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A
Background and objectives

The East Algoma Community Futures Development Corporation (East Algoma CFDC) and Partners, in its grass roots economic development initiatives, represents communities from the Township of Tarbutt and Tarbutt Additional to Spanish, and including Elliot Lake, Blind River, Huron Shores, Thessalon, Bruce Mines and St. Joseph Island.

East Algoma, in common with many parts of Northern Ontario, is an economically challenged area that is in need of practical and sustainable economic development. “The proposed project is designed to stimulate discussion, planning and actions that will have the desired impact to improve the regional economy”.  The time-span of the plans and actions from this initiative should have, as a horizon, a period of from three to five years hence.

Area stakeholders gathered in November of 2004 to discuss regional needs at the invitation of the East Algoma CFDC. At that meeting, it was clearly stated that the proposed strategy must be stakeholder and community-oriented and that the involvement of all affected parties is the key to success.

It was also expected that a number of economic development partners would be part of the development of the Regional Economic Development Strategy and that each would commit to seeing the Strategy implemented over the next several years.  It is important to note that public consultations are designed to bring forth ideas and to discuss issues; they are by no means meant to represent the thoughts of the public as a whole. 

Vital aspects of the process

· A comprehensive and inclusive Stakeholder consultation from start to finish.

· Community-based with the best socio-economic interests of the Community upper most at all times.

· A strategy to which a wide spectrum of economic partners will subscribe readily.

· A complete review and assessment of opportunities arising from within the  Stakeholder Community, with the addition of opportunities ‘imported’ from other areas, all based upon an assessment of the relative competitiveness of the geographical area. 

· A characterization of the opportunities that would form the basis for an approach to senior governments for possible implementation assistance:

· “Ten viable opportunities” that can be promoted.

· A set of detailed next steps to be taken.

· How to sustain the effort over the long-term.

· How to promote the strategy.

This report now outlines some economic perspectives of East Algoma and the methodology used in the project; it then describes the findings and makes recommendations for the future. Finally, opportunities for the private sector are described that emerged in the process.

B
A perspective on East Algoma 

In order to attract investment, any region must:

· Understand the advantages of the region – and focus on investment development that leverages upon these advantages. Then promote to these industries.

· Understand the disadvantages of the region – and either mitigate them where feasible or remove from focus those industries that are sensitive to these disadvantaged factors.
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The ‘distance to market’ factor for East Algoma is a reality for many goods and services. The key is to transition to economic sectors that are relatively immune to this disadvantage. Today, this is easier to accomplish than in the past, with the advent and growth of electronic business. Since the beginning of this decade, the telecommunications infrastructure in the area has been considerably enhanced and, while the need for greater accessibility to high-speed channels is still present in many areas, the situation continues to improve.

Energy costs are higher than the average for Ontario and the rising fuel costs for transportation have exacerbated the distance factor. Both are a deterrent to business investment in Northern Ontario as a whole, not just in East Algoma. Industries sensitive to these costs are much less likely to locate in the area unless there is a compelling case to be made for some local factor, such as raw material supply, that is unavailable elsewhere.

Larger firms within Canada generally have a strong export element to their business. For the smaller firms in East Algoma there is an over reliance on servicing local markets. A lack of time to understand and develop such markets and an understandable level of caution are very common. Consequently these smaller businesses generally do not have the productivity efficiencies that are present in larger operations elsewhere in the Province. These small firms will stay as such unless there is a compelling need to look beyond the local market, yet at the same time, those same remote markets are a key to growth for the firm itself and the local economy. 

As a side-effect, in a local market where there are few direct competitors, there is little pressure to improve costs and efficiencies and the smaller local entity then falls even further behind the external competition. Perhaps limited by their local market perspective, many smaller businesses in East Algoma are not taking the risks necessary to expand their businesses. Much economic and employment growth comes from smaller enterprises working in niche opportunities and risk-sharing through venture capital funds, investor networks or angel investors, may solve this. 

Many local small businesses are family run and these business owners will retire within the next decade or two. Without succession planning these businesses will simply close, creating further loss of investment and employment. 
Hand-in-hand with low business growth come the lack of training of employees. Simply, little need is seen to train employees since the business is not evolving very rapidly and new territories are not being broached. The demographics show a considerably higher proportion of work-force age persons with college and trades certificates than for Ontario as a whole and one challenge is to match this latent capability with suitable opportunities and challenges in the workplace. 
Since the turn of the decade, the unemployment rate has declined in Northern Ontario. However, much of this has come about through employment growth in the major urban centres of the North, hand-in-hand with the migration of younger persons from the rural North to these urban areas. In Southern Ontario 14% of the population live in rural areas while in the North, 35% live in rural areas. 

Many Northern Ontario communities are reliant on primary industries, such as mining and forestry: Fully 6% of the Northern Ontario population relies upon these industries for their livelihoods, an order of magnitude more than the provincial average of 0.5%. Manufacturing accounts for less than 10% of Northern Ontario employment compared to 17% for the Province as a whole. The North is also more dependent than the South on public sector employment, although the differential is less significant, at 22% compared to 16% for rest of Province.

Northern Ontario has an international reputation with respect to mining. This has been leveraged to attract related equipment manufacturing and services firms to the North as well as the development of related export activities focused on research and technology. This success demonstrates the region’s ability to develop and sustain advanced manufacturing operations and can be the foundation for renewed prosperity arising from the mining industry.

Similarly, the once thriving forestry industry is undergoing a transition. The demand for forest industry workers proficient in biotechnology, chemistry, wood engineering and other specialized trades is increasing. This sector is also a prolific user of high technology machinery and equipment. Meeting the needs of the transitioning forest industry is both an opportunity and a challenge for the Communities of Northern Ontario. 

Regional cooperation

This has two clear aspects. One is the need for various communities within East Algoma to act cooperatively in their economic development efforts. There are fewer opportunities than jurisdictions wanting those opportunities and regions that act cohesively, rather than unilaterally or even divisively, have a superior track record in investment attraction than in many other areas of Ontario and Canada.

Secondly, being located between the major urban centres of Sudbury and Sault Ste. Marie, East Algoma faces both the challenges posed by these more heavily populated areas, as well as the opportunities that may result from inter-regional cooperation. Both the port and U.S. border crossing at Sault Ste. Marie offer an access to markets beyond the borders of the region. 

Cooperation implies trust and, conversely some potential vulnerability. When economic development success occur then the direct effect may be felt in only one relatively small geographic area of any region; yet the eventual benefits can be much broader in time and the region as a whole should celebrate such events. Communication is the first step towards cooperation and a free sharing of activities and ideas is the starting point to develop the necessary trust. 

C
Briefing on the methodology
The Appendices describe the theory behind the process by which an economic plan may be developed, using principles that have been refined and tested over many years. This process can be encapsulated in the following macro-level diagram:
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This order of development is represented in the above diagram by the numbers: 1 – 2 - 3

The main element of the process was the Community consultation and this was undertaken in two steps, namely, individual interviews and Public Focus Groups. Supplementing this was a review of the economic situation in East Algoma and a consideration of the strengths and weaknesses in the context of the present economy in Ontario, Canada and globally. Officials from the Federal Department of Foreign Affairs and International Trade, Industry Canada were consulted as well as the Ontario Ministry of Agriculture, Food and Rural Affairs and the Ontario Ministry of Economic Development and Trade.

The consultants were provided with a list of people whom the EACFDC felt could provide valuable input into the process on an individual basis. Some were already in formally elected positions while others represent some of the informal Community leaders. A total of 74 such contacts were made in this part of the process and this took place between December 2005 and February 2006. Most respondents had lived most of their lives in East Algoma and felt a strong affinity for the region. Two Public Focus Groups were also held, in February of 2006, one in Blind River and one in Debarats. There were a total of 40 participants at the two sessions.

The respondents were asked a series of composite questions and the responses were recorded. A summarized form of these questions helped to frame the Focus Group discussions and served to start those proceedings. Rather than a rigid format designed for statistical significance, a dialogue was initiated. This lead to many discussions, the essence of which were recorded and then compiled into the consolidated output attached. All comments, ideas and concerns were consolidated into the output shown in the next section, D.

Base questions asked of respondents and in the Focus Groups
What particular economic advantages exist in the East Algoma area?
Food for thought: Forest resources/Clean water/Minerals/Wind power/Certain labour skills/Cost of living/Land and associated costs/Harbours

 

What particular economic DIS-advantages exist in the East Algoma area?
Food for thought: Distance from major centres/telecommunications issues/transportation shortcomings/out-migration/literacy and numeracy issues/certain labour skills

  

What VALUES are important to you in the economic development of East Algoma?
Food for thought: Are there acceptable environmental impacts?/Are there acceptable quality of life impacts?/Less economic development?/More or less population?

Do you have a VISION for what East Algoma should be - not just economically but socially as well? (VISION is what it should become, NOT what we should do to get it there)

What DON'T you want to see it become? What is unacceptable to you?

 

Do you have any particular ideas for acceptable economic development - ALL ideas are good ideas

 

What should be the role of Senior Governments in this (Provincial and Federal)?
Food for thought: No role whatsoever?/As a catalyst only, such as in this initiative?/Direct offsetting of economic cost disadvantages through subsidies to firms?/Direct creation of jobs to support the economy?/Anything else?

D
Findings
These findings were derived from the consultation process described above.

Vision and Values

Much of this was derived by asking the negative question “what DON’T you want to see happen”. This was then translated, in most cases, into the opposite statement for the purposes of creating the Vision. 

The overwhelming majority wish to see economic development take place, both from within the Region and through the attraction of appropriate investment and people from outside. Population growth is essential primarily through the attraction of new residents, many of whom may be the necessary investors. At the same time, existing residents should not be unduly disadvantaged through this increase in population.

