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Introduction 
 

This report has been produced at the request of the Town of Collingwood on behalf of the four municipalities, Wasaga 

Beach, Clearview Township, Collingwood and The Blue Mountains, that comprise the region referred to in this report as 

the South Georgian Bay Region. 

 

Economic Development is not a legislated program for municipalities but it is one that most municipalities believe is 

important enough to warrant the expenditure of limited tax dollars.  Economic Development is actually an investment 

made by the Municipal Council in the community‟s future.  It is intended to produce additional tax revenue and jobs for 

the community however like all investments it doesn‟t immediately begin to produce dividends.  

 

The Town of Collingwood Economic Development Department was successful in their application for the Regional 

Economic Development Strategy by the Ministry of Economic Development and Trade under the Communities in 

Transition Program. The Regional Small Business Enterprise Centre played an integral role in supporting and moving this 

initiative forward. 

 

The purpose of this assignment is to profile the changes taking place in the local economy and help establish a course for 

the future economic development programming.  The report utilizes the most recent statistical data available to document 

emerging trends that need to be considered in the creation of economic development strategies of the region.  The 

strategic planning exercise also included extensive consultations with a wide variety of stakeholders in order to understand 

their issues and concerns to be able to address these issues in the resulting recommendations. 
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Summary of Recommendations 
 

Goal 1: Entrepreneurship 
Strategic 

Objectives: 
Stimulate Small Business and Entrepreneurship. 

Action Lead Time Frame Priority 

1.1  Change the name of the SBEC to reflect the entire region. SBEC Board Immediately Medium 

1.2 Increase financial and staff support for the SBEC – including The Blue Mountains 4 communities 2011 budget High 

1.3 Establish a regional Business Incubator SBEC, 4 EDO‟s, 

Georgian College, 

CFDC and private 

partners 

Target 2012 

opening 

High 

1.4 Work cooperatively as a region on programming including workshops, seminars and 

business plan competitions as a means of stimulating entrepreneurship  

SBEC & All 

Stakeholders 

Target 3Q - 2011 

(Small Business 

Month) 

Medium 

1.5 Engage with Georgian Angel Network SBEC & All 

Stakeholders 

Immediate Medium 

1.6 Establish a Mentorship Program SBEC & All 

Stakeholders 

Target 3Q Launch Medium 

  

David H
Highlight
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Goal 2: Education & Workforce Development 
Strategic 

Objectives: 
Establish a skilled workforce. 

Action Lead Time Frame Priority 

2.1 Develop a Regional Workforce Development Strategy to identify future labour 

requirements.  

Local Training Board, 

4 EDO‟s 

2Q 2011 High 

2.2 Establish a new resident attraction program focusing on new immigrants. 4 EDO‟s 2Q 2011 Medium 

2.3 Work regionally to find employment opportunities for the trailing partner. 4 EDO‟s 2Q 2011 High 

2.4 Continue to support Ontario Rural Medical Program recruitment efforts. 4 EDO‟s 1Q 2011 High 

2.5 Continue to support Georgian College‟s South Georgian Bay 

Campus. 

 

Regional Post- 

Secondary Sub-

Committee 

2Q 2011 High 

Goal 3: Tourism 
Strategic 

Objectives: 
Increase Visitor Expenditures in the Region. 

Action Lead Time Frame Priority 

3.1 Support product development opportunities associated with the region‟s waterfront 

and agricultural areas. 

GTTA & 4 EDO‟s 2Q 2011 High 

3.2 Support cultural tourism product development opportunities using the findings of 

the Cultural Mapping Study. 

GTTA & 4 EDO‟s 2Q 2011 High 

3.3 Work collaboratively with the GTTA to market the region as one experience. GTTA & 4 EDO‟s 2Q 2011 High 

3.4 Undertake a Way Finding Signage Program. 4 Municipalities 3Q 2011 Medium 

3.5 Conduct a hotel feasibility study for a flagged property in Wasaga Beach. Wasaga Beach 2Q 2011 Medium 

David H
Highlight

David H
Highlight
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Goal 4: Business Retention and Expansion 
Strategic 

Objectives: 
Support Businesses Throughout the Region. 

Action Lead Time Frame Priority 

4.1 Institute a BR&E focused on Agriculture. Clearview & The 

Blue Mountains 

3Q 2011 High 

4.2 Institute a BR&E for all sectors in all municipalities. 4 EDO‟s 4Q 2011 Medium 

Goal 5: Investment Readiness 
Strategic 

Objectives: 
Make the Region More Attractive to Prospective Investors. 

Action Lead Time Frame Priority 

5.1 Meet monthly to discuss regional economic development projects. GTTA & 4 EDO‟s, 

SBEC 

2Q 2011 High 

5.2 Develop Shovel Ready Land. Clearview, The Blue 

Mountains, Wasaga 

Beach 

2012 High 

5.3 Assess the need for transit links from The Blue Mountains to Collingwood and 

Wasaga Beach. 

The Blue Mountains 1Q 2011 Medium 

5.4 Improve Customer Service. All Stakeholders 1Q 2011 Medium 

5.5 Create a regional economic development advisory committee to monitor and 

recommend regional wide initiatives in support of economic development.  

All Stakeholders 4Q 2011 High 

 

 

 

 

David H
Highlight
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Goal 6: Regional Business Communications 
Strategic 

Objectives: 
Communicating the Region’s Many Advantages. 

Action Lead Time Frame Priority 

6.1 Develop a Branding Program for the Region. GTTA & 4 EDO‟s, 

SBEC 

2Q 2011 High 

6.2 Work with OMAFRA to develop a Regional First Impressions program for all 4 

communities 

OMAFRA, 4 EDO‟s 2Q 2011 High 

6.3 Ensure all municipal web sites are current, interactive, up to date and include the 

SBEC and all Business Opportunities.  

4 EDO‟s, SBEC 2Q 2011 High 

 

 

  

David H
Highlight
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South Georgian Bay Region 
 

Collingwood 

 

Collingwood (population 17,503) is the business centre 

for the larger region.  It is the largest of the four 

communities by population but the smallest by area.  

Responsibility for economic development rests with the 

Town‟s Economic Development Office, which is staffed 

with 4 full time personnel, including 1 person operating 

the Small Business Enterprise Centre which serves all four 

communities in the South Georgian Bay area and 1 

person working in Downtown Revitalization. 

 

 
 

The Blue Mountains 

 

The Blue Mountains (pop. 6,825) is actually part of Grey 

County (the other three communities are in Simcoe 

County).  The community has two urban areas, Clarksburg 

and Thornbury plus the Village at the Blue Mountain 

Resort which was developed as a mixed use 

(resort/retail/residential) development with fractional 

ownership properties.  Economic development services 

are provided by the Town‟s Administrative Services 

Department. 
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Clearview 

 

Clearview Township (pop. 14,088) is a largely rural region 

with 2 population centres, the town of Stayner and village 

of Creemore. Creemore is home to the well-known micro-

brewery Creemore Springs and has become an attractive 

high-end community with picturesque homes and 

boutiques.  Economic development is the responsibility of 

the Planning & Development department.  

 

 

 

 

 

 

Wasaga Beach 

 

The Town of Wasaga Beach (population 15,234) is the 

location of the “longest sandy largest freshwater beach in 

the world” and is the fastest growing community in the 

region.   In 2007 a major fire destroyed approximately 

70% of the beach commercial area although the beach 

itself and the remaining areas were unaffected.  Economic 

development services are provided by the Economic 

Development Office with one full time staff person. 
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Population & Land Area  

 

Blue 

Mountains Clearview Collingwood 

Wasaga 

Beach 

Population 6,825 14,088 17,503 15,234 

Land Area (Sq. Km.) 286.78 557.32 33.46 58.43 
Source: Statistics Canada 2006 Census 

 

The municipal boundaries of Collingwood and Wasaga Beach are very compact with little remaining undeveloped land.  

Clearview and The Blue Mountains, on the other hand, have hundreds of square kilometres of agricultural land within their 

boundaries. 

 
Population Growth 

Within the South Georgian Bay Region we are faced with the dilemma of rapid but uneven growth among the four 

communities. 

 

The region as a whole has experienced more than 10% growth over the last decade prompted in part by the development 

of the Intrawest Blue Mountain Ski Resort and the rapid development of condos and new single family housing in The Blue 

Mountains and Wasaga Beach.  Wasaga Beach in particular has experienced very strong growth, expanding by 21% 

between 2001 and 2006.  It accounted for more than half (53%) of all growth across the four municipalities.  The 

population growth of the entire region at 10.1% exceeded the 6.1% provincial growth rate by a substantial margin.  
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Population Blue Mountains Clearview Collingwood Wasaga Beach Total 

2006 6,825 14,088 17,503(a) 15,234(a) 53,232 

2001 6,116 13,796 16,039 12,419 48,370 

Change (%) 11.6% 2.1% 9.1% 22.6% 10.1% 

Source: Statistics Canada Census 2001 - 2006 
Note: (a) Signifies a subsequent amendment by Statistics  

 

 

 

22.6% 

9.1% 

2.1% 

11.6% 
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Demographic Profile 

 

The following figures show a plot of the four principle age groups in each community: children 15 years and under, 

students 15 to 24 years of age, adults aged 25 to 65 years and seniors aged 65 and over.  An index compares the 

percentage each group represents to the provincial population figures.   An LQ of 1.0 means that locally there is exactly 

the same ratio of people in the age group to total population as there is across the province. 

 

We have shown the index for the entire South Georgian Bay Region and for each of the constituent municipalities: The 

Blue Mountains, Clearview, Collingwood and Wasaga Beach. 
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Province 

 

Region Age Location Quotient 

 
 

17% 

14% 

56% 

14% 
Children (<15)

Students (15/24)

Adults (25 to 65)

Senior (>65)

16% 

11% 

52% 

21% 

0.9 

0.8 

0.9 

1.5 

The province‟s breakdown 

by age provides the 

baseline for comparison for 

the South Georgian Bay 

communities. 

 

The South Georgian Bay 

Region has 1.5 times 

the number of seniors 

compared to the 

province. 
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The Blue Mountains Age Location Quotient 

  

Collingwood Age Location Quotient 

  

13% 

10% 

51% 

26% 

0.8 

0.7 

0.9 

1.9 

16% 

12% 

52% 

20% 

0.9 

0.9 

0.9 

1.4 

The Town of The Blue 

Mountains has almost 

twice the number of 

seniors in its population 

than that of the 

province. 

 

Collingwood also has a 

high ratio (1.4) of 

seniors compared to 

provincial norms. 
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Clearview Age Location Quotient 

  

Wasaga Beach Age Location Quotient 

  

20% 

13% 
52% 

15% 

1.2 

1 

0.9 

1.1 

14% 

10% 

51% 

25% 

0.8 

0.7 

0.9 

1.8 

Clearview is very close 

to provincial averages in 

all age categories. 

 

Wasaga Beach has a 

very high ratio (1.8) of 

seniors compared to 

provincial norms.  
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Note the high incidence of seniors in three of the four communities in the region.  In The Blue Mountains, the LQ is 1.9 

suggesting that it has almost twice as many seniors in its overall population than provincial norms. 

 

Incidence of Seniors in the Region 

The Blue Mountains LQ 1.9 

Wasaga beach  LQ 1.8 

Collingwood LQ 1.4 

Clearview TWP LQ 1.1 

Regional Average LQ 1.5 

Provincial Norm LQ 1.0 
 

The high incidence of seniors across the region has profound implications for the size of the labour force in the region as 

well as the needs and aspirations of the buying public.  The analysis also shows a lower incidence of students in several of 

the communities in the region.  This is common in many non-metro communities where young people have to leave the 

region to pursue an education or economic opportunity, although the difference is quite pronounced in The Blue 

Mountains and Wasaga Beach. 

 

Incidence of Students in the Region 

The Blue Mountains LQ 0.7 

Wasaga beach  LQ 0.9 

Collingwood LQ 1.0 

Clearview TWP LQ 1.1 

Regional Average LQ 0.8 

Provincial Norm LQ 1.0 
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Socio-Economic Profile 

 

There are marked differences in the socio-economic status of the population of different communities in the region.  The 

Blue Mountains, which is only half the size of its neighbours, is attracting a much more affluent resident than the other 

communities. This distinction is reflected in the average house price and median family income.  

 

 Blue Mountains Clearview Collingwood Wasaga Beach 

Total Population 6,825 14,088 17,503(a) 15,234(a) 

Avg. House Price $406,839 $297,237 $274,220 $245,103 

Avg. Family Size 2.7 3.0 2.8 2.6 

Median Family Income $74,190 $66,635 $58,711 $58,603 

Source: Statistics Canada 2006 Census 

Note: (a) Signifies subsequently amended by Statistics Canada Magazine – CARP (Canadian Association of Retired Persons) 

 

We learned about the increasing bifurcation of Clearview as so called “hill people” or “weekenders” acquire farm 

properties in Creemore and build expensive hillside homes with commanding views of the valley and the Georgian Bay 

coastline. 

 
Figure 1 Photo: Creemore Farm Project - Plant Architects 
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A Regional Economy with a Single Labour Market 
 

The four municipalities in the region each have very different economic characteristics, but represent a single labour 

market consisting of 20,645 persons (2006 Census).  Tourism is the dominant industry driving growth in all sectors of the 

regional economy and continues to be the fastest growing industry in the region as this report will outline. 

