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ExecL!Uve SLim mary 

To remain economically viable and sustainable, the Towns of Georgina and East 
GwiHimbury need to vvork on the challenge of creating economic grov;th that \ivi!! a!!o'r'V a 
greater percentage of their residents to access high value skilled employment 
opportunities in the local economy. To accomplish this, more proactive economic 
development is required to generate new high value skilled employment, retain and 
expand the current employment opportunities, and increase new business opportunities. 

The current Labour Market Partnership (LMP) project included a survey to inventory the 
skills of the workforce that are being exported on a daily basis from East Gwillimbury 
and Georgina- the municipalities that comprise the Northern York Region Communities 
(NYRC). It also included a Strengths, Weaknesses, Opportunities, and Threats (SWOT) 
analysis, review of best practices in similar communities, and the synthesis of 
recommendations that can help the NYRC with its goal to retain and expand the current 
employment opportunities, generate new high value skilled employment and create new 
business opportunities. 

The study revealed that 33% of the total surveyed workforce in NYRC travelled to 
Toronto for employment, 25% travel to Georgina, and nearly 15% travel to Newmarket 
for employment. Upon closer review of each town, only 5% of East Gwillimbury 
residents who were surveyed indicated commuting within East Gwillimbury for 
employment, and 31% of Georgina residents who were surveyed commuted within 
Georgina for work. A breakdown of the surveyed workforce by industry revealed that 
over 15% of those surveyed worked in the manufacturing industry, another 15% worked 
in the health care and social assistance industry, and 10% were in the professional/ 
scientific and technical services. 

The data for the SWOT analysis came from multiple sources which included but was not 
limited to the Ontario Ministry of Agriculture, Food and Rural Affairs, Statistics Canada, 
the towns, Transportation Tomorrow Survey, York Region, and the current study. Some 

of the strengths of the NYRC that the SWOT analysis found were a ready and skilled 
health care workforce, expected population growth, low cost of living and housing, large 
amount of natural green and forested space, close proximity to larger municipalities and 
major transportations routes, and a local community futures development corporation 
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presence. These strengths were offset by a lack of commercial and industrial buildings, 

insufficient hard and soft infrastructure, inadequate public transportation services and 

offerings, insufficient information for a well developed investment package (i.e., town 

and community profiles, products and services inventory, and an up-to-date 

comprehensive business inventory), fractured communities, lack of agriculture 
inventory, limited business services and support offerings, "red tape", Inadequate 

planning and support for young adults and newcomers, and a lack of economic and 

labour performance measures. 

Despite these findings, the NYRC has the opportunity for creating a brand for itself 
because it is seen as a blank slate, It has a good skilled workforce that will attract new 

business to the area, a g~Qwing workforce tha·t will need Its own health centre or 

hospital, undeveloped business parks that can be developed to match the needs of the 

employer, allying with pwblic and private organizations to bliltler PfOIT)ote and leverage 

the area, potential for post secondary campus and a water innovation & research 
centre, and ample green space for any green industry. These opportunities have a lot of 

potential for the NYRC, but It is important that the municipalities are also able to 

manage internal Issues and external threats that may impact their ability for success. 

The review of other communities best practices found commonalities in their policies, 
programs, and strategies, that included: marketing their municipality In terms of offering 

a type of lifestyle not just a product; identifying niche markets and sectors to target; 

developing marketing capital; centralizing marketing efforts to avoid duplication of 

message; making tourism a very important component of economic development; a "no 

walls" mentality helping to increase potential markets and support; helping 

entrepreneurs get started; supporting local agriculture; improving municipal 

communication with citizens; and unifying citizens to support municipal projects. In 

addition to reviewing best practices, the cities of Stratford and St. Catharines, and towns 
of Milton and lnnisfil were visited, where valuable information was gained through 

discussions with their economic development departments. 

In response to the information gathered, a series of recommendations were synthesized 
for the NYRC that focused on communication, post secondary education, health care, 

the water innovation and research centre, programs, services and policies, business 
service offerings, and addressing underserved population groups within the 

communities. 
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1 Introduction 

The municipalities of East Gwillimbury and Georgina are the two most northern and 
rurai municipaiities of the nine municipalities within York Region. Population estimates 
for the towns of East Gwillimbury and Georgina, respectively, were approximately 
22,000 and 47,000 in 2010 (Manifold Data Mining, 2010). These two towns have 
observed an increased influx of people in recent years that have seen their population 
expand. The reason for this growth is due to the general continued growth of York 
Region's population, which has meant that many of the southern York Region 
municipalities have reached or are nearing capacity in terms of buildable land area. This 
in turn has caused housing prices to increase and more families are looking further 
north for affordable housing while staying in close commuting proximity to the Greater 
Toronto Area (GTA) and southern York Region. This trend of more families settling 
further north has been identified in York Region's Official Plan (2011) which is predicting 
even greater migration rates to northern York region. The Region estimates that the 
population in the Town of East Gwillimbury will grow by four fold to approximately 
88,000 and nearly double to 70,700 in the Town of Georgina within the next twenty (20) 
years. Although the population growth is welcomed, there is concern that there is a 
potential lack of growth in employment opportunities in the Northern York Region 
Communities (NYRC) to sustain the increase in the population. 

The NYRC consists of the Town of East Gwiliimbury and the Town of Georgina. 
Reviews of the current opportunities have shown that growth has been mainly in retail 
and service employment, or seasonal employment related directly to the tourism sector. 
The concern stems from the possibility that families may be moving to the Towns of 
East Gwillimbury and Georgina for affordable housing, and then traveling outside to 
other municipalities for employment, such as to the municipalities of Newmarket or 
Markham for employment in health centres ahd hospitals. There is concern that the 
municipalities that rnake up the NYRC may become bedroom communities and may 
struggle with economic viability and sustainabiliiy. This problem may be exacerbated 
with the extension of highway 404 through the Town of East Gwillimbury to the southern 
end of the Town of Georgina, which may fuel even greater daily commuting traffic 
southerly for employment outside of the towns. The extension is slated for opening in 
December 2012. Furthermore, the extension may impact local small and medium sized 
enterprises (SME) located on existing commuting routes as commuters will likely rely on 
SMEs located at points of entry and exit on their daily commute on the highway. 

------------------------------,,!f~ll-·~-w·~Jn' 
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Thus, to remain economically viable and sustainable, the Towns of Georgina and East 
Gwillimbury must focus on the challenge of creating economic growth that will allow a 
greater percentage of their local population access to local high value employment 
opportunities in the local economy. To accomplish this, there is a need for active 
economic development that will generate new business opportunities, retain and 
expand the current business opportunities, and generate new high value employment. 

·J. i Purpose 

The purpose of the current Labour Market Partnership (LMP) project is the following: 

• to take an inventory of the workforce and their skills that are being exported daily 
from these municipalities 

• conduct a Strengths, Weaknesses, Opportunities, and Threats (SWOT) analysis 
oftheNYRC 

• identify best practices in similar communities 
• analyze this information to develop recommendations for the towns of East 

Gwillimbury and Georgina 

• provide a framework for the development of a Northern York Region 
Communities Action Consortium (NYRCAC) who will monitor and help with the 
implementation of the recommendations of this report within NYRC 

t_<i:~~t·(":f ~!it:t~ 
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2 Labour Force 

The data for the labour force in the municipalities of East Gwillimbury and Georgina 
came from a variety of sources, and so are broken into major components that review 
the specific characteristics of the workforce. Much of the data utilized relies on the 2006 
Census, which after five years may not provide an accurate picture of the current 
demographic profile for these municipalities. Therefore, multiple data sets and profiles 
are used to provide an accurate picture of the current market. Data for the 2006 Census 
was provided by Statistics Canada. 

2.1 General Profile 

Statistics Canada collects labour force data for the Canadian population aged 15 years 
of age and older. To provide a thorough understanding of the labour force profile in 
NYRC, and the towns of East Gwillimbury and Georgina, Table 1 to 3 demonstrate 
labour force activity in terms of Census data from 2006 combined with Manifold Data 
Mining, which are 2010/2011 projections of the 2006 Census data. The data values are 
also compared to information obtained from the Rural Community Development branch 
of the Ontario Ministry of Agriculture, Food and Rural Affairs (OMAFRA). The general 
population profile shows a marked increase in the population for NYRC from 2006 to 
20i 0. Specific to the labour market, there is an increase of approximately 4,692 
additional individuals who have joined the workforce. This increase shows that for 
employment within NYRC, a total of 4,692 employment opportunities that relate directly 
to those individuals current skill sets are necessary to retain them in their hometowns. 
Specifically, in East Gwillimbury 1,254 new employment opportunities would be 
necessary, and 3,438 would be necessary in Georgina. In total, nearly 41 ,000 
individuals are in the labour market as of 2010, with 13,754 individuals living in East 
Gwillimbury and 27,143 living in Georgina. 
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Table 1: Comparative Labour Force Profile, 2006 and 2010, for Northern York Region 

YEARS BY 8,370 

Source: Adapted from Statistics Canada (2006 Cumulative Profile, 2006 Census of 
Population) and Manifold Data Mining, Custom Demographic Report, 2010. 
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Table 2: Comparative Labour Force Profile, 2006 and 2010, for the Town of East 
Gwiflimbuz. 
rm~f~l1r~~~~~~H&.?i~~l1til~1l{lf~S:~~lBim~ig~ 
[TOTAL POPULATION 15 YEARS AND OVER 16 705 18 3521 ' -

IN THE LABOUR FORCE 12,5UO 43,754' -
EMPLOYED 11,945 12,993 
UNEMPLOYED 550 761 -

NOT IN THE LABOUR FORCE 4 210 4,598 -
PARTICIPATION RATE 74.8 75.0 ------ -· 
EMPLOYMENT RATE 71.5 70.8 
UNEMPLOYMENT RATE 4.4 5.5 - -

croTAL POPULATION 15-24 YEARS BY 3,005 3,197 
LABOUR FORCE ACTIVITY 

IN THE LABOUR FORCE 2,180 2,173 
EMPLOYED 1,925 1,923 
UNEMPLOYED 255 250 

NOT IN THE LABOUR FORCE 825 1 025 
PARTICIPATION RATE 72.5 68.0 
EMPLOYMENT RATE 64.1 60.1 
UNEMPLOYMENT RATE 11.7 11.5 

-
TOTAL POPULATION 25 YEARS AND OVER 13,700 15,154 
BY LABOUR FORCE ACTIVITY 

IN THE LABOUR FORCE 10,315 11,581 
-· EMPLOYED -

10,020 11 070 .. 
UNEMPLOYED 295 511 -

NOT IN THE LABOUR FORCE 3,380 3,573 
PARTICIPATION RATE 75.3 7~-t 
EMPLOYMENT RATE 73.1 73.1 -
UNEMPLOYMENT RATE 2.9 4.4 

•. 

Source: Adapted from Stat1st1cs Canada (2006 Cumulative Prof1le, 2006 Census of 
Population) and Manifold Data Mining, Custom Demographic Report, 2010. 
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r;Nif1~~~~¥fi~~~~i~~~~~~~~t;¥££~ii~~~~£i~~:~ii~l~tilna 
L IN THE LABOUR FORCE . 23,705 27,143 

r- _ EMPLOYED . -------- 22,445 ·-·-·-···---------~050. 
UNEMPLOYED 1,255 9,093 

-----~ NOT IN THE LABOUR FORCE ----~- 9,565 ----------1Q.OOa 
~PARTICIPATION RATE ------ 71.3 7~~ 
~LOYMENT RATE 67.5 66.5 

UNEMPLOYMENT RATE _.§1__________ 7.5 

l-.;-;:;-:;7.-;::;:~:-==~~;7-;;;c:-=~----- -·--'--;:-"-;:------·--------;:--;o:;;-7{• 
TOTAL POPULATION 15-24 YEARS BY 5,365 5,884 
LABOUR FORCE ACTIVITY 

IN THE LABOUR FORCE 3,575 3,965 
EMPLOYED 3,055 2,327 

f-·----U;=::N::;;E:,M;:;::Po.:L..;:O;:Y=ED::-----~----·-·--·-----"'-"5"1' 50... 1,637 

NOT IN THE LABOUR FORCE 1,790 1,918 
r.f'ARTICIPATION RA';;T~E"'-'-!..:::==--------~--'-6:i;6;<;.6:----------';.6:';77!.4 

EMPLOYMENT RATE 56.9 ---------~ 
UNEMPLOYMENT RATE 14.4 13.0 

. -
TOTAL POPULATION 25 YEA="RS~AN:-::D::-o""Vc::E=-:Rc-------"'2"'7,-=c90"'5:----·---------:3,-;1-;;,8:;:c6?;-l· 
BY LABOUR FORCE ACTIVITY 

INTHELABOURFORCE ---- 20,130 23,199 
EMPLOYED., 19,390 15,775 
UNEMPLOYED 735 7,42~-

NOT IN THE LABOUR FORCE ],775 8,667 . 
PARTICIPATION RATE 72.1 -------- 72.8 
EMPLOYMENT RATE 69.5 68.0 
UNEMPLOYMENTRATE 3.7 _ 6.6 

Source: Adapted from Statistics Canada (2006 Cumulative Profile, 2006 Census of 
Population) and Manifold Data Mining, Custom Demographic Report, 2010. 

