevelopment of brownfields
Assist in development of funding applications to support development of green infrastructure, innovative design, and alternative energy projects
Participate in Environmental Assessment process to support development of investmentready lands and buildings
Promote development of private/public partnerships to develop potential sites for commercial and/or industrial use
Develop Request for Proposals to redevelop former Water Treatment Plant

PARTNERSHIPS
•
•
•

CFDC/Valley Heartland
MEDG
Federal Government

.

ECONOMIC DEVELOPMENT STRATEGY #6: CONTINUE TO ATTRACT AND RETAIN SKILLED LABOUR FORCE

ACTIONS
•

Promote and develop programs in areas where the local workforce needs education and training,
such as the creative, information and cultural industries 20 to aid in FDI attraction.
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•

•

•

•

•
•

Encourage greater involvement of business community in promoting entrepreneurship among
students (e.g. Town of Smiths Falls, Chamber of Commerce mentoring programs, Small Business
Advisory Centre etc.).
Proactively address the labour shortage by investigating cost reduction strategies for new and
existing businesses, such as energy efficiency programs, employee training programs in partnership with Algonquin College.
Maximize resources of the Local Immigration Partnership (LIP) to attract skilled workers to the
region, including:
o participating and promoting community events as a way to retain the current newcomer
population
o participating in a regional showcase hosted in Ottawa by Discover Communities
o enabling participation of local employers looking to recruit skilled immigrants in networking sessions hosted by Hire Immigrants Ottawa Working Groups
o offering workshops for local employers to provide them with information, resources and
tools available to aid in the integration of newcomers in the local workforce
o developing a strategy for the attraction of immigrant entrepreneurs.
Similarly, investigate the potential to implement labour programs that stimulate innovation, process improvements and technology advancements to increase productivity and encourage investment in the Town of Smiths Falls. Leverage Provincial and Federal programs available to assist
in this endeavour (i.e. funding from NRC-IRAP)
Continue to work with Perth and Smiths Falls District Hospital to attract physicians to the area,
and to collaborate to promote economic development opportunities locally
Work collaboratively with:
o Regional Workforce Development Boards
o Magnet today
o Ontario Ministry of Training, Colleges and Universities

PERFORMANCE MEASURES
•
•

Increase in number of physicians
List of provincial and federal innovation, productivity and labour force attraction programs

LEAD RESPONSIBILITY
•
•

Economic Development Staff
Economic Development Advisory Committee

PARTNERSHIPS
•
•
•

Willis and Algonquin College
Town of Smiths Falls Chamber of Commerce
Upper Canada District School Board
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ECONOMIC DEVELOPMENT STRATEGY #7: ENSURE COUNCIL
AND TOWN DEPARTMENTS ARE SUPPORTIVE OF BUSINESS RETENTION AND EXPANSION, AND COMMUNITY IMPROVEMENT
PROGRAM

ACTIONS
•
•

•

Council to participate in economic development training with Ontario Ministry of Agriculture
and Food, Ontario Ministry of Rural Affairs, or McSweeney and Associates.
Explore in partnership with Business Licensing the feasibility of converting the registry so that
complies with NAIC standards. This will allow Town of Smiths Falls to track basic, accurate
business information and will assist in identifying economic development strategies and/or
provide better business-related services.
Develop and maintain regular communication with Council and relevant Town Departments
on FDI attraction activities and successes. If Council and Town Departments are better informed about Town of Smiths Falls’ initiatives, they are more likely to be supportive of crossdepartmental initiatives.