While not wishing to lay the area open to uncontrolled development or to destroy the inherent natural beauty, respondents understand that some element of sacrifice may be needed and they are prepared to contemplate that if the process used is applied carefully and so as to minimize the impacts. 

Most respondents would accept a revitalized region as a whole since they think it unrealistic that every municipality would progress in the same manner and be largely self-sufficient individually. The perspective is very pragmatic.
· Where the children of East Algoma can earn a living and where families can grow together.

· A place to grow and thrive for all ages and cultures.

· Attractive to newcomers who will want to live here.

· A desirable location for diversified business investment and a sense of entrepreneurship throughout.

· A self-sustaining economy where businesses support one another.

· With due regard for all aspects of the environment and in balance with agriculture and tourism needs.

· A year-round tourism destination, not just a nice place to drive through; executed in a manner appropriate for the Community.

· A leader in the study of energy issues, including alternate energy development.

· A diversified agricultural base.

· A region displaying the highest quality formal and informal leadership and a strong regional Community spirit. 

· Regional collaboration and clear Community goals that are achieved

· Not overly dependent upon the service sector.

· Technologically advanced.

· Industrial development in designated areas.

Some clear statements were made regarding what is not desirable

· Garbage disposal from Southern Ontario.

· Losing control of the area to ‘outsiders’ via the large-scale development of cottage lots.

· ‘Smokestack’ development which would harm the environment.

· Corporate institutional farming.

Views on the significant advantages of East Algoma 

· The natural beauty of the area, outdoor life, the abundance of land and farms, the solitude, quiet and privacy of living in the area.
· The low cost of housing.
· The availability of land at a reasonable cost

· The retirement culture in Elliot Lake draws upon the infrastructure established by the mining industry and encourages business development.
· Deep-sea ports at Thessalon and Bruce Mines are available.
· Many entrepreneurs are launching into their own businesses, such as gas bars, hairdressing, etc.
· Snowmobile trails are some of the best in the North (but suffer from a lack of snow in some years).
· An available, trainable work-force that does not need to be ‘imported’ to the region and which will remain loyal.
· A multi-cultural, multi-layered Community.

· Proximity to a ‘fast’ U.S. border crossing.

· Proximity (relatively) to the major centres of Sault. Ste. Marie and Sudbury

· Clean water.

· While natural resources are still available, few place any reliance on the harvesting of forests and minerals on a large scale, as was the case in the past.

Views on the challenges facing economic development efforts 

· The relatively high degree of risk aversion, coupled with a continuing attitude of dependency.

· A lack of broad-based regional thinking amongst the municipal councils, reflected by similar thinking within some strata of the Community.

· An historical dependency upon single-stage primary industries rather than value-added production. The latter generally fosters more innovation and opportunity growth.

· Many municipalities do not have the infrastructure suitable for significant growth and are reluctant to spend funds speculatively. This is very much a chicken and egg scenario – “we don’t want to spend unless we know they will come but they won’t come until we have spent it.” Unfortunately, such infrastructure cannot be built immediately when opportunities do arise. It may be necessary to pick some winners and build to support these opportunities.

· Local council members may lack the business experience to deal with complex business issues that arise in economic development.

· A significant lack of skilled trades people in every category; this shortage is true throughout Ontario and more jobs are available down south with, perhaps, better pay.

· Automobile gasoline prices are a significant detriment to tourism.

· Most tourism ‘facilities’ are old and need revitalization and those dependent upon tourism lack employment opportunities in the off-season.

Views on the role of senior governments

Virtually all respondents state that senior governments have a role to play but that this role should be as a catalyst to spur economic development rather than as an ongoing subsidizer of the economy. For example, venture capital investment should be encouraged by public sector funds acting as a back-stop to reduce the risk of such capital.

Also, in support of opportunities that may bear fruit, significant infrastructure investment should be made, at all times focused on initiatives that will directly support private sector investments. The spending of ‘mega-dollars’ on pure speculation is not sought.

This is a pragmatic and realistic perspective, showing a high degree of desire to be independent and self-sustaining. At the same time, help is needed to ‘get things moving’. However, the respondents reported that some in the Community may exhibit a higher degree of dependency and are ‘waiting for others to solve the problem’. If these are accurate comments then strong leadership can change this perspective over time but only if coupled with successes that build confidence. Employment opportunities that will encourage the current generation of youth to remain and to promote the return of those who have left, are essential in the minds of all. These should include a high proportion of jobs that go beyond minimum-wage.
Themes and ideas raised as input for the Strategy
Most respondents believe that the sometimes conflicting themes of industry, natural resource usage, tourism and protecting the environment can live in harmony with due care and planning. There is considerable geographic space in the region. 

The following have been grouped into major themes but are not in any order of preference as stated by Respondents. 

Working with the larger communities

· Although much more applicable in the western part of the region, many respondents believe that Sault Ste. Marie holds the key to future area development if development plans include spin-offs for the East Algoma area or provide jobs to those willing to commute. Collaborating with Sault Ste. Marie is necessary.

· Become a dormitory for nearby large towns; shuttle to jobs in nearby large towns.

Value-added industry

· Value-added niche or larger opportunities in agriculture, wood and other resources come up frequently; this is natural as a secondary processing aspect of the existing natural resources.

· Uranium processing – but must be managed with care.

· Business incubator projects.

· There is a strong interest in horses in the area – can this be translated into an industry?

· Become a satellite base for Southern Ontario firms servicing the North.

Natural resources export

· Bruce Mines trap rock is reportedly excellent for road construction aggregate.

Waterfront developments

· Elliot Lake in particular is focusing on opportunities related to waterfront development.

Transportation and logistics

· The proposed ‘trans-polar project with a multi-modal centre in Sault Ste. Marie could provide valuable spin-offs for the East Algoma area.

Infrastructure

· Maintain and build upon municipal infrastructure.

· Improve local airport.

· Harbour facilities for shipping.

Tourism

· Revitalization of the tourist industry is still considered to be a key opportunity for East Algoma, with over four million vehicles passing through the area annually. Development of the lakes in the Elliot Lake region is one idea to spur this opportunity.

· Need ‘anchors’ to give people a reason to stop in the area: gourmet restaurants, brand name motels, specialized shopping, tourism magnets, such as museums, etc.

· The area has excellent venues for outdoor sporting competitions (water-based) and for wild life displays

· Rail corridor utilization between Sault Ste. Marie and Sudbury; use this to encourage people to ‘step off’ for a while in East Algoma (however, this is not a rail passenger line at present).

· An arts learning centre.

· A convention centre.

· More cultural amenities.

· Outdoor and wilderness sports – use the forests, rocks and water in a natural manner.

· Entice a major motel chain with conference facilities.

· Research and describe the history of the area.

· Advertise walking trails; self-guided tours of communities.

· Enhance tourism information centres; provide information packages for those in the local tourist industry, to be better informed.

· Encourage better training of tourism staff.

· Adventure tourism.

· Fine-dining, fine places to stay, in a setting second to-none – the East Algoma brand as ‘Quality of Place’.

· Four-lane highway to open up the area.

· Reinvigorate eco-tourism in all aspects.

· Provide more things for people to do in the area to act as an anchor for tourism. 

· Make the area cosmetically attractive to tourists:

· Junkyards, gravel pits and dilapidated structures along the highway are impediments to tourism  

· Consistent community by-law standards are needed.

· Make the area a destination; cross-promote with larger towns. 

· Encourage and provide training for tourist operators; it is more than simply hanging up a ‘tourist shingle’.

· Increase the usage of marinas; yacht clubs.

· Assist tourist operators and entrepreneurs in marketing and business development.

· Redevelop the Provincial parks.

Technology

· Alternative fuels (biomass) need to be carefully evaluated for feasibility.

· Energy-efficiency and similar ‘green’ projects cluster.

· A nuclear generating station

· A high-speed link technology corridor 

· Commercial composting.

Agriculture and related

· Ten percent of the maple syrup resources of Ontario are in St. Joseph’s Island. The cluster also includes government agencies and technical centers for maple syrup. Value-added syrup processing is starting up.

· Local beef farmers to develop their own value-added consumer products;

· Local abattoir to facilitate value-added meat products.

· High quality local farmers markets.

· Organic farming using the pristine nature of the region as a marketing factor.

· Develop local aquaculture.

· Reorganize the cattle industry with an exclusive focus on an augmented cow/calf industry in the North, where land is cheaper and have the South focus exclusively on concentrated feedlot operations.

Leadership
· Must have individual municipalities acting cohesively and need a forum to make this happen 

· Superior East Mayors group is an example of monthly meetings on such issues 

· Establish stakeholder partnerships regionally with all cultures; work on co-operative ventures.

· Put in safeguards into official plan and have strong planning departments.

· Greater transparency and more consultation.

· Regional thinking in multiple planes.

Developing people and using their skills

· Push strongly for trades skills development programs.

· Create more linkages with post-secondary institutions.

· Improve professional development with softer skills.

· Create entrepreneur help programs to foster local business development.

· Identify available talent/skills in the community and find ways to use them.

· Improve the overall educational readiness index, in all age groups.

· Mentoring programs utilizing retired professionals.


People attraction – as a place to live

· Encourage home-based business.

· There is a movement towards attracting people to live in the area, rather than solely attempting to demonstrate economic advantages for firms. People may then come to live and, in turn, then invest in local economic development. Elliot Lake has demonstrated that retirees, some as young as 48, can start up businesses locally.

· Become Muskoka North.

· People are coming in from the U.S. - find out why and use this to attract more. 

· Better seniors facilities; assisted living facilities. 

· A school for special needs children.

Marketing the region

Develop a comprehensive regional marketing strategy:

· Market the quality of life.

· Market the strengths of the region.

· Create an attractive East Algoma regional web-site.

Senior levels of government

· Lobby senior level governments - tax incentives zones.

· Offset high energy costs.

· Funding that reflects the reality of the North via equalization payments.

· Interest free loans.

