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1 Introduction 

The Town of Goderich recognizes that while it possesses many assets, such as its 

physical location, its reputation as ―Canada‘s prettiest town,‖ and its cultural and 

heritage features, it also faces major challenges, such as: 

 Job losses due to the closure of the Volvo plant, 

 Reduced consumerism due to job losses, 

 An aging population, 

 The effects of the struggling global economy. 

To counteract and overcome these challenges, the Town sees the need to promote 

itself within the community and abroad with the intent to attract new businesses and 

new residents to Goderich. 

While there are currently several organizations devoted to marketing Goderich, there 

exists a lack of coordination and defined responsibilities among them. The purpose of 

this project is to develop a strategic marketing strategy that will: 

 Identify key assets and strengths,  

 Co-ordinate the marketing efforts of various groups so as to present a unified 

message,  

 Explore new opportunities to promote Goderich to new markets, 

 Provide a road map for implementation of marketing tactics according to a 

detailed action plan. 

2 Situational Analysis 

2.1 Regional Context  

The Town of Goderich is the county seat and a regional urban centre for the County of 

Huron in Southwestern Ontario. Its location on the Lake Huron shoreline, ―Ontario‘s 

West Coast‖ has also contributed to a unique identity that is characterized by its rich 

natural environment, historic architecture and urban design,  and a depth of cultural 

institutions and as well as festival and arts activities. 
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maps.google.ca 2009 

The town is easily accessible from the city of London to the south and the Golden 

Horseshoe Region to the west and its lakefront location also makes it a popular 

destination for visitors and tourists. With a population of approximately 7,500 persons 

however, the town is located in one of the most rural regions of the province limiting 

its ability to attract significant business investment. Notwithstanding, the Town has 

been successful in building a first-class infrastructure that has significantly enhanced 

its citizen‘s quality of life experience. In recent years, the town has enhanced its 

medical service centre, its library, as well as its waterfront and cultural and 

recreational amenities.   
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2.2 Economic Indicators  

A review of economic and labour force indicators provide insight into the Town‘s 

competitive position and historical economic performance.   

2.2.1 Population Growth 

Statistics Canada census information reports that the town of Goderich‘s population in 

2006 was 7,563 persons, which represents 12.7% of the County‘s current population 

base and a decrease of -0.5% from 2001 levels. From 1996 - 2006, the rate of 

population increase in the town remained largely unchanged at a rate of 0.1% or 10 

people.   

Figure 1 - Population Growth 1996 -2006 

 

Source: Statistics Canada: Census of Population, 2006 

Provincial population projections by the Ministry of Finance (2007), suggest by the 

year 2031, the County of Huron‘s population will grow to 68,400, which is a net 

increase of 15.3% from 2006 levels. This compares to a projected population change 

for the province of 29% during the same period. The County is projected to grow at 

roughly half the rate as the province; the slower rate of growth can be attributed to 

the predominately rural nature of the County. Based on these projections, the 

population for the town of Goderich is not anticipated to increase substantially above 

current projected levels. However, as the county seat and regional centre for the 

region, it is reasonable to assume that a significant portion of the County‘s growth 

would be directed to the Town of Goderich. 

Population 1996 2001 2006

2001 -2006 % 

Change

(5 Years) Net 

Increase

1996 - 2006 % 

Change

(10 Years ) Net 

Increase

Town of Goderich 7,553          7,604          7,563          -0.5% -41 0.1% 10                    

County of Huron 60,220        59,701        59,325        -0.6% -376 -1.5% -895

Ontario 10,753,573 11,410,046 12,160,282 6.6% 750,236        13.1% 1,406,709        

Population Growth 1996 - 2006
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Figure 2 – Population Projections (Historical & Future Growth), Huron County: 1996 -2031 

 

Source: Ministry of Finance, Ontario Population Projections Update: 2007 

2.2.2 Population by Age 

The trends presented in the population by age structure figure are similar to that of 

the province as a whole, with a few noteworthy differences. Historically speaking, both 

the town of Goderich and the County of Huron have had a higher proportion of 

individuals over the age of 65 as compared to the province. As of 2006, Goderich‘s 

share of the population comprised of individuals 65+ was 21.7% compared to 13.7% 

in the province and 17.9% throughout the county as a whole. This is likely attributed 

to the growing popularity of communities like Goderich for retirees, coupled with the 

fact that the Town has a concentration of public services and amenities such a hospital 

and library etc.    