2.2 Profile by Industry 

This data breaks down the current labour force by industry for the individuals living in 
the municipalities of East Gwillimbury and Georgina (see Table 4). The data below is 
provided from the OMAFRA Labour Flow Analysis by industry. Their industry data is 
used here to provide a picture of the towns' 2011 labour profile by industry. Industries 
are classified using the North American Industry Classification System (NAICS; 2002). 
Please see Appendix I for NAICS classification definitions. The largest represented 
industry by current labour force in NYRC is manufacturing (14.18%). 

ttw;··~'F"'.:·.y.-r:''l 
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Table 4: Comparative Labour Force Profile by Industry for NYRC, the Town of East 
· and the Town of"'""'"''"' 

2.3 Commuter Profile 

The commuter profile is used to reveal travel patterns of the labour force to work. The 
data source for this information is the Transportation Tomorrow Survey (TTS; 2006). 
The TTS provides a glimpse of the workforce travel patterns for employment (see Table 
5). The TTS is funded by the Ministry of Transportation Ontario and involves a total of 
23 local, regional, provincial and transit operating agencies. The data collection and 
analysis is done in conjunction with the University of Toronto. The TIS provides travel 
patterns for a variety of activities, such as work, extracurricular, shopping, and so on. 
For the purpose of the current study, the occupation table was used with a filter for the 
Town of East Gwillimbury and the Town of Georgina as points of origin. 
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The travel patterns indicate that a major commuter destination for the NYRC labour 
force is Newmarket (21 %), Georgina (19%), Toronto (14%), and East Gwillimbury 
(10%). A closer look at each community shows that intra-commute rates are much 
higher within each municipality. For example, the NYRC labour force commute to East 
Gwillimbury is 10%, but the East Gwillimbury labour force commute within East 
Gwillimbury is 21%. The same pattern is visible for Georgina, where the NYRC 
commute to it is 19%, but 28% of the Georgina labour force commute to a location in 
Georgina. This is an encouraging pattern, but it does highlight that nearly 73% of the 
NYRC workforce commute outside of the area for work. 



Table 5: Commuter Travel Patterns for Northern York Region Communities (NYRC), 
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3 Workforce Survey 

The purpose of the workforce survey was to build on the labour force data and 
commuter patterns that are already available to the Northern York Region Communities 
(NYRC). Prior to this survey, the most complete data set was from the 2006 Census 
Community Profiles. Since then, the NYRC has grown and certain economic events, 
such as the economic downturn in 2008, may have altered the reliability of the results of 
the census data. Thus, a fT10re current data set is required. Another data set available to 
the NYRC is the York Region Employment and Industry survey. This survey is carried 
out by the region of York in which they send researchers to every store front in York 
Region and carry out a brief survey about the organization and its employees. This 
survey provides information mainly about the organizations, the industries to which they 
belong, and the type of services they provide. 

There are two drawbacks of this study. First, its focus is not directly on the employees 
or the skills they provide to the organization, but rather the organization itself and the 
services it offers. In other words, this is an employer focused survey, not employee. 
Second, this survey is focused on York Region businesses, so the labour force from 
NYRC that go to Toronto, Mississauga, or other areas outside of York Region are 
missed by the survey. In addition, the data set is dependent on a business having a 
store front that can be visited, thus, home offices and rural locales are missed. The 
purpose of the workforce survey was to directly collect information about the current 
labour force and their skill sets, while addressing the concerns of using the data from 
the census and the York Region Employment and Industry survey. 

3.'1 Method 

The project collected data directly from those who were travelling to or from work 
through a short survey. The most current data presented is based on the workforce 
survey that was employed for this study. The survey was comprised of five (5) questions 
that related to where a person lived, worked, occupation, industry of business, and 
transportation method used to travel to work (see Appendix II for survey). Research 
assistants (RAs) surveyed individuals at gas stations, car pool lots, transit hubs (e.g., 
East Gwillimbury and Bradford Go Train Stations), and retail locations such as grocery 
stores to maximize sampling from commuter population. The surveys were also posted 
in the local newspapers, sent home in school newsletters, emailed through several 
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Ontario colleges and registries, and were made available online. Survey completion was 
also encouraged at Economic Development Committee meetings in the towns of East 
Gwillimbury and Georgina, and at their Chambers of Commerce. RAs also attended all 
major events within the towns, such as the Highland Games, Farmers Markets, and 
Splash Festival to survey individuals that attended those events. Survey collection 
started in July and lasted until the end of October. 

To maximize data collection, thirty one (31) survey drop boxes were coloured bright 
blue with clear "Workforce Survey Drop box" labels on all three sides. Tear away 
surveys were also affixed to the drop boxes for participants to access. Drop boxes were 
located in public spaces such as civic centres, libraries, and business associations like 
the Georgina Chamber of Commerce offices and the Training Centre (GTII). Drop 
boxes were also located in the main offices of every primary and secondary educational 
institution within the towns of East Gwillimbury and Georgina. A list of all the drop box 
locations was available online for anyone interested in dropping off a survey, but was 
not sure of where to locate the nearest drop box. 

3.2 Results 

A total of 2,124 surveys were completed, from which 468 indicated living in East 
Gwillimbury, and 1,656 indicated they lived in Georgina. A review of the industries that 
individuals were employed in revealed that over 15% of those surveyed worked in the 
manufacturing industry, another 15% worked in the health care and social assistance 
industry, and 10% were in the professional/ scientific and technical services (see Table 
6). These three industry sectors accounted for nearly 40% of the overall surveyed 
individuals. This pattern was consistent across both communities, but it should be noted 
that in Georgina, there was a significant number of individuals in education services 
(9%) as well. 

The labour force commuter patterns revealed that 33% travel to Toronto for 
employment, 25% travel to Georgina, and nearly 15% travel to Newmarket for 
employment. This is similar to the TIS (2006) data which showed that the three largest 
commute patterns were to Toronto (14%), Georgina (19%), and Newmarket (21%). See 
Table 7 for a complete listing of commuting patterns with an initial starting point in 
NYRC, and towns of East Gwillimbury and Georgina. In the current workforce survey, 
these three destinations accounted for nearly 73% of the total number of individuals that 
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were surveyed. Upon closer review of each town, nearly 50% of individuals who 

indicated they live in East Gwillimbury commuted to Toronto for work and over 15% 
travelled to Newmarket for work. 

The TTS data for East Gwillimbury showed that over 20% of their labour force 
commuted within the town for work, so it was expected that there would be a similar 

significant number of individuals commuting within East Gwillimbury in the current study. 
However, that was not found in the workforce survey. Only 5% indicated commuting 

within East Gwillimbury, whereas the TTS indicated over 20% in 2006. A comparison of 

the two indicates a large shift in employment travel patterns from East Gwillimbury to 
Toronto. A potential reason for the lack of commute patterns in East Gwillimbury may be 

that individuals in home offices may not have been fully captured in the current survey 

because it required individuals to travel t6 be potentially surveyed. Another possibility 

may be a reduction in employment opportunities to neighbouring communities, such as 

Newmarket and Georgina. Commuter patterns for Georgina were consistent with the 
data from TTS. Specifically, 29% of Georgina residents who were surveyed commuted 

to Toronto for work, 31% commuted within Georgina for work, 4% commute to East 

Gwillimbury, and 15% commute to Newmarket. Although, the percentage of commuters 
from Georgina to Toronto increased by nearly 16%, it is encouraging to see that there 

was also a 3% increase in the number of individuals who stayed in Georgina for work, 

while there was a 4.5% decrease in commuters to Newmarket. 

To determine commuter patterns by industry sector, the data to the communities with 

the highest commuting densities were reviewed (see Table 8). The top destinations in 

alphabetical order were Aurora (A), East Gwillimbury (EG), Georgina (G), Markham (M), 

Newmarket (NM), Richmond Hill (RH), and Toronto (T). An industry that ranked 

consistently high was Health Care and Social Assistance. In all top seven destinations, 
this industry sector was ranked either first or second as the reason why ind'1viduals 

commute to those communities. The highest ranking industry sector that individuals 

commute to in Markham, Toronto, and Aurora was Professional, Scientific, and 

Technical services. In Aurora, the other sector was manufacturing. In Georgina, 
Newmarket, and Richmond Hill it was health care and social assistance. Georgina also 

ranked high on retail and education services industries as well. 

An inventory of current occupations was generated for the workforce survey responses. 

The National Occupational Codes (2006) from the Human Resources and Skills 

-------------------------------.5-t;~-·-··_,_·~-.,~·~u 
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Development Canada (HRDSC) Employers handbook was used to classify jobs (see 
Appendix Ill for NOC definitions). Each digit in the NOC represents a specific piece of 
information. The first digit in a NOC represents the skill type (see Table 9), and the 
second digit represents skill level (see Table 10). The NOC is different from the NAICS 
in terms of the type of information being reviewed. The NAICS focuses on the industries 
of the workforce, while the NOC reviews their occupations irrespective of the industry. 
Reviewing both provides a better understanding of not only the specific industries 
represented in the commuting workforce, but also their likely !eve! of education and 
employment position. 

From the workforce survey data, a frequency table of occupations based on NOC was 
derived to determine occupational grouping. Appendix Ill provides a frequency 
distribution table of the NOC categories. The most frequent occupation were 
management occupations where individuals usually require a university degree (NOC: 
01 ), with 16.0% of respondents indicating an occupation in this group. The specific 
occupations that fall under this group are legislators, senior management occupations, 
and middle and other management occupations. These occupations span all industries. 
The next most frequent at 9.7% were sales and service occupations where a four year 
secondary school education or up to two years on-the-job training or specialized training 
course was required (NOC: 64). Childcare and Home Support Workers (NOC: 647) 
which includes: 1) visiting homemakers, housekeepers, and related occupations, 2) 
elementary and secondary school teacher assistants, and 3) babysitters, nannies and 
parents' helpers were !he specific occupations that ranked highest in this category. A 
close third with 8.4% were occupations in social sciences, education, government 
services, and religion where individuals are usually required to have a university degree 
(NOC: 41 ). This category includes professionals such as lawyers, university professors, 
counsellors, psychologists, and consultants. 

A more detailed analysis of NOC codes and commuter patterns for the top six travelled 
municipalities was conducted (see Appendix IV for frequency distribution). The data 
show that the largest occupational group to travel to Toronto, Newmarket, Markham, 
Aurora were management occupations which usually require university degrees (NOC: 
01 ). The largest occupational group that commuted to Georgina were sales and service 
occupations that required a four year secondary school education or up to two years of 
on-the-job training (NOC: 64). A more detailed review found that the specific 
occupations were Childcare and Horne Support Workers (NOC: 647). The largest 
occupational group for those commuting to East Gwillimbury for work were business, 
finance, and administration where individuals required either a four year secondary 

Northern York Region Community Action Project 



school education or up to two years of on-the-job training (NOC: 14) . This occupational 
group consists of individuals who might have clerical, mail related, or scheduling & 

distribution related occupations. Though this occupational group stands out as the 
largest, it should be noted that only 13 individuals matched this occupational group. 



Table 7: Labour Force Travel Patterns for Northern York Region Communities (NYRC), 
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Table 8: Labour Force Travel Patterns for Northern York Region Communities (NYRC) 
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Table 10: NOC Skill Level Matrix, represents the second digit in a NOC code. 
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Skill Level Skill Level Nature of Education/ Training 
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require university 
education. . --:-:---c 

B 2 or 3 Two to three years of post-secondary education at a 
Occupations usually 
require college or 
vocational 
education or 
apprenticeship 
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c 
Occupations usually 
require secondary 
school and/or 
occupation-specific 
training. 

4 or 5 

D 6 
n-the-job training 
usually provided 
r occupations. 

4 Focus Groups 

community college, institute of technology or CEGEP 
or 
Two to five years of apprenticeship training 
or 
Three to four years of secondary school and more than 
two years of on-the-job training, specialized training 
courses or specific work experience. 
Occupations with supervisory responsibilities and 
occupations with significant health and safety 
responsibilities, such as firefighters, police officers and 
registered nursing assistants are all assigned the Skill 
Level B. 
One to four years of secondary school education 
or 
Up to two years of on-the-job training, specialized 
training courses or specific work experience. 

Short work demonstration or on-the-job training 
or 
No formal educational requirements. 

As part of the current project, five focus groups were held to gather input from 

individuals within the communities of East Gwillimbury and Georgina. The focus groups 

were open to citizens, business owners, and key stakeholders. Their purpose was to 

provide interested individuals with information about the project, collect valuable 

information, and help build support. 
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4.1 Methods 

To ensure equal access to individuals from the two towns that are part of this study, two 
of the focus groups were held in the Town of East Gwillimbury, and three were held in 
the Town of Georgina. 

4.1.1 Recruitment 

Participants for the focus groups were recruited through a variety of methods. The most 
effective method was via recruiting individuals while carrying out the Workforce Survey 
(See section 3). While participants were completing the workforce survey, the RAs 
would also inquire if individuals were interested. in providing additional input via a focus 
group. If participants agreed, then they provided their contact information and selected 
which focus group they Wanted to attend. The other methods that were used for 
recruitment included advertising in local news papers, promoting the focus groups at 
Economic Development Committee meetings, Chamber of Commerce events, and 
community events. The registration for focus groups was also available online, and was 
promoted on the towns of East Gwillimbury and Georgina's websites, and Georgina 
Trades Training Inc.'s website. 

Prior to the focus groups, individuals were contacted to provide them with information 
about the location, time, and confirm their participation. Participation rates from East 
Gwillimbury residents at the focus groups were lower than what was anticipated. 

4.1.2 Participants 

There were a total of 71 participants in all five groups (N=71 ), of which 17 were from 
East Gwillimbury, and 59 were from Georgina. The majority of the participants had a 
grade 12 or college degree (See Table 11 ). The general trend in the focus groups was 
of participants with higher levels of education. This was consistent for both the East 
Gwillimbury and Georgina groups. When participants were categorized by industry, the 
majority worked in the Health Care I Social Assistance industry (14%). There were also 
a good proportion in the Other Services (except public administration; 12%), 
Professional/ Scientific I Technical Services (10%), Administrative and Support I Waste 
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Management and Remediation Services (10%), and Public Administration (10%; See 
Table 12). Industries are classified using the North American Industry Classification 
System (NAICS; 2002). 