· Develop tourism infrastructure.

· Provide expertise support.

· Fund and lead skills training.
· Fund capacity-building opportunities for communities and organizations.
More pro-active regional participation in Pan-Northern initiatives

· Investment attraction activities.

· Focus on investment readiness.

· MNDM has a Northern Communities Investment Readiness program and other useful programs.

Opportunities and ideas from other Strategies
Although, optimally, ideas are generated internally, ‘imported’ opportunities are just as good if they are adopted by the Community. The following have been extracted from various available strategy documents and notes that have been accessed. Clearly there is overlap between these and those raised by East Algoma and some have already been expressed in the above list.

All can be promoted as idea generators for East Algoma with, perhaps, some being adopted by entrepreneurs in the area.

Agri-food and aquaculture

· Greenhouse industries.

· Cow-calf operations as a feeder industry to the southern feedlots.

· An East Algoma brand to market locally produced food products.

· Exotic meats – for restaurants and as packaged product.

· Organic products – especially for the ‘gene sensitive’ European Market.

· Processing of certain vegetables.

· Exotic, alternative crop production, including herbs.

· Goat milk – demand exceeds Ontario supply for high quality milk.

· Commercial composting.

Forestry

· Pre-fab construction for buildings.

· Processed wood products from further manufacturing.

· Pallet manufacturing from off-cuts.

Tourism

· Seed capital development of a handful of very high quality hotel/restaurants to which people are prepared to drive hours:

· Haute cuisine

· Superb service

· Superb décor

· Natural vistas

· Tour packages in concert with neighbouring communities:

· 2-3 days ‘stay time’

· Various anchor stops

· Eco-tourism as a focus

· Water and trails for the summer

· Skiing and trails for the winter

· Revitalize old rail lines for a low-speed tourist train

· Information centre with centralized booking capabilities

Industry and related

· Wind-power centre.

· Small boat manufacturing, primarily for personal-use craft.

· Power co-generation.

Service sector

· Retirement living including supported living.

· Spin-off service opportunities

· Call centres.

· Convention centre.

· Outlet mall centre.

Access to capital

· ‘Patient capital’ generally implies a lower internal rate of return with higher risk. Unconventional investors are need – those willing to make the altruistic sacrifice of returns for the sake of the community.

· Must generally come from within the Community or from a ‘returning success story’.

· Alternatives are Community-focused investment organizations or senior governments.

Overall response
The respondents from both the individual interviews and the Public Focus groups were quite pragmatic in their outlook and understand fully that the current project is only the very first step. They were enthusiastic and concerned about the future of the area and most had substantial, if not life-long, roots in the area. 

Respondents believe that economic development should be undertaken as a joint effort at the regional level and not as individual municipalities, especially if they tend to compete with one another. While local municipalities may find this difficult to accommodate, broad-thinking leadership is essential to make this a reality. 

There is some sense of frustration in that ‘past strategies’ may have produced fewer results than expected but the East Algoma CFDC was praised for initiating this region-wide effort to make a difference in the economy. 

Most respondents recognized the diversity and physical size of the area as basic difficulties in developing a strategy that would please everybody. All were in favour of growth but want controls so that it is sustainable economically and has an acceptable impact on the environment and way of life enjoyed in the area.

Although the export of primary raw materials is not frowned upon per se, few respondents seem to believe that the future lies there. Secondary level manufacturing utilizing the primary resources is thought to be one thrust that should be developed but the problem remains to, first identify, and then create, such opportunities that are realistic given the barriers and constraints of the location. Respondents recognize that few firms would choose to locate in East Algoma for purely financial gain, unless they were somehow connected to the natural resources and could better utilize these locally, rather than shipping them elsewhere.

Venture capital is needed and the encouragement of larger projects. Unquestionably, people believe that the senior levels of government have a role to play. In some instances, ideas are sought but, universally, funding is the key demand. The level required varies, from catalyst efforts, such as the current project, through more significant outlays for pilot projects to test the ideas and, in some cases, the initial capitalization of major undertakings. They also want these senior levels of government to provide some ideas and not just say ‘it is up to you’; help East Algoma with the self-determination.

Analyzing the ‘complaints’ (such as a lack of regional leadership) and identifying root cause will be necessary. Failing this, the complaints remain as such with no action taken to effect change. Then effective solutions must be developed for the root causes. In some cases this will present difficulties; nevertheless, unless the root causes are addressed, the problems will remain.

The acid test will be the emergence of people willing to take the initial Strategy thrusts forward, despite the effort required and the uncertainty of success. By uncertainty, we do not mean eventual success, since some thrusts will achieve that. Rather the uncertainty lies in when and by which precise path and this will require persons of determination and no small amount of perseverance.

Mapping Stakeholder perceived interests and detriments

Realistically, not every strategy activity will benefit each Stakeholder but it is important to avoid, if at all possible, those activities that are perceived as a detriment to any Stakeholders. This must be handled with a realistic and pragmatic view and some perceived compromises must be made. Most often the manner in which the activity is executed can be modified to gain wider acceptance. For example, the development of an industrial park could be considered, as long as it is away from prime tourist sites and has minimal impact on sensitive environments.

The diagram illustrates this graphically. 
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Note that it will be very difficult, if not impossible, to absolutely not overstep some personal boundary of a given individual. The outfall must be managed, since to abandon an otherwise valuable strategy theme because of the particular opinion of a few is not a beneficial trade-off for the Community as a whole. 

E
Recommendations 

“The revitalization of the economy of East Algoma is as much, or more, to do with creating a culture of opportunity and achievement, as with the success of any particular idea”.

Themes for the Umbrella Strategy

In the next section, the Top Opportunities are described in some detail and these are recommended to be carried forward as the most promising identified today from the economic development perspective. Note that these do not stand in isolation; they are simply the most promising opportunities identified at present and each falls under various ‘umbrella themes’. 

Now following are recommendations regarding the overall strategy process on an ongoing basis.

The Strategy is not a one-time affair but a process with a definite start and an indefinite end; it can transmute itself to meet the changing needs of the Community and the evolving opportunities and economic conditions. Each of these themes holds more promise for East Algoma and, as the use of this Strategy progresses, additional opportunities will arise that may fall under these themes. Further, opportunities under new themes may emerge as economic conditions change and they need only be tested against the Vision and Values described in order to win support from the Community. These themes and ideas are shown in the first chart.

Nurturing these private sector opportunities will require Community and Public Sector support and some of the key elements are shown in the second diagram.

Promoting the opportunities

It is essential to bring people and opportunities together in various forms. The greater the critical mass of opportunities and potential entrepreneurs, the greater the chance of a ‘match’ occurring.

Publications of various forms can be produced to promote the identified opportunities. 

· Use of the EACFDC Website

· E-Mailing en masse to interested or likely parties.

· Posters/papers in banks, professional offices, etc.

· Holding symposiums promoting existing local success stories.

· Holding Focus Groups for potential entrepreneurs and young people.

· Maintaining a list of ‘Ready-to-Retire’ business opportunities that could be bought-out and continued; Continuance and retention are just as important overall.

· FAMiliarization tours may be of value but have associated cash cost and volunteer ‘time cost’.

Private Sector Strategy Themes



East Algoma Umbrella Strategy in support of the Top Opportunities
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The ongoing ‘umbrella’ strategy process

To support the long-term Strategy efforts, an umbrella process is required and this is a most vital outcome. 

Regional Strategies, founded in areas such as East Algoma that lack formal regional governments, cannot rely upon authority. Instead they must use influence and informal leadership to move forward with their objectives. Some of the key elements of success are:

· This is a long-term process requiring perseverance.

· Working Groups for each major thrust are valuable; they will require support, encouragement and fresh participants as the effort progresses.

· Many new ideas will have to be investigated for feasibility, knowing that some may not develop further. There must be a preparedness to investigate certain paths and find that they lead nowhere; that is true in business as well as in economic development. In business, you re-group and try other paths because you cannot simply walk away from the business investment. The Community is also such an investment.
· Resources and funding will be needed for these efforts.

· It is important to be aware of all economic development efforts to ensure:

· Minimum conflict

· Maximum coordination and support

· Offer active support to those thrusts that can reasonably conform to the established Vision and Values of the Community.

· Offer tangible resource support where it is welcomed and capacity-feasible.

· Offer financial support where it is appropriate.

· Above all, leadership, in every form, in all activities, will be essential.

The need for people to carry the Strategy forward

Fundamentally, the success of the strategy will come down to people. Two main areas of activity have emerged and two ‘types’ of people will be required:

1
Opportunity Owners (or entrepreneurs)

‘Opportunity Owners’ require tangible opportunities upon which to act. Further, unless they accept the challenges inherent in the geographic region, and are prepared to accommodate potentially lower returns and a longer wait for those returns, then the scope of such opportunities will be limited.

Attracting external investment requires at least a very competitive position when compared to other jurisdictions and, preferably, advantages. Unless these opportunities are derived from those inherent advantages then external investors are unlikely to be found for this reason alone. That leaves people who are already resident in East Algoma or those who may be attracted due to the quality of life. Essentially, these are the same type of people, some already in place and those who may yet be attracted.

Entrepreneurs may be found in existing residents today and those who will take up residence in the future will contain a similar sprinkling. Encouraging these people to start businesses, despite the challenges, because they are living or will live in East Algoma, is key. These people may well be prepared to accept lesser returns and wait longer for them simply because they have elected to live in the area and recognize that quid pro quo.

If such entrepreneurs are prepared to accept these challenges then there is no end of opportunity since advantages are no longer the major factor. Clearly, opportunities with severe disadvantages should be avoided but many will exist with some relatively small negative attributes.

Finding these entrepreneurs and attracting more is the first major challenge; the second is to encourage them in their efforts through the provision of assistance to help overcome the inevitable cash flow and investment requirements. 