 

The Blue Mountains 

 
Figure 2 Blue Mountain Resort  

The economy of The Blue Mountains is dominated by the Intrawest Blue Mountain Ski Resort depicted in this image from 

Google Earth.  It is the largest ski resort in Ontario.  Beginning in 1999 when Intrawest acquired 50% ownership of the 

property from the Weider family, the resort has undergone a major expansion: 1,000 condo-hotel units including the 

Grand Georgian Hotel with its 131 suites, 200 town homes and 100,000 sq. ft. of commercial space and a conference 

centre.  
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Wasaga Beach 

 
Figure 3 Historic Wasaga Strip 2005 

Similarly the economy of Wasaga Beach is dependent on tourism due to its world-famous beach which extends 14 

kilometres and is reportedly the largest fresh water beach in the world.  On November 30, 2007, a major fire destroyed 

between 50-70% of the main street pedestrian mall, including 17 businesses and 5 apartments.  The beach remains 

unaffected and still attracts hundreds of thousands of sun worshippers each year.  

 

 

 

 

 

 

 

 

Figure 4 Wasaga Beach Main Street today 

http://en.wikipedia.org/wik
http://en.wikipedia.org/wik
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Clearview Township 

 
Figure 5 - Stayner Main Street, Clearview Township 

 

Clearview Township is predominately agricultural with two small commercial centres, Stayner and Creemore, which are 

quietly becoming tourist attractions.  Creemore is also the home of a popular micro-brewery Creemore Springs. 

 
Figure 6 Creemore Springs Buildings, Creemore, Clearview Township 
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Collingwood 

 
Figure 7 Hurontario Street, Downtown Collingwood 

 

The Town of Collingwood is the commercial and service centre for the entire region.  It accounts for approximately half of 

all business activity including retail sales in the region and has a substantial health, manufacturing, financial and 

knowledge-based employment foundation.  Collingwood benefits from the surrounding visitor attractions and has a 

strong base of accommodation and food businesses. There are more than 20,000 jobs available in the region and more 

than half of those (54.6%) are found in Collingwood.  Collingwood is the location of the Regional Hospital and a wide 

range of other personal and business services. 
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Commuting Flow South Georgian Bay Region, 2006 Census 

  % Total Male Female 

People Living/Working in Same Community 36.9 8,605 3,810 4,790 

People Living in One Place Working in Another 42.1 9,820 4,330 5,460 

Total Living/Working Within Region 78.9 18,425 8,140 10,250 

People Leaving the Region to Work 21.1 4,915 2,780 2,115 

Non-Residents Entering the Region to Work   2,220 1,230 1,000 

Commuting Flows 

Live/Work 

Same Place Inflow Outflow 

Net 

Flow 

Blue Mountains  840 1,875 1,135 740 

Clearview  1,705 950 3,575 -2,625 

Collingwood  4,550 3,775 1,905 1,870 

Wasaga Beach  1,510 530 3,210 -2,680 

 

 

 

 
 
 
 
 

 

Commuting Patterns 
21% of residents work outside the South Georgian Bay 
Region. This means that in addition to the approximately 
20,000 jobs currently existing in the region there are 
roughly another 5,000 persons residing in the region who 
could be available to take comparable local jobs if they 
were to become open. 
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There is a great deal of movement of workers within the communities in the region.  As shown in the above table, only 

8,605 of the 23,340 employed residents of the region (36.9%) actually live and work in the same community.   9,820 

residents (42.1%) live in one regional community and work in another.  More than one in five people (4,915 or 21.1%) in 

the region commute to jobs outside the region, mainly in Barrie, New Tecumseth (Honda plant) and other communities.  

Another 2,220 people commute into the region each day for work.   

 

Collingwood is the place of work for more than half (54.1%) the regional residents.  3,775 people commute into 

Collingwood each morning.  Clearview has the largest flow of out-commuters (3,575). 

 

The entire region is a single economy with a large labour market.  The four communities have evolved to be mutually 

interdependent on each other for their economic livelihoods.  
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Employment by Industry Source: Statistics Canada -2006 Census by Place of Residence 

 
  

2001 

  

2006 

 Net   

 Change  

%  

Change 

Agriculture, Forestry & Fishing 715 710 -5 -1% 

Mining, Oil & Gas 35 50 15 43% 

Utilities 90 95 5 6% 

Construction 870 1,115 245 28% 

Manufacturing 3,260 2,190 -1,070 -33% 

Wholesale Trade 525 555 30 6% 

Retail Trade 2,645 2,740 95 4% 

Transportation & Warehousing 395 410 15 4% 

Information, Culture & Recreation 240 315 75 31% 

Finance & Insurance 480 480 0 0% 

Real Estate & Leasing 460 715 255 55% 

Professional, Scientific & Technical 870 1,055 185 21% 

Business, Building & Other Support 585 730 145 25% 

Education Services 880 1,085 205 23% 

Health Care & Social Services 1,705 1,995 290 17% 

Arts & Entertainment 475 770 295 62% 

Accommodation & Food Services 1,955 2,610 655 34% 

Other Services 765 925 160 21% 

Public Administration 450    555  105 23% 

Total   17,400  19,100     1,700  9% 
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Employment by Industry 

 
Figure 8  Source: Ontario Investment Service and Manifold Data

0 500 1000 1500 2000 2500 3000
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The above graph and table show the total employment by industry for the four communities in this study.  The Retail 

sector at 2,740 employees and Accommodation & Food sector with 2,610 employees are the two largest employers in 

the region.  Collingwood accounts for 54.1% of the retail employment while The Blue Mountains and Collingwood each 

have about 1,000 people employed in the Accommodation & Food sector. 

 

Manufacturing is the third largest employment sector totaling 2,190 jobs of which 1,500 are based in Collingwood.   

Similarly Health & Social Services is a large employer with 1,995 jobs.  The majority are based in Collingwood (it is 

common for the local hospital to be the single largest employer in almost every community). 

 

Construction is another significant employer (1,115 jobs) and the distribution of jobs in this sector across the four 

communities is fairly even.  The graph shows that Agriculture employs 710 people but these are mostly in Clearview with 

some in the Blue Mountains.  Collingwood and Wasaga Beach have virtually no agricultural employment.  

 

The jobs are not evenly distributed throughout the four communities.  The ratio of jobs to active labour force in each 

community shows The Blue Mountains and Collingwood have approximately one job for every person active in the labour 

force (1.1 and 0.9 respectively.  In Clearview, it is one job for every 2.1 people and Wasaga Beach, despite it being the 

second largest community in the region and the fastest growing the ratio is one job for every 2.5 people.    

 

Ratio of Jobs to Active Labour Force – 2006 

  Jobs 

Active 

Labour 

Force Ratio 

Blue Mountains 3,560 3,580 1 : 1.0 

Clearview 3,710 7,800 1 : 2.1 

Collingwood 9,210 8.715 1 : 0.9 

Wasaga Beach 2,624 6,745 1 : 2.5 
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Location Quotient Analysis 

 

Location Quotient Analysis is used to compare the region‟s employment figures to those of the province. A LQ was 

calculated for each sector to show how local employment figures compare to the provincial norms by sector. 

 

A Location Quotient is a ratio of employment in industry “A” as a component of the total employment in the region 

compared to the same ratio for the province and is expressed as an index.  Where the LQ is equal to “1.0” the ratios are 

identical.  To the extent the LQ is greater or less than “1.0” the employment in that industry is either more heavily 

concentrated or less well represented in the local economy. 

 

An LQ greater than “1.0” also shows the contribution of that industry to the economic base of the community.  An industry 

sector with a high LQ is producing more goods or services than are required in the local economy and must therefore be 

exporting those goods or services.  This brings new outside dollars into the region and adds to the overall “wealth” 

circulating in the local economy.  
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Location Quotient by Industry 
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0.66 

0.99 

0.83 
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0.62 
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Note that five industry sectors are quite prominent in the regional economy when we compare local employment figures 

to the province: 

 

Industries with Significant Concentrations (High LQ) 

Industry LQ 

Accommodation & Food Services 2.20 

Agriculture 2.10 

Arts, Entertainment & Recreation  1.90 

Real Estate & Leasing 1.88 

Retail 1.30 

Health Care & Social Services 1.08 

  
It is clear that the tourist and recreation facilities in the region especially those at Blue Mountain and Wasaga Beach are 

responsible for the high Location Quotients in several of the other sectors (except Agriculture) that are prominent in the 

region.  The Accommodation and Food and Arts, Entertainment and Recreation sectors represent the core of the Tourism 

industry.  The Real Estate and Leasing sector is driven by the vacation and condo rental market and by the purchase and 

sale of vacation properties and lifestyle homes.  Retail benefits from visitor expenditures on everything from groceries to 

antiques and sporting goods. 

 

Despite the relatively modest number of jobs found in the Agriculture sector (710 region-wide), it posted a very high 

Location Quotient (2.10) underscoring the importance of this sector to the region, particularly to Clearview where 

agricultural employment is concentrated. 

 

The Manufacturing sector, despite being a fairly substantial employer (2,190 jobs), has a relatively low LQ of 0.83 showing 

that the industry is not as prominent in Collingwood and region as it is elsewhere in Ontario.  
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Most business and commercial services are under-represented in the region compared to provincial norms. 

 

Under-Represented Industries in the Region (Low LQ) 
 

Industry LQ 

Transportation & Warehousing 0.44 

Information and Cultural Industries 0.62 

Finance & Insurance 0.50 

Professional, Scientific and Technical Services 0.75 

Administrative & Support Services  0.84 
 

It is not uncommon for the business services groups in smaller centres to be under-represented because local businesses 

look to nearby larger centres for their accounting, legal or financial services, or for advertising, graphic design and other 

services.  However, these sectors can be growth sectors for many communities, particularly as our economy undergoes a 

transition from one based on manufacturing to one more dependent on the creative class of knowledge-based services. 
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Market Threshold Analysis 

 

A Market Threshold Analysis examining the number of business establishments in the region by type was conducted to 

more closely examine the services sector.  The market threshold is calculated by dividing the number of businesses in 

Ontario by the provincial population. The market threshold is a calculation of the average population required to support 

each individual type of business. Each business has a different market threshold.  

 

The “Theoretical Number of Businesses” in each community is the number of businesses that the population of the 

community should be able to support. By comparing theoretical number to the actual number of businesses, it is possible 

to identify the strengths and weaknesses.   

 

This analysis is not typically undertaken for exporting industries (manufacturing, agriculture and engineering consulting) 

because they serve markets outside the community. 

 

The database used for the market threshold analysis is the Business Pattern Data provided by Statistics Canada.  It 

represents all businesses (those that file corporate tax returns and/or remit employment deductions) in the community 

organized by the NAICS (North American Industrial Classification System) code. The most recent data is from December 

2009. 

 

Across the region, the under-representation in the following business and commercial services categories noted in the 

Location Quotient Analysis is apparent from the weaknesses identified in the Market Threshold Analysis.  

 

Regional Weakness in Business & Commercial Services 

 Information and Cultural Industries 

 Finance & Insurance 

 Professional Scientific and Technical Services 

 Administrative and Support Services 
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An examination of the results by community shows the distribution of service businesses in the region.  It clearly identifies 

Collingwood as the commercial centre of the region.  Virtually all sectors in The Blue Mountains, Clearview and Wasaga 

Beach tend to show weaknesses, while Collingwood posts strengths in the numbers of establishments. 
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Summary Tables - Market Threshold Analysis - Services Sectors 
 

 

Ontario Region 
Population 13,137,744 Population 53,232 

 Businesses 

Threshold 

Population Businesses 

Theoretical 

Capacity 

Strengths - 

Weaknesses 

Retail 82,179 160 406 333 73  

Transportation & Warehousing 49,125 267 128 199 -71  

Information & Cultural Industries 14,253 922 51 58 -7  

Finance & Insurance 53,474 246 196 217 -21  

Real Estate & Leasing 79,501 165 443 322 121  

Professional, Scientific & Technical 134,164 98 437 544 -107  

Management of Companies 38,822 338 116 157 -41  

Administrative & Support Services 40,282 326 192 163 29  

Education 9,905 1,326 39 40 -1  

Health Care & Social Services 43,139 305 167 175 -8  

Arts, Entertainment & Sports 14,659 896 71 59 12  

Accommodation & Food  35,889 366 188 145 43  

Other Services (ie. Hairdressing, Funeral 

Services, Auto Mechanics, etc.) 77,314 170 352 313 39  

Public Administration 1,304 10,075 5 5 0  

 

Source: Business Pattern Data - December 2009 Location Counts by NAICS 
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Market Threshold Analysis – Significant Weaknesses 
Sorted by Regional Total Strengths/Weaknesses 

 

Ontario Region 

Population 13,137,744 Population 53,232 

Number 

Businesses 

Threshold 

Population 

Number 

Businesses 

Theoretical 

Capacity 

Strength – 

Weakness 

Computer Systems Design and Services 33,411 393 44 135 -91 

Motion Picture and Video Production 5,622 2,337 9 23 -14 

Administrative  & General Management 

Consulting Services 21,819 602 75 88 -13 

Limited-Service Eating Places 13,805 952 46 56 -10 

Portfolio Management 8,575 1,532 26 35 -9 

Offices of Physicians 14,036 936 49 57 -8 

Offices of Dentists 6,498 2,022 19 26 -7 

Offices of Accountants 6,929 1,896 22 28 -6 

Investment Advice 3,398 3,866 8 14 -6 

Human Resources Consulting Services 1,798 7,307 2 7 -5 

Independent Actors, Comedians and 

Performers 1,998 6,575 3 8 -5 

 