PERFORMANCE MEASURES
•
•

Speed of development and permitting approval processes
Attendance (council and staff) at the Ontario East Municipal Conference (September 14-16,
2016)
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OBJECTIVE #2: ATTRACT NEW INVESTMENT OPPORTUNITIES

ECONOMIC DEVELOPMENT STRATEGY #1: TARGET INDUSTRY
SECTORS THAT PROVIDE THE GREATEST OPPORTUNITY FOR
THE DIVERSIFICATION OF THE LOCAL INDUSTRY BASE

ACTIONS:
•

•
•
•
•

Establish contact with Excellence in Manufacturing Consortium (EMC) to discuss potential
opportunities for collaboration and engagement with the manufacturing sector in Town of
Smiths Falls.
Continue involvement in Ontario East with the Food Sector team. Participate in trade shows
such as the Restaurant Canada Show and SIAL Canada.
Continue involvement in Ontario East with the Advanced Manufacturing Cluster.
Target Pharmaceutical industry and supply chain companies
Target Tourism industry business, including:
o Companies attending tourism industry trade shows
o Businesses identified to fill gaps in local tourism industry

PERFORMANCE MEASURES
•
•
•
•

Number of outbound calls made
Number of inbound investment inquiries
Number of A, B and C leads
Increase in number of people employed in the target sector

PARTNERS, COLLABORATORS AND LINKAGES:
•
•
•
•
•
•
•
•
•
•
•

Department of International Trade and Investment
Ontario Trade Offices
Foreign Trade Consulates
Ministry of Economic Development and Growth (MEDG)
Ministry of Agriculture, Food and Rural Affairs (OMAFRA)
Ministry of Tourism
Canadian Heritage
Destination Canada
Rideau Heritage Route
OHTO
Lanark County Tourism
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ECONOMIC DEVELOPMENT STRATEGY #2: ACTIVELY SEEK PARTNERSHIP OPPORTUNITIES WITH NEIGHBORING MUNICIPALITIES
AND OTHER LEVELS OF GOVERNMENT TO JOINTLY PURSUE INVESTMENT

ACTIONS
•

•

•

Establish relationships with international trade representatives for both the provincial and federal governments.
o Ensure they are aware of Town of Smiths Falls’ competitive strengths and investment
opportunities so that they can match Town of Smiths Falls to any opportunities they
come across.
o Also provide them with promotional materials that can be shared with their investment
leads and network.
Pursue investment promotion and partnership opportunities with the Ontario Ministry of Economic Development, Employment and Infrastructure . Examples include co-sponsoring joint
networking events at trade shows, hosting visiting trade and investment delegations, attending the Government of Ontario’s annual reception with their Trade Representatives, and other
marketing initiatives, etc.
Consider pursuing regional initiatives. Partnerships with other regional players such as Ontario East, United Counties of Leeds Grenville, Lanark County and other regional municipalities could be explored as a one-off basis opportunity. Being part of a joint regional initiative
enhances the Town of Smiths Falls’ investment attraction effort as it presents site selectors
and investors with more supply chain opportunities and larger labour force pool, and portrays
a cohesive support team available to assist.

POTENTIAL PARTNERS, COLLABORATORS AND LINKAGES
•
•
•
•
•

Department of Global Affairs
Ministry of Economic Development and Growth (MEDG)
Foreign trade offices in Ontario, such as US Trade & Investment office in Toronto
Ontario East Economic Development Commission, Valley Heartland CFDC, neighboring municipalities and agencies
Regional Economic Development Alliance
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ECONOMIC DEVELOPMENT STRATEGY #3: IMPLEMENT THE CULTURAL PLAN TO
SUPPORT STRATEGIC INVESTMENT IN THE CREATIVE ECONOMY

ACTIONS
•
•
•
•
•

•

•

Integrate the Cultural Plan into all Economic Development and Tourism action plans to maximize the contribution of cultural resources to economic development
Champion Culture by providing leadership in raising awareness of the cultural sector and its
role and value in the community and development of the Creative Economy
Support investment in cultural assets, events and activities
Encourage and facilitate participation, inclusion and accessibility in culture
Build cultural capacity by facilitating communication within the community, enabling collaboration amongst the cultural sector and community networks, sharing resources, connecting with
youth, and creating new partnerships, both traditional and non-traditional
Support and facilitate initiatives which promote conservation, education and enjoyment of cultural and creative places, facilities, heritage collections, public art and built and natural heritage
Promote the Creative Cultural Economy, especially in the downtown revitalization, heritage,
and waterfront areas to residents, tourists, and investors

OBJECTIVE #3: MARKET AND PROMOTE TOWN OF SMITHS FALLS
AS A PREMIER INVESTMENT LOCATION
ECONOMIC DEVELOPMENT STRATEGY #1: DEVELOP A NEW
BRAND, VISUAL IDENTITY AND WEBSITE THAT MEETS INDUSTRY
STANDARDS AND THE INFORMATION NEEDS OF THE TARGET
AUDIENCE.