There will be risk attached to such ventures and a proportion of failures must be accepted, without deterring the future willingness to make these risk investments. Coaching and helping these fledgling enterprises on a very pro-active basis will be necessary. Many entrepreneurs do not see the dangers ahead in sufficient time to react and it is rare to find one that has the full set of business skills necessary for success; equally, few realize these limitations and, perhaps, a forced and proactive involvement by the investing organization may be prudent to help them keep on track. The East Algoma CFDC fulfills some of that role today.

2
Champions
Activities of a less tangible nature designed to encourage and promote the revitalization process require ‘Champions’ since their cause is not necessarily directed towards their own benefit. Essentially, this is the broader economic development work.

This promotion work has many aspects to it and the consultation identified areas where such leadership is essential; these are the main themes that have emerged and these are clearly outside of the domain of the individual, self-interested, entrepreneur in their day-to-day activities. For example:

· Lobbying for critical infrastructure funding.

· Developing regional perspectives in the local formal leadership.

· Finding, encouraging and coaching the entrepreneurs.

By far the majority of the ideas that arose in the consultation are of this nature, reflecting the sense that the fundamentals in the area must change before gains can be achieved. Such activities require the formal and informal leaders to act, the latter being the Champions in this definition.

The acid test will be the emergence of Champions willing to take the initial Strategy thrusts forward, despite the effort required and the uncertainty of success. By uncertainty, we do not mean eventual success, since some thrusts will achieve that. Rather the uncertainty lies in when and by which precise path and this will require champions of determination and no small amount of perseverance.

Encouraging existing and new entrepreneurs

There is a movement towards attracting people to live in non-urban regions, rather than solely attempting to demonstrate economic advantages for firms. Attracting people should be one arrow in the quiver of the strategy for East Algoma. These people may then bring opportunities that can develop beyond their own circle and this is reported to be happening in the agricultural sector already. Attracting new Canadians to the area is another potential avenue.

The existing entrepreneurs, or would-be entrepreneurs, in East Algoma must also be encouraged and must be afforded the same opportunities as those attracted to the area.

The private sector is efficient at identifying opportunities and acting upon them. Entrepreneurs, almost by definition, take risks and have a belief that the risks ($$) can be overcome for a sufficient reward ($$$$). Entrepreneurs will tend to optimize their chances for success by operating in a manner and in an environment most conducive to that success. Anything that can mitigate, reduce or spread that risk increases the risk-bearing capacity of the entrepreneur and should be considered in order to promote such risk-taking.

Entrepreneurship is partially a function of the comfort-zone of the individual. The comfort-zone of people will change with their life-age and their sense of the security that they have in their future. If their security is at risk and they are in their later years, then they will be less likely to step out since there is less time to recover if the risks turn against them. 

With identified opportunities, it may be possible to re-attract the people who have left the area. This has happened in other communities, notably Newfoundland and Labrador, and contact may be made through remaining family and friends.

Promote business mentoring services for fledgling entrepreneurs

Heavily promote business mentoring assistance for local entrepreneurs, especially ‘fledglings’:

· Follow-up pro-actively, since many entrepreneurs do not realize when they need help or redirection.

· Offer an honorarium if need be to retirees and others to provide such mentoring but pre-qualify the mentor to ensure that value for money is obtained.

· Consider a business incubator along the lines of the Toronto Business Development Centre.

Promote business financial assistance for local entrepreneurs to spread their risk

· Make it clear that the Community is prepared to share the risk.

· Establish a clear set of financial performance guidelines (covenants) and monitor rigorously.

· Ensure public awareness of the risks and rewards of such ventures

· Not all businesses succeed. When no public sector funds are involved then it is a non-event for many people other than those involved directly.

· When public sector funds are involved then concerns may be raised regarding the advisability of such support.

· These concerns should not dissuade such support and the more that the public understands the risks and benefits the more support will be achieved for such an investment in the Community.

Revitalizing ‘retiring’ businesses

Develop a ‘’Passing the Baton’ program to sustain and develop existing retiree businesses and offer them to potential entrepreneurs to encourage continuance.

· Consider small grants to bridge the transition cash demands.

· Larger subordinated loans to foster growth, standing behind the senior lending institutions.

· Provide the retiree with an equity ‘kicker’ for a period of years to encourage mentoring of the new owners.

Youth entrepreneurs

Youth entrepreneurship should also be emphasized through the promotion of existing support programs. A symposium or similar education session directed towards youth entrepreneurs should be considered.

The East Algoma CFDC is currently developing a ‘Youth Business Camp’ intended to develop and instil in young persons the spirit and disciplines necessary for entrepreneurial success, as well as to promote the existing funding provincial programs intended to support youth entrepreneurs.

Retiree Skills

Today, many people retire at a younger age than in previous generations. Many of these people are still interested in opportunities, are most capable and could be tapped as a powerful source of skilled workers as well as mentors for younger people.

Computer-based business should be emphasized

Computers are a great equaliser in many respects. Persons with disabilities can overcome many physical limitations in computer-based businesses. Further, geographic distances can also be shrunk. With the relative distance disadvantage of East Algoma from other areas, computer-based, web-connected business offer attractive opportunities. Further, these are often home-based in the early stages, require relatively little outlay initially and are a comparatively low-risk initial venture.

Tourism

Tourism is vital and serves two main purposes:

· The direct economic benefit to those involved.

· As the main mechanism to showcase and display the area to would-be residents who, in turn, may be the future entrepreneurs needed in East Algoma. 

Tourism must operate at its peak for the best possible experience…

...that will bring them back again.

….that will attract new residents…

…who in turn will invest…

…that will develop the desired industries…

…that will create the jobs and prosperity

Apart from the pristine environment, excellent accommodation and fine dining are often the strongest assets of any local tourism industry. Bolstering by refurbished country inns, the presence of chefs with world-wide reputations and a network of bed and breakfast operations would do much to create an inviting and appetizing region for the traveller. 

The quality of the first and subsequent visits must be conducive to developing a continued desire to return. East Algoma must assure that all elements of its tourism and attraction assets are effectively organized to this end. Each of these critical elements can and should be upgraded to assure the continued attractiveness of the area. This does not mean limiting the individual creativity of the independent operators; far from it, since such creativity is the foundation of the attractiveness to many similar ‘Creative Class’ people. However, it does mean establishing a common vision of what the region will become and aligning all facets of the tourism industry towards achieving that common goal.

A good analogy can be drawn from agriculture. To grow a worthwhile crop, both well-tilled land and fertile seeds are required. The former is infrastructure and the latter entrepreneurs with ideas. It is possible that the previous infrastructure investments in East Algoma tourism had the capabilities to provide the well-tilled land but the fertile seeds were missing. Encouraging entrepreneurial tourist operators may remedy that past deficiency.

A coordinated tourism strategy is essential

To maximize effectiveness, the efforts should be oriented toward common goals and objectives that are harmonized with care. An effective mechanism is to create a body responsible for tourism that addresses the region as a whole. With no formal regional-level government in East Algoma, this can still take place. There are examples of such mechanisms being used to great effect in economic development in other parts of Ontario without such regional governments. The individual municipalities have, in those cases, recognized the need 

Recommended activities of a region-wide tourism coordination body

The issue of providing a tourism experience on a year round basis should also be considered.

· Initially, attempt small improvements in the ‘look’ of East Algoma as an attractive tourist destination. The results may encourage further intra-regional cooperation.

· Create a unified image of ‘quality of place’; broadcast this message often and consistently. Consider the design and use of a logo as a unifying image.

· Promote the region through the hosting of local conferences and participating in external events in crafts, tourism, history and wilderness-related activities.

· Develop signage on the main highways, tastefully describing the attractions.

· Encourage chefs and other artists to settle in the area.

· Establish partnerships with similar regions world-wide.

Attracting entrepreneurial residents

Statistics Canada and other commentators have documented the demographics of the ‘Baby Boomers’ and how this has had a profound effect on the out-migration from cities to rural locations, especially in Central Canada. The key facts are as follows:

· In Canada, in 2002, some 14 million people were in the age range of 29-65.

· It is estimated that about half of these people lived in the ‘Golden Triangle’ of Toronto, Ottawa and Montreal.

· Within this triangle group, those in the 50-65 category controlled 50% of the wealth in Canada, their residential property was valued at over $230 billion with a combined net worth estimated to be over $550 billion.

The key assumptions made by commentators include the following:

· Members of this demographic group are usually at the peak of their income earning cycle, have low fixed expenses and, as a rule, the mortgage is already paid off.

· They have often moved out of the ‘family’ home and prefer either condominium/townhouse living or living in rural settings

· They might have retired officially but want to continue to take an active part in investments and may start up a new business. They are usually entrepreneurs of some form

· This group shops for value and looks for deals; they are not extravagant.

· Travel and vacations must include culture, education and history.

This group could be both a challenge and an opportunity for Northern Ontario in general and East Algoma in particular. The following describes the type of local industry acceptable to East Algoma that this group may bring with them:
· Virtual businesses in almost any sector which can be conducted in the home

· Professionals such as lawyers, doctors, therapists, engineers, accountants

· Knowledge-based industries

· Information technology and software

· Life sciences, health care and biotechnology

· Media and entertainment

· Motion picture and video production

· Computer systems design

· Environmental consulting and services

· Services for the aged

· Private health advisory services and spas

Challenges
· Enticing people to come to the area in the first place and encouraging them to stay for a day or two – tourism is the usual first step.
· Active promotional effort with ‘ambassadors’ visiting vacationers, surveys at border, etc: “What would it take to have you spend more time here or live here?”

· Interacting with visitors to let them know that you want them to come and stay. Another region has a sign on the way out of town: “How do you like us so far? How would you like to stay here and set up business?”

Infrastructure improvements

Lobby for targeted and modest infrastructure improvements (rather than billion-dollar general investment) designed to support demonstrated private sector potential and initial success. ‘Bootstrap’ the private sector successes to win additional infrastructure enhancements; do this on an ongoing basis, each building upon the other.

