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Red Tape Red Carpet Recommendations

22 recommendations to Cut Red Tape & Roll Out the Red Carpet

Red Tape Red Carpet

• Internal City Role to support Business 
Attraction & Expediting Developments

• Performance management, KPIs and 
regular reporting

• Process reviews, improvements and
• Culture of customer service and 

employee empowerment to problem 
solve

• Agricultural and rural business regulation 
support

• Focus on business attraction and 
retention for Council & City staff

• Clear Business attraction focus and brand, 
marketing to support

• Business Advocacy internally and to other 
levels of government

• Organizational reviews and 
recommendations to create better 
business support alignment between City 
& Economic Development

• Explore additional tools to attract & 
retain business

Red Tape Red Carpet – What have 
we done so far?

• Stronger Business Attraction & Retention Mandate & Tools
• New Role - Customer Experience Manager – Business Development
• New Organizational Structure approved by Council 
• Burlington Economic Development Governance Review RFP issued
• Development Process reviews underway

• Creating and controlling Shovel Ready Land to support employment
• Development of a brownfield Community Improvement Plan Underway
• RFP issued to look at Municipal Development Corp 

• Coordinated Communications & Marketing
• Improved reporting & engagement with City & Economic Development
• New RTRC Brand & Customer Promise
• Increased coordination on communications & selling Burlington
• Continuous improvement feedback



RTRC - Implementation & 
Reporting

Burlington.ca/RTRC
• New Customer Feedback 

Form
• Initial Dashboard Developed

Council Engagement
• Quarterly RTRC Updates 
• Monthly reports on RTRC 

issues raised by businesses
• Weekly RTRC discussion with 

Mayor, City Manager & 
Economic Development

Economic Development Update



Long Term
Policy

Medium Term
Policy 
Documents

Short Term
Implementation 
Plans

City of Burlington 2015-2040 
Strategic Plan

Vision to Focus
Red Tape Red Carpet

Official Plan
Integrated Mobility Plan

Rural and Agricultural Plan
Climate Change Action Plan
Cultural Action Plan, Others

City 
Manager’s 
Work Plan

BEDC 
Strategic and 
Tactical Plans

COB 
Financial 

Plan

Economic Development Strategy 
Framework

Burlington’s Strategic Plan 2015 - 2040

Burlington’s Vision



Vision to Focus (V2F) 2018-2022 Key Focus

Attracting and 
Growing 
Innovative 
Companies

Keeping 
Burlington 
competitive

Developing an 
attractive 21st

Century City



Economic Development Focus 2019

2019 Priorities
• GO Investment Corridor Vision

• Post-Secondary Attraction Strategy

• Business Attraction & Burlington Branding 

Strategy

• Red Tape Red Carpet Implementation

• Community Improvement Plan

• TechPlace Business Model Growth

Annual Objectives
• 1,000 jobs/year

• $100 MN in ICI Construction

• 25% increase in Shovel Ready Land supply 

Business Growth - TechPlace

• New Soft Landing focused space 
Oct 1

• New LaunchPads

– Kidicted – August 1

– Spero Careers Canada Inc. – Oct. 1

– MyBrokerBee - Oct. 1

– Zensark soft landing – Nov. 15

– Inverca soft landing- Dec. 2019

• Discussion with HalTech on Future 
Direction



Business Growth - Partnerships

Investment Attraction Update

Supplementary to BEDC’s 
2019 FDI Initiative

Andrew Elliston | Economic Development Officer



1. What is investment attraction?
2. How do companies experience investment 

attraction?
3. What do companies look for when expanding?
4. How a municipality accomplishes investment 

attraction?
5. The investment attraction landscape
6. Opportunities and challenges with investment 

attraction
7. Our approaches to Investment Attraction in 2019
8. Our Actions in 2019

Overview

Investment Attraction is bringing in new business

Investment Attraction is simply the act of, and actions leading to, bringing 
investment to your community. 

FDI National Regional

Foreign Direct Investment 
is bringing in new 
investments from 

international markets. 