ACTIONS
•
•
•
•
•
•
•

Develop RFP and award contract for re-branding, visual identity, and website for the Town of
Smiths Falls
Participate in stakeholder/public consultations as required
Launch brand and website
Manage and implement brand, marketing collaterals and logo
Develop a new economic and tourism micro-site in conjunction with the Town of Smiths Falls
website
Work with other departments in migrating any data need
Develop an online properties guide as a component of the Town of Smiths Falls web presence. This could be a link to local real estate broker’s property listings or an integrated GIS
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•

•
•
•
•

enabled tool that displays properties on a map. This provides the site selector and investor
with access to all available commercial properties.
All current and future promotional materials and tools must be available online and readily
available either as the user is browsing alone or on the phone with Economic Development
staff.
Plan new signage
Develop directional signage (Wayfinding)
Develop and implement social media policies
Develop and implement social media campaign

PERFORMANCE MEASURES
•
•
•
•

Completion of a visually pleasing brand and website
Development of related material
Social media sites/outreach
Links established with partners, stakeholders, etc. to promote Town assets and economic development services

ECONOMIC DEVELOPMENT STRATEGY #2: IMPLEMENT MARKETING STRATEGIES TO SUPPORT LEAD MANAGEMENT AND SALES
EFFORTS

ACTIONS
•
•
•
•
•
•

•

Adapt and develop marketing policies to support -develop and refine value propositions for
target sectors.
Revise current marketing materials to contain the information investors and site selectors
consider when evaluating potential locations.
Develop a business community profile, in addition to sector-specific fact sheets that highlight
Town of Smiths Falls’ best investment opportunities and competitive strengths.
Use social media to engage stakeholders and to amplify communications.
Create business case templates, and sales presentations for quick turnaround.
Research, compile and interpret economic news, studies and reports from government, industry and think tank sources to ensure statistics are up-to-date and value propositions are
based on the latest information.
Participate in ranking/surveys (Ontario Venture Best Communities, Western Investor, fDi
American Cites of the Future, etc.) since 35.6% of investors and company executives use
ranking/surveys to build awareness of potential business locations 21. Use the results to
demonstrate Town of Smiths Falls’ cost competitiveness, market opportunity to potential investors.

21“Winning

Strategies in Economic Development Marketing”, Development Counsellors International, September 2011
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•

•

Create a list of provincial and federal programs that the Town of Smiths Falls can cross-promote and refer investors to (i.e. FedDev Ontario, Ontario offers a number of programs such
as the Ontario Centres for Excellence, CME-SMART Program, Advanced Manufacturing Program, Investing in Business Growth and Productivity).
Develop communications/marketing materials that can be used by the Town of Smiths Falls
and its partners for marketing Town of Smiths Falls for investment attraction
o Digital Advertising
o Geofencing
o Print publications
o Marketing awards
o Promotional items

PERFORMANCE MEASURES
•
•
•

The number of marketing campaigns
Click rate for social media advertising
The number of responses for advertising and marketing materials

ECONOMIC DEVELOPMENT STRATEGY #3: PARTICIPATE IN
TRADESHOWS TO PROMOTE TOWN TO NATIONAL AND INTERNATIONAL INVESTORS AND MARKETS