Knowledge-based industries

· Work with educational and research institutions to establish a branch in East Algoma.

· Develop a cluster of spin-off organizations from Ontario universities who want to pursue and commercialize projects developed from their research work.

Transportation and logistics

The proposed ‘trans-polar project with a multi-modal center in Sault Ste. Marie could provide valuable spin-offs for the western East Algoma area. Stay close to this potential venture, support it and develop relationships with the promoters.

F
The Top Opportunities
Arriving at the Top Opportunities
The Top Opportunities to carry forward are based upon the following:

· Input received from the Respondents to the project, via interviews and in the two Public Focus Groups held.

· A review of existing reports and strategies for similar Northern Ontario regions.

· Within the Vision and Values identified in the Community consultation

· Considerations of the general economic trends, both globally and more locally.

· An assessment of the economic strengths and weaknesses of the region and how these pointed to the economic opportunities.

· Within reasonable boundaries of entrepreneurial capacity.

It is important to note that these thrusts are oriented towards the private sector. Entrepreneurs or existing firms will have to take forward many of these opportunities and capital investment will be required in varying degrees, over time.

Local leaders, formal and informal, must create a welcoming and investment-positive environment to help these embryonic opportunities to grow. Further, effective cooperation with Sault Ste. Marie and Sudbury will be needed to some extent.

Public Sector support, perhaps with seed funding or loan guarantees, may go a long way to initiating the private sector efforts described and some such facilities are already available in the region.

Opportunities not listed

Other opportunities that are not listed here may also bear fruit, especially in the future. With changing constraints and resources, these may well become winning thrusts. 

Any number of additional opportunities can be raised that are as applicable anywhere else in Ontario.  Although some industry sectors might be at a significant disadvantage in locales remote from the main markets (low value to weight/volume ratio products most especially) many others would be feasible but offer no advantages to promote success. Further some smaller but discernible disadvantages would have to be accepted as a ‘cost of doing business in the North’. For those who prefer to live in East Algoma, this should not be an insurmountable deterrent. 





Summary of Top Opportunities

Each opportunity is described in the following pages. The table below lists each and provides an assessment of the potential for each.

	Opportunity
	Benefit
	Cost to effect
	Time to effect
	Risk

	Commercial Aquaculture
	Long-lasting

Wide geography

Spin-offs
	Minimum $500,000
	Three to five years to achieve positive cash flow
	Low risk past the start-up phase

	Call Centres/Outsourcing of Business
	A source of employment for many of those without formal skills training
	Dependent upon existing facilities available and nature of the enterprise and need start only when the deal is signed
	Approximately 6 months once project starts
	Low risk once underway

	Attracting Entrepreneurial Residents
	Broad geographically

Can be the long-term strategy for East Algoma
	Incremental and relatively low

$100,000 would mount an initial campaign
	Results will be slow at first but, over the years, will build upon themselves
	Low risk

	Commercial Cranberry Production
	In specific geographies directly and with wider spin-off potential
	Depends upon natural factors in place and the scale of operation. 
	Three to five years to achieve positive cash flow
	Low risk once underway

	‘The Northern Store’
	A potential anchor element for tourism

Purchase could be made throughout East Algoma
	A fully private sector investment
	Six months or less once investor is confirmed
	Low risk

	Tourism
	Broad geographically
	Multiple small investments from private sector operators coupled with, over time, several millions of dollars to fully develop
	Three to ten years
	Medium risk for the public sector investment that would be required

	Commercial Blueberries
	Largely concentrated in the growing areas with smaller-scale spin-offs
	Requires in-depth study with the industry
	Two to three years
	Similar to other agricultural operations

	Biomass and Bio-Products
	Potentially a significant benefit across the region with many spin-offs
	Highly dependent upon the scope of operations developed and partnerships involved
	Initially two to three years; however, the full evolution could take a decade or more
	The high cost of development places this as a high risk project but the rewards are also great

	New Uses for Dock Facilities Developed by Trap Rock Mining Companies in East Algoma
	Largely in the specific areas but with potential for spin-off development
	Will depend upon the specific feasibility of the individual goods transported
	Three to five years
	Dependent upon the specific ventures undertaken

	Value-added wood products
	Broadly across the region
	An Ontario government report suggests that a quarter of a billion dollars of investment will be needed across Northern Ontario
	Progress can be made quickly with industry cooperation but five to ten years would be needed for full realization
	High risk but with commensurate rewards


Commercial Aquaculture
Background

With commercial fisheries in distress all over the world, there are market opportunities for North American operators. 

· In 1985, fish farming supplied 5% of the world’s fish consumption. Global over-fishing and fisheries mismanagement has pushed that to 50% in 2005.

· Northern fishermen estimate that all open-water commercial fishing in the North will cease.
· The industry in Northern Ontario has created jobs for 150 people.

· In recent years, northern cage-raised rainbow trout has accounted for 77% of total provincial production, at a farm gate value of $15 million. 

The growth in aquaculture has been tremendous, with production increasing from 10 million tonnes in 1990 to over 30 million tonnes in the last few years. The availability of high-quality protein sources, especially in light of declining fish stocks around the world, has led to this growth.

Although Canada is the only major country that still depends more upon open water fishing than fish farming, Canadian commercial aquaculture has grown rapidly from a small cottage industry, with a value of $7 million in 1984, to an industry that generated over $300 million in revenue in the last few years. Aquaculture now accounts for more than 17% of the total landed value of the Canadian fisheries sector and provides jobs for more than 5,200 Canadians in the production, supply and services sectors.

Opportunity: vertical (within sector) and horizontal (across sectors) breadth of the economic benefit

· As stated above, excellent opportunity within fisheries sector.
· A spin-off in the rest of the economy for equipment, fish food, etc.
Geographic scope of the economic benefit

· Fish cage sites could be in any number of places in East Algoma. 

· There are limiting factors associated with the site, such as an at least 80 foot water depth

· There may be issues associated with the use of public water, aboriginal claims to land and water and so on.

Feasibility 

· Demand exceeds supply in Canada and many new breeding sites must be developed to satisfy the demand.

· Significant investment is required (at least $500,000) at the outset and substantial time is needed for environmental tests, etc. 

· There is a negative cash flow for at least three years.

Issues and barriers that may arise

Federal and provincial regulatory agencies (the industry is governed by 17 separate pieces of legislation) can be a stumbling block.
· The Northern Ontario Aquaculture Association (NOAA) has been created in an attempt to ease the regulatory burden.
· The heart of industry is in Manitoulin Island with the NOAA offices within two hours of East Algoma.
Cost to effect 
An initial investment of at least $500,000.

Time to effect 
Three to five years for positive cash flow.

Degree of risk 
· Significant during the start-up period.

· Once all regulatory documentation is in place, there is a ready market for the fish.

· The NOAA is willing to assist.

Degree of Stakeholder support and acceptability to the Community
· Meets all criteria.

· Very appropriate for ‘the North’.

· Strongly supported by aboriginal community.

Preliminary Plans

· Review any previous local feasibility studies regarding aquaculture.

· Meet with the NOAA to discuss key issues and factors.

· Identify entrepreneurs/community willing to take this further.

Call Centres/Outsourcing of Business
Background:

This includes work in human resources, finance, accounting and IT network administration. 
Canada ranks as the top destination in the world for Business Process Outsourcing (BPO) by U.S. firms and is second only to India in terms of outsourced U.S. information technology (IT) services. 

Ontario has established itself as a prime location for such outsourcing with strengths in infrastructure, language and culture, people skills and proximity to the U.S.
Many companies are drawn by the spectacular environment and quality of life offered in Northern Ontario. During the last three years, contact centres have created 6,800 new jobs in North Bay, Sudbury, Sault Ste. Marie, Thunder Bay and Timmins. Cross Country Automotive Services, for example, provides General Motors’ 24/7 roadside assistance service for drivers across North America from its facility in Sault Ste. Marie. 

Opportunity: vertical (within sector) and horizontal (across sectors) breadth of the economic benefit

There are benefits within the sector, although different products and services could expand needs and benefits into other areas. (i.e. insurance, warehousing, etc.)

Geographic scope of the economic benefit 

All initial activities are usually centralized in one location but, eventually, could provide benefits elsewhere in the region

Feasibility

This will depend upon a detailed study which would address the following:

· Telecommunications costs

· Call routing and network features

· Salary costs

· Language skills

· Labour supply and quality

· Financial assistance: for capital, employment and training

In a recent study, Sudbury had the lowest operating costs of nine American and Canadian cities and was at 50% of the costs of call centres in Michigan.

Issues and barriers that may arise

· Regulatory issues related to operating 24 hours a day

· Sufficient labour with, preferably, high school qualifications

· Overall costs compared to other parts of Ontario and U.S.

· Telecommunications infrastructure

Cost to effect
Requires a detailed examination of all costs for a particular scenario.
Time to effect
Depending on the availability of sites, labour and telecommunications infrastructure, a new site can be established within 6 months or less.
Degree of Stakeholder support and acceptability to the Community
Appears to be consistent with the values and ideas of stakeholders and community but has the associated stigma of less than average wages and a pressured atmosphere.

Degree of risk
· Low, due to the site selection assistance provided by Province. 

· Minimal outlay until a deal is made with the customer

Preliminary Plans

· Work with provincial officials who are responsible for the establishment of call centres

· Obtain more details

· Survey current labour market and infrastructure

· Establish list of available courses in local colleges

· Prepare a list of suitable vacant or semi-occupied buildings that are, or can be, suitably serviced

· Develop a business plan

Commercial Cranberry Production

Background:  

· The worldwide market for cranberries is approximately $3 billion. 

· Canada is a major producer and the industry has been growing steadily in Ontario for the past decade, with average growth percentages being above 10%. 