Source: Business Pattern Data - December 2009 Location Counts by NAICS 
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The Blue Mountain Clearview 
2009 Population  6,825 2009 Population  14,088 

Number 

Businesses 

Theoretical 

Capacity 

Strength-

Weakness 

Number 

Business 

Theoretical 

Capacity 

Strength-

Weakness 

Retail 20* 43 -23 93 88 5 

Transportation & Warehousing 6 26 -20 52 53 -1 

Information & Cultural Industries 1 7 -6 8 15 -7 

Finance & Insurance 13 28 -15 42 57 -15 

Real Estate & Leasing 38 41 -3 84 85 -1 

Professional, Scientific & 

Technical 41 70 -29 85 144 -59 

Management of Companies 9 20 -11 32 42 -10 

Administrative & Support Services 13 21 -8 43 43 0 

Education 2 5 -3 9 11 -2 

Health Care & Social Services 5 22 -17 26 46 -20 

Arts, Entertainment & Sports 4 8 -4 22 16 6 

Accommodation & Food  19 19 0 27 38 -11 

Other Services 13 40 -27 70 83 -13 

Public Administration 1 1 0 1 1 0 
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Collingwood Wasaga Beach 
Population 17,503 Population 15,029 

Number 

Businesses 

Theoretical 

Capacity 

Strength-

Weakness 

Number 

Business 

Theoretical 

Capacity 

Strength-

Weakness 

Retail 204 108 96 89 94 -5 

Transportation & Warehousing 30 65 -35 40 56 -16 

Information & Cultural Industries 32 19 13 10 16 -6 

Finance & Insurance 117 70 47 24 61 -37 

Real Estate & Leasing 222 105 117 99 91 8 

Professional, Scientific & 

Technical 222 177 45 89 153 -64 

Management of Companies 57 51 6 18 44 -26 

Administrative & Support Services 91 53 38 45 46 -1 

Education 20 13 7 8 11 -3 

Health Care & Social Services 111 57 54 25 49 -24 

Arts, Entertainment & Sports 25 19 6 20 17 3 

Accommodation & Food  76 47 29 66 41 25 

Other Services 195 102 93 74 88 -14 

Public Administration 2 2 0 1 1 0 

 

*Note: The Number of Retail establishments for The Blue Mountains is lower than an actual count. 

The complete Market Threshold Analysis at the six digit level is included in the appendix.    
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Retail Market Analysis 

 

The Retail Market analysis has been conducted using the FP Markets – Canadian Demographics 2010 published by the 

Financial Post. The retail sales data is calculated by applying a small area retail sales allocation to provincial estimates and 

projecting retail sales by business category.  A Retail Market Analysis consists of four indicators: 

 

Market Pull Factor – an index (like a location quotient) measuring the proportion of customers drawn from outside the 

immediate market area.  A Pull Factor greater than 1.0 indicates local retailers are attracting customers from outside the 

market area.   Conversely a Pull Factor less than 1.0 indicates that the community is losing sales to other markets. 

 

Formula = Trade Area Capture / Local Population 

 

Trade Area Capture – an estimate of the number of people (customer equivalents) supported by the community‟s 

existing retail sector. 

 

Formula = Local Retail Sales / (Provincial Per Capita Sales x (Local Median Income / Provincial Median Income))  

 

Potential Retail Sales – an estimate of potential retail business based on provincial average sales per capita times the 

local population adjusted for differences in median income. 

 

Formula = Provincial Per Capita Sales x Local Population x (Local Median Income/Provincial Median Income) 

 

Surplus/Leakage - a measure of whether the trade area is attracting sales from the surrounding communities (surplus) or 

alternately losing business to neighbouring markets (leakage). 

 

Formula = Actual Sales - Potential Sales 
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Each of these factors measures the performance of the retail sector from a different perspective. Together they help profile 

the retail categories that are over and under-represented in the marketplace.  They also show how well the retail mix is 

serving the needs of the local shoppers or whether shoppers are compelled to go elsewhere for their needs. 

 

The last of these indicators, the Strength/Leakage analysis, is an estimate of the total amount of business being attracted 

from other markets (strength) or conversely lost to larger centers such as Barrie (leakage).  The under-represented sectors 

in Collingwood (those showing leakage) are considered potential targets for a business development program. 

 

Note that the data is specific to Collingwood and does not include The Blue Mountains, Clearview or Wasaga 

Beach. 

 

 
 

  

 

Highlights of Collingwood’s Retail Market Analysis 

 
Overall retail sales in Collingwood are estimated at $501 million for 2010 - more than double the provincial norm 

based on income and population. 

 

Collingwood serves a market of more than 41,000 people – more than double Collingwood‟s actual population. 

 
 



South Georgian Bay Regional Economic Development Strategic Plan 

Page 38 of 100 

 

 

        

Significant Strengths 

Pull Factor 
Pull 

Factor 

Total Sales 

(Millions) 

Home Centres & Hardware 2.99 $ 43.2 
Sporting Goods, Hobby, Books & 

Records 2.95 $ 16.5 
Supermarkets 2.89 $ 114.5 
New/Used Cars 2.68 $ 122.7 

General Merchandise 2.60 $ 80.0 
Beer, Wine & Liquor 1.93 $ 22.0 

Pharmacies & Personal Care 1.48 $ 29.8 

 

Significant Leakages 
 

 

 

 

 

 

The analysis shows that retailers in Collingwood are benefiting from visitor expenditures and that they serve a much larger 

market area. The sales revenue generated by shoppers from outside the community provides an extra stimulus to the local 

economy similar to the contribution of exported goods or tourist expenditures.  These additional retail dollars add to the 

wealth circulating in the local community and contribute to a healthier economy. The analysis measures the additional 

retail sales resulting from shoppers from outside the immediate market area such as visitors and weekenders.  

 

Pull Factor 
Pull 

Factor Sales Leakage  

Computer & Software Stores 0.60  $ 262,000 

Home Furnishings 0.87 $ 460,000 
Home Electronics & Appliances 0.90 $ 729,000 
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Ontario Collingwood 
 Estimated 2010 Population   13,137,744       19,347  

  Average Income / Capita  $ 33,384  $ 35,157  

 

  Total Sales  

 ($000)  

  Total Sales  

 ($000)  

Market 

Pull 

Factor 

Trade 

Area 

Capture 

Potential 

Retail 

Sales 

($000) 

Strength/ 

Weakness 

($000) 

Total Retail Sales $ 151,876,700 $ 501,400 2.13 41,185 $ 235,536 $ 265,864 

New/Used Cars, RV's & Parts $  29,513,300 $ 122,700 2.68 51,865 $   45,770 $   76,930 

Gas Stations $  15,431,400 $   24,200 1.01 19,564 $   23,932 $        268 

Furniture Stores $    3,458,800 $     5,600 1.04 20,198 $    5,364 $        236 

Home Furnishings Stores $    2,299,800 $     3,100 0.87 16,816 $    3,567 $     (467) 

Computer & Software $       426,600 $        400 0.60 11,697 $       662 $     (262) 

Home Electronics & Appliance Stores $    4,725,800 $     6,600 0.90 17,423 $    7,329 $     (729) 

Home Centres & Hardware $    9,303,300 $   43,200 2.99 57,929 $  14,428 $   28,772 

Supermarkets $  25,503,200 $ 114,500 2.89 56,009 $  39,551 $   74,949 

Convenience Stores & Specialty Stores $    3,664,700 $     7,000 1.23 23,829 $    5,683 $     1,317 

Beer, Wine and Liquor Stores $    7,334,700 $   22,000 1.93 37,419 $  11,375 $   10,625 

Pharmacies & Personal Care Stores $  12,979,800 $   29,800 1.48 28,641 $  20,130 $     9,670 

Clothing Stores $    7,145,900 $   11,900 1.07 20,775 $  11,082 $        818 

Shoes, Clothing Accessories & 

Jewellery $    2,278,300 $     3,400 0.96 18,617 $    3,533 $     (133) 

General Merchandise Stores $  19,803,200 $   80,000 2.60 50,397 $  30,712 $   49,288 

Sporting, Hobby, Book & Music Stores $    3,604,900 $   16,500 2.95 57,100 $    5,591 $   10,909 

Miscellaneous Store Retailers $    4,402,900 $   10,600 1.55 30,034 $    6,828 $     3,772 

Source: FPmarkets - Canadian Demographics 2010 
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Shift/Share Analysis 

 

Shift Share analysis is conducted to determine which sectors are growing and which are declining based on their 

employment levels.  This analysis measures the relative growth of each sector adjusted for three criteria. 

 

- Reference Area Growth Effect – the change in employment that can be attributed to the growth or decline of the 

provincial economy.   

- Industrial Mix Effect – the change in employment attributable to the overall growth or decline of the particular 

industry sector across the province 

- Differential Shift Effect – the change due to local factors influencing the growth or decline of that industry compared 

to the reference area.   

 

The Differential Shift (DSE) is the key factor in the Shift/Share Analysis.  It indicates the performance of each industry in 

the local marketplace compared to that industry‟s performance across the rest of the province.   

 

The DSE will result in a negative number even when there is an increase in employment if the sector is not growing as fast 

as the rest of the province. The DSE can result in a positive number even when there is a decrease in the employment if 

the local industry has outperformed the performance of the province. 

 

As noted earlier almost all industries in the South Georgian Bay Region posted increases in employment between 2001 

and 2006.  The exceptions were Manufacturing which declined by 1,070 jobs and Agriculture which declined modestly by 5 

jobs. 

 

Since the last census, the province has experienced a major recession, which has affected the manufacturing sector, and 

specifically automotive parts manufacturing.  Several of the Region‟s larger manufacturers closed before the recession hit 

in the fall of 2008 and the effects of their closure isn‟t captured in the analysis. 
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Shift Share Analysis – South Georgian Bay Region 

Industrial Sector - NAICS 
Change  

Employ 

Prov. 

Growth 

Industrial  

 Mix  

Differential 

Shift 

Agriculture, Forestry & Fishing -5 19 -104 80 

Mining, Oil & Gas 15 1 4 10 

Utilities 5 2 -2 4 

Construction 245 23 56 166 

Manufacturing -1,070 87 -514 -643 

Wholesale 30 14 17 -1 

Retail Trade 95 70 -39 64 

Transportation & Warehousing 15 10 14 -9 

Information, Culture & Recreation 75 6 -17 85 

Finance & Insurance 0 13 11 -24 

Real Estate & Leasing 255 12 45 198 

Professional, Scientific & Technical Services 185 23 25 137 

Business, Building & Other Services 145 16 39 91 

Education Services 205 23 84 97 

Health Care & Social Services 290 45 154 91 

Arts & Entertainment 295 13 20 262 

Accommodation & Food Services 655 52 -42 646 

Other Services  160 20 22 117 

Public Administration 105 12 32 61 

Total 1,700 462 -194 1,432 

Source: 2001-2006 Employment from Statistics Canada Census Reports 
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Differential Shift 

Shift Share Analysis of the South Georgian Bay Region 2001-2006 
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The adjusted figure for lost employment in the Manufacturing sector is -643 compared to the actual loss of 1,070 jobs. 

While the local manufactures were negatively impacted, they were not hit as hard as the manufacturers elsewhere in the 

province.  

 

The Agricultural sector posted a decline of only 5 jobs, but after adjusting for the performance of the agricultural sector 

province wide the differential shift is pushed upward to +80 indicating that the agricultural sector region performed far 

better than that sector across the province. 
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Targeting Strategic Sectors 
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Issues Identified in the Stakeholder Consultations 
 

Community consultation is vital to the strategic planning process. Through the consultation period, stakeholders have the 

opportunity to make the plan their own, to understand and agree with the findings and to develop a claim on the 

recommendations. 

 

To this end, in addition to dozens of individual interviews, the consultation process included several sector focus groups to 

ensure that the issues of concern of all sectors are addressed. 

 

Sector Focus Group Meetings 
Retail Sector – held in Collingwood 

Tourism Sector – held in The Blue Mountains 

Manufacturing Sector – held in Collingwood 

Professional and Technical Services – held in Collingwood 

Agricultural Sector – held in Clearview 

Commercial Sector – held in Wasaga Beach 

 

There were several major issues that emerged from those discussions, affecting businesses across the board.   

 

Recruiting Highly Skilled People 

The most significant issue mentioned in virtually every focus group was the difficulty in recruiting highly skilled personnel, 

whether they are physicians, nurses, engineers, professionals or skilled trades.  Companies and institutions have indicated 

that they find it difficult to convince a prospective employee from the Greater Toronto Area, for example, to leave the 

large labour pool to come to a smaller labour market which provides them with few options if the arrangement does not 

work out.  More significantly, the smaller labour pool is a substantial consideration for the prospective employee‟s spouse 

who, in many cases, is also a professional. 
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High Speed, High Capacity Internet Access 

Another commonly cited issue for the area is access to high speed and high capacity internet, particularly for businesses in 

areas where there is no cable service.  DSL (Digital Subscriber Line) service over the fibre-optic telephone lines is adequate 

for many applications but those with requirements for high bandwidth find DSL too slow for their purposes.  One 

company interviewed for this report invested a substantial sum to install their own satellite system despite the fact they 

were only a few hundred meters outside the cable served area. High-speed access via satellite is more expensive and can 

be prohibitive.  