1. Restaurant Canada Show-Feb 28-March 2, 2016 Toronto (Ontario East)
This is where Canada’s hottest foodservice products and services meet leading hospitality companies. Brands come to life. Trends are discovered. Experts heard. Ideas exchanged. Deals
made. In partnership with Ontario East Economic Development Commission.
2. SIAL Canada Show-April 13-15, 2016 Montreal (Ontario East)
SIAL CANADA is the only national show that offers a complete line of products, equipment and
technology designated specifically for the food industry. In partnership with Ontario East Economic Development Commission.
3. Agri-trade-November 9-12, 2016-Red Deer
Agri Trade Red Deer is a 3-day event being held from 9th November to the 12th November 2016
at the Westerner Park in Red Deer, Canada. This event showcases products like focuses on the
agricultural sector and provides the detailed information about the sector. The show aims to make
people aware of the latest development and updates about the sector. The show will have many
visitors from the government to experience the knowledge and services that are being offered etc.
in the Agriculture & Forestry industry.
4. ACG Toronto-November 2-3, 2016-Toronto
The Association for Corporate Growth Toronto Chapter (ACG Toronto) is proud to present our
13th Annual ACG Toronto Capital Connection – Canada’s largest and most prominent debt and
equity marketplace. The event brings together mid-market company executives, business
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owners, intermediaries and service providers with influential executives from Canadian and US
private equity firms, banks and specialty financial institutions.
The 2014 Capital Connection featured over 40 exhibitors and the event was attended by over 500
business owners, senior executives and investment professionals including M&A advisors, legal
counsel, corporate and commercial bankers and private equity principals.
The Association for Corporate Growth® (ACG®) is the global community for middle market M&A
dealmakers and business leaders focused on driving growth. ACG members have access to data,
content and networking to access capital, make deals and drive corporate growth.
5. Fabtech-November 16-18, Las Vegas
FABTECH provides a convenient venue where you can meet with world-class suppliers, see the
latest industry products and developments, and find the tools to improve productivity, increase
profits and discover new solutions to all of your metal forming, fabricating, welding, and finishing
needs. The annual event will offer more than 1,300 exhibitors and 28,000 attendees full access to
over 550,000 net square feet of floor space. In partnership with Ontario East Economic Development Commission.

ADDITIONAL TRADE SHOWS IN 2017

6. OCE Discovery-Toronto-May
Garnering over 3,000 attendees and more than 500 exhibitors in 2015, Discovery is a
showcase of leading-edge technologies, best practices and research from sectors such
as health, manufacturing, digital media and cleantech, including energy, environment
and water.
7. Centrallia-May-Winnipeg
A proven business match-making system: More than just a one-off event, Centrallia is a
platform par excellence for international trade development and investment attraction,
with a full pre-event and post-event support program aimed to help small and medium
sized businesses be successful and make connections to grow their business globally.
The trade show plan is dependent on price, availability and partnership and is subject to
change.
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OBJECTIVE #4: MARKET AND PROMOTE TOWN OF SMITHS FALLS
AS A PREMIER RESIDENTIAL LOCATION
ECONOMIC DEVELOPMENT STRATEGY #1: INCREASE EMPLOYMENT OPPORTUNITIES IN SMITHS FALLS

ACTIONS
•
•
•
•

Support implementation of BR&E Program with additional focus on attracting new residents to
town
Support lead generation and business attraction initiatives with a focus on residential opportunities, such as low housing prices and quality of life
Support local workforce development initiatives
Support Increased opportunities for entrepreneurship and home-based business in Smiths Falls

ECONOMIC DEVELOPMENT STRATEGY #2: INCREASE RESIDENTIAL TAX BASE BY SUPPORTING OPPORTUNTIIES TO ATTRACT
HOME BUYERS AND RENTERS TO THE TOWN OF SMITHS FALLS

ACTIONS
•
•

•

•
•

Support opportunities to increase transportation options, such as MOOSE Consortium or public
transit, to make living in Smiths Falls more attractive to home buyers and renters from neighbouring towns and cities
Support opportunities to increase transportation options, such as MOOSE Consortium or public
transit, to make living in Smiths Falls more attractive to home buyers and renters from neighbouring
towns and cities
Promote Smiths Falls’ quality of life
o Support implementation of Cultural Plan as identified, with additional focus on residential
attraction
o Showcase recreational and cultural features to potential real estate investors and home
buyers
o Include quality of life as a feature in physician recruitment efforts
Promote Town of Smiths Falls as a residential destination to local industry and employees
Promote Town of Smiths Falls as a residential destination to industry, business and government
employees in Ottawa, particularly westerly regions of the city
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OBJECTIVE #5: MARKET AND PROMOTE TOWN OF SMITHS FALLS
AS A PREMIER TOURISM DESTINATION
TOURISM STRATEGY #1: ENGAGE WITH CULTURAL AND RECREATIONAL STAKEHOLDERS TO IDENTIFY MARKETING OPPORTUNITIES AND LEVERAGE RESOURCES TO INCREASE VISITOR TRAFFIC AND SUPPORT TOURISM INVESTMENT