· In Canada, demand exceeds supply and at least 10 million pounds per year are imported. 

· Industry is dominated by Ocean Spray, which has at least a 75% market share worldwide, although many members of the Ocean Spray Co-Op are from Canada.

· In 1960, 80% of market was Cranberry sauce. By 1980, 80% of market is cranberry juice and other value added products.

· Not particularly labour intensive. Not that many jobs are created per revenue dollar but competition with lower paying jurisdictions is not a significant factor.

· The market is predominantly juice and frozen product but the new demand for dry has fuelled additional growth.

Many positive health qualities which have increased sales as ‘functional’ food, which is the fastest growing food category:

· Excellent source of Vitamin C

· Effective in preventing urinary tract infections

· Gum disease, stomach ulcer prevention

· Heart disease prevention

· Cancer prevention
Opportunity: vertical (within sector) and horizontal (across sectors) breadth of the economic benefit

· Potential to create and enhance many businesses, such as site construction, pre-fabrication of bulk-heads and piping for water control, machinery and equipment transportation.

· The berries themselves create many value-added opportunities in the processing of juices, jellies and other products.
Geographic scope of the economic benefit

Immediate impact in adjacent rural area but could provide benefits to the region as a whole.

Feasibility (from OMAFRA and Nova Scotia Ministry of Agriculture)

Dependant on several general factors, similar to other start up projects:

· Skill in growing

· Ability to work with weather conditions

· Insects and disease control

· Understanding production technology

· Marketing skills

· Capital and financial management

· Strong business team
Start-up Costs for viable commercial operation. 

· Usually undertaken by a number of partners or a community as a whole.

· $30,000 to $45,000 per acre

· Requires 2 to 3 years before harvest

· Full harvest in year 5

Costs Per Acre 

	Earth work (dike, ditches, levelling, sanding, pond)
	$5,500 to $9,500

	Irrigation system
	$3,500 to $4,500

	Vines
	$6,500 to $13,000

	Interest until positive cash flow
	$10,000 to $12,500

	Annual maintenance (weed & pest control, fertilizer, irrigation, etc.)
	$4,500 to $5,500

	TOTAL
	$30,000 to $43,000


Economists agree that a minimum of 20 acres is needed to justify overhead costs. Threshold size to obtain the lowest per unit fixed costs would be 35 to 40 acres although smaller scale operations can be developed for less.
Specifications and technical issues:

· Production in Ontario is mainly on the Laurentian Shield and areas in eastern Ontario where granite bedrock predominates. 
· These areas are characterized by acidic sand or peat deposits, acidic water and the absence limestone. 
· Thousands of acres of bogs and sands in Ontario are suitable for cranberry production
· Acid peat bog or acid sand bed. pH of 4.5 to 4.8 is ideal.

· Large volumes of water with a low pH and free of calcium. 

· Good drainage and the ability to re-circulate water is also important.

· Available sand (preferably acidic) to cover the beds every 2 to 3 years. Sand should have a fairly large particle size.

· Drought, frosts, insects and disease can all take their toll on the cranberry crop. As little as two hours of frost can destroy up to 50 percent of the cranberry crop

Issues and barriers that may arise
· Commodity pricing can vary.

· Up front investment may be difficult to attract (negative cash flow for three years).

· Is essentially farming and requires work seven days a week.

· Processing will require some additional costs. Most customers prefer frozen product.

Cost to effect

See Feasibility above
Time to effect

Three to five years
Degree of Stakeholder support and acceptability to the Community
· Meets all stakeholder and community criteria

· Would likely require community effort to undertake due to major capital cost.

Degree of risk
· Major capital outlay up front but the market need is already established

· Other producers/processors with many years of experience are willing to assist.

Preliminary Plans

· Identification of interested parties within East Algoma, including First Nations communities in the area

· Further discussion and clarification of concept

· Information session with one or more of currently successful operations in Ontario and/or Quebec

· More detailed feasibility study if interest is strong.

· Identification of financial partners
Tourism
Background

Tourism is the opportunity most related to the key strengths of the area:

· Some infrastructure in place already

· Pristine environment, outdoors, etc

Tourism is a constantly evolving aspect of the economy; what has worked one year may not work the next and the opposite is true also. New markets can be found and continuous support is required to keep this economic engine running for optimum benefit.

Any tourism strategy for East Algoma should be include consultation with and co-operation from the two major adjacent centres - Sault Ste. Marie and Sudbury.

Opportunity: vertical (within sector) and horizontal (across sectors) breadth of the economic benefit

Potential economic benefit would be felt within the sector and would have significant influence across all sectors within East Algoma.

· Assist with marketing of the Region

· Tourists could become potential investors in small or large enterprises

· Spin-offs in cultural, recreation, hospitality sectors.

· Touches almost all other themes raised in the project - working with larger communities, attracting new residents with potentially entrepreneurial leanings, etc.

Geographic scope of the economic benefit

A well executed tourism strategy could include attractions in almost all parts of the region as well as coordinate with the rest of the North.

· Regional destination attractions.

· Could sell local as well as regional packages.

· ‘Stop off’ point to and from other Northern/U.S. destinations.

Feasibility

Several advantages could make tourism programs feasible:

· 4.5 million travellers pass through annually, many of them from the U.S.

· Natural beauty, opportunity for outdoor sports year-round

· Near U.S. Border

· Years of experience in the tourism sector among local business people

· Already known to Americans, many of whom are summer residents.

· Deep water harbours

Issues and barriers that may arise
· Need benefits to encourage people to stop for at least a meal, a sightseeing tour and one or two nights stay.

· Infrastructure and private tourism assets need investment and upgrading

· Region needs to be cleaned up and eye-sores eliminated

· ‘Northern Store’ could be the first step in cleaning up the area and giving people a reason to stop.

· Coordinated strategy required for the region, with neighbouring communities such as Sault Ste. Marie and Sudbury and with the rest of the North.

· Would require both public and private sector investment

· Local government might balk at the investment

Cost to effect
· Public sector infrastructure investment could be in the hundreds of millions of dollars to address only a four lane highway and adequate servicing to support tourism and other kinds of businesses

· The private sector would have to be enticed to invest in local ‘anchors’ such as brand motels and unique gourmet restaurants, investments which could take many years to break-even as the region is building up. 

Time to effect
Would take at least three to ten years to effect a noticeable turnaround in the area and to develop an image in the outside world
Degree of Stakeholder support and acceptability to the Community
· Extremely high as most respondents identified tourism as a key sector of the economy. 

· Only downside is a concern that tourism could become ‘over-developed’ and create traffic jams during the summer months.
Degree of risk
· Medium risk as traffic is already passing through and current tourism outlets are heavily booked during the summer season. 

· Base structure is in place but must elevate to higher levels.

Preliminary Plan

· Tourism requires a detailed step-by-step plan with confirmation of support at every step

Commercial Blueberries
Wild blueberries and low-bush cultivated blueberries
Background

· Canada and U.S. provide 100% of world supply of about 200 million tonnes. These are supplied currently exclusively from Eastern Canada and the State of Maine.

· Bulk of supply of wild blueberries go to ingredients markets such as baking, hospitality, etc

· Fresh market is dominated by high-bush blueberries (larger fruit), supplied from New Jersey and Michigan.

· Some 20 processors in Eastern Canada and Maine convert product to frozen, dried, canned and concentrated.

· During 1999-2001 period, industry experienced major shortages and was unable to supply sufficient product to the market.

· Current demand internationally exceeds supply. Many processors are searching for organic product. The Japanese market needs 35 million pounds of product

· Was placed first in an evaluation of 40 fruits by health authorities in U.S. High antioxidant behaviour which neutralizes free radicals associated with cancer and heart disease.

· The Ontario market alone could grow by at least 5 to 10 million pounds. With promotion, this could increase several times over.

Opportunity: vertical (within sector) and horizontal (across sectors) breadth of the economic benefit

Benefit essentially within sector but some spin-offs in equipment, transportation, product development, etc

Geographic scope of the economic benefit

Picking sites will likely be found throughout the East Algoma region.
Feasibility

· Core of industry in Maritimes but processors constantly looking for supply and willing to work with Ontario producers.

· However, processors are interested only in major volumes: process several million pounds daily.

· Major high-bush and low-bush producers in U.S. harvest very large volumes and realize low costs. Ontario is unable to compete directly at present on a cost basis.

· Pickers can earn up to $20,000 during the harvest season.

· Investment is difficult to estimate at this stage until quantity and condition of stands is known.
Issues and barriers that may arise
· Sudbury Co-Op developed to organize blueberry market in North but has not produced effective results to date.

· Need to establish relationship with processors.

· Developing a profile of blueberry production in East Algoma.

· Identifying people willing to do picking.

Cost to effect
Requires in-depth study of the current supply base in East Algoma.

Time to effect
Two to three years, depending upon quantity and condition of current blueberry stands
Degree of Stakeholder support and acceptability to the Community
Would appear to meet stakeholder preferences

Degree of risk
· Same as most farming operations with weather risks, etc.

· Market appears to be fairly stable and growing

Preliminary Plans

· Review recent efforts in North to organize blueberry industry

· Identify interested parties willing to participate

· Update business plans regarding blueberry industry

Biomass and Bio-Products

Background

There are, fundamentally, two kinds of biomass:

Raw Biomass

· Trees and shrubs from forests

· Crops such as grasses, legumes, oilseeds, cereal grains

· From aquatic materials such as kelp, seaweed, algae

· Animal manure

· Poplar, willow, switch-grass

Secondary biomass

Secondary biomass includes paper and cardboard, leather, pulping liquors, cotton, linen, hemp, natural rubber products, cellulose-derived casings, used cooking oils, tall oil, cheese whey, etc.
The major source of biomass are the residues that are produced during the processing of a product that is unrelated to energy:

· Forestry residue

· Agriculture residue

· Food processing residue

· Municipal residue

Promising Technologies

New biomass conversion technologies hold out particular promise, specifically for added-value products such as bio-diesel, ethanol, and methanol. The most promising technologies are:

· Gasification 

· Pyrolisis 

· Thermal processing of power plant emissions and gases 

· Conversion of biomass into fuel 

· Biomass densification 

· Cogeneration technologies

What can this do for East Algoma?