Table 11. Frequency Distribution of Highest Level of Education for Focus Group 

1\•/,'~~-;\:~~'l!J'T'f;ii\ft'i"lt'~''''9$;jlo"\~'\'"'l~Ji"'fif:5''"'''~!\""<\l'~ftlffi1'£!~'1l\"i>'G"2f~~s.fit1!~~'il'"'1 ~~,-.:!.! .;·· .. :, .... J;>ii~~~~t-.d.~~"'@,-=w~~~\1Jt/i:itft~~l-,r:~i;.~~ .. ~&?~,c:.s~:z,,;)t..r~o:t Jk~~~:&~~:~h~t~t:!:,\'1~,~~:.,:,: • 1_ ·t~Bi'Wif . 
Total 69 100.00% 16 100.00% 53 100.00% -Grade 1 0 0.00% 0 0.00% 0 0.00% ·-··- -

Grade 2 0 0.00% 0 0.00% 0 0.00% -
Grade 3 ··-r-- 1 1.45% 0 o.oz~ 1 1.89% . 
Grade 4 0 0;00% 0 0.00% 0 0.00% ----- -
Grade 5 0 0.00% 0 0.00% 0 0.00% 
Grade 6 r-- 2 2.90% 0 0.00% 2 3.77% 
Grade 7 0 0.00% 0 0.00% 0 0.00% 
Grade 8 0 0.00% 0 0.00% 0 0.00% 
Grade 9 1 1.45% 0 0.00% 1 1.89% 
Grade 10 5 7.25% 0 0.00% 5 9.43% -
Grade 11 3 4.35% 1 6.25% 2 3.77% 
Grade 12 23 33.33% 4 25.00% 19 35.85% 
College Diploma -- 21 30.43% 5 31.25% 16 30.19% 
University Degree 13 18.84% 6 37.50% 7 13.21% 
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Table 12. Frequency Distribution of Labour Force by Industry for Focus Group 
Participants. 
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31-33 Manufacturinlj 2 4.00% 1 7.14% 1 2.78% 
41 Wholesale trade 1 2.00% 0 0.00% 1 2.78% -44-45 Retail trade 4 8.00% 0 0.00% 4 11.11% -1 48-49 Transportation and warehousinlL_ 2.00% 1 7.14% 0 0.00% -
51 Information and cultural industries 1 2.00% 0 0.00% 1 2.78% 

" 

52 Finance and insurance 3 6.00% 0 0.00% 3 -- -- 8 33~,_ 

-

53 Real estate and rental and leasing 2 4.00% 1-·· 1 7.14% 1 2.78% 
" 

54 Professional, scientific and technical 5 10.00% 2 14.29% 3 8.33% 
services 
55 Management of companies and 2 4.00% 1 7.14% 1 2.78% 
enterprises 
56 Administrative and support, waste 5 10.00% 1 7.14% 4 11.11% 
management and remediation services 
61 Educational services 4 8.00% 0 0.00% 4 11.11% 
62 Health care and social assistance·- 7 14.00% 3 21.43% 4 11.11% ---
71 Arts; entertainment and recreation 1 2.00% 1 7.14% 0 0.00% 
72 Accommodation and food services 0 0.00% 0 0.00% 0 - 0~~ 
81 Other services (except public 6 12.00% 1 7.14% 5 13.89% 
administration) -
91 Public administration 5 10.00% 2 14.29% 3 8.33% 

4.1.2 Procedure 

The focus groups were broken down into four components, the first component of the 
focus groups involved an information session where knowledge about the current state 
of the communities, expected growth, and the purpose of the project was provided to 
participants. The next component entailed an individual questionnaire that requested 
information from individuals about their demographic profile, current employment status 
and profile, ratings of town services and opportunities, and the weaknesses and 
strengths of those services and opportunities (See Appendix V for complete 
questionnaire). The third section of the focus group involved a group discussion about 
four main topics related to the project: 1) "What are some of the positives of the town 
that are attractive to people and businesses?", 2) "Are there any services that you think 
are missing in the town?", 3) "Are there any types of business that you think would do 
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well in the town? Not including retail.", and 4) "About 85% of the land is zoned as 
agriculture or rural, can you think of any creative uses of those areas?" 

Each question was reviewed in order for a!! five groups, and participants were given 5 
minutes individually to brainstorm ideas and suggestions, and another 15-30 minutes as 
a group to share, promote, and build upon those ideas. Participants were provided 
response booklets to record all of their ideas including ones they may not have wanted 
to share with the group. Those suggestions were also coded and graded for analysis. 
The final section of the focus groups involved a debriefing of the focus group, 
recruitment for the Northern York Region Community Commitment to Action 
Consortium, and the provision of thank you gift cards for participation. 

4.2 Results 

The analysis of the questionnaires showed that the average travel time for participants 
in the focus groups from home to work was 31.2 minutes +/-29.7 minutes. Across each ~ 

town, East Gwillimbury participants who travel to work spent an average of 37.8 minutes 
+I- 34.9 minutes getting to work, and those living in Georgina spent an average of 28.9 
minutes+/- 27.7 minutes getting to work. In general, the majority of the travel to work 
was to Georgina. However, a review of the travel patterns revealled that for participants 
living in East Gwillimbury, they tended to work in East Gwillimbury, and Georgina 
participants travelled mostly within Georgina for work (see Table 13). As to how they get 
to work, almost all but three individuals use cars, two participants car pool to work, and 
one person who travels to Toronto for work uses the train. It should be noted that there 
are uneven numbers of sample responses for some of the questions because 
participant responses to the questionnaire were voluntary and dependent on the 
participant's exposure or experience towards the specific question. Thus, there were 
questions which if not applicable to the participant were left blank. 

A section of the questionnaire reviewed the individual's level of interest for employment 
in their town, and how willing they would be to participate in any opportunities available 
to them. On these questions, participants used a 5 point Likert Scale. The scale ranged 
from 1 to 5, where 1 was low, 3 was average, and 5 was high. For the results of the 
response, see Figure 1. On the question related to actively looking for work, participants 
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were fairly split with not actively looking, sometimes looking, and actively looking. In 
regards to the question relating to whether they would apply to a new employment 
opportunity in the their town, more than 60% of participants rated a 4 or 5, indicating a 
likely or very likely chance they would apply to the opportunity. When participants were 
asked if they would be willing to accept a lower wage if it meant to work within their 
town, approximately 35% said they would be willing to accept a lower wage, 
approximately 30% rated a 3 (medium likelihood), and 35% said it was unlikely or not 
likely they would accept a lower wage. Whether individuals were willing to participate in 
additional training for employment opportunities within the town, over 70% of 
participants responded they were willing or highly willing to take additional training for 
employment opportunities within their town. Participants were also asked how much of a 
wage difference they were willing to accept if it meant they could find employment within 
their town. Although a variety of values were given, the modal value was a 15% 
difference, meaning participants would be willing to accept an employment opportunity 
within their town even if the wage was 15% lower than their current employment. 

Table 13. Frequency Distribution of~abour Force Travel Patterns for Focus Group 
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Montreal 1 1.96% 0 0.00% 1 2.70% 
Sudbury 1 1.96% 0 

"·- - 0.00% 1 2.70% 
Whitby 1 1.96% 0 ---·- --
Ajax 1 1.96% 0 

________ 0:::·-=-00~%::-·+----'1 ____ 2_.70% 
0.00% 1 2.70% 

L-- ---' 

For questions related to rating potential town weaknesses as a place to work! do 
business, several issues seem to stand out to participants (see Figure 2). Issues that 
participants ranked the town as being weak on were public transportation (Transit), 
Access to skilled labour (Skilled Workers), Bureaucracy/ restrictive bylaws (Bylaws), 
Traffic Congestion (Traffic), Government support/ incentives for business (Bus. 
Support), Hydro Interruptions (Hydro System), Poor/ limited municipal services/ 
infrastructure (Infrastructure), and local customer base (Customer Base). These 
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questions used the 5 point Likert Scale ranging from 1 to 5, where 1 was very weak, 3 

was average, and 5 was very strong. In particular, Transit was rated as very weak by 
more than 50% of the participants, and weak by another 15% of participants, which 
accounted for over 65% of the participants who responded. Over 50% of the 
participants ranked skilled labour availability and business support as either weak or 
very weak. These are significant issues that need to be addressed by the municipalities 
and the region. Although it was close, lack of local customer base also ranked fairly high 
as a weakness of the NYRC, with 45% of the participants rating it as weak or very 
weak. 

Figure 1. Response Ratings for Questions 12 to 15 on Focus Group Questionnaire (1 is 
Low, 3 is Average, and 5 is ljig_'-'h'-'-.~~~~~~~~~~~~~ 
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In contrast, over 40% of participants rated property/ real estate/ housing costs (Housing 
Cost), rental cost (Rent Cost), cost of doing business (Cost of Bus.), and hydro/ utility 
cost (Hydro Cost) as strong or very strong. 
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To ensure reliability in the questionnaire, another set of prospective items were listed to 
participants and they were asked to rate the Strengths of their town using a 5 point 
Likert Scale ranging from 1 to 5, where 1 was very weak, 3 was average, and 5 was 
very strong (see Figure 3). 

Overwhelmingly, almost every participant considered their town as a Nice Place to Live. 
Nearly 70% of the participants rated the question Nice Place to Live as very strong, and 
15% rated it as strong. That accounted for approximately 95% of all ratings for that 
question. Other items that received more than 50% of ratings as strong and very strong 
were close to home/ easy commute (Commuting), proximity/ good access to Toronto/ 
GTA (Proximity to GTA), and gr()wth/ good growth potentiai(Growth Potential). There 
were also several items that 50% or more of the participants ranked either weak or very 
weak. They were access to suppliers/ service providers (Access to Suppliers), 
manufacturing/ high tech industry hub (Manu./ Tech Hub), proximity to other businesses 
(828 Proximity), financial incentjyes (Financial Incentives), and proximity to rail/ air 
service (Rail/ Air Service). The item related to manufacturing and tech hub received a 
resounding 85% of weak and very weak ratings. This is consistent with many of the 
concerns participants raised during the discussion which was about issues of limited or 
unavailable infrastructure. This limited availability includes soft infrastructure such as 
high-speed broadband internet access. Several participants reiterated the same fact 
that almost all businesses now need access to high-speed broadband internet for their 
organizations, and if they cannot get it here, they will not come to their town. This was 
highlighted by the question related to access to infrastructure (Infra. Access) which 
received weak or very weak ratings by 45% of the participants. Another item that 
received more than 45% of the weak or very weak ratings was low taxes (Low Taxes). 
Many individuals voiced frustration with their taxes increasing, specifically property 
taxes and water utilities constantly increasing, but not seeing any significant 
improvement to their services and to the town. 

When reviewing the group discussions, it became apparent that the responses and 
opinions for participants from East Gwillimbury were different from those who were from 
Georgina. In an attempt to combine the data, it was clear that trying to combine the 
information from the two towns would lead to a lot of noise and make it difficult to review 
the specific needs and opinions of each community. Thus, for the group discussions, 
participant discussions for each municipality are reviewed separately. During group 
discussions, participants were encouraged to brainstorm ideas related to the question 
presented to them (see Appendix VI for a complete listing of items). The ideas were 
clustered into items for easier discussion. At the end of each question, participants were 
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also asked to pick three items they considered to be the most important from the list, 
and rank them from 1 to 3, where 1 was most important to 3 being the 3'd most 
important. This provided useful discussion from participants, and what issues they 
considered to be the most important to them. 

Figure 2. Response Ratings for Questions 20 to 34 on Focus Group Questionnaire (1 is 
V_?_!X W_?Af<_,_ 3 is Avf?ra~ and 5 is Very Strong). 
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4.2.1 Group Discussion- East Gwllfimbury 

The first question in group discussions involved indentifying and discussing positives of 
the town that are attractive to people and businesses. The discussion items and their 
ran kings are presented in Figure 4. Items with a total number of rankings of four or 
higher were considered significant. These items were then clustered based on common 
themes. The themes that arose related to green/ rural environment with lots of space 
(Items 2 & 5), value for money (Item 6), friendly/ welcoming community (Items 4 & 7), 
and no specific industry niche/ potential for any sector/ clean slate (Items 1 & 3). The 
idea of a clean slate was the only discussion item that was ranked the most important 
attraction of the town of East Gwillimbury by at least 4 people. It is important to highlight 
that participants felt that the town has not been branded as a specific industry sector 
town, such as Oshawa being known for automotive, or Waterloo for technology. The 
participants felt that this allows East Gwillimbury the ability to target any industry sector 
that fits with the towns' vision and its assets. 
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The second question related to services that participants thought were missing in their 
town. This question resulted in many suggestions (see Figure 5). The three items that 
really stood out were issues related to transportation (Item 5), infrastructure (Item 3), 
and lack of space for industries (Item 2). Issues related to transportation ranked as a 

priority of services lacking in the Town of East Gwillimbury. Participants agreed that 
unless an individual has a vehicle, they are very limited in their ability to travel within the 
town, or to get to transit hubs, such as the East Gwillimbury GO Train station. It 
becomes particularly hard for younger adults and teenagers who are interested in 
pursuing a part time employment opportunity, but have no means of travelling to work 
other than the reliance on others for a drive to their employer. Additionally, at the time of 
the focus groups, there was no dedicated transportation system to move individuals 
between the various urban centres in East Gwillimbury. Again, individuals have to rely 
on their own vehicles, or on a ride from someone else. This highlights transportation as 
major weakness for the town that needs to be addressed with York Region and the 

province. 

A concern that came up during the discussion of question two, and as a general theme 
of the focus groups in East Gwillimbury was the continued belief that each of the 
specific communities in East Gwillimbury still see themselves as separate. For example, 
individuals from Mount Albert expected services for themselves, and the same was true 
for Sharon and Holland Landing. Individuals could not understand why all of the current 
development was occurring at the southern edge of East Gwillimbury, near Newmarket, 

and not in Mount Albert, or Holland Landing, or Mount Albert. The specific community 
mentioned directly related to where the participant lived in East Gwillimbury. After 
explaining to participants that this was the only place of growth available to the town, 
participants were a bit more understanding and this may be something that needs to be 
better communicated by the town as developments continue to focus in one location. 
This can cause the other areas of the town to feel left out and bitter towards the town. It 
is also important to recognize that the town itself is not fully recognized by some 
members of the community and more effort needs to be made in unifying the citizens. 
Otherwise, conflicts may arise in the future which can threaten the general economic 
development in the town of East Gwillimbury. 