 

Rural businesses have even more difficulty accessing high speed internet.  High-speed internet access is a need for all 

sectors.  Farmers growing commodity crops use the internet need to keep up with the markets. Custom manufacturers rely 

on the internet to transmit technical specifications and drawings. Entrepreneurs operating home-based businesses are also 

dependent on internet access for their business. Limited internet access can be a significant barrier to entry for all 

businesses from even small franchise operations. 

 

The Municipalities in the Region should map out the gaps in service across the region and take advantage of all available 

funding programs to provide the highest level of connectivity that is economically feasible. Economic development offices 

in the South Georgian Bay region should be aware of the level of services across their region as part of the site selection 

services provided to clients. Economic Development staff should also be aware of the connectivity options and costs 

associated with these options in order to best advise their clients. 

 

There are opportunities to stimulate entrepreneurship and networking in the downtown areas by offering WiFi in the core.  

Creating easy access for businesses throughout the downtowns is one more tool in creating an entrepreneurial 

environment where there are no barriers to business communication. As WiFi becomes more prevalent in larger urban 

areas, the region will need to provide the service to meet the expectations of businesses and entrepreneurs from these 

regions.  Providing a WiFi hotspot is relatively inexpensive and could yield surprising results. There are many examples of 

municipalities making WiFi universally available throughout the community. One recent example is the Town of Stratford, 

which is positioning itself as a centre for digital media. 
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Population Growth Constraints in Simcoe County 

The Places to Grow directives and the Simcoe County Official Plan have identified 6 growth nodes across the whole of 

Simcoe County. These Provincial and County directives are not consistent with the vision of the Clearview and Wasaga 

Beach leadership.  

 

Clearview has plans for a approximately 2000 housing units in Stayner and 498 in Creemore.  Creemore Springs Brewery, a 

significant employer and a major tourist attraction has submitted an application to double the size of the facility.  Sewage 

capacity has been reserved for the Creemore Springs Project. Irrespective of the community‟s growth targets, the 

Province‟s Places to Grow Plan has imposed limits on total population growth for Clearview at 1,000 units.  

 

The Town of Wasaga Beach and Clearview Township have entered into an agreement to provide sewage capacity but 

funding is still required. Clearview officials anxiously want new growth and are doing everything they can to advance both 

projects.  

  

There is a clear need to find the balance of the community‟s desires and the restrictions imposed by the Province and the 

County. 

 

Lack of Regional Transit       

Commuting data from the last census shows that there are 1,135 Wasaga Beach residents working daily in Collingwood.   

Collingwood is the location of the most health services including the hospital. Collingwood is also the regional center for 

most retail and business services as demonstrated earlier in this report.   

 

Currently Collingwood‟s transit system runs 3 buses.  Wasaga Beach has 2 buses. There are proposed linkages between 

these two systems. 

 

The need for regional transportation throughout the entire region was brought forward by participants at all of the focus 

group sessions.  
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Regional transportation was offered as a solution for: 

 Attracting and supporting younger families, 

 Supporting the post-secondary educational facilities, 

 Providing young people with a means to travel to part-time jobs in other parts of the region (particularly The Blue 

Mountains) 

 Providing access to health care facilities in Collingwood and Wasaga Beach 

 

Transit systems are not self-sufficient. If the municipalities want to provide this service for their residents and businesses, 

they will need to find a way to pay for the service. Regional municipalities are encouraged to explore alternatives for 

providing this service for the region. 

 

Regional Cooperation 

The region consists of four distinct municipalities, in two counties with separate municipal governments and 

administration.  We have attempted to show in this report that despite their differences, the four communities that 

comprise the region are mutually interdependent.  Municipal boundaries are irrelevant to businesses, residents and visitors 

when they shop, work or play. Regional collaboration based on efficiencies of scale and critical mass will produce stronger 

outcomes for all members. 

 

Participants in the focus groups were convinced that regional cooperation was critical to the effective delivery of transit 

and transportation systems, the building of municipal infrastructure, economic development services, education and 

health care services. These same participants did not believe that all municipal officials supported greater regional 

cooperation.  

 

Many of the civic leaders interviewed during the strategy consultation indicated their support for additional regional 

cooperation. The long-term, consistent commitment to regional cooperation at every level of the municipal organizations 

is still being established. There are several good examples of inter-municipal cooperation in sewage and water treatment, 
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police servicing and in such projects as the Georgian Trail, the regional airport, the Small Business Enterprise Centre, 

physician recruitment, the Georgian Triangle Tourist Association and the municipal economic development offices.  

 

We recommend further efforts to encourage staff to communicate and collaborate regularly. It is only through regular 

collaboration and cooperation that the various teams will build the trust and the capacity required to be effective regional 

partners. 

 

The move to regionalization is consistent with provincial directives and programming. The province has gone on record 

endorsing regional economic development efforts through the Ministry of Tourism, Ministry of Economic Development 

and Trade and the Ministry of Agriculture, Food and Rural Affairs.  

 

Youth Retention through Post-Secondary Education 

Several of our interviews focused on youth out-migration from the community.  Once young people complete high school, 

it is natural for them to move away to further their education or to seek jobs in the larger centres. The difficulty is that 

many don‟t return. Those that remain do not necessarily have the skills or education required by the local businesses. This 

problem is common to all smaller communities in Ontario. 

 

The South Georgian Bay Region is rapidly growing, but the majority of newcomers are older people.  This leads to an 

imbalance in the community, which is not ultimately sustainable.  

 

The development of a new 20,000 square foot campus of Georgian College in Collingwood, scheduled for September 2011 

is exciting news, which will help address the youth migration issue.  The new campus will provide space for approximately 

250 full-time and nearly 3,000 part-time students annually.  The campus will allow Georgian College to expand its 

offerings beyond the retraining programs presently offered to include full-time education programs. We encourage the 

region to work closely to assist Georgian College to integrate with the business community. We also encourage the region 

to work with Georgian College to explore university partnerships and executive/leadership programs, expand post-

secondary education opportunities that keep young people at home and draw additional students into the region.  
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The Future of Manufacturing 
 

The manufacturing sector has experienced unprecedented change globally. There is significant pressure on any large scale 

North American manufacturer and particularly those manufacturers that have traditionally competed on the basis of price.  

To compete internationally manufacturers are trying to reduce the cost of labour inputs down by automating repetitive 

tasks or sending labour intensive products offshore to be assembled in low wage jurisdictions.   

 

Ontario will continue to be competitive for:  

 Low volume products not suitable for mass production  

 Bulky products that cannot be easily or inexpensively shipped 

 Value-added products where the cost is high enough to absorb relatively higher labour costs 

 Where extreme precision requires highly skilled workers 

 Boutique manufacturing catering to small niche markets 

 

We have previously identified that, with its smaller population, the South Georgian Bay region has a lower number of 

skilled workers and lacks the critical mass to compete with larger regions.    

 

The future opportunities in manufacturing will come from smaller niche (boutique) manufacturers that value the 

competitive advantages of the South Georgian Bay region.  

 

 

 

 

 

 

 

 

Unique Competitive Advantage 
One very unique advantage to the region is the high quality of water available through the Collingwood water 
treatment system.  Collingwood uses an advanced Zenon water filtration system that produces very pure water 
from the already pristine waters of Georgian Bay.  This was identified as a competitive advantage by Honda when 
deciding on the Alliston location for their plant, which requires very high standards in water quality for its 
manufacturing operation.  There is a dedicated water trunk serving the plant built specifically for the manufacturing 
operation at Honda. 
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Economic Gardening is a term in economic development referring to nurturing local businesses particularly those niche-

oriented, homegrown companies such as Sensor Technology, MacLean Engineering and Shaw Woodworks in Collingwood 

who represent the future manufacturing opportunities for the region.  

 

There are a number of emerging entrepreneurs operating in the South Georgian Bay Region that started businesses here 

because of the attractiveness of the region.  This represents a distinct competitive advantage.  An owner/operator with an 

established business in the region develops deep roots.  The company has established a support network in the region. 

They are loyal to the area and have a vested interest in supporting further economic development successes for the 

region.  

 

Further work with the existing manufacturing base to assist them to adapt to the changing economy through networks 

like the Excellence in Manufacturing Consortium which promotes programs of lean manufacturing and improved 

quality and safety programs is an important component of the economic development program. 

 

Real life case studies of local success stories can provide learning opportunities for other local manufacturers and act as 

testimonials to encourage other companies to establish in the South Georgian Bay Region.   It is also important to work 

with existing manufacturers to attract the businesses up and down the value chain. 

 

A Statistics Canada report – Trends in Manufacturing Employment released in June 2010 tracks the decline in 

manufacturing employment in recent years.  From 2001 to 2004, there was relatively little change in employment.  After 

2004, employment in manufacturing began a clear downward trend with successive annual losses of at least 3% from 2005 

to 2008. In these four years, more than one in seven manufacturing jobs was lost.  Two charts from that report are 

reproduced here.  The first demonstrates the change in manufacturing employment compared to the rest of the economy.  

The second shows the reduction in manufacturing‟s share of total employment.  
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 Employment Change 

 
Source: Statistics Canada, Labour Force Survey. 

 

Manufacturing as a percentage of Total Employment 

 
Source: Statistics Canada, Labour Force Survey. 
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Tourism’s Contribution to the Regional Economy 
 

Each component of the economic analyses points to the same conclusion. Tourism is the driving force in the economy of 

the South Georgian Bay Region. Tourism is a dominant industry in the region and it continues to drive growth in other 

sectors.   

 

Unlike many other competing jurisdictions, the South Georgian Bay Region benefits from four-season activities. Also the 

large numbers of weekender properties and the fractional ownership developments pioneered by Intrawest and others 

have resulted in higher occupancy levels than other traditional tourism areas because owners (as opposed to transitory 

visitors) are more inclined to utilize the property on a year round basis. (Source: PKF Consulting). 

 

Unfortunately there is a widely held misconception about the contribution of tourism to the local economy. Many of those 

consulted for the strategic plan point to the perception that there are a great many minimum wage jobs in tourism which 

they characterized as less attractive than manufacturing jobs.  In reality, many manufacturing workers are paid around $12 

per hour.  Also there are a wide range of higher paying positions in tourism management and marketing. The service jobs 

may be of interest to an older semi-retired workforce. 

 

 

 

 

 

 

 

 

There are also numerous opportunities for entrepreneurs to invest in tourism services such as in restaurants, attractions, 

equipment rental, bed and breakfast and participate as owners in the tourism industry. These entrepreneurial 

 
With tips included, servers in a high-end restaurant can earn substantially more than many highly 

paid manufacturing jobs.  Anecdotally there are reports of attentive servers earning in excess of 

$100/hour during a four-hour shift in a busy restaurant. 
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opportunities may be of particular interest to the older, relocated individual who chooses to move to the region for its 

lifestyle benefits. 

 

Tourism is big business in Ontario and the South Georgian Bay Region is a key player in Ontario.  Simcoe County is ranked 

4th in the province for tourism revenues after Toronto, Niagara Falls, and Ottawa.  (Source: MTR)  Tourism in Ontario 

generated $22.1 Billion in revenues in 2007 (source: Ministry of Tourism) producing more than 200,000 direct jobs and 

another 100,000 indirect jobs. 

   

 

 

 

 

 

 

 

The Ontario Ministry of Tourism maintains statistics on visitor spending at the census division level (County level).  This 

information is made available on their web site to assist tourism planners and private investors evaluate potential markets. 

 

2007 figures show that the tourism spending approaches $1 billion annually in Simcoe and Grey Counties.  The daily 

expenditure per visitor averages $55, with overnight visitors spending $148 on average.  The tourist attractions in the 

South Georgian Bay Region represent the lion‟s share of visitors for all of Simcoe and Grey Counties. 

 

The Georgian Triangle Tourist Association, the destination marketing organization for the region, in their recently released 

Strategic plan identified WATER as the key distinguishing feature of the region and stated that the single most desired 

experience coming out of their surveys of prospective visitors was water-front dining. 

 

 

Economic Impact of Tourism 
Each million $ in tourism spending generates: 

$553,000 in wages & salaries 
14 new jobs 

 

David H
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of which we have very little to none across the region
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The study also referenced their regional focus and the desire to work together “unbridled by political boundaries.” 

 

Reproduced on the following page is a summary of tourism spending by category for Simcoe and Grey Counties as 

reported by the Ontario Ministry of Tourism.  Note the relatively high spending by tourists in restaurants and retail 

establishments compared to accommodations.  Even the region‟s gas stations appear to capture more revenue than hotels 

and motels. We believe this is likely due to the high instance of fractional ownership at the region‟s resorts.   
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Total Visitor Spending by Category – Simcoe & Grey Counties 2007 
 

Expenditure Category 

Simcoe County 

($000) 

Grey County 

($000) 

Total 

($000) 

Public Transport 3,884 382 4,266 

Vehicle Rental 8,688 1,943 10,631 

Vehicle Operations 126,592 38,276 164,868 

Local Transport 1,364 1,260 2,624 

Accommodation 82,865 56,492 139,357 

Food & Beverage (Total) 229,513 89,492 319,005 

   At Stores 90,687 33,487 124,174 

   At Restaurants & Bars 138,825 55,834 194,659 

Recreation / Entertainment 62,907 30,631 93,538 

   Recreation 34,169 21,522 55,691 

   Culture 28,738 9,110 37,848 

Retail / Other (Total) 115,519 112,571 228,090 

   Clothing 61,178 12,560 73,738 

   Other Retail 54,341 100,011 154,352 

Total 631,332 330,876 962,208 
Source: Ontario Ministry of Tourism – Tourism Community Profiles 2007 
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Entrepreneurship as a Focus for an Economic Development Strategy 
 

Because the subtleties of economic development are not well understood by many people, the expectations placed on an 

economic development program are often unrealistic.  The economic development officer is expected to stimulate growth 

and job creation in his or her community with only limited resources and no control over most of the factors that actually 

contribute to a healthy economy such as interest rates, international trade patterns, the business cycle, etc. 