ACTIONS
•

On-going consultations with existing tourism assets to support development and promotion of
programming and events, including:
• Heritage House Museum
• Railway Museum of Eastern Ontario
• Rideau Canal/Parks Canada
• Rideau Heritage Route
• Rideau Roundtable
• Trail networks, both local and regional

•

Liaise with organizers of existing attractions and events based in Smiths Falls to develop and promote tourism, and to identify opportunities for tourism investment, which may include:
• Paddlefest
• Healthy Living Festival
• Gordon Pipe Band Competition
• Highland on the Rideau
• Smiths Falls Triathlon
• Race the Runway
• Ragnarok
• Spring Fling Running Thing
• Urban Jungle
• Trainfest
• Rise Above the Mud
• Fly In (Smiths Falls Flying Club)
• Rolling Thunder Car Show

•

Assist in the development and promotion of Town-sponsored events, community services, or cultural and recreational programming/events that have the potential to attract targeted tourists.
Identify and support opportunities for tourism investment. May include:
• Farmers Market
• Station Theatre
• Gallipeau Centre
• Smiths Falls Historical Society
• Smiths Falls and District Arts and Culture Council
• Genealogy Reference Library
• Doors Open
Page 61

2016 Economic/Tourism Development Plan-Town of Smiths Falls

•
•
•
•
•
•
•
•
•
•
•
•

Heritage Days
Communities in Bloom
Library programming
Canada Day celebrations
Local service clubs
Aboriginal cultural organizations
Newcomer & Immigrant groups (with LIP)
Youth groups, schools, etc.
Urban Jungle
Mud Run
Recreational Sports Leagues
Significant Sporting events

•

Develop new cultural events or activities, in consultation with above cultural assets and organizations that have the potential to attract tourists and support tourism investment that may include:
• Motorcycle/motorsport events
• Paintball events
• Equestrian and trail riding events
• Paddling and other waterways recreation opportunities
• Music Programs and Festivals
• Haunted Walks, Tours and Events
• Annual community celebration of cultural diversity (LIP)
• Aboriginal Cultural events and programming
• Historical Re-enactments
• Literary Events and Festivals
• Musical and dance events, performances, and competitions
• Culinary events, presentations, or activities
• Adventure Racing
• Film programming/festival
• Outdoor performance space

•

Develop new resources/adapt existing materials to showcase and generate interest in cultural,
historic or recreational assets or features of our community, including:
• Building of lock gates
• Old combined locks – tours and cultural space
• Industrial/vintage site histories, plaques, trails, guides, etc.
• Development/mapping of recreational trail networks, waterway routes, etc.
• Development/mapping of birdwatching sites and interests
• Mapping local food networks, culinary events, beverage/brewery/distillery sites
for tours
• Cultural mapping, genealogy mapping
• Stories, Visual Aids, Memories re Haunted walks and tours
• Geo-caching that utilizes historic and cultural assets

Page 62

2016 Economic/Tourism Development Plan-Town of Smiths Falls

TOURISM STRATEGY #2: PROMOTE AND MARKET TOURISM ASSETS, EVENTS AND PROGRAMMING TO TARGET CONSUMERS

ACTIONS
•

Conduct/review on-going analysis of economic impact of existing and proposed programming, i.e.
modeling economic impact of festivals

•

Identify target markets for cultural/tourism programming, based on:
• Location
• Demographic attributes
• Socio-economic Indicators
• Interest alignment

•

Identify and participate in value-added marketing opportunities, including:
• Travel industry trade shows
• Travel industry publications, websites and related social media marketing forums
• Print and online advertising
• Social media campaigns
• Editorial content via news stories, promotional opportunities, and feature articles
• Regional tourism/travel industry groups and events that promote and support the
industry, including:
• Ontario Highlands Tourism Organization
• Lanark County Tourism Association
• Ottawa Tourism