-----------------------------........,,._..,.~,~~';"":\'"4:"~~ 
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Figure 4. No. of Responses by Rank Order for Discussion Question One Ideas (Rank 1 
is most important). 
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The third question posed to participants related to what types of businesses they 
thought would do well in the town; excluding retail (see Figure 6). The three industry 
sectors that were identified by the participants were knowledge based institutions (Item 
6), government! public services institution (Item 7), and health care (Item 9). Many 
participants were aware that a Queensville site has been set aside for a post secondary 
institution campus, but they held a lot of skepticism about whether one would ever be 
built as the idea of a post secondary institution has been presented to citizens for years, 
and nothing has ever been done. Still, many believe it is important that a post 
secondary institution is located in East Gwillimbury to retain many of the young adults 
who are emigrating to other towns/ cities for higher education. This threatens the current 
workforce as many of these young individuals will likely settle near the post secondary 
institution they attend rather than return to East Gwillimbury for employment. 

The most interesting debate was on what size firms participants wanted to see in their 
town. Though many agreed that a large firm that employed 500+ employees (Item 1) 
would be a huge boon to the town, they were sceptical if that was the most 
economically sound idea. Their argument was towards more medium sized 
organizations that may not employ as many individuals, but there would be more of 
them. Their reasoning being that if one large employer failed, it would considerably 
impact the town, whereas, if a medium sized organization failed or moved, the 
economic and labour impact on the town would not be as significant. Furthermore, the 
town could target multiple medium sized firms in multiple industry sectors, so that the 
likelihood of one industry sector being impacted could be offset by the other industries 
in the town. However, if the large firms industry collapsed, such as the automotive 
industry, it could be detrimental not only to them, but also to the other businesses 

created to support them. 

Those who owned small businesses also voiced concern that there is currently not 
enough support for small businesses. They were aware that there are support services 
for small businesses at different levels of government, but they felt that there was no 

single place in their local government that they could find this information, and that it 
was up to the individual business owner to source out this information. They would 
prefer to see a unified service centre in their town that could accommodate all their 
needs and requirements. In other words, they wanted some kind of small business 
enterprise centre accessibility that does not require driving to Newmarket. 
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Since a large swath of the lands in East Gwillimbury are zoned agricultural and rural, 
these lands are either used for farming, "junk yards", personal property, or personal 
property with on site business. Farmers in particular have shown interest in potential 
secondary or ancillary businesses on their properties that could supplement their 
primary revenue from farming. The question posed to participants was to generate 
ideas that could be presented to farmers who have shown interest in ideas for a 
secondary business. 

Participants considered solar farms (Item 11) to provide the most viable long term 
opportunity (see Figure 7). They also considered ecotourism (Item 5) to be a good 
potential as demonstrated by Brooke's Farms which has been a very profitable farm/ 
tourism centre where families can come and enjoy outdoor activities and shows, such 
as pig races, and pumpkin cannon launches. Other ideas that participants considered 
promising were education centres/ tours (Item 3), selling locally or on-site to consumers 
(Item 8), and organic farming (Item 9). As pointed but by several of the participants, the 
price difference in grocery stores between reg~lar and cirganicallygrown products made 
it an idea that farmers should seriously consider it as an opportunity. When explained 
about the long term process required to gain organic producer status, participants 
agreed that it should be the town that should be helping its local producers through the 
"paperwork and red tape." The current organic producer licensing in Ontario requires 
nearly three years of verification by the Ontario Government. This will then allow 
farmers to distribute their products outside of Ontario. However, this lengthy licensing 
process is not required to sell within the province. Farmers can sell their products locally 
without a completed verification process. Farmers would, however, have to provide 
verification to the local purchaser that their product is organic. 
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Figure 6. No. of Responses by Rank Order for Discussion Question Three Ideas (Rank 
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Figure 7. No. of Responses by Rank Order for Discussion Question Four Ideas (Rank 1 

is most important) . 
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4.2.2 Group Discussion - Georgina 

The larger number of participants in the Georgina's focus groups meant that more ideas 
and suggestions were generated. While an effort was made to condense them, there 
was still a larger pool of items offered than from the East Gwillimbury focus groups. The 
same questions that were presented to the focus groups in East Gwillimbury were also 
presented to participants in the Georgina focus groups. 

As to the first question about positives of the town that would attract businesses and 
people to the town, overwhelmingly, participants considered the multitude of attractions 
available within Georgina (Item 1) as the best aspect of the town (see Figure 8). Most of 
the attractions they listed centered around Lake Simcoe, and other natural locales that 
are available to individuals who visit the town. Although, the Recreation Outdoor Centre 
(ROC), a multi-million dollar outdoor facility, was not yet completed at the time of the 
focus groups, many do agree that the facilities will increase seasonal visitors to the 
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town. The main attraction to the town, as noted by many, was " ... ice fishing!" The 

general feeling by participants was that the town does not fully utilize ice fishing's draw 
to promote itself. Also, there was consensus that the town's proximity to Toronto (Item 
9), and other major census metropolitan areas, such as Newmarket, Barrie, Markham, 
Richmond Hill, and Aurora make it an ideal location for any business, especially once 
Highway 404 will be extended to the southern boundary of Georgina by December 
2012. There was one individual who pointed out that relocation to Georgina is in the 
benefit of any organization for the following reasons: the cheaper cost of land, for those 
commuting to Georgina for work, to drive " ... is against traffic as they are entering the 
town in the morning, and leaving the town in the evening." 

Finally, the majority of participants also considered cheaper housing costs (Item 2) as 
another reason that Georgina is attractive to people and businesses. One individual 
said " ... I moved to Georgina because it was way cheaper to buy a house here and drive 
to Markham where houses are three limes more expensive ... " Several others agreed 
with that statement. 

Figure 8. No. of Responses by Rank Order for Discussion Question One Ideas (Rank 1 
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In response to question two, the top two suggestions made by participants that really 
considered shortcomings of Georgina were health services/ centre (Item 2) and 
transportation (Item 1; see Figure 9). Similar to East Gwillimbury, participants in 
Georgina felt there is no unified transit system. "If you don't have a car, you ain't going 
anywhere fast..." Those who specifically live Keswick were not happy that the town has 
added so many new housing developments but has not provided any form of public 
transit. Similar to EasfGwillimbury, Georgina is made up of several isolated 
communities, and participants considered no inter-community transportation system a 
weakness as well, especially during hours when children need to get to school, or when 
adults need to get to work. The schedule of the current transit system, at the time of the 
focus groups, was not properly aligned with the needs of the community. 

The other weakness pointed out by participants was the lack of a nearby health centre. 
The town of nearly 47,000 people is currently serviced by South Lake Regional Health 
Centre located on the southern end of Newmarket. As one individual put it, " ... if I have 
an emergency, it will take over 30 minutes for me to get to the hospital, and god forbid 
there is traffic ... " Their concerns were exacerbated with the statistics of growth provided 
to them from York Region which suggested that the town will double in size with no 
health care facilities to service those individuals. 

Though it did not rank well, an item that did receive a lot of attention as a weakness by 
participants in all three focus groups was tourism (Item 21). Participants complained 
that not enough is done to highlight the town and its attractions, such as " ... the Briars", 
" ... nature hikes and walking paths .. " There was also concern that there are currently no 
full featured accommodation facilities to provide overnight stays in the town. Thus, all 
the tourism is day visitors which impacts local tourism trades and services, and traffic 
congestion in the town during seasonal summer months. 

The two industry sectors that received overwhelming suppOii by participants were 
manufacturing (Item 4) and public sector/ government opportunities (Item 1 0; see Figure 
1 0). There was also a request for a health care centre (Item 9) which included a 
specialization, such as a long term care facility. The current population in Georgina and 
East Gwillimbury does warrant a business and health case study into an opportunity for 
a small to medium sized health centre/ hospital. 
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The participants' responses to question four were very interesting. There was diversity 
in the responses provided, and some, though did not receive a lot of support, are still 
interesting and valid ideas that should be studied further (see Figure 11). However, the 
majority ranked training facilities/ education centre (Item 1) as the best suggestion for a 
secondary revenue source that could be provided by farmers and rural land owners. 
Some of the other interesting ideas were community gardens (Item 4), on-site 

processing facilities (Item 11 ), and a cultural experience centre (Item 15). There was 
also the suggestion of farm land being used by research centres, like universities, to 

conduct research and develop new technological advances in farming (Item 14). 

Figure 9. No. of Responses by Rank Order for Discussion Question Two Ideas (Rank 1 
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Figure 10. No. of Responses by Rank Order for Discussion Question Three Ideas (Rank 
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5 SWOT Analysis 

The SWOT analysis provides an opportunity to examine the internal strengths and 
weaknesses oi ihe NYRC. ii aiso examines the opportunities presented to NYRC as 
well as potential threats. The analysis is based on factors observed, reported by 
steering committee members, reviewed in policy documents, through gap analyses, 
best practices by other communities, and inputs from focus groups. The purpose of the 
SWOT is to provide NYRC with the tools it needs to better understand what marketable 
strengths it has to attract business and more specifically, high value employment 
opportunities, while minimizing its weaknesses and threats that may prevent it from 
obtaining new employment opportunities or losing the ones it currently has available. 

5.1 Strengths 

The strengths listed below were selected because they are characteristics of the towns 
that if taken advantage could lead directly to new employment opportunities, or 
indirectly through new economic developments that would bring new businesses or 
support and expand current ones. 

• NYRC's strengths are plentiful, and not yet fully utilized to generate the expected 
growth in economic prosperity and employment opportunity. The largest asset to 
the Northern York region is its value to organizations that are interested in a 
ready to go workforce that requires little training, little expense, and great value. 
The current localization of the workforce can be broken down into several 
marketable groups. Specifically, the largest group of high value employable staff 
that live in the northern York region are in the health industry. The workforce 
survey revealed that more than 15% of those that had been queried were health 

industry workers. Also, the average commuter from NYRC who was queried had 
a high school to college diploma. The large healthcare workforce in NYRC and 

their level of education makes the area very marketable to non high technology 
industries. 
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• A proportion of the workforce indicated they held management or senior 
management level positions at the organizations that they worked. Individuals at 
these levels of employment can have influence in their organizations decision 
making process, such as investment of resources and opportunities into 
communities like those of NYRC. 

• Another strength of NYRC is the general population growth that is expected by 
York Region. This growth will mean further construction in the area, increases in 
infrastructure, and a larger workforce that will be providing a solid tax base for 
the town. The population in itself will increase the value of the area and land, 
which will be enticing to property developers and business developers. The 
developments will lead to new employment opportunities for trades, as wei! as 
the specific industries that may migrate or start in NYRC to take advantage of the 
population growth. 

• One aspect of NYRC which will encourage growth is the general cost of living 
and housing. As the southern communities of York Region reach their limits for 
buildable land, the value of housing will continue to increase. Thus, families 
looking for value will look further north, and NYRC provides some of the best 
value. A comparison of property prices between Markham and Richmond Hill 
versus East Gwillimbury and Georgina found equivalent properties to be two to 
five times in price. This will increase the value of NYRC to businesses to migrate 
employment opportunities to the area as the influx of families will mean an 
increase in the available skilled workforce to organizations. 

• Price comparisons of food, products and services are fairly consistent between 
East Gwillimbury, Georgina, Newmarket, Markham, and Georgina. However, 
East Gwillimbury and Georgina have an advantage in lower fuel costs. 
Additionally, for families there are many benefits for living in East Gwillimbury or 
Georgina. One example can be found in families with very young children 
requiring childcare, day care and home care. The cost of such services in East 
Gwillimbury and Georgina is at least half the cost of similar services in 
Newmarket, Markham and Toronto. Furthermore, many of the recreational 
activities offered through the municipalities cost half as much as those similar 
programs in Newmarket, Markham or Toronto. Thus, NYRC's strength is that it 
provides a lot of value to families. For businesses that have a social commitment 
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to their employees, such as offering daycare services or local recreational 
giveaways, but are conscious of the additional overhead will find these savings 
invaluable. 

• NYRC also provides families with a more relaxed lifestyle. One where individuals 
can enjoy a countryside lifestyle with all the big city amenities. As one individual 
in Georgina put it " ... is a nice place to live, and raise a family." There was great 
concurrence by participants in both the Georgina and East Gwillimbury focus 
groups. In fact, "nice place to live" in the focus group questionnaire was ranked 
very high by participants. The "nice place to live" mentality is relevant for 
businesses as well, which want to provide a culture that can make their 
workforce more efficient and are willing to relocate their business and staffing to 
that location. 

• The NYRC is the most southerly contact point to Lake Simcoe, one of the largest 
seasonal tourist attractions in Ontario. Many day trippers travel to Lake Simcoe 
to visit and spend a day at the beach or on the lake in both summer and winter. 
Georgina is even considered as the ice fishing capital, where individuals from 
around North America attend their annual ice fishing championships on Lake 
Simcoe. Combined with the natural trails and parks available in NYRC, makes 
outdoor recreation a strength of the NYRC. Additionally, the Recreation Outdoor 
Campus, which is a mega outdoor project that is being completed, will further 
enhance the area's strength for outdoor recreation. Combined wiih the extensive 
bicycle and hiking paths and suddenly there is a lot that NYRC offers to visitors 
who are interested in outdoor activities. 

• In regards to nature and green space, Georgina and East Gwillimbury have a 
large amount of protected greenbelt. Thus, large proportions of the communities 
will remain zoned as rural or agricultural. The province government's Buy Ontario 

initiative makes having agricultural property in the municipality valuable in the 
long term, especially when considering there are more profitable opportunities for 
farmers, such as organic farming. In addition, direct access to local producers 
reduces cost of products to consumers, restaurants, and grocery stores. There 
are many possibilities for high valued employment opportunities (such as local 
wholesale businesses) that will be needed to connect these agricultural products 
to those who will use them. 
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• The Buy Ontario initiatives require access to larger markets for organizations in 
NYRC to be successful. Luckily, the NYRC has close proximity to Canada's 
largest markets. Specifically, the southern boundary of East Gwillimbury borders 
Newmarket, a city with a middle to high household family income. Furthermore, 
from Highway 404's Green Lane on-ramp to the Steeles Avenue off-ramp 
(boundary of Toronto) is an average time travel of 25 minutes. This close 
proximity to Canada's largest city and business market is a major strength of the 
region. It should be noted that many populous towns and cities are also situated 
in between NYRC and Toronto, like Markham, Richmond Hill, and Aurora, which 
means the time to travel to them is even shorter. Businesses that market their 
services to these larger markers are concerned with access to these larger target 
markets, and NYRC's close proximity does make it considerably appealing to 
such businesses and their staff. 