 

Lacking any hard assets, it is essential that economic developers know their product and look for ways in which to 

strategically use the community‟s natural attributes to create an environment in which investment is encouraged to 

happen. 

 

Retention and Expansion - The Significance of Follow-on Investment 

 

Greenfield investment (the term for a new business coming to the community as the result of a corporate expansion or 

relocation) is actually quite rare for most communities.  Most economic growth is actually the result of follow-on 

investment by companies already established in the community.  The same holds true for foreign direct investment 

coming to Canada.  Much of it is directed to expanding or improving the foreign corporation‟s existing operations in 

Canada.  

   

One of the most effective economic development programs in use today is called Corporate Aftercare.  It involves a pro-

active corporate calling program targeting local companies designed to build an intimate relationship with the 

management.  If the economic development officer has a close trusting relationship with the management of his/her local 

firms, the company will feel more comfortable sharing confidential information and this puts the EDO in a position to help 

the company overcome obstacles to growth or in seizing opportunities for new products, new markets or new 

technologies.  In the case of foreign owned subsidiaries the EDO can support them in their bids for additional capital 

investment from the parent company. 

 

David H
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The Importance of Small Businesses 

 

It was only twenty-five years ago that David Birch (Cognetics Inc. of Cambridge Mass.) first pointed out that most new jobs 

(82% in his groundbreaking 1979 study The Job Generation Process) were created by small businesses and not as 

previously thought by Fortune 500 companies.  His report led to a fundamental change in our understanding about the 

job creation process and focused attention for the first time on the importance of small businesses to the economy. 

 

In summary, Birch‟s work shows that on average for every 100 new jobs created: 

 

 55 jobs will be created by the expansion of existing local businesses 

 44 jobs will be created by new start-up companies 

 1 new job will be created through a corporate relocation. 

 

According to Industry Canada‟s Small Business Research and Policy Division, as of December 2009, there were more than 

2.4 million business establishments in Canada - up from 2.29 million establishments in June 2009.  98% of those 

businesses are considered small (employing fewer than 100 employees) and collectively they employ 48% of the labour 

force. 

 

About half of all business establishments are called employer businesses because they maintain a payroll of at least one 

person (likely the owner). The other half is classified as indeterminate because they do not have any employees registered 

with the Canada Revenue Agency.  Such businesses may indeed have no workforce (they may simply be paper entities that 

nonetheless meet one of the criteria for recognition as a business establishment) or they may have contract workers, 

family members and/or only the owners working for them. The indeterminate category was created because information 

about their workforce is not available. 
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Of the 1,137,681 employer businesses, 2,768 (about 0.3 percent) have 500 employees or more, 1,114,915 employer 

businesses (98 percent) have fewer than 100 employees, 75 percent have fewer than 10 employees and 55 percent have 

only 1 to 4 employees. 

 

Small businesses are the mainstay of the economy, but they are also the most volatile.  Another Statistics Canada report 

showed that 180,000 new businesses are started each year and 150,000 businesses close each year. 

 

Survival rates vary depending on sales revenue and number of employees, but on average after five years in business, 70.4 

percent of micro-enterprises (1 to 4 employees) will have survived compared with 66.9 percent of other small businesses 

(5 to 99 employees).  

 

Survival rates of businesses with revenues of less than $30,000 are significantly lower than those observed for businesses 

with revenues of more than $30,000. Of those businesses with revenues of less than $30,000 that started in 2001, 55.0 

percent survived after three years and only 36.1 percent survived after five years. 

 

Based on the Statistics Canada‟s Business Patterns Database in December 2009 there were 3,853 businesses in the four 

communities of the South Georgian Bay region.  Following the national pattern 98% or more than 3,775 would be small 

businesses (fewer than 100 employees).  This is a large market to service. 

   

Business Counts – South Georgian Bay Region 

Population 

Blue 

Mountains Clearview Collingwood 

Wasaga 

Beach Total 

# of Businesses 253 982 1,779 839 3,853 

% Total 6.5% 25.4% 46.1% 21.7% 100% 

Source: Statistics Canada Business Patterns Data - Dec. 2009 
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This underscores the importance of the business planning advisory services provided by groups such as the Small Business 

Enterprise Centre and the Centre for Business (CFDC), both of which are based in Collingwood.  If they can reach more 

potential entrepreneurs and provide them with business planning skills before they commit themselves to a business 

investment, it would contribute enormously to overall survival of the business.   

 
Gazelles / High Impact Firms / Emergent Stage 2 Growth Firms 

  
In order to be more strategic, a particular focus on those businesses with the greatest potential for growth could be 

considered. 

 

It was only fifteen years ago that research by David Birch (Hot Industries published in 1995) first identified the fact that 

more than half of all the new jobs are created by fewer than 3% of companies – a group he labeled gazelles. This 

marked a radical change in our understanding of the job creation process. 

 

The US Small Business Administration published a report in 2008 entitled High Impact Firms: Gazelles Revisited by 

Zoltan Acs a prominent researcher on the subject of entrepreneurship and Director of the Center for Entrepreneurship and 

Public Policy at George Mason University.  The study was an update of work completed by David Birch, using databases 

that were not available to Birch when he carried out his research.  They confirmed most of Birch‟s findings, in particular 

that: 

 

Major Findings - High Impact Firms 

 High impact firms (gazelles) are limited to between 2% and 3% of all firms 

 They account for almost all private sector employment growth 

 They are found in every industry sector and are not limited to high-tech industries 

 They are evenly spread throughout every region of the country 
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However they also found that contrary to widely held impressions, high impact firms were not necessarily new businesses 

and that even larger companies can become gazelles as a result of the development of a breakthrough technology, 

product or service.  The average age of a high impact company was found to be over 20 years. 

 

High Impact firms are typically second stage companies defined by the Edward Lowe Foundation (a prominent think tank 

studying entrepreneurship) as:  

 

“Second Stage is the point in a company‟s life cycle when it has to evolve from the point where the founder is 

owner, operator, manager, innovator - all in one - to an operation organized around specialization and a formal 

organizational structure.” 

 

Typical Business Life Cycle  

  

Companies are extremely 
vulnerable at this stage of 
their development 

Second 

Stage 
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As the company begins to grow more rapidly, there is tremendous pressure on cash flows.  Companies can literally grow 

themselves broke.  Professional management is increasingly required to handle the financial, human resource, sales and 

distribution functions, skills often lacking in the founder.   

 

The RUPRI Center for Rural Entrepreneurship, our partner in this project, uses the phrase emergent Stage 2 growth-

oriented entrepreneurs to describe high impact firms or gazelles.   

  

Assuming that this Region does not simply want to become a playground and retirement home for 

Toronto residents, these entrepreneurs may be KEY to building an indigenous and diversified regional 

economy.  It is not difficult to visualize locals and outsiders who want to live in this Region because of its 

strong amenities and smaller town quality of life, but are able to create small corporate headquarters 

linked to the global and knowledge economies.  These corporate headquarters will in turn create 

opportunities for suppliers such as business services and potentially production and distribution 

operations. 

Don Macke – RUPRI Center for Rural Entrepreneurship  

 

A key focus of the South Georgian Bay Region Economic Development Strategy should be the early identification and 

nurturing of the Emergent Stage 2 Growth Firms irrespective of the industry sector they are in.  There are good examples 

of such firms in the region with potential to grow both their employment and wealth generation contribution to the local 

economy. There is an excellent network of successful entrepreneurs and experienced corporate managers who have 

moved to the region who can serve as coaches and mentors for many of these firms. 

 

There are several examples of talented entrepreneurs who have relocated to the region because of the natural attributes 

and the quality of place it provides. These new residents have started their own enterprises locally and have the potential 

to positively impact the local economy. 
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Key Findings from the Economic Analysis 
 

The region is enjoying good population growth, but it is 

uneven among the four communities.  This could result in 

differing attitudes toward growth as some residents, 

particularly those in the higher socio-economic bracket, 

view new development as a threat to the character of the 

community they have invested in. 

 

There are a growing number of seniors in the region. This 

demographic shift will have impacts on the labour force, 

the provision of health and social services and retail 

expenditure patterns in the community. 

 

The region continues to lose young people to the 

metropolitan areas much like many other small town and 

rural areas in Ontario. 

 

The character of each of the four communities in the 

region is distinctly different although there is a mutual 

inter-dependence due to the large amount of commuting 

between the communities and a common reliance on the 

tourism with Collingwood acting as the regional service 

centre. 

 

 

The Location Quotient Analysis highlights the high 

degree of dependence the region has on two key 

industries: Tourism and Agriculture.  

 

The Shift/Share Analysis shows that the Tourism sector is 

leading the growth of the region and is driving growth in 

Arts & Entertainment, Real Estate and Retail. 

 

The Agricultural sector based predominantly in Clearview 

is another dominant industry. Despite modest job losses 

between 2001 and 2006 agriculture continues to 

outperform other regions of the province. 

 

Business and Commercial Services are currently under-

developed in the region. This sector should be targeted 

as emerging industries due to their local & provincial 

growth. 

 

Employment in manufacturing will continue to decline 

even though output increases because companies are 

increasingly automating to reduce labour costs.  Those 

companies that will thrive in the future will be producing 

products that are high value added, low production runs 

where quality is an absolute requirement such as 

boutique manufacturing. 
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Focus on Entrepreneurship 

Relevant Development Trends 

This section was contributed by Don Macke, RURPRI Centre for Rural Entrepreneurship 

  

 
 

There are three development trends that are particularly relevant to economic development opportunities for the South 

Georgian Bay Region: 

 

 Toronto & its development 

 Amenity-related development 

 Emergent stage 2 growth entrepreneurs 

 
Toronto & Its Development 

 

The geographical and likely economic and social connections between the South Georgian Bay Region and Toronto are 

significant.  Between 1980 and 2006, the Greater Toronto Area grew to 2.1 million residents and by nearly 63%.  Toronto is 

not only a world-class city, but a city with strong international ties that will likely fuel both demographic and wealth 

 
Defined by Our Regions 

 
Smaller communities and regions are largely shaped by development associated with the macro region in which they are located.  
In the case of the South Georgian Bay Region it is and will be impacted and shaped by development of the Toronto Region. 
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growth over the coming decades.  Unlike other Northeastern Cities like Detroit or Cleveland, Toronto is experiencing 

strong economic and social growth.  The South Georgian Bay Region‟s location relative to Toronto is an asset.  

Opportunities for spill-over and allied economic development are real and must be substantial.  The question is not 

whether this associated development will occur, but how it occurs.  The residents and leaders of this Region have 

important choices to make relative to this opportunity and force for change. 

 

The Region‟s assets - amenities and location relative to Toronto will likely enable development and drive growth whether 

supported or not by the Region.  It is possible that outside interests and ownership can control this development unless 

the Region supports its area entrepreneurs to pro-actively participate in these development opportunities.  Local control 

and influence can be enhanced through such a development strategy. 

 

Amenity-Related Development 

 

Gerald Strom grew up in Western North Dakota and graduated from Dickinson State University.  Mr. Strom went on to 

settle in San Francisco and created a development company with deep roots in the Pacific Rim and particularly China.  His 

company has been on the cutting edge in real estate development in China.  Mr. Strom voiced the view that the world‟s 

population will keep growing, but available land resources are fixed.  His point -- the value of places -- particularly amenity 

rich places with strong locations relative to population centers will grow!  There is no doubt that the South Georgian Bay 

Region with its mountains, water and charming communities relative to Toronto is one of those places Mr. Strom was 

talking about.  These assets and desire of urban dwellers to have access to them will be a powerful and long-term 

economic development driver for this Region. 

 

Emergent Stage 2 Growth Entrepreneurs 

 

Based on the stakeholder consultations, there was agreement that a key entrepreneur opportunity is emergent Stage 2 

growth oriented entrepreneurs.  Assuming that this Region does not simply want to become a playground and retirement 
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home for Toronto residents, these entrepreneurs may be KEY to building an indigenous and diversified regional economy.  

Later in this report system considerations will be a renewed topic for exploration.  It is not a stretch to visualize locals and 

outsiders who want to live in this Region because of its strong amenities and smaller town quality of life, but are able to 

create small corporate headquarters linked to the global and knowledge economies.  These corporate headquarters will in 

turn create opportunities for suppliers such as business services and potentially production and distribution operations. 

 

 
 

Emergent Stage 2 Growth Firms 
 

This terminology is not widely used in rural development circles and requires some additional description.  The 

characteristics of this class of entrepreneurs are as follows: 

 

 Typically have 5 to 15 employees 

 Most firms are 4 to 7 Years old 

 They have all successfully survived startup 

 They may be located on Main Street, home-based or farm-based 

 They look like a secondary business servicing area markets 

 Chances are good they have business focused on area markets 

 BUT, they have strong growth orientation and focus on external markets 

 They are tech-oriented and capable 

 

The Edward Lowe Foundation of Michigan (www.youreconomy.org) created the Stage 1, 2, 3 and 4 typology.  These 

definitions refer to the size of the venture based on employment.  Stage 1 firms tend to be locally owned and serve 

area markets while Stage 4 are typically national or international firms with branch facilities in a rural community. 