Despite this, the town has a higher percentage of its population in the 45-64 age 

groups than either the county or the province. This age group and the 65+ age group 

were the only ones to show growth between 2001 and 2006.  This suggests that the 

town is attracting retirees and early retirees to the community.  

With the limited population growth that is occurring in the community, coupled with 

the general aging of the population, the Town needs to consider how it might continue 

to attract and support families and entrepreneurs as a way to ensure the long term 

sustainability of the community. 
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Figure 3 - Population by Age, 2006 

 

Source: Statistics Canada: Census of Population, 2006 

While the trend of characteristically fewer young people and proportionately higher 

older residents is common to both the Town of Goderich and rural areas across 

Ontario, it has specific implications for the Town planning department. As outlined in 

the Town‘s recently adopted Official Plan (2008), changing demographics have 

affected not only potential housing locations but also the size and type of housing due 

to an aging population and shrinking household size. While the dynamics of Goderich‘s 

population continues to evolve, it has provided an opportunity for both planners and 

developers to redevelop and/or provide new development and alternative forms of 

housing1 for the local population.   

2.2.3 Educational Attainment 

Figure 5 provides an educational attainment profile of the working age population of 

Goderich as compared to Ontario. Goderich‘s working age population has a higher 

share of individuals that have an apprenticeship or trades certificate or diploma when 

compared to the province but a disproportionately lower share of individuals with a 

university certificate, diploma or degree (-13.0% lower than the province).  

                                           

1
Official Plan [page. 4] - The intent of this Plan is to encourage the creation of special needs and flexible housing. 

Special needs could include those individuals in economic need, as well as the elderly or those persons with mental 
or physical disabilities, who have mobility requirements or who require support for daily living. 
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Figure 4 - Educational Attainment, 25 – 64:  2006 

 

Despite the high percentage of individuals with apprenticeship or trades training, a 

recent Business Retention + Expansion plan created by the Town‘s Business 

Improvement Area (2008), suggests that the majority of employer‘s needs are in the 

skilled trades category. The major barrier facing employers is not retaining skilled 

employees but rather the distance to training facilities, lack of local training, cost and 

the loss of production during training that creates challenges.  

Figure 7 illustrates the most common field of study for those residents age 25-64 with 

a post-secondary education. The most common fields of study among Goderich 

residents include: architecture, engineering and related technologies (24.0%), health, 

parks, recreation and fitness (17.9%), business, management and public 

administration (17.9%) and education (10.0%).  This suggests that the town has 

attracted a significant number of professionals to the community. This coupled with 

the age of the population suggests they are established in their careers and may have 

higher disposable income levels as well. 

Age Group Educational Attainment
Town of 

Goderich %

Ontario 

%

Difference 

Goderich - 

Ontario

Age Cohort 25-64

No certificate, diploma or degree 15.8% 13.6% 2.2%

High school certificate or equivalent 28.6% 25.0% 3.6%

Apprenticeship or trades certificate or diploma 12.9% 8.8% 4.1%

College, CEGEP or other non-university certificate or diploma 25.1% 22.0% 3.0%

University certificate, diploma or degree 17.6% 30.7% -13.0%

Source: Statistics Canada: Census of Population, 2006
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Figure 5 - Post Secondary Education, Field of Study, Goderich, 2006 

 