• One strength for the region that does not receive much attention is its location 
and access to the major arterial highways that feed not only southern Ontario, 
but northern Ontario, and the rest of Canada. Specifically, NYRC has direct 
access to highway 404 (Hwy 404) which feeds the downtown core of Toronto, 
and connects to the Queen Elizabeth Way (QEW) that feeds directly to the 
Canada/ USA border. The Hwy 404, which currently is being extended to 
Georgina and is slated for completion by December of 2012, will terminate at the 
southern end of Georgina's urban centre and only a few minutes from the 
proposed Keswick Business Park. The Hwy 404 bisects East Gwillimbury and 
passes nearby undeveloped commercial/ industrial land. For organizations 
requiring access to highway infrastructure, the access of the highway near an 
undeveloped business park is a major strength of the towns. The other major 
highway that feeds Toronto from north to south is highway 400 (Hwy 400). This 
highway travels northward to cities like Barrie. The most western boundary of 
East Gwillimbury is only 15 minute from Hwy 400. On the eastern side of NYRC, 
from Georgina's boundary it is only a 5 minute drive to Highway 12, a Trans­
Canada Highway that provides access to the rest of the province and country. 
For industries with products or services that are distributed nationally, the NYRC 
is a great location. 

• In addition to roadways, there are some public transit options available to the 
population. Currently, York Region Transit/ VIVA offers transit routes through 
Georgina and East Gwillimbury. GO transit has GO bus services that route 
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through NYRC. There is also a GO train station within East Gwillimbury which 
provides direct access to downtown Toronto's Union Station, and all the major 
towns and cities along the way to Toronto. 

• In terms of business needs, South Lake Community Futures Development 
Corporation (CFDC), a not-for-profit community based organization providing a 
variety of small business and community economic development services is 
located within Keswick, the urban centre of Georgina. The South Lake CFDC 
operates under a contract with the Federal Economic Development Agency of 
Southern Ontario (FedDev Ontario), and provides a variety of services to 
communities and businesses. This includes business loans, counselling, 
education, resources, and assistance to businesses and communities. South 
Lake CFDC provides a great starting point for new businesses and established 
businesses when it comes to getting useful information and resources. For 
example, South Lake CFDC can provide funding opportunities to organizations 
that want to hire and train new employees or to update their IT infrastructure. 

5.2 Weaknesses 

The weaknesses listed below were selected because they were considered less 
desirable attributes of the towns that could hurt the creation of new employment 
opportunities by impacting new economic developments. 

• As rural communities that are to expect large population growth, East 
Gwillimbury and Georgina are going to have some apparent and not so apparent 
weaknesses which may hinder economic growth. One weakness that is apparent 
is the lack of industrial/ commercial buildings. This was highlighted by business 
owners in both Georgina and East Gwillimbury, when the discussion of business 
prospecting was introduced. At the time of this study, there were very limited 
options for a medium to large business that would like to enter into NYRC. The 
lands allocated for business park development are privately owned, and no work 
had started at the sites at the time of writing this report, especially in Georgina. 
Any large scale organization trying to place roots in NYRC will have to wait until 
all studies and assessments are done, permits are obtained, infrastructure is in 
place, and actual site development begins. Note: some of the studies are 
currently in progress or have been completed by the towns. 
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• Although the infrastructure that is necessary for the business parks is slowly 
being addressed, there are still areas were infrastructure has not been allocated. 
Private developers will not be encouraged to build any commercial/ industrial 
buildings without access to available municipal infrastructure. This further strains 
attracting businesses as developers wHI not likely accept a tenant if they cannot 
promise a potential site that their clients can lease or purchase. At the focus 
groups, concern was raised by participants who owned businesses about the 
potential of inadequate hard infrastructure, such as water and sewage that could 
not only impact the new developments, but could also impact current businesses. 

• A comparison of York Region's vision of the future and its official plan versus the 
municipal NYRC plans reveals a large gap which displays a major weakness of 
NYRC when competing with respective southern York Region municipalities. 
Specifically, NYRC currently has inadequate soft infrastructure that is necessary 
for businesses. One of the major visions of York Region is to be the region of 
choice for the technology industry sector. While this is true for the more southern 
communities in York Region, there is a current inadequacy of soft infrastructure 
for East Gwillimbury and Georgina. The telecommunications gap analysis study 
by the Town of East Gwillimbury and funded by South Lake CFDC was 
completed in June 2010 to begin addressing this issue in the town. Services such 
as high-speed broadband internet service, competitive services such as Bell and 
Rogers, fibre optic pipelines, and a variety of other technology based needs are 
not widely available. Granted that soft infrastructure is slowly improving, there is 
still a long way to go. Many of the businesses that were queried that are currently 
near or outside the urban centres of NYRC are generally serviced by South 
Simcoe Community Broadband (SSCB) or through Internet Lake Simcoe (ILS). 
Tested speeds from reputable iniernet speed testing sites, like 
broadbandreports.com, show that the speeds offered during office hours by 
SSCB or ILS is not considered broadband. The same is true for Bellnet's 
services, whose speeds fluctuate with the hours of the day. Services like Rogers 
and Bell are proliferating in the area, but only within certain urbanized zones, 
such as new housing developments. Most companies nowadays are just as 
interested in soft infrastructure as hard infrastructure, and markets which cannot 
provide them are put in a disadvantage. One main reason is that many new 
companies use their internet for a variety of things, ranging from hosting their 
own websites and email servers to using cost effective voice over IP (VoiP) 
telephone services offered by companies like Cisco. These services require high-
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speed broadband and if a community cannot offer them, then a prospective 
business will look elsewhere. In doing so, they also take the employment 
opportunities with them. 

• Another weakness is transportation alternatives currently offered to residents. 
From reviews of the Region's official rural transit plans, the provincial transit 
plans, and the municipal transit network, there is a major limitation of transit for 
NYRC, specifically public transit. When considering the growth expected in the 
area. Current routes of VIVA (regional York Region transit) and GO Transit only 
service a very small population of the two municipalities. The current transit 
routes service only a few key locations within Georgina and East Gwillimbury, 
and only along major roads. There is an inadequacy of transit routes in 
residential areas, to public areas, and major retail/ commercial/ industrial 
locations. Furthermore, there is limited intra-municipal transit between the 
various communities, such as between Mount Albert and Holland Landing in East 
Gwillimbury. This in turn impacts congestion and traffic as many rely on a vehicle 
to travel to locations within the towns and to other locations outside them. 
Although this is a regional and provincial issue, the municipalities advocating for 
stronger transit services is limited, often requiring town citizen input on annual 
transit route changes. 

• The use of knowledge is i~perative in private sector decisi_on making and the 
same is true for public administration. The limited information about ones current 
business performance, operations, logistics, demographics, and economics can 
have a detrimental impact on effective judgements. When requested for a 
portfolio of information that normally is presented to prospective businesses, 
sparse information was provided by the towns. At present, the municipalities do 
not maintain current information about transportation comparisons to other 
municipalities, detailed population profiles even from 2006 that would include 
education and labour force, top employers, wages, or tax rates in their 
prospective business profile. These pieces of information are considered relevant 
aspects of a community profile and are need by a business to decide which town 
offers the best value. Some of the above mentioned information is located on the 
town's websites, but they do not seem organized in a meaningful way, and 
require an individual to do some digging. 
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• More and more organizations are looking at not just investing in a location, but in 

a community. Thus, having a sense of community is important when marketing a 

town. The feedback that was gathered in the focus groups shows two towns 

whose populations still see themselves as individual communities. Some do not 
recognize Georgina or East Gwillimbury, but rather just their own small 

community. This fractured view by the citizens will impact any large business 

development projects. 

• One demographic in the towns that are not fully utilized by the towns is 
agriculture. Information about agriculture from the towns is little, with not much 

detail. At the time, East Gwillimbury had started collecting information about 

farmers, but it was not complete. As an industry, agriculture in NYRC is 

substantial, and the level of information related to it is not equivalent to what is 

expected. When one considers that the province is set on promoting healthy 
living and eating, and Buy Ontario initiatives, the towns should have more details 

about their agricultural inventory and how to leverage the local farming 

community to promote itself and its agricultural capacity to surrounding towns 

and cities. 

• In terms of business support services and help, there is a perception of 

insufficient support for the current businesses in the towns. In NYRC, support 

services can be accessed through the South Lake CFDC, Georgina Economic . . 

Development fund, events held by York Small Business Enterprise Centre 

(YSBEC) and the six Northern York Region (N6) municipalities conference, and 

limited support services offered by the economic development departments of 

the municipalities. Although the above services and supports are available, in 

comparison to other municipalities reviewed, they are not seen as sufficient for 
growing municipalities like East Gwillimbury and Georgina. In addition, if an 

organization is interested in NYRC, there is no single unified source within the 

area where one can obtain municipal, regional, provincial, and federal 

information about services and products that are offered to them. This is 

important for start-up businesses or entrepreneurs who do not have the tools or 
the resources to find all the various pieces of information, support services 

available to them on their own. Currently, South Lake CFDC is able to provide 

some of this information, but they may not be able to provide all of the resources 

that one could find at the York Small Business Enterprise Centre in Newmarket 

such as the York Regions Export program, or potential research & development 
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funds and grants. At minimum, more N6 and YSBEC events and workshops in 
East Gwillimbury and Georgina in comparison to what is currently being offered 
would be beneficial for the municipalities. 

• The towns do not have a dedicated section of their websites for small 
businesses, or entrepreneurs. Nearly 98% of organizations in Canada are small 
businesses, and better information is needed for them. There is also a lack of 
centralized information about self employment, and the resources that are 
needed for it. 

• One of the common themes that arose in the focus groups was "red tape," 
especially when dealing with planning and permits. This was true for Georgina 
and East Gwillimbury. This will slow down new business development when 
property developers are being hindered at building on employable lands. 

• A consistent trend in the focus groups from younger adults was the necessity to 
emigrate " ... to places that can give me the education and jobs I need, because 
there is none of that here ... " The York Region Official Plan highlights the need to 
support young adults in their education and entrepreneurial endeavours. Though 
some services are already in place, such as trades training through GTTI, higher 
or post secondary education is lacking. Also difficult to find were services and 
information geared specifically to young entrepreneurs or individuals who want to 
start a business or have started a business but do not have the skill sets to 
manage them. Support for young adults could lead to new businesses that could 
provide great employment opportunities. 

• York Region has also identified "newcomers" as different ethnic groups or 

individuals who have recently migrated into the area from outside of the York 
Region. The current cultural or diversity plans in place by the towns to highlight 
or manage the concerns of such diverse groups migrating into NYRC need to be 
reviewed as the towns prepare to embrace greater diversity. The need for better 
cultural and ethnically diverse programs will become obvious. This migration can 
already be seen in the southern housing development in East Gwillimbury that 
border Newmarket. /•,n example of potential programs are the "newcomers" 

seminars offered by the City of Toronto through the Toronto Public Library that 
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teach individuals and families about services and tools offered by the city, and 
how to integrate into the local economy and community. They also provide 
workshops and classes on language, and beginner skills training such as typing 
and using word processing programs. 

• A review of Georgina and East Gwillimbury's development charges (DC; BMA 
Municipality Study- 201 0) for non-residential commercial and non-residential 
industrial land development to be above the GTA average. While for the GTA, 
the non-residential commercial DC average was $20.63 per square foot (sq. ft.) 
and the non-residential industrial DC was $11.94 per sq. ft., East Gwillimbury 
charges were $5.73 per sq. ft. more for commercial, and 3.12 per sq. ft. more for 
industrial. Georgina's rates were lower, but it still was $4.34 per sq. ft. more for 
commercial and $1.73 per sq. ft. more for industrial. Comparatively, East 
Gwillimbury was charging more per square foot than Aurora and Newmarket for 
commercial and industrial development, and Georgina was charging more than 
Milton, and nearly the same as Vaughan. It is understood that East Gwillimbury 
and Georgina may have higher costs because there is more infrastructure 
development than more southern municipalities. However, these higher charges 
could discourage the decision making of organizations to select East Gwillimbury 
or Georgina when they compare the cost for development of a site with a large 
footprint in different municipalities. 

• While trying to determine the current economic and business development in 
NYRC, it was apparent that there are no proper performance measurements in 
place to tell municipal staff, citizens, and businesses of the success of the town 
in business development and retention. Though there is work on creating a 
comprehensive listing of current property availabilities by Georgina and an 
available vacant employment land inventory by East Gwillimbury, there is no 
information about current occupancy rates, no listing of agriculture, no measure 
of marketing success, or measure of programs and services. Not being able to 
measure the performance of economic development will make it difficult to 
demonstrate to large corporations why they should locate within NYRC, and to 
convince municipal councils as to why investment into business and economic 
development is necessary. 

---------------------------------,t);~.;~'~,li.~':'~T'"C~."n 
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• Due to limited infrastructure and rapid growth, the NYRC is challenged by having 
to build its infrastructure as the towns expand. The building of new roads, 
sewers, water, electricity and other resources can be taxing, and without a non­
residential tax base, residents are forced to pick up the bulk of the cost. This will 
be reflected in higher property taxes, water and sewage rates, and utility 

charges. 

5.3 Opportunities 

The opportunities listed below are trends or patterns that are in favour of the NYRC, and 
provide it with an advantage in comparison to other municipalities. An aspect of the 
opportunities is to build on the strengths or relieving the weaknesses listed in the above 
sections. These are ideas that would provide NYRC with the best potential for 
increasing economic development with the end goal being the creation of new 
employment opportunities. 