Companies always 
maximize their domestic 

growth before seeking out 
international markets. 

When a company 
outgrows their current 

space, or are looking for 
new opportunities, they 

first look to their 
neighbors.

What is Investment Attraction?



•The company 
Internally 
determines an 
expansion to 
be possible 
and an 
unseized 
market 
opportunity to 
exist

Internal Assessment of 
Markets

•The company 
retains a site 
selection 
consultant to 
assist them in 
finding the 
ideal location

Site Selection 
Consultant

•The business 
cases created 
by the 
consultants 
and 
government 
partners are 
assessed, and 
expanded on, 
by the 
company

Business Case Analysis

•The company 
travels to 
each 
shortlisted 
market to 
determine if 
the fit is right

In-Market Meetings

•The 
organization
al framework 
for an 
international 
expansion is 
developed 
within the 
parent 
operations

Organizational 
Framework

Initial Investment and 
Establishing Operations

•The new 
company 
continues to 
invest in the 
new market 
and increases 
their 
investment as 
initial sales 
grow

Operational Expansion

How a Business Experiences an 
Expansion/Relocation

•The initial seed 
investment is 
provided to 
begin operations 
within the new 
market. This 
investment is 
used to setup a 
strategic office 
and create a 
skeleton for the 
new operations

Companies typically vary in how they assess a potential expansion 
opportunity based on their size. 

Key Decision Factors- Small Vs. Large 
Business



Small companies tend to favor the more personal aspects that 
make an area desirable and treat the process as qualitative as 

opposed to quantitative. 

Amenities Demographics Family Concerns Real Estate Quality

What is nearby, and 
what makes the area a 
“special” place to work 

in?

Would my family, and 
the families of my 

employees, like the 
area?

What is the labor force, 
culture, and vibrancy 

like in the nearby area? 

Is this space conductive 
to both our culture and 
our needs in a facility?

Small Companies- Important Factors

Large Companies Tend to Focus More on the Numbers

Large companies favor a quantitative approach to site selection, 
and treat the process as inputs to a grand application.

Real Estate Costs Business Proximity Incentives Tax Rates

What is the right 
balance between cost 

and desirability?

Will the government 
provide us assistance to 
relocate and to expand?

Are we close enough to 
meet with our primary 

customers? Is the 
market large enough for 

future business 
development?

How much will the 
government require 

from us to do business 
in this area?

Large Companies- Important Factors



Office is Mostly About Prestige and Location

Cost is still important to office users, but they care more about appearance and 
amenities than industrial users.

Real Estate Concerns
Nearby Amenities Proximity to Customers

Office users care about 
balancing prestige, utility, and 

costs as they consider potential 
locations.

Office users need places 
to relax and meet with 

clients/suppliers.

Office tend to want to 
be within an hour drive 
of the majority of their 

market.

Office- Important Factors

Industrial Favors Cost and Labor

Industrial users, especially in our area, are highly susceptible to price 
fluctuations and capital expenses. Prestige is not as important as with 

an office user.

Land/Real Estate Costs Transportation
Labor Availability and 

Costs

The cost of land and real 
estate is one of the 

largest expenses that 
can be incurred by an 

industrial user. 

The cost of logistics is 
only increasing, and the 
importance to be near 

to their primary 
customers, labor force, 

and suppliers is very 
important.

Industrial users are 
extremely susceptible to 

labor costs, and the 
availability in their 
immediate market.

Industrial- Important Factors



Data, Policy, and Brand are as important as 
the actual seeking of new investments

•Done through a channel 
partner

•Strengthened through 
VPs for each 
Municipality based 
along their IA strategy

Lead Generation

•Occurs later on in the 
process when a firm 
has decided on a broad 
geographic area

•More tailored VPs are 
created and more 
“hand-on engagement”

Partner Assistance
•The partner firm has 

disengaged for the 
most part and the 
municipality assists the 
company in expanding 
their operations

•Can take an extended 
period of time ranging 
up to 5 years

Lead Servicing

•Once the firm has 
expanded their 
operations they are 
transitioned from the 
Investment Attraction 
program to the BR&E 
program

Transition to BR&E 
Programming

Business Climate & Policy

Data & Analytics

How a Municipality Attracts 
Investment

Municipal Brand & Image

What the Best Practice Cities do Right

Network Development Data Cluster AnalysisKPIs CRM

After consulting with other municipalities, we have found several best 
practices that other cities employ. This list is not exhaustive.