 

http://www.youreconomy.org/
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Entrepreneur Targets 

Being Strategic 
 

There is a clear need for this Region to be very strategic with respect to their entrepreneur targeting.  Given Regional buy-

in, resources and opportunities -- making smart choices with respect to development is key.  The following table 

summarizes potential strategic targeting and the last section will address system focus and development implications 

 

Existing 

Business 

Retention & 

Expansion 

Ontario has a strong tradition of BR&E.  The new Blaine Canada Synchronist and CRT resources 

recognize the importance of basic and non-basic business visitation and retention and expansion 

support.  This should be a core part of an overall strategy with more regular visitation.  Such visitation 

could provide early warning and/or insight with respect to restructurings and possible growth 

opportunities. 

Emergent Stage 

2 Growth Firms 

We have already addressed the potential of emergent Stage 2 growth oriented entrepreneurs.  This 

should be the primary target of the Regional Small Business Enterprise Centre.  We will offer additional 

insights on this market segment in the next section of this Report. 

 

Youth 

 

Jay Kayne with the Kauffman Foundation suggested three questions communities or regions should ask 

when exploring entrepreneur focused economic development.  First, are entrepreneurs present?  

Second, do they have the skills necessary to compete?  Third, are they succeeding?  Creating a strong 

youth engagement, entrepreneurship and attraction game plan could be a powerful way to grow more 

entrepreneurs and create a rooted and dynamic E culture in this Region. 
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Start Ups 

 

Start-ups are a strategic priority.  The Region needs to create basic services that support all kinds of 

Start-ups ranging from home based secondary ventures to growth oriented Stage 1 companies.  

Options for servicing this market segment are addressed in the next section. 

 

 

 

 
 

The following is a short-list of system considerations: 

 

 Coaching Plus Counseling 

 Targeting Emergent Stage 2 Growth Enterprises 

 Creating Minimal Services for Startups 

 Connecting with a People Attraction Strategy 

 Anchor and Growth Strategy 

 

 

 

 

Finding Starting Points 
 

We can look at remarkable entrepreneur development systems whether in Bangladesh, San Diego or the Research 
Triangle of North Carolina and wish we had such systems at home.  The key to long-term success is short-term 
success.  Finding the right starting points and realizing early success can enable long-term development and 
realization of a more complete EDS. 
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Coaching Plus Counseling 

It appears that the primary practice being employed in the Small Business Enterprise Centre is fairly traditional small 

business counseling.  The goal is to focus time and energy on selected targets like growth oriented enterprise -- then the 

introduction of coaching along with counseling as core practices might make sense.  Coaching could be used by staff and 

volunteers to provide universal intake, screening and management of assistance provision.  Additionally, for targeted 

clients, coaching can be used by staff and particularly mentors, peer groups and advisory boards to provide deeper and 

longer-term engagement.  Under this scenario the Centre would achieve higher intake numbers with non-prioritized 

clients moved to other resources and deep and longer-term engagement with prioritized clients. 

 

Targeting Emergent Stage 2 Growth Enterprises 

There were two successful Stage 2 (now Stage 3) entrepreneurs participating in the rural entrepreneurship panel.  Chances 

are good that there are others who have the potential to become as important to the regional economy as these two 

entrepreneurs.  While these emergent Stage 2s can be hard to find, they represent a great potential strategic target.  

Additional focus on outreach, screening and development support would be appropriate.  Coaching coupled with 

mentors, peer groups (targeted B to B events) and advisory boards can be very effective engagement strategies.  

Utilization of growth assessments and strategic planning can serve as the primary engagement practice.  We can share 

more on these techniques as appropriate. 

 

Creating Minimal Services for Startups 

While startups and non-basic businesses may not be a priority -- it is still important that the basic Economic Development 

Strategy provide avenues for this class of clients.  That does not mean that significant coaching counseling or mentor time 

should be invested in such clients.  We suggest consideration of three possible low-cost engagement services – web-

based resource-like Tools for Business Success, a helpline supported by the Centre and volunteer mentors and referral to 

other available resources.  On this final option additional resource mapping and referral clarity would be recommended. 
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Connecting with a People Attraction Strategy 

People are going to move to this area because of its qualities of place.  Development of a stronger domestic economy 

would only enhance such attraction.  However a default attraction pattern is not strategic and will not necessarily result in 

desired attraction of targets based on demographic group or skill set.  Being intentional about people-attraction is a 

consideration.  For such a strategy to evolve there is a need for analysis and priority setting.  While this is outside the 

current project scope, it could be an important allied recommendation.  Links to the “Guides on People Attraction” 

developed with funding from the W. K. Kellogg Foundation are attached in the appendix of this report. 

 

Anchor and Growth Strategy 

Branding, outreach, intake and screening are keys to creating an Economic Development Strategy that will enable the 

Centre (which can viewed as the likely anchor to a Regional EDS) to create greater strategic impact.  From an 

organizational development standpoint, the Region should start evolving the Enterprise Centre and grow its capacity 

through strategic collaborations. 

 

Education 

 

Education‟s contribution to the economic development region is well documented. The more significant benefits to the 

region are as follows: 

- Attracts, retains youth 

- Provides access to jobs paying higher wages 

- Creates a local workforce attractive to business 

- Creates a workforce that is more resilient, with higher incomes, paying higher taxes 

- Workforce that is responsive to local business needs 

- Opportunities to provide the skills needed in the region (i.e. for the South Georgian Bay Region for entrepreneur 

programs, tourism, sports medicine, health related fields) 
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A skilled workforce is the greatest asset and greatest expense for most businesses. 

 

The challenge of attracting skilled labour to the region was widely reported through the stakeholder consultations for this 

report.  Difficulty in attracting skilled labour seriously limits the growth potential of the local economy.  Generating an 

internal supply of skilled labour will help offset this challenge. 

 

The South Georgian Bay partners have long-recognized the potential economic impact for expanding the local presence 

of post-secondary education. The previous Collingwood Economic Development strategy specifically identified the 

potential for post-secondary education:  

 

Goal #9 Provide post-secondary opportunities for youth.   

9.1 Work with Georgian College to establish a Collingwood campus 

9.7 Secure a University/ College facility for Collingwood 

 

The region has an enthusiastic partner in Georgian College. The College has demonstrated its understanding of the role 

they play in the region‟s economic development with the Georgian College Strategic Plan adopted in March 2010. 

 

Objectives include:  

 Strengthen Georgian‟s position as the hub of post‐secondary education in Central Ontario. 

 Act as a catalyst for community economic development across all campuses. 

 Expand our partnerships with business and industry to support student learning through work placements, applied 

research and innovation. 

 Strengthen our global connections through increased international recruitment and partnership development. 
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Georgian College has announced that it will open a permanent facility in Collingwood in time for the 2011-2012 academic 

year. The College has indicated that they intend to incorporate „innovation space‟ for small business incubation activities in 

the facility. College administration has also indicated their interest in the development of an entrepreneurship program 

based out of the facility. The College‟s movement toward entrepreneurship programming is in perfect alignment with the 

region‟s interest in placing an emphasis on rural entrepreneurship programming. 
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Economic Impact of Post-Secondary Education 

 

Investment in post-secondary education is closely linked to the vitality and economic performance of regions. There are 

many benefits; both direct and in-direct. 

 

A recent study from The Ontario Association of Community Colleges reported that for each year a full-time student 

attends community college, he or she will earn an additional $3,800 per year.  Students will enjoy a 15.1% rate of 

return on their investments of time and money. 

 

The benefits to the taxpayer can be broken into two categories: income growth and social benefits. The higher incomes of 

the post-secondary graduates circulate in the local economy and contribute to local tax revenues.  Local companies 

employing the graduates benefit from a talented workforce, increased efficiency and innovation and enhanced 

competitiveness. 

 

College spending also makes a contribution to the local economy in the areas of:

- Salaries 

- Telephone 

- Electricity & natural gas 

- Water supply & sewerage systems 

- General merchandise stores 

- Building materials & gardening supplies 

- Maintenance & repair construction 

- New construction 

- Services to buildings 

- Travel 

- Social functions 

- Marketing 

- Shipping & postal 

- Printing & publishing 

- Accounting, auditing & bookkeeping 

- Banking & credit agencies 

- Legal services  

- Insurance 

- Other business services 

- Rental property 
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The Ontario Association of Community Colleges report documents the link between post-secondary education and avoided 

costs in the areas of heath related absenteeism and productivity loss because of decreased incidence of smoking and alcohol 

abuse in post-secondary educated residents.  Post-secondary education is also related to reduced crime levels as well as less 

dependence on welfare and unemployment benefits.  

 

When allowing for both personally and public benefit from post-secondary education, the Association of Canadian Community 

Colleges argues that the benefits far exceed the increased annual student earnings of $3,800 per year. Once the public benefits 

for income growth and the avoided social costs are incorporated, the annual benefits of post-secondary education per full time 

student swell to $7,100. 

 

Annual Benefits per FTE Student 

Increased student earnings, gross $3,800 

Increased student earnings after tax $2,508 

Public Benefits  

Income Growth $6,888 

Absenteeism Savings $62 

Medical Cost Savings $153 

Incarceration Savings $1 

Welfare Savings $2 

Unemployment Savings $2 

Total $7,110 

Source: Association of Canadian Community Colleges, The Economic Contribution of Canada’s Colleges and Institutes, Volume 1 Main Report, p. 40. 

 

This financial calculation does not include the additional benefits that cannot be measured including: 
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- Role of graduates in the community – volunteer capacity, directors of local boards 

- Provide education to local workforce to adapt to changing skills requirements, economic opportunities 

- Potential to diversify and grow the region‟s economic base 

- Stimulate the local economy through on-going expenditures by students 

- Attract new research investment to the area 

- Create new employment opportunities 

- Provide skilled workers for local businesses  

- Provide additional training to existing workforce 

- Attract visitors to the region – balance the seasonal nature of visits – elementary/secondary students & parents, 

business visitors, facility users, alumni 

- Attract, retain young people in the region 

- Broaden the cultural base of the community 

- Enhanced reputation for the region 
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Workforce Development 

The older residents that are increasingly being attracted to the South Georgian Bay Region are an overlooked source of labour 

in the work place.  To the extent that employers can meet their demands for more flexible and part-time hours they can take 

advantage of a very skilled and mature work force. 

 

In order to overcome the skills shortage that many employers are encountering, companies should look at mature workers and 

adjust their business practices to make short-term contractual employment more attractive to someone who doesn‟t 

necessarily need the income but enjoys keeping active through part-time or contracting their services.     

 

Percentage of employers offering flexible work arrangements and  

percent of older workers who would use them 

 

Source: Statistics Canada Survey of Older Workers, 2008: Released Nov. 15, 2010 
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A Creative Community 
The South Georgian Bay Cultural Mapping Project was undertaken as part of the Regional Economic Development Strategy.  

 

The lead consulting firm for the project was AuthentiCity with support from the Advanced Geomatics Research Group, Millier 

Dickinson, Blais, the Breken Group/ YLM and BFdesign. 

 

Through the project, 708 cultural assets were identified. The community assets break down in the following categories: 

 

Creative Cultural Industries 257 

Community Cultural Organizations 30 

Festivals and Events 117 

Spaces and Facilities 69 

Cultural Heritage 54 

Natural Heritage 181 

Total 708 

 

The report sets out recommendations in three categories: 

 

1. Cultural Mapping 

1.1. Establish a cross-municipal staff working group 

1.2. Establish an ongoing partnership/governance mechanics to support cultural mapping linking the four municipalities 

and key local and regional stakeholders such as: public libraries, Community Connection (Collingwood and District 

Information Centre), Georgian Triangle Tourist Association, Collingwood Arts and Culture Advisory Committee, 

among others. 

1.3. Launch a web interface/portal to make information on cultural assets available to the community 

1.4. Continue work on the interactive map created by the County of Simcoe and County of Grey to encompass 

additional information  
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1.5. Continue implementing proactive communications and social media strategies to raise awareness and visibility for 

the project and cultural mapping 

1.6. Continue a community engagement process to identify additional sources of information on cultural assets 

1.7. Launch a community identity mapping project or initiative. 

 

2. Connect Cultural Mapping to the Regional Economic Development Strategy 

2.1. Coordinate stakeholders 

2.2. Build networks and a climate of creativity 

2.3. Nurture creative enterprises and people 

2.4. Invest in marketing and place branding 

2.5. Develop cultural mapping tools to support tourism 

2.6. Continue to support business-to-business (B2B) marketing tools and e-commerce applications to support business 

growth. 

 

3. Advance Municipal Cultural Planning 

3.1. Build on the cultural mapping results to launch municipal cultural planning initiatives in the region. While plans for 

individual municipalities could be considered, moving forward to develop a collaborative municipal cultural plan for 

the four municipalities would again break new ground provincially and model potential partnerships in other parts 

of the province. 

 

The report authors recommended establishing an ongoing Cultural Mapping Partnership using the foundation established by 

the Cultural Mapping Project Steering Committee. This committee has begun the process of establishing the trust and 

camaraderie required for ongoing success through the successful completion of the Cultural Mapping Project. 