• The best opportunity available to Georgina and East Gwillimbury, as stated by a , 
focus group participant was that the municipalities are a " ... blank slate ... " This is 
considered an opportunity because it allows the towns to discover their strengths 
and use them to brand their images. Rebranding is an expensive prospect, so 
not having to do that in the current economic environment means cost savings 
that can be directed towards future marketing campaigns. The brand is an 
important step towards generating economic development. For examp-le, the City 
of Waterloo has branded itself as the innovation and technology centre of 
Ontario, and many high technology businesses either start their or move there, 
this in turn means the high value employment opportunities those business 
provide also go to Waterloo. 

• The current study builds on the Statistics Canada Census community profile that 
highlights the current workforce, their skills, and abilities. The NYRC now have 
the opportunity to take advantage of this information and attract businesses that 
would have a need to employ an available workforce. The industry sectors that 
have a defined high value workforce presence in NYRC are health care/ social 
assistance, professional/ scientific/ technical services, and public administration. 
This is particularly relevant in the context of the Local Labour Market Update, 
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which found that health care in York Region has seen the fastest growth in recent 
years in comparison to other industry sectors (Local Labour Market Update, 
2011 ). A focus on this specific area could provide potential for employers to 
migrate to the area. Georgina and East Gwillimbury have the opportunity to 
coordinate efforts and attract businesses in these sectors knowing that they have 
the readily available workforce. This information, in conjunction with a detailed 
community profile, will be very useful in trade shows, presentations, electronic 
media, and other forms of marketing for the NYRC. Bringing businesses that are 
in the same industry sector as the available workforce will mean immediate 
available high value employment opportunities for individuals that reside in 
NYRC. 

• The future increase in the population of NYRC, Newmarket, and surrounding 
areas will put a great strain on the South Lake Regional Health Centre. There is 
a growing potential for a smaller health care centre or hospital to service East 
Gwillimbury and Georgina as the population increases and serviceable rates 
increase beyond regional and provincial standards. This provides NYRC the 
opportunity to carry out a long term feasibility and planning study to present to 
South Lake Regional Health Centre and the Ministry of Health for potential 
opportunities. NYRC already has the available workforce, and this would provide 
the high value employment opportunities for those skilled individuals. 

• Part of the attraction to Eas!Gwillimbury and Georgina is the abundance of land 
available for non-residential development. This provides a large employer the 
opportunity to develop a complex or building that suit their needs. Similar 
examples include Philips Electronics Ltd. Canadian Corporate headquarters in 
Vaughan and Honda Canada Distribution Centre in Markham. The proper 
marketing and incentives could see potential interest from large high value 
employers looking for space which is not available further south in the Region or 
GT A. These large employers bring with them a substantial number of high value 
employment opportunities. 

• Marketing and promoting the NYRC can be an expensive venture, especially 
when attempting to influence large international organizations. The "no walls" 
mentality of the NYRC bodes well as it will give it the opportunity to work with 
other municipalities, and other levels of government to generate leads and 
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opportunities. Case in point, the Town of lnnisfil's Economic Development 
Department was very open to information sharing, and a potential partnership 
with Georgina and East Gwillimbury. As the network of cooperation increases, so 
do the available resources and assets that can be used to market NYRC to 
potential interested organizations and the employment opportunities they could 
provide to the area. 

• The opportunity for cooperation should not be limited to the public sector. The 
potential for NYRC increases with improving cooperation with private sector 
organizations that can provide opportunities that otherwise may not be available 
to the NYRC. For example, the Milton Education Village includes an incubation 
centre to help foster private sector research and development. This has helped 
attract new businesses into the business park, and has helped expedite the 
development of their post secondary education campus and potential future 
health care centre. 

• The Jack of a post secondary institution or a satellite campus for a post 
secondary institution provides a great opportunity for the NYRC to justify one in 
its area. There has been some interest in East Gwillimbury for the Oueensville 
site, which has been set aside by the municipality. However, its location and 
transportation infrastructure could impact the site's viability. East Gwillimbury 
needs to convert potential leads into a memorandum of understanding (MOU) 
that can be provided to the Ministry of Training, Colleges and Universities 
(MTCU). Recent experience with dual campus facilities, such as the shared 
campus between York University and Seneca College which has Jed to a major 
expansion of the Keele campus that is already at capacity, could benefit NYRC. 
An MOU that includes a partnership between a college and university would 
dramatically increase the success of the Queensville site or another viable site's 

approval. 

• The Queensville site also provides East Gwillimbury with a valid argument for 
why further investment into public transportation infrastructure is needed in the 
area. A public university at the site would not only provide the region with a 
northern post secondary presence that would target students south of Georgian 
rn!tt"n'" in Barrie, but it would also help alleviate the issue of young adults who 
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emigrate to find post secondary education elsewhere. Many businesses gravitate 

towards post secondary institutions because of the fresh and ready workforce 

that has the most current knowledge and techniques. 

• The Town of Georgina and the Ladies of the Lake have been trying to generate 
further visibility and promotion for a water innovation and research center 

(WIRC). To date, a successful fundraising and promotion event called Splash 

has taken place during the summer of 2011, and further events and activities are 

planned for the future. It is critical that the town provides full support if their vision 
for such a centre is to be realized. Their success will likely depend on their ability 

to find partners to build the WIRC. There is a great deal of additional work that 

needs to be done on the project, such as defining the parameters of WIRC, and 

beginning a marketing campaign for it. The potential benefit of WIRC being built 

is that it will provide Georgina with many high value employment opportunities. 

• The unique nature of WIRC could lead to a potential partnership with a post 

secondary institution that may be interested in water research. However, there is 
the possibility to fast track development of WIRC by looking at it as an incubator 

model similar to that used in St. Catharines. Rather than an open research 

centre, it is split so that part of the complex would be for publicly funded research 
& development and education, while the other part of the complex would be an 

incubator for new or established businesses to use to develop new technologies, 

techniques, and ideas that they would have otherwise been unable to do on their 

own. In other words, the town would provide a space and tools for research and 

development, while the organizations would provide the ideas. The incubator 

could be built rather quickly, which would increase the potential interest from post 

secondary institutions. There are multiple sources of public and private funding 

available for such innovation projects, such as Royal Bank of Canada's Blue 
Water Project and the National Research Council's Infrastructure fund. 

• A proportion of businesses in York Region are small businesses and new start­

ups that focus on delivering a niche product or service. There is great potential 

for the NYRC to invest its time and resources in helping start-ups knowing that 

the short term gains will be minimal, but the long term impacts could be 
significant if and when some of these businesses become successful. This is 

especially true when the focus is on young entrepreneurs. They not only bring 
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fresh and new ideas, but they attract venture capitalists, angel investors, and 

larger organizations that are willing to invest in the individuals, companies, and 

their communities to help them succeed. 

• NYRC has a lot of green rural and agricultural spaces that can be potential 

locations for many of the green initiatives that have been suggested by the 

province and outlined in recent green workforce reports like the Workforce 

Planning Board of York Region & Bradford West's Greening the Economy­

Transitioning to New Careers Report (2011 ). An example of such land use has 

been the proposal of lands along Old Homestead Rd. in Georgina to be used for 

solar farms. These solar farms would create new employment opportunities 

related to their design, development, implementation, and maintenance. 

• The NYRC has the opportunity to utilize the spill over effect from Newmarket's 

growth which is still expanding but has begun to reach its boundary limits. This 

can already be seen in new developments along the southern boundary of East 

Gwillimbury. The growth in Newmarket has generated a lot of retail development 

in East Gwillimbury near the boundary between the two communities. The 

municipalities should take advantage and market to businesses that want to be 

near Newmarket but cannot find either the space or value. These businesses 

locating in East Gwillimbury and Georgina will also bring new employment 

opportunities to the towns. 

5.4 Threats 

The threats to NYRC were obstacles or competition from external sources that would 

negatively impact the current employment within the area, and hurt future economic & 

employment development. 

• Currently, the largest threat to the NYRC's high value labour market is the 

employment opportunities in larger municipalities, such as Toronto, Markham, 

Newmarket, and Richmond Hill. Currently, there are few employment 

opportunities in NYRC that can compete with the availabilities in those markets. 
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• The larger municipalities can leverage greater incentives to attract businesses to 
their communities. For example, the City of St. Catharines does not charge any 
city DC- only regional charges are applied. 

• Building on the previous point, there is also a lack of suitable industrial and 
commercial buildings with adequate hard and soft infrastructure. As companies 
become more high tech, their needs for high-speed broadband access, and high 
capacity water, sewage and utilities also increases. There is the threat that the 
towns may not be able to cope with these needs of larger employers, like those 
in the manufacturing industry. 

• If the South Lake Regional Health Centre decides to increase its capacity at its 
current location, or to locate a new facility near to its primary location, it could 
dramatically affect NYRC's chances of a health centre or hospital. 

• Green technology markets being targeted by other municipalities that are willing 
to provide various levels of assistance and access to resources that would help 
the business start generating products or services within their town or city. 

• The competition between municipalities for the same industry sectors benefits 
businesses as they seek better incentives. In all cases, it is important for the 
NYRC municipalities to closely review the incentives they can provide an 
organization. It may be that in the short term the incentive may benefit the town, 
but may impede or undervalue the return they get in the long term. 

• The issue of "red tape" is one that has been mentioned previously, but it is a 
major threat to business development and employment opportunities. If an 
organization is not able to receive the permits, permissions, or assistance in a 
timely manner, they may consider not investing in NYRC. The potential for this 
threat increases if the organization is in an industry that is close knit, like the food 
processing industry, where word of mouth could influence other organizations' 
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perceptions of the municipality in terms of how the municipality treats its 
businesses. This could give the municipality a bad reputation within that industry. 

• Limited comprehensive soft infrastructure like telecommunications and high-
speed broadband will dramatically hinder the NRYC's ability to attract certain 
industry sectors, or any businesses that rely on high-speed broadband or a 
telecommunications infrastructure. This is a threat as other communities south of 
East Gwillimbury have a fairly comprehensive infrastructure policy in place that 
includes high-speed broadband and other amenities necessary for businesses. 

---------------------------------,s~~~-pr.'-'?,';-~.f@.W~ 
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6 Best Practices 

This review of current community best practices has focused mainly on communities 
from within the Province of Ontario. Community selection was based on towns or cities 
identified by the project steering committee, or by the lead consultant based on criteria 
set by the steering committee. The general focus was mainly on communities that are 
healthy, have had positively growing economies and populations over the last several 
years, and have instituted policies over the past several years that have brought about 
that positive change. 

6. i Common Policies and Strategies 

This review of best practices has identified both trends in policies that were consistent 
across a majority of the towns and cities, and actions that were specific to a town or city. 
It is important to review the general policies and activities that were consistent across 
the majority because it provides a common thread that has been proven to be 
successful. At the same time looking at successful independent initiatives can help to 
inspire 'outside the box' thinking to promote solutions unique to individual municipalities. 

6.1.1 The 'Lifestyle' Approach 

The most significant common thread demonstrated by the policies and strategies 
reviewed has been to promote not so much a niche or product, but rather a type of 
lifestyle. Each of the towns reviewed had selected a specific niche or resource and 
focused their efforts in highlighting how it integrates into a general high-quality lifestyle. 
This is then used as a cornerstone for marketing their community. It is important to note 
that this is a fundamental principal in community-based economic development. In this 
type of model, the commodity that is marketed is the people and the way of living. For 
example, the City of Stratford markets itself as the community for sophisticated 
individuals with a taste for the arts and entertainment. This message is not only 
prominent in their marketing material, but is also carried over into how the community 
presents itself. This has allowed the City of Stratford to help its already established 
tourism businesses have a focus as to the type of clientele they should target their 
services towards. Although the niche market is town or city specific, the overall practice 
of marketing towards more sophisticated individuals who are looking to enjoy the 
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benefits of living within close proximity to Toronto, enjoy urban necessities, but live in a 
more rural setting was common across all the towns and cities reviewed. All of the 
towns and cities within Southern Ontario that were reviewed for this report had this 
concept of target marketing as part of their strategic and official plans. Marketing 
towards high value visitors demonstrates that the towns or cities are well developed, 
and a place that someone who is more affluent would enjoy. Thus, their overall goal is 
to appeal to high value visitors. 

B.1.2 Identify Your Niche 

On top of focusing their vision towards the middle and upper class, many of the 
communities have aggressively invested into developing marketing campaigns around 
events and resources that naturally occur within their communities. For example, the 
City of Waterloo took advantage of their universities, which have excellent reputations in 
technology, innovation, and mathematics, and leveraged that as their strongest selling 
point. Thus, the City of Waterloo is marketed as an "incubator" for innovation in 
technologies. The City of Stratford has strong and vibrant Arts events, so its focus has 
been on marketing its artistic innovations, such as their Arts Museum. Aurora has used 
its knowledge in skilled and precision automotive manufacturing to market towards high 
precision manufacturing ventures. Leveraging what they already have within their own 
towns or cities has helped them not only focus on the specific industries to target, but 
also to develop a theme to stick with when designing websites, and when developing 
tourism and business retention and expansion strategies. To increase visibility to their 
target markets, they then hold special events to further attract high value visitors and 
prospective business people to show off and actively promote their community's assets. 

6.1.3 Developing Marketing Capital 

The abilities of these successful towns to market their communities can be seen in the 
quality of their promotional material for tourism and economic development. A review of 
the towns' and cities' breakdown of marketing budgets showed that they were spending 
a fair portion of their operating budget towards marketing and tourism. For example, in 
2005, the Town of Port Hope with a population of 17,500 people and an operating city 
budget of $11 million had a tourism budget of $300,000 dollars. In the same period, the 
City of Brantford (population: 90,000) and Brantford county (population: 40,000) had a 
city budget of $260 million, and set a tourism operating budget of $1.2 million. The 
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significant feature here is that only $1 million is contributed by the city, and the rest is 
co-op revenue. The City of Stratford matches the funds generated by the private sector. 
One methodology taken advantage of by the City of Stratford and many of the other 
municipalities has been the use of destination marketing fees (DMF's) that are used by 
the municipalities to increase the available funds for tourism. The DMF is either a 
percentage or flat fee that is surcharged to the cost of accommodations that are 
available within the town or city. 