There is a 
dedicated set of 

KPIs for every 
city that takes 
part in active 

lead 
generation.

The most 
successful cities 
in investment 

attraction have 
multiple lead 
generation 

sources in their 
target market. 

These cities all 
understand the 

business decision 
process, and can 
quickly assist a 

company in 
understanding the 

business 
landscape.

They all employ, or 
are in the process 
of employing, a 

customized CRM 
that would allow 
them to track all 
interactions with 

clients.

They have all 
developed a new 
cluster analysis to 
understand their 

value propositions 
for their key 
industries. 

Summary of Best Practices



Key Actors In Investment Attraction 
– Local vs International

There are Multiple Avenues to Generate Leads

Site Selectors

• Consultants who assist 
companies in analyzing the 
landscape for potential new 
locations

Lead Generators

• Consultants whose sole job is 
to discover new investment 
leads 

Consulates

• The consulates of a nation are 
often the first point of contact 
for companies seeking 
expansion

Trade Organizations

• International chambers, trade 
organizations, and business 
councils 

Real Estate Professionals

• This especially applies to 
larger firms who provide in-
house referrals to their 
colleagues

Government Partners

• Other levels of government and our 
partners across the Region/Province 
provide referrals to us if they know 
a company is considering expansion

Local Businesses

• Due to our relationships with top 
employers, we are provided 
referrals from many companies to 
their partners within their industry

General Inquiries

• Very often companies considering 
our city simply reach out to us to 
discuss locating in Burlington

Real Estate Professionals

• Local realtors understand all 
businesses new and old moving 
within a community. They are a 
cornerstone of economic 
development

Other EDOs

• If a lead doers not fit a community it 
is common practice to share it with 
others 

International

National

The Current FDI Structure in the GTA

The Current Structure of IA in the 
GTA



Opportunities & Challenges

•We exist in the shadow of Toronto and it is hard to differentiate our value proposition against other cities.

Brand Recognition

•Cities routinely compete for talent, and when we are in direct competition with American municipalities we are at 
a disadvantage.

Competition

•Our attractiveness to businesses has lead to limited industrial real estate within our community. Placing 
businesses becomes difficult in this situation.

Real Estate

•Labour has become a primary driver for high quality employment. Those with easy access to labour typically win 
the investment. 

Access to Labour

•The FDI and investment attraction landscape is complex, and the transferring of leads from one level to another 
can be time-consuming, complex, and require significant advocacy. 

Government Relations

•Various policies and applications required to do business in a community can take a significant amount of time. 
Very often longer than the business has allowed themselves to make the investment decision. 

Investment Decision Timelines

Our Approaches to FDI for 2019 and 
the Future

W E  H A V E  D E V E L O P E D  A  
W O R K P L A N  W I T H  T H E  F O L L O W I N G  
P I L L A R S  T O  F O C U S  O N  F O R  
I N V E S T M E N T  A T T R A C T I O N .  



IA Directions 2019

Lease Expiry 
Targeting

Our Actions for 2019

Network 
Development

Cluster 
Analysis

KPI Expansion
Red Tape Red 
Carpet 
Taskforce

Real Estate Co-
Marketing

Soft Landing 
Program

Leveraging 
Sister Cities 

CIP
Targeted 
Collateral 

Development

Our Approach and Progress in 2019

We will be employing a slightly more sophisticated version to our traditional 
network development process towards primary lead generation networks 
throughout the world. An overview of our proposed process can be seen 
below.