 

Cultural Mapping creates an increased awareness of the cultural assets for residents and visitors. Through Cultural Mapping 

cultural community and business networks and collaboration are encouraged and strengthened. Ultimately, cultural mapping 

creates a base to help support municipal planning and economic development and helps grow the local creative economies.  
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SWOT Analysis 

Strengths 

 Region is a four-season destination 

 Amenities and lifestyle are attractive for current and 

future residents 

 Entrepreneurial foundation in place (angel funding, 

mentoring support, SBEC and CFDC) 

 Tourism a large contributor to the local economy 

 Strong retail base - high performing sector 

 Collingwood downtown is an attractive, vibrant 

commercial centre - recently improved streetscape adds 

to the Downtown‟s vitality 

 High concentration of engineering and technical services 

for the population size 

 Region has performed much better than many areas 

during the recession.   

 High quality water 

 Recent investments in power & municipal infrastructure 

 Economically viable regional airport with capacity to grow 

 Unique owner-operated businesses throughout the 

region gives region a distinctive boutique flavour 

 Location on Georgian Bay and the Niagara Escarpment 

 Rail Serviced  

Weaknesses 
 Regional collaboration on economic development issues 

is underdeveloped   

 Growth plan for the Greater Golden Horseshoe region is 

limiting growth potential in parts of Simcoe County 

 Difficulty attracting, retaining specialized, skilled workers, 

culturally diverse & younger workers 

 Tourism‟s contribution to the regional economy is 

underestimated 

 Regional public transportation lacking, is a transportation 

barrier for Blue Mountain Resort 

 Wasaga Beach has no downtown core and lacks a 

branded hotel investment 

 Development charges, development processes perceived 

by some as restrictive 

 Limited serviced industrial land in the region 

 High-speed connectivity in rural areas 

 Way finding between communities in the region  

 Region doesn‟t have the ethno-cultural and religious 

supports to attract a diverse population 

 Limited control over number of health care practitioners 

and facilities to match seasonal population 
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Opportunities 

 Georgian College – expansion of post-secondary 

opportunities within the region 

 Build on the strong tourism sector with: 

o post-secondary institutions, (internships, co-op 

opportunities) 

o Start-ups, entrepreneurial opportunities 

o Business resources 

 Build on the cultural assets & events of the area that are 

supportive of the tourism/visitor sector 

 High net worth individuals moving to the region can be 

organized to mentor & fund entrepreneurs 

 Strong residential growth across the region creates 

commercial, & construction opportunities 

 Opportunity to attract highly skilled new immigrants 

 Opportunity to introduce regional transportation system 

Threats 
 Loss of Provincial and Federal government support for 

infrastructure investments 

 Increasing growth pressures could diminish the local 

quality of life, regional environment amenities  

 Skewed population demographic changing residential 

market demand making the area less affordable to the 

younger workers required to attract/retain business 

 Disconnect between real estate values and local wages or 

farm gate receipts 

 Vulnerable to adverse changes to the tourism market 

 Places to Grow legislation will limit region‟s ability to 

manage change and attract business investment 

 Global economy shift of large scale manufacturing away 

from North America 
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Recommendations 
 

 

 

 

 

 

 

 

 

 

 

This report moves away from traditional economic development programming which targets one or more industrial sectors 

and institutes marketing programs designed to attract businesses from those sectors. 

 

Instead this strategy turns attention inward - to support the community‟s existing business and new business start-ups - 

cutting across all sectors – while paying particular attention to that handful of innovative entrepreneurs in the community with 

the potential to become high growth enterprises, the next generation of gazelles. 

 

Like all other strategies the basics need attention.  It is vital that the region have the necessary infrastructure to achieve its 

goals and that the plan addresses the issues or weaknesses which stand in the way of economic growth. 

 

This strategy serves four separate political jurisdictions located in two counties but as shown in this report, the region‟s 

residents, workers and shoppers ignore political boundaries as they go about their daily lives and for all intents and purposes 

the region is one economic zone with four mutually interdependent communities. 

 

Vision Statement 
 

The South Georgian Bay Region enjoys a quality of place unique in Ontario, where four distinct and 
prosperous communities work cooperatively to celebrate and support the growth of innovative 
entrepreneurs. 
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The other major influence which colours these recommendations is the fact that the South Georgian Bay Region is a four 

season playground offering the clear blue waters of Georgian Bay plus the imposing Niagara Escarpment which attract 

increasing numbers of new residents.   

 

The first set of recommendations is designed to support entrepreneurship in the South Georgian Bay Region.  They are 

intended to ensure there is a continuum of services from basic business planning for start-ups to the provision of sophisticated 

financial planning for entrepreneurs dealing with potential equity investors. 

 

Goal 1: Creating Jobs 

Strategic Objective - Stimulate Small Business and Entrepreneurship 
     

Recommendation 1.1 

Change the name of the SBEC from the “Greater Collingwood Small Business Enterprise Centre” to the “South 

Georgian Bay Small Business Enterprise Centre” better reflecting the area it serves. 

 

This name change will recognize the broader area that the office serves and encourage entrepreneurs from across the region 

to access the services. 

 

Recommendation 1.2 

All four communities in the South Georgian Bay Region should provide increased financial support for Small Business 

Enterprise Centre to allow it to broaden its services and extend them to a wider audience. 

 

The SBEC receives financial contributions from Collingwood, Clearview and Wasaga Beach in addition to core funding from the 

Ministry of Economic Development and Trade. The Blue Mountains is encouraged to join with the other communities in the 

region in financially supporting the Centre, as recommended in their own strategic plan “Red Hot and Blue: Plan for Prosperity 
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in The Blue Mountains” completed in 2010. The additional funding will allow the SBEC to provide additional services to 

establish an entrepreneurial culture throughout the region. 

 

Recommendation 1.3 

Increase resources to the Small Business Enterprise Centre and begin to offer field services in Clearview, Wasaga Beach 

and The Blue Mountains. 

 

Last year (2009) the SBEC provided small business advisory services to over 400 individuals (397 interested in new start-ups and 

41 existing businesses) which resulted in the establishment of 84 new businesses creating 99 permanent jobs.  The SBEC has 

since been relocated to the Town Hall Annex facility in Collingwood which provides a higher profile.  With additional resources 

the centre can reach out further across the region and improve on those numbers substantially. 

 

Recommendation 1.4 

Establish a Business Incubator to serve the region, overseen by the following partners: Collingwood Economic 

Development Department, Georgian College, the Centre for Business (CFDC), the SBEC Board and other prospective 

partners, both public and private, working closely with area businesses and the Georgian Angel Network. 

 

Georgian College is building a new campus in Collingwood to serve full and part-time students in the region.  One of the 

subjects they plan to focus on is “Entrepreneurship Studies”. This new program provides a natural link for the four communities 

in the region and the College to partner on the development of an incubator to support entrepreneurship.  This is also an 

opportunity for the municipalities to work more closely with the Centre for Business, the federally funded CFDC (Community 

Futures Development Corporation) based in Collingwood and serving the greater Georgian Triangle region and Dufferin 

County. 

 

A business incubator could serve as living laboratory for entrepreneurial studies for the College.  It would also act as a symbol 

of the region‟s commitment to entrepreneurship. 
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The high value-added part of a Business Incubator is the coaching and counseling provided to tenants.  It is beyond the role of 

the SBEC, the CFDC and the College faculty to provide these services. There is also a range of potential private sector partners 

from the community.  Banks, business advisors, accountants, lawyers and management consultants all have a vested interest in 

the stimulation of entrepreneurial activity in the community.  There are also a number of successful entrepreneurs, angel 

investors and retired corporate executives who could be called on. 

 

A wide range of stakeholders should be approached to support the incubator through the donation of pro-bono services or in-

kind contributions and/or to sit on the incubator‟s board and help with its management. 

 

It is also recommended that the South Georgian Bay partners work together to apply for seed funding from federal and 

provincial programs such as the Ministry of Economic Development and Trade, Communities in Transition Program and 

FedDev seeking seed funding to cover the first three to five years of operation.  

  

The Canadian Association of Business Incubators reported that there are more than 106 business incubators in Canada.1 Some 

business incubators are oriented to commercializing new technology such as a Stiller Centre in London, one of CABI‟s 2010 

award winners.  Others such as the Toronto Fashion Incubator are geared towards a particular industry while others serve a 

more general audience. 

 

One of the newest business incubators is the SpringBOARD Innovation Centre in Barrie, which opened in November 2010.  The 

incubator is partnering with the City of Barrie and Georgian College, with a three-prong mission to: 

 

- Accelerate the creation, growth and maturing of sustainable or green technology and companies, 

- Provide demonstrable economic benefit to the greater Barrie Area through the creation of jobs, investment and 

retention and attraction of talent,  

- Adopt a pay-it-forward philosophy  

                     
1 Canadian Association of Business Incubators, www.cabi.ca, November 2010. 

http://www.cabi.ca/
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The goal of an incubator is not only to ensure that the small business survives the start-up period where they are most 

vulnerable, but to produce confident, successful graduates that are well-grounded financially and secure in their knowledge of 

how to run a productive business independently, within two or three years of start-up.  According to the Impact of Incubator 

Investments Study, published by the National Business Incubator Association, 95% of an incubator‟s clients graduate, and 87% 

of incubator graduates remain in business.  The resulting community benefits of an incubator are healthy companies, 

accelerated job growth and a significant return on investment for each economic development dollar spent. 

 

Most incubators use a sliding scale rent structure to help defray some the costs of the physical plant. The rental rates are 

initially below market rate as an incentive to the new small business. The rent increases over time to above market rate to 

encourage graduates to move on and free up space in the incubator for another business.  There are a number of potential 

locations for an incubator across the region. 

 

Recommendation 1.5     

The Regional EDO’s (Economic Development Officers), the CFDC and other agencies with an entrepreneurship 

development mandate work cooperatively on programming including workshops, seminars and business plan 

competitions as a means of stimulating entrepreneurship. 

 

Resources across the region are limited. By establishing one entrepreneurship strategy that incorporates the mandates and the 

resources of all the regional partners the partnership can achieve much more than they can independently. 

 

A business plan competition would be an excellent pilot project for the new partnership.  

 

This recommendation has already been implemented through the first ever SPARK Business Plan competition which was 

modeled on the popular TV Show Dragon‟s Den®.  The SBEC also administers a “Summer Companies Program” geared to 

youth. 
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Recommendation 1.6 

The region’s municipal economic development staff work closely with the Georgian Angel Network, an organization 

establishing itself in the region as a link between entrepreneurs with high growth potential and potential angel 

investors. 

 

The Georgian Angel Network (GAN) is a relatively new organization of individual private investors seeking to pool their 

resources to form a capital pool and develop a screening mechanism to look at potential equity investments in new or fast 

growing ventures. Angel investor groups often have difficulty generating sufficient deal flow to keep them active. 

 

More information on the group is available at www.georgianangelnet.ca/index.html 

 

Entrepreneurs are often challenged with limited capital to establish their fledgling businesses. There is a real opportunity to 

provide capital for these entrepreneurs.  Economic Developers can help the process by referring entrepreneurs with high 

quality opportunities to the network. 

 

Recommendation 1.7 

Establish a “mentorship” program through the SBEC to provide a high degree of supportive coaching to 

select entrepreneurial businesses. 

 

Mentors have been proven to reduce failure rates and increase growth rates when working with entrepreneurs.  The 

region is home to many successful retirees who could be convinced to share their expertise,  

 

  

http://www.georgianangelnet.ca/index.html
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Goal 2: Education & Workforce Development 

Strategic Objective – Establish a skilled workforce to meet existing and future businesses’ needs. 

 
Employers participating in the consultation sessions relayed the difficulty they experienced recruiting highly qualified people to 

the region due to the fact that it is a relatively small (albeit attractive) job market.  In addition many of the newcomers to the 

region are in the 50+ category and will not be full participants in the local labour force. This labour challenge is further 

compounded by the outward migration of young people from the South Georgian Bay Region and other rural municipalities as 

they pursue further education or establish their career. 

 

The development of a South Georgian Bay campus by Georgian College will contribute to lessening the outward migration of 

young people and may in fact serve to attract additional students to the region.  

 

Recommendation 2.1 

Develop a Regional Workforce Development Strategy in cooperation with the Local Training Board to identify the 

skills and education that local employers will require now and in the future.   

 

A regional strategy is required because of the distribution of labour throughout the four communities and the commuting 

flows between communities detailed earlier in this report.  The strategy can be used by educators at both the high school and 

college to develop curriculum and counsel students 

 

Recommendation 2.2 

Establish a new resident attraction and retention program focusing on the next generation of workers and newcomers 

to the region.  In conjunction with the Workforce Development Strategy the Economic Development Offices should 

examine the New Immigrant Support programs of culturally diverse communities to learn what support services are 

needed to help integrate New Canadians into the community.  
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The small number of visible minorities in the general population was addressed in the public consultation sessions and further 

borne out by the demographic analysis in this report.  Nationally, immigration has been the largest source of new workers in 

the workforce. The South Georgian Bay Region is not capitalizing on this opportunity, despite that fact that half of all Toronto 

residents (1.23 million out of total 2.48 million residents in 2006)2 are now born outside of Canada.    

 

Increasingly companies needing highly skilled people target New Canadians for recruitment. Many recent immigrants come to 

Canada with advanced degrees in medicine, engineering, electronics, software development, etc.  One of the issues for many of 

these new Canadians is the difficulty they have developing networks within their new community, even within their profession. 