One of the first priorities within the towns and cities reviewed was to use their resources 
to attract and increase their accommodation capacities. They also tried to ensure their 
city core had some form of conference centre, ether independent or in conjunction with 
the accommodations. They have then used these commodities to lure event organizers 
to bring conventions and events to their towns and cities. By applying DMF to 
accommodations, the municipalities were able to generate needed revenue which was 
then directly used to increase promotional efforts. 

It should be noted that as of June 2010, the DMF charges in Ontario have be eliminated 
with the establishment of the Regional Tourism Zones (RTZ). The RTZs in Ontario 
came about from the Discovering Ontario report that recommended a regional approach 
to tourism. Although DMFs have been phased out as of July 2010, the Ministry of 
Tourism, Culture, and Sport is implementing the Regional Tourism Levy (RTL). The RTL 
is meant to standardize and replace the DMFs across the province. 

6.1.4 Centralized Marketing Strategies 

To manage funds, and to provide a general framework for marketing and promotion 
specific to tourism, each municipality that was reviewed had a separate committee 
responsible for tourism, promotion and marketing. This committee is maintained under 
the municipality's economic development department. The purpose of this over-arching 
committee is to be the high level group that acts as a framework and ensures all 
marketing and promotion of the town/city are consistent and unified. The tourism 
committees generally consist of city staff and individuals from organizations involved in 
tourism. A trend for marketing and promoting their town/city's is to provide potential 
visitors the initial impression of a high quality municipality by creating very high quality 
electronic (i.e. Websites and e-brochures) and print material. For example, when the 
City of Stratford and Town of Milton both developed their marketing material, they 
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devoted nearly $60,000 each towards websites alone. They both provide excellent 
examples of how to take advantage of digital media to promote a municipality. The 
online material is considered vital as many visitors, entrepreneurs, and businesses now 
use digital tools to conduct their due diligence that normally would be done via phone 

calls and site visits. Though the tourism websites are managed by the economic 
development department, they are setup independent of the town's website (e.g., 
Miltons 'This Way Up' website) which provokes an idea of a website independent from 
the town trying to promote itself. The websites are full of information and they all include 
the following: community and demographic profiles (including advantages of 
demographic for business), land availability (mainly non-residential), service availability 
for businesses and residential, a comprehensive cost breakdown for residential and 
non-residential sectors making sure to highlight the positives, and a presentation of the 
specific benefits of the town and the lifestyle one enjoys while living there. In addition, 
the websites promote the current businesses in the town, print success stories, 
testimonials, and any news and events that are relevant to businesses and visitors. 
They also provide a business directory of current organizations that are within the 
municipality. 

6:1.5 Tourism Promotion 

For many of the distance communities, such as the Town of Milton, cities of Stratford, 
Brantford, St. Catherines, and Niagara on the Lake, there is a heavy emphasis on 
promoting the communities as a tourist destination to supplement their existing tourism 
industry. Tourism generates a large income source for these municipalities. Also, 

tourism provides a great immediate source of employment as many supplementary and 
ancillary businesses are need to support the tourism industry. Each municipality has an 
over arching tourism program that is overseen by their economic development 
department who is responsible for making sure a singular message is presented. Their 
purpose is to provide a larger platform for the tourism industry to promote itself. In the 
case of the City of Stratford, prior to their 2005 review of their official plan, there were 
multiple levels of promotion going on, which included individual theatres, hotels, the 
town itself, and the region. The general message about the City of Stratford being 
delivered by each group was disjointed and there was no common theme. Additionally, 
there were overlaps in marketing which led to wasted resources in duplicated messages 
being sent out by the different groups. 



The Tourism Stratford committee was established to concentrate the message, and 
make sure the same theme was present in all marketing of events. Furthermore, they 
ensured that private sector resources and funds were not wasted by repeating the same 
messages and promotions over and over again. This is also a great venue to bring 
together all levels of government with the private sector to better coordinate marketing 
of the town and better utilize the resources available. This coordination allows for better 
brand development and a louder platform to carry out promotion of the town, region, 
and the businesses that thrive there. A key point that was highlighted by the various 
communities' tourism associations was their focus on the seasons which they were 
already doing well, and slowly expanding their focus to include activities or events that 
included other seasons. For example, the Stratford Festival and its many events occur 
during the summer season, so much of the tourism promotion focuses around that 
season and the events that occur then. Once their tourism for the summer season 
began doing well, they then began to expand their promotion to spring and fall events 
as well. They hope to be able to maintain consistent tourism year round, but fully 
understand that tourism is seasonal and they should take full advantage of the seasons 
that are most profitable and make the best of it. To that effect, their promotional material 
for their summer events is well above par in terms of quality and content. It is very clear 
that significant resources have been used to create them, and based on the 
performance of their tourism industry; it seems to be money well spent 

6.1.6 Cooperation and Alliances 

The practice that seems to have been of the largest benefit for the towns and cities is 
the view of a "no walls" mentality. In essence, the thought behind this is that a 
town/city's community does not stop at the municipality's boundaries, but rather it 
encompasses surrounding towns/cities, regions, the province, and the nation. They 
have learnt to take advantage of alliances with the private sector so that promotions and 
marketing are not just the burden of the municipality. They leverage their established 
businesses, and the individuals in those businesses with the expertise to attract more 
business. They partner with neighbouring towns/cities to work together and attract 
larger businesses and to better utilize their dollars. They manage the "red tape" and 
offer organizations direct support and assistance in accessing other levels of 
government and the services they offer. Specifically, they have used the offerings of 
other government levels, such as tax breaks, grants, and subsidies as an incentive 
towards attracting businesses. Additionally, integrating other government levels into 
their marketing and promotion has helped these towns to get those levels of 
government further involved and invested into the town/city. In fact, the Province of 
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Ontario has provided support and venues for promoting and marketing in cases where 

the towns/cities are willing to partner with their surrounding neighbours, work together, 
and promote a larger geography of Ontario. 

6.1.7 Building Entrepreneurship 

Another common thread has been investment into entrepreneurship and small 
businesses. In fact, the City of Waterloo has made entrepreneurship the central focus of 
their strategic plan and official plan. This has resulted in the rise of many successful 
small organizations that have grown into giants of their industries, such as Research In 
Motion. These communities have extensive support for small businesses, and for 
entrepreneurs, specifically young entrepreneurs. There is a focus on breeding young 
adults with an entrepreneur mentality because young adults are a large source of 
individuals that emigrate outside of the town for employment opportunities because they 
are highly mobile. These communities have learnt to harness the resources of the 
various levels of government, private sector, and their community futures organization 
to provide small businesses and entrepreneurs a platform to become successful within 
the town rather than having them leave for somewhere else where they may receive · ., 
better support. These services include a mentorship program that relies on industry 
volunteers, financial services, and resource links to other information sources and 
services (e.g., cities of Richmond Hill, Vaughan, Mississauga, Waterloo, Stratford, and 
the Town of Milton have dedicated young entrepreneurs programs). In the case of the 
City of Stratford and the Town of Milton, this played a key role in attaining higher 
education opportunities for their towns because innovation, entrepreneurship, and 
education go hand in hand. In the case of many of the communities reviewed for this 
study that currently have a higher education institution; they have strategically targeted 
the educational institutions that are interested in investing in the niche market that the 
municipality is promoting. So, in the case of the City of Stratford, they have a University 
of Waterloo satellite campus that focuses on arts and media research and development. 

6:1.8 Supporting Local Agriculture 

So far, many of the best practices have focused on the more urban components of the 
towns and cities, but it is important to note that many of these municipalities also have 
an active agricultural industry as well. They included in their official plans ideas as to 

how to proceed with agriculture and how to best help local farmers improve upon the 

Northern York Region Community Action Project 



assets they already maintain. Primarily, they have worked at improving communication 
with their local farmers, created an index of agriculture, and have created associations 
or groups which try to provide a forum where local government and farmers have a 
platform to share information & ideas. This platform is where the local municipality can 
directly engage the farming community and provide direct assistance that normally 
would not be available to the farmer. For example, helping farmers determine what 
government grants are available to them and how to access them. Furthermore, local 
municipality partnerships have allowed towns to better cooperate with other 
municipalities within their region to promote the agricultural stock available by their 
region. By knowing the index of agriculture, which is the inventory of agricultural 
products produced, the town or city is better able to promote or market their municipality 
to organizations and businesses that may rely on those products. 

The town can also act as an intermediary to help the farmers promote and sell their 
products. For example, all the towns and cities that were reviewed had a farmers 
market located in a visible part of their urban centre to allow farmers a way of selling 
their products locally. This has been very successful in many places, including Markham 
which holds a farmers market in a parking lot located on Main Street. The towns have 
also helped the local producers by acting as an intermediary between them and 
prospective buyers, such as restaurants, hotels, and other businesses that rely on 
agriculture. Thus, the municipality has helped the local farmers by providing them an 
opportunity to deal directly with prospective businesses interested in purchasing locally 
produced goods rather than through a distributor. 

Having a firm grasp of the local agricultural community also allows municipalities to 
work on initiatives designed to meet current needs within that community. For example, 
in the county of Frontenac, community leaders are taking the initiative to help improve 
income from agricultural lands. Specifically, they have recently completed studies to 
determine whether developing an abattoir within the region will be a worthwhile venture. 
The idea being that producing and processing poultry within the county helps farmers 
get their product to the end consumer faster. They do not have to send their chicken 
long distances to be processed, which means less vitamins and artificial chemicals are 
needed to keep them hearty. In conjunction with the provinces push for more locally 
produced and locally consumed initiatives, they can market their processed products 
directly to their neighbours which are Toronto, Kingston, and Ottawa. Thus, not only is 
the county taking an active role for their area, but it is working towards building a better 
partnership with its local farming community. 
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6.1.9 Improving Communications /.l, Unity 

In reviewing the various best practices, two items in particular stood out as especially 

relevant for both East Gwillimbury and Georgina- improving both internal and external 

communication & promoting town unity. The municipaiiiies reviewed did an excellent job 

at not only aggressively promoting themselves to visitors and external organizations, but 

they also had excellent venues for disseminating information to their own citizens. 

Although, both East Gwillimbury and Georgina have issues with IT infrastructure, other 
smaller towns have experienced the same difficulties, but have decided that the most 

effective method of communication is through electronic formats. For example, the City 

of Waterloo posts survey questions regarding community issues on their website and 

allow residents to vote. This provides citizens to provide direct input into relevant 
community issues and feel involved. These municipalities understand that although not 

everyone is able to have internet access at home, they can still access it through many 
facilities available within their community, such as libraries, community centers, and 

public education institutions. Although, they still present information in their local papers 

and on local radio, their focus has been to increase their communication with their 
citizens through electronic formats. 

The second item that stands out is unity. There is a major emphasis by these 

municipalities to represent all the different communiti~s. townships, and villages under a 

singular title. For example, the Town of Milton encompasses the Campellville area, but 

in all promotional material, on their websites, and while in conversation, it is all known 

as the Town of Milton. In the Town's of Georgina, and East Gwillimbury, there is still 

resistance to being considered part of the Town, but moving forward, this will cause 

confusion and frustration. In the case of the Town of Milton, their official plan (1997) 

outlines that Milton proper is to be considered downtown Milton, while the surrounding 
area is to be considered suburban or rural regions of the town. This reduces confusion, 

and makes it easier for potential visitors to navigate the region. Similar steps need to be 

taken in Georgina and East Gwillimbury to reduce confusion and increase the visibility 

of the towns as a whole. 
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6.2 Independent Initiatives 

In addition to the general trends identified as a part of the current best practices review, 
there were some actions carried out by individual municipalities which met our criteria 
for best practice. An overview of successful independent initiatives used by individual 
towns is provided below. 

6.2:1 Potential Cooperation Tools 

One type of action taken by some communities was in business incentives that were 
approved for being presented to potential organizations. We observed a variety of 
creative methods used to lure new business. The City of Stratford removed 
development fees on commercial properties that were constructed using local 
construction organizations. The City of Waterloo uses grants, funds, and bursaries 
through funds donated by current private sector partners to entice entrepreneurs to 
select the City of Waterloo as their place for business, and to actively be involved in 
research and development. Research In Motion funds a competition to determine the 
most innovative idea each year. This is very similar to the activities of the New 
Brunswick Innovation Foundation, a provincial program, which holds an annual 
competition in New Brunswick to determine who has the most innovative idea or 
product. In fact, it is a very prominent competition in the region that gets the involvement 
of the CBC and the Dragon's Den, where the top 5 ideas are presented to the Dragon's 
Den panel, and are critiqued by the Dragon's Den panel. It is recorded and televised on 
the CBC, and residents then vote on the most innovative idea. This concept has gained 
a lot of momentum in recent years as it has led to many upstarts finding great success 
and reinvesting into their communities. The competition has also attracted a lot of large 
businesses to the region because it demonstrates to them the area's commitment to 
innovation and development. 

6.2.2 Personalized Visitor Guide Programs 

An interesting program used by the City of Stratford is the personalized visitor 
guide program- visitors are connected with 'locals' who show them the best of their 
town. This is a program used in other places, such as Dublin, Ireland. For example, if 
you are interested in pubs, and would like to experience that part of Stratford, you can 
sign up for the program, and when you arrive to the City of Stratford, you meet your 
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guide who will take you on a personalized tour of the pubs. Tours with locals can also 
provide the 'inside scoop' on hidden walking trails, the best fishing spots, or the funkiest 
art galleries. The emphasis is on showing visitors areas of the town/city that they 
normally would not have known about if they had tried to visit the area by themselves. 
This is an innovative way of not only exposing visitors to the different areas of the 
community, but aiso showing the community's vibiancyl and lifestyle ~vhich can help to 
leave visitors wanting to come back for more. The visitor guide program is a volunteer 
based program where community members volunteer their time to help become a guide 
for visitors. Commentary on many travel and tourism sites about the program has been 
very positive. 