Cluster and Analysis

•The base cluster 
analysis has been 
completed, and now 
we are retaining a 
consultant to further 
our research.

Outreach

•We have established 
several partnerships 
with international 
agencies, and have 
taken part in 
multiple investment 
projects.

Participation

•We have taken part 
in numerous 
programs already, 
and have priority 
status when 
compared to other 
cities. We have 
already surpassed 
the leads generated 
from our previous 
IA strategy.

Relationship 
Strengthening

•We need to continue 
to actively 
participate in with 
our partners in their 
programming. We 
have begun this with 
event partnership, 
taking part in 
delegations, and 
servicing new 
investments. 

Investment/Partnership 
Management

•Effective lead 
servicing and good 
customer service are 
the keys to 
strengthening our 
existing partnerships, 
and also to winning 
new investments. 
We are in the 
process of hiring an 
additional resource 
to ensure leads are 
provided with the 
utmost care.



Our Key Clusters

We have chosen to focus on the following key clusters throughout our 
outreach. This is due to our well-developed value chain in these areas, and our 
advantage compared to adjacent municipalities.

Advanced 
Manufacturing

•Process Automation

•Robotics

ICT

•Property 
Technologies

•Software Engineering

Cleantech

•Water Technologies

•Purification 
Technologies

Creative Media

•Film Production

•Media Production

Professional 
Services

•Regional Head offices

Cannabis

•Research and 
Development

•Higher-Tier 
Processing

Key Clusters- Leads & Wins

Advanced 
Manufacturing

ICT Cleantech Creative Media Professional 
Services

Cannabis

•Confidential  Leads, 
but our current lead 
pipeline is strong and 
well-developed



Toronto Global
Their funding was renewed, and they have reported a renewed focus on Halton 
Region and Burlington.

Renewed Funding Renewed Focus on the 905

Renewed Funding Renewed Focus

JETRO
Has proven to be a valuable partner that wants to work with us to further our 
relationships with Japan. The RIT program could be the centerpiece of our economic 
relationships with their industries. 

Japan Delegation RIT Program
Japan Delegation RIT Program



The Turkish Consulate/ Canada Turkey 
Business Council

Due to a new agreement signed between Canada and the Turkish Government, 
Turkey has renewed their interest in trade and investment with Canada. We are 
the first community to act upon this opportunity.

Electrical DelegationElectrical Delegation Investment Collaboration

Canada-China Business Council

The primary agency for FDI, trade, and business relations between Canada and 
China. We will be signing a partnership agreement with them in early 2020. They are 
already working towards furthering our economic relationship with China. 

Partnership 2020

Delegations 
Being Arranged 
for the New Year

Partnership Solidified for January 2020 Delegations Scheduled for Next Year



LATAM STARTUPS

A Toronto-based not-for-profit that 
has successfully attracted 46 high-
growth start-ups to locate to 
Ontario. Inverca will be locating to 
Burlington in the coming months. 

Why Utilize Delegations?

Brand
Development

•Most marketing attempts to persuade the key decision makers, why not do it in 
person?

Relationships

•The people who take part and manage delegations are typically the most influential 
within their sphere of influence. This paves the way for future projects.

Cost Effective 

•Compared to most other types of marketing initiatives delegations are very 
affordable and can have greater impacts on brand presence in your targeted 
niches.

Real Investments 
and Trade

• If done right, they can truly lead to great investments within the community.



Ontario Investment Office

The primary provincial agency dealing with investment attraction, servicing, and 
marketing.

We will be working with them on developing our international presence, and 
servicing incoming investments moving forward. 