•

Identify value-added opportunities for cross-promotion, i.e.:
• Regional links
• Funding opportunities/requirements
• Sponsorship opportunities/needs
• Partnership opportunities/mutual interests

•

Develop marketing/promotional materials for target markets, including:
• Print ads
• Editorial content in newspapers and magazines
• Website content
• On-line marketing tools
• Cultural mapping
• Genealogy/heritage mapping
• Signage
• Promotional items
•

Pursue opportunity to develop wifi in downtown core/tourism destinations in partnership with
the DBA, with the goal of increasing access to information about tourism, recreational, and
cultural activities and events as well as providing a marketing platform to visitors.
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TOURISM STRATEGY #3: CELEBRATE CANADA 150 WITH EVENTS
AND ACTIVITIES THAT FOSTER BOTH COMMUNITY PRIDE AND
TOURISM GROWTH
The 150th Anniversary of Confederation is an opportunity to bring together the community around a few
signature events that will increase civic pride and engagement, help to create a cultural legacy, draw tourist traffic to the region and encourage tourism investment in the long term. With limited funding available
for event planning and promotion, we will focus in the short term on identifying potential events, engaging
stakeholders, and developing a funding proposal, all with the goal of leveraging existing resources to
combine with external funding to mount a series of key events in 2017. Events and activities will be developed with the aim of encouraging and supporting long-term investment in tourism infrastructure, and
growing the activities and events in coming years.

ACTIONS
•

Develop Terms of Reference for Working Group and Sub-committees to provide assistance and
direction in development and implementation of programming

•

Hire summer student to assist

•

Consult/Engage with community partners to identify existing and new opportunities for signature
events during Anniversary Year celebrations

•

Develop and submit funding proposals

•

Engage members of the community, including youth, newcomers, and other designated groups to
ensure diversity in planning and participation

•

Engage members of First Nations communities to develop events/activities that honour and recognize the need for reconciliation

•

Plan key events and activities in partnership with community members, organizations, and Town
staff:
• Signature Event: Irish Heritage programming and events, Spring/Summer/Fall 2017 TBD
• Signature Event: Dedication of new Town Square, July 1st, 2017
• Signature Event: Smiths Falls On the Roll, Summer/Fall 2017 - TBD
• Signature Event: Music Festival, Summer 2017 - TBD

•

Identify and plan additional events/activities that leverage existing cultural resources to augment
Signature Events and build on regular programming, i.e.
• Lecture series
• Literary events
• Drama productions
• Art projects/installations
• Music Series
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•
•
•
•
•

Dance performances
Historic Re-enactments
Heritage exhibits and activities
Arts programming
Programming for youth

TOURISM STRATEGY #4: SEEK OPPORTUNITIES TO CELEBRATE
IRISH HERITAGE IN THE COMMUNITY AT LARGE TO DEVELOP
TOURISM OPPORTUNITIES
The Coollattin Canadian Connection was launched by the Canadian Ambassador, His Excellency, Mr.
Kevin Vickers, in County Wicklow, Ireland earlier this year. The project is based on the migration of over
6000 Irish tenant farmers to the region in the 19th century, many of whom settled in Smiths Falls and whose
descendants populate the Town. We have been invited to establish a formal linkage with the Town of Carnew, with the goal of proceeding with the twinning in 2017 during our 150th celebrations. It is recommended
that this connection become one of the Signature Events during the 150 th Community Celebrations, and be
further developed to include recognition of Irish heritage of community members through genealogy projects, historic exhibits, reunions, tours, music, and other cultural and social events with the goal of creating
a legacy project as well as encouraging international and regional tourist travel to our community and investment in tourism infrastructure.