6.3 Site Visits 

As part of the project, four towns and cities in southern Ontario were selected and 
visited by steering committee members to ask detailed questions about some of their 
projects and how they went about starting them. This provided not only the Steering 
Committee delegates more detailed information about the municipalities about their 
successes, but also insight and knowledge for economic development officers of East 
Gwillimbury and Georgina on the logistics of starting such projects. The visits are 
presented in the order that delegates visited the sites. 

6.3.1 City of Stratford 

Delegates met with Randy Mattice, Economic Development Officer for the City of 
Stratford 

• Economic Development Department (EDD) in separate building from City Hall 
o Combined with Regional CFDC 

• EDD budget currently is $650,000, of which $180,000 goes to running the centre 

• Branding of Economy was first and most important step 

• The City has invested in diversification, with a focus on its core asset 
o Branding city as a place for Creative Economy and Digital Economy 

• This has led to RBC Secure Data Centre 
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• High-speed broadband availability has been key to the success of 
this branding 

o Leveraged creative economy to obtain a University of Waterloo satellite 
campus that focus on digital media and global enterprise 

• Mayor met with University of Waterloo president and began the 
process 

o They have also been able to develop a Chef School 
• Partnered through MTCU 

• Stratford believes in no walls philosophy and is part of Southern Ontario 
Marketing Alliance (SOMA), and a few other tourism and marketing alliances 

o These alliances provide a large resource pool to attract international 
opportunities and foreign investment 

• City of Stratford's marketing focuses on Quality of Life promotion 

• Stratford Festival Generates $150 million 
o Readjusted tourism campaigns to target new regions 
o Attempt to market Stratford experience described above 

• Manufacturing is the largest industry sector, with a gross payroll of $450 million 
o One quarter of employment is in manufacturing 
o Largest sector to be hit 

• City does not have industrial development charges 

• New Business Park 
o Actively pushed forward by city, not developers 
o City took lead on development 
o All sites include soft infrastructure, such as fibre optic cables 

• Current working on Innovation Centre to provide support for start-ups and 
entrepreneurs with new ideas, development and research 

o Mentoring seminars through BDC 



6.3.2 Town of Milton 

Delegates met with Robert Humphreys, Economic Development Officer for the Town of 
Milton 

• Current EDD working budget is $600,000 

• The town has seen rapid growth 

• Largest Project has been the Milton Education Village (MEV) 
o It is a multipurpose area: part affordable housing, part Wilfrid Laurier 

University (WLU) campus, and part business park for research and 
development 

o WLU has signed a memorandum of understanding with the town 
o The current location for the MEV was previously owned by Matta my 

Homes, while the original site for the MEV was very small and not ideal, it 
was perfect for residential development 

• Town signed a land transfer agreement with Mattamy Homes, and 
they switched spots 

• Business park also is an incubator for research and development 
o Includes common area for use by businesses 
o Provide seminars on innovation for entrepreneurs. 

• Industrial development charges receive a 50% tax exemption 

• Believe in no walls philosophy 
o Part of larger alliances like Greater Toronto Marketing Alliance that 

provide potential leads an opportunities to follow up 

6.3.:; ·rown of lnnisfil 

Delegates met with Rachel Sullivan, Economic Development Officer for the Town of 
lnnisfil 

• Towns position as far as economic development progress is very similar to East 
Gwiliimbury 

Northern York Region Community Action Project J{lt~,~~ 



• Town has rebranded itself, and has worked on involving its citizens 
o Tag line is built into all documentation 
o Unified communication 

• Last year began offering Business Trade Show 
o Individuals interested in starting a business could approach businesses 

already established in the town for help or inquires 
o Successful event and will do it again 

• Town is working on an Education node 
o Would include post secondary institution and a health care centre 

• EDO showed a lot of interest in collaborating with Georgina and East Gwillimbury on 
future ventures and projects, such as small business workshops and fairs 

6.3.4 City of St. Catharines 

Delegates met with David Oakes, Director of the Economic Development & Tourism 
Department for the City of St. Catharines, and Marco Marino, Economic Development 
Officer for the City of St. Catharines 

• Believe in no walls philosophy 
o Collaboration with various public and private organizations 
o Working with Brock University and Niagara College for post-secondary 

education 
• Have gone one step further and utilized post secondary students 

for doing research used by town 

• Carried out a cluster study to determine key sectors for its business case for 
current economic development strategy 

o Increased validity of their strategy and business plan 

• St. Catharines has branded itself as "re-inventing" and has used that as a tool to 
attract business and employment opportunities. 

o Have used this branding exercise to help gain support of citizens, 
stakeholders, and interested businesses and organizations 



o By focusing on "re-branding," they have been able to target various 
sectors and markets by determining how their re-branding fits with their 
needs 

• Small Business Enterprise Centre is located prominently to encourage retirees 
and young individuals interested in starting their own business 

o The centre provides the tools and information that an individual would 
need to start a business 

• Employ a variety of facade and street front improvement programs and 
community improvement programs 

o Provide many potential funding and grant alternatives to help smaller 
business take advantage of such programs 

• The city does not have any non-residential development charges 
o Only collects regional development charges which it then passes on to the 

region 
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7 Recommendations 

Based on the findings of above, a series of tangible recommendations have been 
developed as it relates to the NYRC's economic development, and more specifically, 
each town's economic development. Overall, it is the goal of this study that the Town of 
East Gwillimbury and the Town of Georgina try to collaborate as much as possible as it 
only works in their favour in attracting new economic development and employment 
opportunities. 

1.'1 Northern York Region Communities 

7.1.1 Programs, Services and Policies 

• Each town needs to review and inventory its current programs and services 
related to diversity and "new comers." The term newcomer refers to anyone who 
has recently migrated to East Gwillimbury or Georgina. These can be individuals 
who have migrated from within York Region, within Ontario, within Canada, or 
internationally. Programs and services to newcomers should be made 
permanently visible at libraries, public spaces, and town websites (similar to 
"York Link" on the York Regions website). 

• Each town should review current development charges and service fees to 
ensure they are competitive in comparison to other municipalities in the area 

o A review of the 2007 and 2010 SMA municipality study found development 
charges in East Gwillimbury and Georgina to be higher than some 
southerly York Region towns which could inhibit growth 

• Review current infrastructure policies and plans and establish minimum 
infrastructure requirements that include soft infrastructure such as high-speed 
broadband for non-residential areas. 

• Towns should review current tax increment financing (TIF) or tax increment 
equivalent grants (TIEF) for existing and future businesses as a way to spur 
development and intensification of employment areas 
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• Each town needs to create a small business/ entrepreneurs program to 
encourage new start-up business and entrepreneurship devel9pment within the 
town. 

o Currently South Lake CFDC provides some support services in NYRC 
o A focus needs to be given to young entrepreneurs (30 years of age and 

under) 
o Leverage current businesses in the town to provide mentoring services 
o If there is a potential to bringing a small business program into the 

community, a detailed case study is required 
• Should also consider extending regular service hours of Small 

Business Enterprise Centre services to NYRC, or establish a 
physical presence in NYRC 

• Approach South Lake CFDC to determine if there is a potential for 
supporting the small business program, or in the case of SBEC 
presence in NYRC, if there is the potential to sharing a location and 
its operating costs 

• Review current permit and planning processes and address any issues that could 
potentially impact business development through "red tape" issues 

7.1.2 Health Care 

• Develop a feasibility study for the proposition of health centre or hospital. Need to 
establish a longer term need for such an institution 

o The feasibility study of the health centre/ hospital should take into 
consideration population growth 

o Consult with Southlake Regional Health Centre to identify potential needs 
that could be addressed by a secondary site 

o Evaluate the potential of a private/ public cooperation where part of the 
complex would be a public health service provider, and the other part 
would be private clinics and services 
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7:i.3 Post~Secondary Education 

• Give consideration to a potential shared campus program between Georgina and 
East Gwillimbury for post-secondary institution. Part of the campus would reside 
at the Water Innovation Centre, and the other portion at Queensville site 

• Consider evaluating GTTI and its role in post-secondary 
o There is a potential to use GTTI as a jumping off point to raise interest 

from other potential partners 
o Develop a case study for using GTTI as a seed investment in long term 

post-secondary education in NYRC 

7:1.4 Cooperation and Alliance 

• Establish an NYRC committee to further develop potential opportunities that may 
not be available to each town separately 

o The health centre is one example, as is a post secondary institution 
o The region is missing a hotel/ motel with accommodations for large group 

of delegates and conference facilities 
• Attracting tourism where individuals stay overnight or longer 

requires available accommodations 
• Current size of each town may not be sufficient, but together there 

is a case for one 
• Take into consideration the Recreational Outdoor Centre in 

Georgina, when deciding of a site location 

• Review larger network of cooperative alliances to leverage marketable skills and 
opportunities 

o The N6 is an example of this network 
o Contact Town of lnnisfil and review potential cooperation on projects with 

them 
o Contact York Region and review potential cooperation on projects with 

them 
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7.1.5 Communication 

• Each town should review current information dissemination practices and 
determine better methods of gelling information to and from citizens, businesses, 
and markets external to the town 

7 .1.6 Agriculture 

• Comprehensive agricultural inventory needs to be created and tracked 
o Should be a partnership between Georgina and East Gwillimbury to 

reduce burden of resources 
o Create agriculture committee to address needs and concerns of farmers 
o Should consider contacting Ontario Farmers Association for help with 

contacting members in NYRC 

7.1.7 Performance Measures 

• Evaluate current, or develop new performance measures to determine success 
of projects, initiatives, and marketing of the NYRC 

o For example, there are minimal town tools to determine non-residential 
occupancy rates 

o Create a timeline chart where projects are listed by expected milestone 
dates, and logging actual activity and whether those milestones were 
reached on time. 

• For example, a site development should be tracked to determine if 
milestones for the development are reached on time, or are 
delayed and where the delays occurred. This will allow the town to 
address any delays that were due to the town's activity. 

• Create the Northern York Region Community Commitment to Action Consortium 
o An objective of the consortium will be to help with implementation of 

recommendations listed in this report 
o The committee should consist of 25 entities 



o Members on the committee should include: 
• Current study's steering committee 
• Representative members of the stakeholders (the towns, South 

Lake CFDC, Workforce Planning Board of York Region & Bradford 
West Gwillimbury, Georgina Trades Training Inc., and York Region) 

• Citizens from the towns of East Gwillimbury and Georgina 
• Representative members from private/ public organizations and 

public/ private associations. 

• E.g., chambers of commerce, private businesses, and 
stakeholders from other levels of government 

7.2 East Gwillimbury 

7.2.1 Programs, Services, and Policies 

• Review current branding of town and determine if it needs to be revised to 
address industry sectors of interest or that would best fit with East Gwillimbury's 
vision 

• Identify sector or economy that best fits East Gwillimbury's brand 

• Due to the slow pace of development at the business parks, town should explore 
the financial feasibility to secure and develop a Town owned business park as a 
way to ensure timely development of employment land, or become more 
proactive in forcing development 

• Develop community improvement plan (CIP) that would allow infrastructure 
upgrades, and street front rejuvenation and revitalization projects within the 
municipality 

7.2.2 Post SeGondary Education 

• Review the current location of the Queensville University site, and consider 
whether alternative sites with better transportation infrastructure and services 
would improve odds of attracting a secondary institution. Overview potential sites 
based on requirements for attracting a post secondary institution. 

--------------------------------,!,,\{~~';t;,;'[J.}'i;~:i~'-~~1 
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• Begin exploring with potential institutions that are exploring satellite campuses 
o Consider the potential for a private university that could later look for 

certification as a public entity 
o Consider review of current town profile to demonstrate a case for a market 

need of a post-secondary institution in the town 
o Identify current industry sectors and markets of interest that match East 

Gwillimbury branding and explore potential partnerships that would 
highlight these strengths 

o Consider splitting the site into a multipurpose development, where part of 
it can be an incubator to support innovation, research and development 

• Thus a case can be made for private sector alliances that could 
jumpstart a post-secondary institution potential 

7 .2.3 Communication 

• Develop and implement a strategy to help address the independent community 
mentality that is still embedded in the citizens (get people to think about East 
Gwillimbury, not MI. Albert, Sharon. Holland Landing, or so on) 

o Needs to be a long term strategy as it will take a long time to change 
perceptions 

o Will need to address perception of service inequality between different 
communities 

7.3 Georgina 

'/.3.1 Programs, Services, and Policies 

• Review sustainability of separate Business Retention and Expansion (BR&E) for 
the three major communities 

o Review feasibility of amalgamating them into one or two 
• Central BR&E (Keswick) and Non-Central (Sutton and Jackson 

Point) 
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7 .3.2 -:V2ter Innovation end Res,szrch Centre 

• Town needs to take be more proactive in the Water Innovation and Research 
Centre 

o The currenf definition of the WIRC and its marketing is still very broad and 
not well defined, which hinders marketing potential 

• Develop detailed business model which will provide stake holders 
and interested parties with a clear idea of what the overall project 
will look like when completed 

• Focus groups were not sure what the concept or purpose of the 
WIRC currently is because of vague explanations, but they 
understood that the project was currently still in the concept stage 

• Consult with post-secondary institutions that may be interested the 
WIRC, and work on developing a memorandum of understanding 

• Avoid using other community examples like Science Centre North, 
as that pigeon holes the concept, derive a made in Georgina 
explanation and then share it 

o It is difficult to predict skills set inventory for the WIRC when it is not clear 
what the overall project will become 

• Review potential case for an incubator program on the site that could help foster 
research and development from businesses that are related to water 

o This proce~.s could fast track development timelines 

• Look into potential funding sources 
o Royal Bank of Canada's Blue Waters Project 
o National Research Council's Infrastructure and Superstructure funds 

• Will require establishing alliances with private partners to access 
some of the funds 

o Private investment 
o Consider hospital model of Not for Profit Foundation that supports For­

Profit institution 
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