Event Partnership (WEFTEC) Dedicated Servicing New Strategy

Tools Utilized

• Data
• Burlington Sites
• CoStar
• Employment Survey
• Economic Indicators

• Techplace/Soft-Landing Program
• Our Lifestyle
• Canada Centre for In-land Waters
• McMaster University
• Mohawk College
• Centre for Skills Development and Training
• Burlington's Business Community



Results to Date

1. WEFTEC
2. Dedicated Investment Leads from Turkey
3. Smart Cities Partnership
4. CCBC Partnership
5. Dedicated Provincial Servicing
6. JETRO-RIT Program
7. New Collateral in Progress
8. Relationships with Multiple Trade Consuls in the Canadian Service
9. MOU with Latam Start-ups

BRANDING BURLINGTON: 
One City, One Story

Claire Green | Manager, Marketing & Attraction



Branding Burlington

Context

As part of the City of Burlington's strategic plan "to create one brand for people and 
business," and the Red Tape Red Carpet recommendations, we have an exciting 
opportunity to design, launch and activate a new comprehensive, city-wide brand 
for Burlington.

Goal
Develop a single brand identity that better positions Burlington to compete globally 
for talent and investment, and that builds genuine local pride and attachment 
amongst residents, businesses and visitors.

What is a brand?

• A brand is not a logo or a slogan

• A brand is your perception of and gut feeling about something (place, 
product, etc.).

• A brand is a promise, which is why defining the impact of a brand is 
sometimes easier than defining the brand itself
– Tylenol: We promise to cure your headache

– Nike: We promise to make you a better athlete 

– Apple: We promise to deliver innovation and sleek design

• A successful brand depends on clarity, consistency, and commitment



Why is City Branding Different?

• So much more than a logo, a successful city brand captures the essence of 
a city through storytelling and place-based elements.

• A city's brand is constantly evolving. It is dynamic and fluid.
– It is determined by the visitors, businesses and residents who are constantly consuming 

and reviewing its places, spaces and infrastructure. 

– A brand strategy tries to influence and support those interactions.

Place branding focuses on WHO and WHAT creates a place.

Place marketing focuses on HOW the place communicates its 
offerings.

Burlington’s Current Brand Strategy

• Style and graphics usage 
guide (2002)

• Corporate communications 
policy

• Separate marketing strategies 
for residents, businesses and 
tourists

City of Burlington 
Branding and 

Marketing

Tourism

Visitors

Economic 
Development

Businesses

Corporate 
Communications

Residents



• With the support of a creative agency, we will develop a single, 
unified Burlington brand that brings together all city departments and 
agencies to tell Burlington's story. Our priority will be one city, one story.

• Under the one city, one story approach we will coordinate between 
strategic communications, economic development, tourism, and all the 
other variables that influence a city's image.

• Through the one story, one brand approach we will:

• Connect the narrative between all departments and agencies

• Provide a long-term plan with clear goals and targets

• Outline a brand vision and promise that speaks to all our audiences, 
and that staff can get behind

One City, One Story Economic Development Perspective
• It is no longer enough for economic development to market the 

"business friendliness" of a city.

• Emergence of the knowledge-based economy and non-traditional 
economic drivers (e.g. things people are looking for, not companies) 
means:

– The attraction and retention of residents and tourists has explicit 
implications on the local economy.

– The identity of the overall community is what we need to focus on 
for achieving our investment attraction and workforce 
development goals.

• At economic development, it's our job to sell the city. The city is 
our product.



Best in Class: Helsinki, Finland Best In Class: Oslo, Norway

• Strategy implemented and managed by 

the Oslo Brand alliance (est. 2016): 

economic development, visitor services 

and the region, which includes 79 local 

authorities



What you can expect
• Ensure all voices are heard across city departments, agencies, industry 

and the public through extensive stakeholder and public engagement.

• Innovative thinking to make sure we get this right. We will go beyond 
a logo, and beyond “live, work, play” messaging to tap into the true 
essence of Burlington.

• To provide the right tools at the right time to allow staff, our residents, 
our tourists, and our businesses to be our brand champions.

Timeline

• October 2019 - Assemble Burlington's One Brand project team that 
will include economic development, corporate communications, tourism, 
and others.

• December 2019 - Present detailed work plan for design, launch, activation 
and management of Burlington’s One Brand.

• January 2020 - Commence development

• Q1 2021 - Launch Burlington’s One Brand



Questions