· There is an abundance of raw material and some small projects underway in the North

· ULERN (Upper Lakes Environmental Research Network) is major coordinating group in Northern Ontario for assessing new innovative ideas and developing research links.

e.g. A portable bio-refinery is being reviewed currently in order to process biomass in remote areas.
Opportunity: vertical (within sector) and horizontal (across sectors) breadth of the economic benefit

· Most small projects would provide benefits only within the sector.

· Larger projects linked with other groups could provide a much broader benefit.

Geographic scope of the economic benefit

As above. Would depend upon the scope of the particular biomass project and how far it stretched, for example, in its need for raw material. Could go to 100 mile radius.

Feasibility

Would depend on the scope of the project. Some public financial support would be needed in such areas as collection and transport of raw material, development of technologies, establishment of conversion facilities, etc
Issues and barriers that may arise
· The main problems facing expansion of biomass energy are the relatively high costs of new facilities and the need to make the industry truly renewable.

· Some of costs could be aided by government programs and other public or private partners 

· Key ongoing problem is ensuring that renewable resources are exactly that - renewable.
· “Biomass energy must be farmed, not mined; otherwise it will merely join coal, oil and natural gas as yet another non-renewable energy source.”
Cost to effect

Will depend upon scope, partnerships, etc
Time to effect
· Staring and developing a project could be accomplished relatively soon – within 2 to 3 years.

· Successful completion could take a decade.
Degree of Stakeholder support and acceptability to the Community
Appears to fit the criteria defined by the community

Degree of risk
High due to the innovative nature of these projects and the high cost of development

Next Steps

· Work with local supporters and champions such as Jody Wildman to identify and take next steps

· Attempt to attract as much community support as possible.

· Integrate other potential biomass ideas in the region.

New Uses for Dock Facilities Developed by Trap Rock Mining Companies in East Algoma

Background
· Trap rock is specialty aggregate used in railroad ballast material and as premium asphalt.

· Several actual or potential active trap rock mines in Northern Ontario including Wawa, Temagami, Sudbury and Bruce Mines in East Algoma

· Product shipped all over the world. Ontario Trap Rock in Bruce Mines ships by truck, train and boat from dock on Lake Huron.

· Ontario Trap Rock (accommodating lake freighters up to 225.5m in length) is a private port within the Town of Bruce Mines that ships trap rock aggregate throughout the Great Lakes. 
· Smelter Bay (depth: 27 meters) is a port located in Thessalon (about 15 minutes drive east of Bruce Mines) that also ships throughout the Great Lakes.
The key issue is to make use of these highly capital intensive and largely underutilized docking facilities in Thessalon and Bruce Mines
Opportunity: vertical (within sector) and horizontal (across sectors) breadth of the economic benefit

· Two key docks located in Bruce Mines and Thessalon. 

· Effect of increased use of this infrastructure would have ramifications across many sectors including transportation, services, warehousing and logistics, small manufacturing, government offices, etc

Geographic scope of the economic benefit

Key opportunities would be in Bruce Mines and Thessalon but spin-off would be felt throughout the community.

Feasibility

· Almost any bulk material from the Canadian Shield can move inexpensively by boat through either of these docks. Moving peat moss from the North by truck to Toledo, Ohio costs $40 a ton; by boat only $5 a ton.

· One barge replaces one hundred trucks.

· Potential bulk products could include peat moss, bark mulch (from mills), any waste wood products, granite, landscaping stones, lumber, etc

· Current docks cost $12 million each to build.

· Rail-line within one mile of the dock in Thessalon

Issues and barriers that may arise
Two major issues to be resolved:
· Mindset may not ready to make use of this mode of transportation.

· Private sector must find end-use markets for the products to be shipped. 
Cost to effect
· Lowest cost transportation compared to truck and rail. 

· Other costs to be determined through feasibility of individual products and markets.
Time to effect
· Major distribution infrastructure in place already. 

· Could take up to 24 months to determine market and cost feasibility of specific products
Degree of Stakeholder support and acceptability to the Community
Would appear to fit all criteria
Degree of risk
Dependent upon the nature of specific ventures

Preliminary Plan and Next Steps

· Review all related studies and consider private sector support for a new study for specific products and markets.

· Work with interested parties to develop specific distribution projects on pilot project basis.

Value-added wood products

Background

(Ontario government report – 2004- Exports to Great Lakes Market)

· Great Lakes Market - 83 million people – over 8 states
· Important to economies of both Northern and Southern Ontario

· Recommends increased capacity in value-added wood products, especially in structurally engineered wood products, building components and technological leadership in factory built housing systems.

· Export market will increase 40% from 2004 to 2010. From $5 billion to $7 billion.

· Industry will need $250 million annually to accomplish these goals

· Stiff competition from offshore suppliers

· Sales can be accomplished only through upgrading of Ontario sawmill industry.

· However, major problems in Ontario industry: 

· Have not invested in quality upgrading

· Green kiln product perceived as inferior by U.S. market

· Target sizes are too tight because of emphasis on volume instead of quality

· Lumber varies widely in moisture content.

· Poor base for export market and for Southern Ontario value-added manufacturers who buy wood outside of the Province.

· Province loses benefits of industrial synergies and cost savings because sub-sectors not aligned with each others needs.

· To be cost effective, wood producers can no longer rely on currency exchange rate. Must rely up on quality, innovation and technical support.

· Ontario has potential but appears to lack vision in wood products.

· Northern Ontario is excellent area for value added wood products development

· Vast area with wood and people resources but special challenges. 

· Most connected to primary lumber industry inefficiencies.

· Michigan is Ontario’s largest market for value added wood products - 31%

· Four states account for almost three quarters of all Ontario exports of value-added wood.
Opportunity: vertical (within sector) and horizontal (across sectors) breadth of the economic benefit

Value added wood products sector has deep roots across most sectors in the north.

Geographic scope of the economic benefit

Wood products industry has infrastructure throughout the region.
Feasibility

· Heavily dependent upon policies undertaken by major primary wood producers.

· Ontario has advantages in many product categories within value-added wood products but these all involve significant investment in plant upgrading and infrastructure.

Issues and barriers that may arise
· Inability or unwillingness on the part of major players in wood industry to take critical actions regarding industry upgrading and productivity.
· Could be many niche opportunities for small players but would depend upon efficient sources of high quality product
Cost to effect
Report identifies annual need for $250 million by the industry.

Time to effect
Initial progress can be realized almost immediately if wood companies are willing to pursue upgrading.

Degree of Stakeholder support and acceptability to the Community
· Stakeholders would support if companies could commit to security and stability in the North. 

· Would not want to go through another up and down “cycle”.

Degree of risk:
High
Preliminary Plans/Next Steps

· Need to gather data, opinion and information from industry spokespersons

· Need to approach government to ascertain policy directions regarding the value-added wood industry in Ontario, most especially Northern Ontario.

A Regional Economic Development Strategy
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Appendix I
Respondent and Focus Group Outcomes
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Appendix IV

Relevant assistance programs
At the time that this reported was complete, the most comprehensive and accessible listing of available Federal and Provincial government assistance programs was found at this link to the program section of the Government of Ontario web-site:

http://www.2ontario.com/software/government_programs.asp
This web-site has links that detail each of the programs available.

The home-page for this Government of Ontario web-site is: 
http://www.2ontario.com/
While the reader is urged to visit the web-site for complete information and details, the following listings are reproduced from that portion of the web-site that addresses programs that are reserved for Northern Ontario only, at:

http://www.2ontario.com/software/government_programs_searchresults.asp?govtprogsearch=Northern+Ontario&searchby=cat
	FEDNOR - Applied Research and Development Program

	Description: Repayable assistance for commercialization of intellectual property, product development, and productivity improvement in key sectors in Northern Ontario.

	Terms/Assistance/Benefits: Up to $500,000 (maximum 50% of eligible costs)

	

	FEDNOR Youth Internships - Private Sector Program

	Description: Supports full-time employment of recent graduates of post-secondary institutions up to 12 months in Northern Ontario.

	Terms/Assistance/Benefits: Maximum $27,500

	

	Forest Sector Loan Guarantee Program - Ontario

	Description: Loan guarantees to forest industry’s lenders to support and leverage new capital investment projects in Northern or rural Ontario.

	Terms/Assistance/Benefits: Loan guarantee - minimum of $500,000

	

	Forest Sector Prosperity Fund - Ontario

	Description: Grants to support new investment projects that helps Northern or rural Ontario, and the forest industry

	Terms/Assistance/Benefits: Conditional grants up to $25 million

	

	NOHFC - Enterprise North Job Creation Program

	Description: Repayable loans for projects that will bring new jobs and economic benefits to Northern Ontario

	Terms/Assistance/Benefits: Loans up to $1 million

	

	NOHFC - Northern Energy Program

	Description: Financial assistance for Northerners to pursue innovative solutions to renewable energy generation and conservation. 

	Terms/Assistance/Benefits: Forgivable performance loans or conditional contributions up to 50% of project costs 

	

	NOHFC - Northern Ontario Youth Internship and Co-op Program

	Description: A wage subsidy and an internship program for employers located in Northern Ontario to hire post-secondary students or graduates.

	Terms/Assistance/Benefits: $6/hr. for coop, and max. $27,500 for interns

	

	NOHFC - Private Sector Emerging Technology Program

	Description: Non-repayable or repayable contributions for research and technical projects in Northern Ontario.