ACTIONS
•

Establish contact with relevant connections, including:
• Canadian descendants in the region
• Irish Embassy
• Canadian Ambassador to Ireland
• Irish historian/historical society
• Historical societies
• Genealogy societies
• Parks Canada Heritage and VE staff
• Heritage House Museum
• Railway Museum of Eastern Ontario
• Tourism and cultural organizations in the region
• Churches, cemeteries, and other historical assets that link to Irish ancestry
• Assist Mayor and Council with pursuing formal twinning

•

Identify possible events/activities to feature formal linkage and other ties to Irish ancestors:
• Canada 150 Celebration
• Cemetery visits
• Heritage Days/Re-enactments
• Golf Course Plaque re-dedication
• Rideau Canal Exhibits/tours
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•
•
•
•
•
•
•
•

HHM archives/artifacts/tours/exhibits
RMEO archives/artifacts
Library/storytelling, literary events, readings, lectures
Music and Theatre venues
Visits by dignitaries
Outreach to Irish tourism organizations
Launch of Twinning Ceremony
Reunion events

•

Citizen/descendant engagement
• Community information session
• Facebook page/website
• Promote the Canadian Coollattin Connection to potential visitors

•

Media coverage/interest generation
• News articles and announcements locally to generate interest in the project

TOURISM STRATEGY #5: ENGAGE WITH REGIONAL TOURISM ORGANIZATIONS TO ENHANCE TOURISM PLANNING AND PROMOTION IN THE REGION

ACTIONS
•
•
•
•
•
•

Participate on Rideau Heritage Route Board of Directors
Continue membership and participation in Lanark County Tourism
Association events and programming
Continue membership and participation in Ontario Highlands Tourism Organization
Establish membership/active involvement with Lanark County Tourism
Establish membership/active involvement with Ottawa Tourism
Develop and sustain involvement with Leeds and Grenville tourism, 1000 Islands Tourism,
etc.
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TOURISM STRATEGY #6: PARTICIPATE IN TRADESHOWS TO PROMOTE TOWN TO NATIONAL AND INTERNATIONAL TOURISM MARKETS

ACTIONS
•
•
•
•
•
•

•

Ottawa Travel and Vacation Show (in conjunction with LCTA in 2016 and 2107; full booth
planned for March 2018)
Destination Canada –Rendez-Vouz Canada is Destination Canada's premier annual international
tourism industry marketplace (April, 2017 in Montreal)
Destination Marketing Organizations, TBD
GoMedia: GoMedia Canada Marketplace is the place for Canadian travel operators to exchange
stories and ideas with international media. (October 16-19, 2016, Montreal)
National Trust Canada Conference (Oct 19-22, 2016, Hamilton)
Ontario Tourism Summit: The Ontario Tourism Summit is the only provincial industry-wide business conference for members of the Ontario tourism industry to learn the latest trends, share
new ideas and best practices, network with colleagues, and recognize industry leaders at the
Ontario Tourism Awards of Excellence. (Nov 21 & 22, in Ottawa)
The Tourism Conference: TIAC serves today as the national private-sector advocate for this $90
billion sector. Based in Ottawa, TIAC takes action on behalf of Canadian tourism businesses and
promotes positive measures that help the industry grow and prosper. (2016 Tourism Congress,
Nov. 29-30, Gatineau)

The trade show plan is dependent on price, availability and partnership and is subject to
change.

CONCLUSION
The Economic Development and tourism plan is a road map to provide direction. The plan integrates
Council’s strategic priorities with both economic development and tourism strategies. The timelines are
mirrored by Council’s strategic priorities. The Town of Smiths Falls’ Economic Development and Tourism
plan is a comprehensive document with a significant number of objectives and strategies. The challenge
will be how to resource all of the objectives with two dedicated staff in economic development and tourism. It is a living document, adapting to the ever changing economic and tourism environment, proactively reacting to opportunities as they arise and always keeping the bigger corporate and community vision in mind.
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APPENDIX A

Glossary

BR&E

Business Retention and Expansion

Canada 150

Canada’s 150th Anniversary of Confederation

CIP

Community Improvement Program

CCC

Canadian Coollattin Connection

CFDC

Community Futures Development Corporation

CRM

Content Resource Management system to gather and track information about local businesses to ensure we are completing business
site visits to encourage and support BR&E and to troubleshoot any
barriers to growth