 

Recommendation 2.3 

The Regional Economic Development Officers need to join forces with industry by create a network which will help to 

secure employment opportunities for the partners of highly qualified personnel (HQP) being recruited to live and work 

in the community. 

 

There is a role for the four economic development offices in the region to help local employers both public and private to join 

forces in helping to secure employment for the partners of doctors, engineers, software developers, corporate executives and 

other highly qualified people being recruited by local companies or through the Physician Recruitment Program to overcome 

the concerns expressed during the consultations. 

 

Recommendation 2.4 

The Regional Economic Development Officers continue to cooperate with the Rural Ontario Medical Program 

Recruitment. 

 

More than 85% of the medical residents going through the Rural Ontario Medical Program reportedly stay in the community 

upon completing their residency.  

                     
2 City of Toronto – Toronto Facts web-site, December 2010. 
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Recommendation 2.5 

Continue to support Georgian College’s South Georgian Bay Campus. 

 

The College will require fund raising and other community supports to become firmly established in South 

Georgian Bay and to expand the range of programs and course offerings it will be able to deliver.  

 

Goal 3: Tourism 

Strategic Objective – Increase Visitor Expenditures in the Region 
 

The economic analyses carried out for this report confirms that Tourism plays a pivotal role in the economy of the four 

communities in the South Georgian Bay Region.  Tourism expenditures in the Simcoe and Grey Counties combined are nearly 

$1 billion annually. Area retailers benefit $228 million in visitor expenditures. The area‟s food and beverage services receive 

$311 million in visitor expenditures.  The average spending by a same day visitor is $55 per day while an overnight visitor 

spends an average of $148 per person per day. 

 

The economic base analysis also shows that the Accommodation and Food sector is the strongest and fastest growing industry 

sector in the entire region. 

 

The marketing and promotion of tourism in the region is undergoing a change with the establishment of new Regional 

Tourism Organizations across the province by the Ontario Ministry of Tourism and Recreation.  The new RTO 7 includes all of 

Simcoe, Grey and Bruce Counties.  The EDO for Collingwood sits on the board representing the area.   

 

Georgian Triangle Tourist Association research has shown that visitors are strongly attracted to the following activities, all of 

which are perfectly aligned with the region‟s physical assets: 
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Activity % Expressing Strong Interest 

Waterfront Dining 64% 

Scenic Drives 63% 

Beaches 62% 

Local Food/Farmers Market  56% 

Short Boat Cruises 55% 

Source: Georgian Triangle Image Study by Longwoods International – June 2010 

 

Access to the waterfront has not been fully developed, particularly in the western part of the region. An overall waterfront plan 

which addressed the waterfront across the full region would more accurately reflect the activities of residents and visitors in the 

region and allow for a more comprehensive strategy that addressed the needs of the whole region for recreation, economic 

development and sustainability while providing additional opportunities to support tourism in the region. 

 

Recommendation 3.1 

Support the Georgian Triangle Tourist Association and RTO 7 tourism product development initiatives associated with 

the region’s waterfront and agricultural areas. 

 

Many of the potential tourism product development opportunities identified will likely be developed by local entrepreneurs 

thus providing further support to the efforts to support entrepreneurship and increase taxation revenue.  Municipal Economic 

Development Offices should specifically target tourism product development and investment opportunities. 

 

Recommendation 3.2 

Support the Georgian Triangle Tourist Association and RTO 7 tourism product development and investment initiatives 

as recommended in the regional studies and assessments. 

 

Another area of potential tourism development is found in the region‟s cultural assets.  Increasingly the objectives of day trips 

and scenic drives are galleries, antique shops, historic sites and live performances. 
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The local stakeholders have an opportunity to use the completed cultural mapping project to design themed driving tours 

covering arts and crafts, galleries, museums and heritage tours as well as the region‟s water vistas and farm gate markets. 

 

Recommendation 3.3 

The staff of the four regional economic development offices need to work closely with the Georgian Triangle Tourist 

Association to ensure a coordinated destination marketing program and visitor services that continue to portray the 

region as one experience incorporating both winter and summer activities. 

 

To solidify the Region‟s brand identity it is important that economic development and tourism promotion programs develop a 

consistent look and feel and that all communication programs present the region as a whole featuring four season recreational 

opportunities and attract new and returning visitors. 

 

Recommendation 3.4 

Undertake a new cooperative signage program to support tourism and facilitate way-finding in the region. 

 

Way-finding was identified as an area of opportunity and present frustration during the consultations. This lack of a regional 

signage program was reported as an area of frustration for visitors trying to find their way from the waterfront to the 

mountains, to the various scenic attractions or to shopping and services in between.  The need for a way-finding program 

often goes unnoticed by local residents who are familiar with the region but it can be very confusing for visitors to find their 

way.  Way finding has been flagged as a high priority by RTO 7 research. 

 

Recommendation 3.5 

Conduct a hotel feasibility study to determine the market demand for a flagged hotel in Wasaga Beach. 

 

Municipal officials point out that despite Wasaga Beach‟s popularity as a summer tourist destination, there is no name brand or 

“flagged” hotel in the area.  Municipal officials have had preliminary discussions with a prospective investor. A well-
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documented study by a respected hotel consultant could provide the business case to assist prospective investors in assessing 

the financial viability of the proposed hotel.  

 
 
Goal 4: Business Retention & Expansion 

Strategic Objective – Support Businesses throughout the Region 
 

Recommendation 4.1 

Institute a Business, Retention and Expansion (BR&E) Program specifically for the Agricultural Sector in the region. 

 

The Ontario Ministry of Agriculture, Food and Rural Affairs (OMAFRA) has developed a very successful set of  BR & E programs 

in which businesses or groups of businesses are surveyed by a committee of community volunteers led by the economic 

development office to identify issues affecting growth and development in the community.  They have recently completed a 

new module geared specifically for the agricultural sector. 

 

The agricultural sector is very difficult to support because of its diversity. The focus group consultation session for the 

agricultural sector demonstrated this challenge. The focus group participants were mixed in their assessment of their economic 

future depending on the area they serviced. The BR & E program would help focus on specific issues of concern to the 

agricultural community on a sector by sector, identify common issues and undoubtedly yield a remarkable amount of 

information for future planning.  
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Recommendation 4.2 

All four municipalities are encouraged to develop Business Retention & Expansion programs for individual sectors of 

their local economies to provide a benchmark for future programming.  

 

Research discussed elsewhere in this report shows that 55% of employment growth comes from expanding local firms and 

another 44% comes from new business start-ups.  A BR&E program should be an essential tool for any economic development 

organization. 

 

Goal 5: Investment Readiness 

Strategic Objective – Make the Region More Attractive to Prospective Investors 

 

Recommendation 5.1 

Build a base for regional cooperation through regular meetings of all economic development stakeholders in the 

region. 

 

Cooperation among the stakeholders in economic development is the key to energizing the region.  Each community has its 

own individual assets and issues and by working together the assets can be magnified and issues mitigated.  Each community 

has its own goals and objectives but that should not preclude joint initiatives for the benefit of the entire region. 

 

Regional Economic Development meetings between all four communities should be held at least every three months and more 

often if possible.  These regular meetings will help the stakeholders get to know each other better and to share experiences 

and concerns.  It also sets the stage for presenting a united front when major investment opportunities are brought to the 

region. 
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Recommendation 5.2 

Develop Shovel Ready Employment Land in Wasaga Beach, Clearview and The Blue Mountains. 

 

Through the course of the consultations it became apparent that Wasaga Beach, Clearview and the Blue Mountains do not 

have any serviced industrial land to accommodate growth.  Without available serviced land it will be very difficult to 

accommodate new or expanding businesses. 

 

Clearview has plans to service a parcel of industrial land on the west end of Stayner but cannot do so until they resolve the 

sewage capacity problems in that community.  The Council of Clearview has struck an agreement to have Stayner‟s wastewater 

treated at the Wasaga Beach sewage plant but they still need to find a way to pay for the necessary trunk extension. 

 

Wasaga Beach intends to service a parcel of employment land along the new alignment of Hwy 26 once that project is 

complete. 

 

In Collingwood, a private developer is developing 125 acres of additional shovel ready industrial land on Poplar Side Road, 

near the existing Sir Sanford Fleming Industrial Park.   

 

Recommendation 5.3 

Consult with Blue Mountain Resort about the need/demand for transit service connecting The Blue Mountains with 

Collingwood and Wasaga Beach. 

 

Regional transit was a common topic during the consultations. Wasaga Beach and Collingwood are currently working on a link 

between their transit systems.  If there is a demand for service at the Resort there may be justification for their Municipality to 

develop a service that connects the Blue Mountain Resort with Thornbury and a transfer point with Collingwood‟s service. 
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Recommendation 5.4 

Improve customer relations by introducing a Developer’s Guide for the each of the four regional communities 

outlining the development approval process and providing pre-consultations to speed the approvals process.  

 

The establishment of the Developers Guidelines will provide developers with an understanding of the information required, the 

applications and the time frames required during the development process and should eliminate unwelcome surprises.  

 

Recommendations 5.5 

Create a South Georgian Bay Regional Economic Development Advisory Committee comprised of Council, staff and 

volunteers from all four communities and a cross section of industries to monitor and recommend region-wide 

initiatives in support of economic development. 

 

To help improve the spirit of regional cooperation and to receive input from businesses in all parts of the region and from all 

industry sectors, a regional economic development advisory committee is recommended.  This committee would make 

recommendations on region-wide initiatives that should be pursued and help guide the economic development programs of 

the four municipalities.  

 

Goal 6: Regional Communications 
Strategic Objective – Communicating the Region’s Many Advantages 

 

Recommendation 6.1 

Work cooperatively on a branding and awareness program to represent the region. 

 

Throughout this report the name “South Georgian Bay” has been used for lack of another moniker. There are at least three 

different names being used to describe the region: Greater Collingwood, the Georgian Triangle and South Georgian Bay.  By 

using a variety of names the region is losing an opportunity to present a cohesive brand to the public. 
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We recommend that the regional stakeholders work together and come to an agreement on a branding program that 

constantly names the region and allows for integration of the Municipal name (often referred to as a sub-brand) into regional 

branding efforts. 

 

Recommendation 6.2 

Work Cooperatively with OMAFRA to implement a “Community First Impressions Program” for the South Georgian 

Bay. 

 

The Ontario Ministry of Agriculture Food and Rural Affairs has a very successful program by which communities can see 

themselves as others see them.  The First Impressions Program involves two similar communities exchanging delegations which 

visit secretly and record first impressions of the community to convey to each other.  The delegations look at such things as 

way-finding signage, the cleanliness of parks and downtown areas, convenience of parking and a wide range of factors.  It is an 

excellent start to a beautification program.    
 

Recommendation 6.3 

Ensure all municipal web sites and social media are current, interactive, up-to-date and include the SBEC and all 

Business Opportunities. 

 

It is important that each municipality ensure that their web sites and social media reflect the regional collaboration and the 

information is up-to-date and easily accessed.   Municipal sites should also link to the SBEC site so that local entrepreneurs 

know they can turn to this organization to review their business proposals and get assistance in business planning and market 

research.  
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Rupri and the Centre for Rural Entrepreneurship 

 

The Center for Rural Entrepreneurship is the focal point for energizing entrepreneurial communities where entrepreneurs can flourish. Created 

in 2001 with founding support from the Kauffman Foundation and the Rural Policy Research Institute (RUPRI), the Center is located jointly in 

Nebraska, North Carolina, and Missouri. The Center’s work to date has been to develop the knowledge base of effective practices and to share 

that knowledge through training and strategic engagement across rural America. Working with economic development practitioners and 

researchers, the Center conducts practice-driven research and evaluation that serves as the basis for developing insights into model practices 

and other learning. The Center is committed to connecting economic development practitioners and policy makers to the resources needed to 

energize entrepreneurs and implement entrepreneurship as a core economic development strategy. To learn more about the Center, visit 

www.energizingentrepreneurs.org.  

 

 

The Rural Policy Research Institute (RUPRI) functions as a national scientific research center, identifying and mobilizing teams of researchers 

and practitioners across the nation and internationally to investigate complex and emerging issues in rural and regional development.  Since 

its founding in 1990, RUPRI's mission has been to provide independent analysis and information on the challenges, needs, and opportunities 

facing rural places and people.  Its activities include research, policy analysis, outreach, and the development of decision support tools.  These 

are conducted through a small core team in Missouri and Washington DC, and through three centers, including the Center for Rural 

Entrepreneurship, and a number of joint initiatives and panels located across the United States.  RUPRI was created as a joint program of 

Iowa State University, the University of Missouri, and the University of Nebraska, and is now housed at the Harry S. Truman School of Public 

Affairs at the University of Missouri.  To learn more about RUPRI, visit www.rupri.org.  

 

 

  

http://www.energizingentrepreneurs.org/
http://www.rupri.org/
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About The Center’s Strategic Engagement Work 
Since its founding, the Center has had a focus on strategically engaging in rural communities and regions where there is commitment and 

support for moving forward with entrepreneur-focused economic development. Strategic engagement activities include consultation, 

regional analysis, sharing of effective practices, and the development of appropriate and targeted strategies to support entrepreneurs. Our 

work is always in partnership with rooted organizations, public and private, and our goal is to assist local and regional leaders in 

developing the capacity to design and implement sustainable development strategies where the focus is on supporting local 

entrepreneurial talent. For more information about this work, contact Don Macke at don@e2mail.org. 

 

 

mailto:don@e2mail.org