	Terms/Assistance/Benefits: Loans up to 1 $million or $50,000 non-repayable contributions on a cost-shared basis

	

	Summer Jobs Service - Ontario

	Description: Wage support for employers hiring students for seasonal jobs during the summer

	Terms/Assistance/Benefits: Wage support of $2/hr to 16 weeks































































































































































































Values





2


2





3








111








How do you get there?


Targetted sectors


Tactics





Where do you want to be?





Extent and nature 


of desired economic 


development








VISION








STRATEGY





Situational Analysis


(or SWOT)





Where are you?


What do you have?





Advantage Factors


Competitive Factors


Disadvantages


















































C only





B only





A only





Stakeholder Perceived “Benefit, Neutral, Detriment“ Mapping





Representation of interests as perceived by Stakeholders





Stakeholders will perceive various activities as being either beneficial to their interests, neutral or as a detriment. 


Those activities perceived to be a benefit to all will receive the most ready acceptance. Those of benefit to only two Stakeholders are also to be considered strongly, as long as they are not a detriment to the third Stakeholder. Singular Stakeholder benefit activities must be examined carefully and some quid pro quo may be necessary in order to obtain support.


At every stage it is vital to be aware of activities that even a singular Stakeholder may consider to be a detriment and take mitigating steps where feasible or be prepared to defend the action where necessary





A & B & C





B & C





A & C





A & B














C











B











A





Tourism


Arts learning centre


Outdoor and wilderness sports


Motel chain with conference facilities


Walking and self-guided tours


Adventure tourism


Eco-tourism


Fine dining places and inns


Yacht club development


‘Northern Store’ outlet





Strategy Themes and Opportunities consistent with the Vision and Values of the Community





East Algoma Community Vision and Values





































































































Funding for the development of the East Algoma Regional Development Strategy was provided by: 





East Algoma 


Regional Economic Development Strategy





Use of existing docks


Three deep water facilities


Lower transportation costs


Rail and highway access





Blueberry production


Demand exceeds supply


Sudbury Co-Op





Tourism


Some exists


Infrastructure needs


Marketing needs


Coordination





Value-added wood


Demand is growing


Investment needed


Leadership needed





BioMass


Raw material in abundance


Being considered for feasibility


Interested industry partners





Cranberry production


Growing demand


More study needed


Region-wide impact


Long gestation period


Minimum 20 acres required








Aquaculture


Demand outstrips supply


Ocean fishing declining


Demand is growing fast


Deep water required


Long term gestation


$500,00 minimum investment


NOAA support





Call centres


Established in area


Increasing demand


Sufficient potential employees?





Attracting entrepreneurs


Existing trend to rural living


Marketing effort required


Works with tourism





Value-added and related


Value-added wood products


Value- added maple syrup products


Boat building operations


Micro-breweries








Agriculture and related


Cow-calf operations


Nutraceuticals - botanical and herbal products


Commercial aquaculture


Organic fish farms


Horse breeding


Smoked fish


Exotic meats (elk farms, etc.)


Cranberries	


Blueberries	


Goat milk	


Switch-grass as raw materials for pulp and paper industry	


Alpacas


Greenhouse industries








Alternative energies


Biomass derived fuels


Micro-hydro generation


Wind turbines


Solar energy








Other


Call centres


Assisted living adjunct to Elliot Lake retirement community


A school for special-needs children





Minerals


Bruce Mines trap rock as a construction aggregate


Uranium processing








While Northern Ontario has had a long history with both the Mining and Forestry sectors there is work underway that would see the diversification of local and regional economies into the fields of biotechnology and bio-products research, health sciences, telecommunications, and advanced manufacturing.


Pan-Northern Ontario Investment Attraction Strategy – March 2006





These potential opportunities were investigated, the Top Opportunities were explored further and are detailed in the next section





Partnerships with larger communities





Dormitory for the nearby larger communities


Logistics and transportation industry spin-off opportunities





Infrastructure


Support similar efforts in neighbouring regions for reciprocal support 


Highway ‘twinning’


Telecommunications





Promotion of the private sector opportunities





Publicize the Top Ten Opportunities where not already in development by entrepreneurs


Publicize and promote the other opportunities identified


Be prepared to demonstrate Community and individual tangible support for those who step forward





Encouraging entrepreneurs





Business mentoring on a continuing basis – perhaps in a form of ‘incubator’, physical, virtual or both


Promotion of start-up financing to spread the financial risk and encourage appropriate risk-taking


Youth entrepreneurs


Retirees as mentors


Home-based businesses


Computer-based businesses


Assist in finding new operators for ‘retiring’ businesses





The community needs to attract more fulltime employment.


The lack of full time employment has contributed to a high rate of unemployment


and a high welfare rate. It was suggested that in some instances this has become a


way of life for three and four generations of a family.


Town of Blind River/Mississauga First Nation Investment Attraction Program





Regional leadership and cooperation





Continue the evolution of this strategy on a ‘living’ basis


Region-wide thinking in all appropriate ventures


Marketing the region as a whole with a consistent message


Presenting a regional face to senior levels of government


Active participation in the Pan Northern investment attraction initiative





Skills development to meet changing needs





Encourage existing workers to develop new skills in growing sectors


Promote the growing sector-skills to youth


Attract annexes and spin-off from educational and research institutions





Tourism coordination





Enhance the direct economic benefits


As an ‘entrepreneur-attractor’


Establish a  regional coordinating body


Create a sense of ‘Quality of Place’


Establish voluntary standards across the individual Communities


Promote the ‘experience’ of East Algoma





Many businesses have suggested that


they are having difficulty in recruiting skilled labour to the community. The continuing


drop in population will further exacerbate this situation.


Town of Blind River/Mississauga First Nation Investment Attraction Program





Accessibility to modern telecommunication networks are essential in an economy increasingly based on knowledge and innovation. This is particularly important to the future prosperity of northern business and industry, as it will help to overcome the geographical challenges within this region. Pan-Northern Ontario Investment Attraction Strategy – March 2006





Regional collaboration - communities working together across political boundaries - is essential for successful economic development in today’s business world both from the perspective of demonstrating a broader and deeper business base of activities or labour force profile or as a means to pool limited resources for the purposes of investment marketing and promotion. Since people, dollars, goods and services are all very mobile, the challenge to local communities is to form effective regional coalitions that develop, support and promote common economic objectives.


Pan-Northern Ontario Investment Attraction Strategy – March 2006











Sault Ste. Marie’s geographic location offers it the potential as alternative to congested border crossings in the south. 


The border crossing at Sault Ste. Marie is the busiest in Northern Ontario in terms of passenger and freight.4 Compared to the total border crossings in Ontario, the crossings in Northern Ontario serve a small amount of Canada-USA traffic.


Pan-Northern Ontario Investment Attraction Strategy – March 2006





The local demand for innovation in forestry and mining in Northern Ontario is increasing. These traditional industries have significant assets including science and innovation, infrastructure, capital, and human resources. Increasingly, the knowledge-based economy is merging with traditional industries, as successful resource-based industries position themselves for future growth.


Pan-Northern Ontario Investment Attraction Strategy – March 2006








Renewable





East Algoma Umbrella Strategy 


Consistent with the Vision and Values of the Community








To the extent possible, investment attraction opportunities should be tied to the competitive position of existing local and regional business operations, labour force skill sets, and available resources.


Town of Blind River/Mississauga First Nation Investment Attraction Program








….The use of biological material in manufactured products and processes is one of the fastest-growing industries in the world. The use of bio-based products is expected to triple during the next five to ten years.





 ….Interest in the use of bio-based products versus fossil fuel-based products is emerging due to recent environmental governmental initiatives, and the decreasing and unstable supply of oil. This asset has emerging growth potential in the new bio-based economy.





….The biomass resources found in Northern Ontario are unprecedented in Ontario, Canada and likely the world. Energy can be generated through biomass conversion – burning what remains of forestry industry activities. 





….Northern Ontario has significant capabilities in the processing of biomass and the manufacturing of wood and paper products. 





….Northern Ontario’s natural biomass and energy producing industries have the potential to offer a unique opportunity, especially with its excellent access to the necessary materials. The large volume of biomass in the region combined with the attraction of activities intended on researching reuse potential and improving associated processes creates many opportunities in this sector. 





Pan-Northern Ontario Investment Attraction Strategy – March 2006














Leadership, both formal and informal








Future initiatives





Adaptable





Consideration needs to be given to improving the ‘streetscape’ and appearance of businesses in the downtown and along the Trans Canada, as it goes through the Town.





Town of Blind River/Mississauga First Nation Investment Attraction Program





The need to create or participate in partnerships to advance economic growth in the region was a prevailing theme throughout many of the discussions. Businesses emphasized the need for regional business partnerships to advance their interests and many people saw the need to create partnerships to advance common community goals such as the delivery of labour force training, promotion and marketing, and business mentoring.


Town of Blind River/Mississauga First Nation Investment Attraction Program





It was suggested by a number of interviewees, that the there is not enough government support for small business, especially small business in the north as they do not meet the employment threshold for provincial and federal small business support.


New business start-ups have a very difficult time getting financing if they can get it at all.


Town of Blind River/Mississauga First Nation Investment Attraction Program





Businesses surveyed suggested that they would benefit from a program that delivered advice and direction on business planning, marketing and financial matters. In addition, a number of businesses also indicated a willingness to participate in a mentorship program that assisted local businesses in developing these skills.


Town of Blind River/Mississauga First Nation Investment Attraction Program





Small business owners in the community are growing older and few have succession strategies in place, or a plan for the sale of their business. This could result in a significant downturn in small business operations and employment opportunities, as these owners retire.


Town of Blind River/Mississauga First Nation Investment Attraction Program





Population loss is affecting all aspects of the community and business. If a solution is not found then the community risks losing more business and more people to other centres.


Town of Blind River/Mississauga First Nation Investment Attraction Program
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