DCI

Development Counsellors International

DFATD

Department of Foreign Affairs and Trade

DBA

Downtown Business Association

EA

Environmental Assessment

EODF

Eastern Ontario Development Fund

EDAC

a. Economic Development Advisory Committee (Town of Smiths
Falls)
b. Economic Developers Association of Canada

EDCO

Economic Development Council of Ontario

EMC

Excellence in Manufacturing Consortium

Fam Tour

Familiarization Tour that enables investors, developers, government,
etc. to become better acquainted with a region or town with the purpose of identifying sites or locations for investment
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FDI

Foreign Direct Investment - an investment made by a company or
entity based in one country, into a company or entity based in another country

IEDC

International Economic Development Council

LIP

Local Immigration Partnership

Lead Generation

The process of developing new ‘leads’ for business investment

Lead Management A business strategy used by economic development organizations
to maximize the probability that a potential company or client will
make an investment decision in their community
LCTA

Lanark County Tourism Association

LQ

Location Quotient analysis – a tool used in economic development
to determine where investment is most needed to fill the industry
gaps. LQ’s are used to identify the relative level of industry concentration in a region compared to a benchmark area.

MEDG

Ministry of Economic Development and Growth

Multiplier Effect

Measures the direct and indirect positive impact each sector has on
the rest of the local economy, i.e. one job added in manufacturing
will spin off 3 additional jobs in the local economy

NAICS

North American Industry Classification System, a code used by business and government to classify businesses according to type of
economic activity

NRC-IRAP

National Research Council – Industrial Research Assistance Program

OEEDC

Ontario East Economic Development Commission

OMAFRA

Ontario Ministry of Agriculture, Food and Rural Affairs

OHTO

Ontario Highlands Tourism Organization

RFP

Request for Proposals

RHRTA

Rideau Heritage Route Tourism Association
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Shift Share

Shift Share analysis – a tool used in economic development to help
us better understand the key industries in the region. Shift share
analysis is conducted on the basis of 3 effects:
1. Reference Area Growth (RG) measures the change in employment in a selected industry in a specific location (i.e. Smiths
Falls) that can be attributed to the rate of growth for all industries in a larger reference area (i.e. Ontario)
2. Industrial Mix Effect (IM) measures the change in employment
in a selected industry in Smiths Falls that can be attributed to
whether or not that industry is growing or declining in Ontario.
3. Differential Shift Effect (DS) measures the difference between
the rate of change in industry employment in Smiths Falls and
the rate of change of industry employment in Ontario.

Site Selectors

Corporate business developers who research and select locations
for potential investment and development

SBAC

Small Business Advisory Centre

VEOC

Rideau Canal Heritage Corridor Visitor Experience Opportunities
Concept

WTP

Water Treatment Plant
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Item

Budget

Council Strate- Economic
Developgic Priorities
ment & Tourism Strategies

$3,000
$46,000
$10,000
$20,000
$20,000
$10,000
$20,000
$5,000
$15,000
$15,000
$164,000

3.3
3.5
4.9
3.2,
3.4
3.5
4.9
4.4
4.7

Objective #3, Strategy #1
Objective #3, Strategy #2
Objective #2, Strategy #2
Objective #3, Strategy #1
Objective #3, Strategy #1
Objective #3, Strategy #2
Objective #2, Strategy #2
Objective #1, Strategy #6
Objective #3, Strategy #3
Objective #1, Strategy #4

$5000
$16,000
$30,000
$10,000
$15,000
$20,000
$96,000

6.1
6.4
6.6
6.1
6.3
6.1

Objective #4, Strategy #5
Objective #4, Strategy #5
Objective #4, Strategy #2
Objective #4, Strategy #6
Objective #4, Strategy #1
Objective #4, Strategy #1

Economic Development
Advertising and promotion
Marketing
Membership
Branding
Visual Identity
Marketing Collaterals
Leverage/Excelerator
Doctor Recruitment
Tradeshows
Property Appraisals
Total
Tourism
Lanark County Membership
Rideau Heritage Route
Tourism Marketing
Trade Shows
Tourism investment
Events/Marketing
Total
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