Source: Statistics Canada: Census of Population, 2006 

2.3 Household Income 

Average household incomes of Goderich rose between 2001 and 2006, by 

approximately 20.1%. The 2006 average household income for Goderich ($61,124) 

was only slightly lower than the County average of $63,011, yet much lower than the 

provincial average of $77,967. The following figure illustrates that household incomes 

in Goderich are slightly lower than in the County as a whole. In 2005, the average 

income of private households in Goderich was $61,124, which was $1,887 less than 

the County of Huron‘s average but $16,843 less than the provincial average. This can 

be attributed to the largely rural nature of the region. Goderich also has the greatest 

share of households that earn less than $50,000 yearly (51.0%) as compared to 

Huron County (47.7%) and the province as a whole at 41.1%, reinforcing its role as a 

regional service centre and home to a significant number of retirees. Alternatively, 

over fifteen percent (16.0%) of households in Goderich earned more than $100,000 in 

2005; an increase from 7.7% of households in 2000.  

In general, lower household and personal income levels in both Goderich and Huron 

County may have an adverse affect on the spending power of local residents and limit 

the range of retail services that will be attracted to the area in the future. 

Alternatively, communities that attract significant traffic through the tourism season 

may enable the community to attract a higher standard of retail service operation 

(e.g. Bayfield).   
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Figure 6 - Household income in 2005 of private households: Goderich, County of Huron and 

Ontario 

 

Source: Statistics Canada: Census of Population, 2006 

2.4 Labour Force Indicators 

At the time of the last census, the unemployment rate in the Town of Goderich for 

those aged 25 years and older was reported as 2.8%. Based on an industry standard 

of 3.0, this essentially represents full employment in the community. With the recent 

global financial crisis coupled by the massive declines in manufacturing employment 

that has occurred across the province since 2006, this figure may differ somewhat 

today. Based on historical trends however, the town has performed better than the 

county or province in its employment rate. However, the lower participation rate again 

alludes to the growing number of people who have left the workforce, likely as a result 

of retirement.  
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Figure 7 - Employment Rates 

 

2.4.1 Labour Force by Industry 

It should be noted that in discussing the labour force by industry, consideration is 

given to the total workforce by sector, regardless of whether that individual worker is 

employed in Goderich. This approach is intended to demonstrate the overall strength 

and diversity of the local workforce.   

Based on 2006 census information, Goderich‘s labour force was comprised of 3,705 

people a decrease of 130 people or -3.4% from 2001 levels. The majority of the 

workforce was employed in: 

 Retail Services (18.2%) 

 Health care and Social Assistance (15.4%) 

 Accommodation and Food Services (11.1%) 

 Manufacturing (10.3%) 

 Educational Services (8.1%) 

Between 2001 and 2006 the most significant employment declines were felt in the 

following sectors:  

 Retail Trade (a loss of 185 jobs);  

 Finance and Insurance (a loss of 90 jobs); and  

 Real Estate, Rental and Leasing (a loss of 60 jobs).  

Employment levels linked to the manufacturing sector have also decreased slightly 

from 2001. With the recent closure of Volvo this decline is likely to be more 

pronounced. While the closure of the plant is a significant challenge for the 

community, the loss of manufacturing employment is consistent with the overall trend 

that is playing out across Ontario and North America. 

Employment 

Rate

Unemployment 

Rate

Employment 

Rate

Unemployment 

Rate

Employment 

Rate

Unemployment 

Rate

Total Population  

15 + by labour 

force activity

55.7 6.3 63.5 4.4 64.2 6.4

Total Population  

15 - 24 by 

labour force 

activity

61.0 21.2 69.6 10.2 55.7 14.5

Total Population  

25 + by labour 

force activity

56.6 2.8 64.5 3.1 62.8 4.9

Goderich Huron Ontario

Source: Statistics Canada: Census of Population, 2006
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Figure 8 - Labour Force by Industry, Goderich & Ontario: 2001 & 2006 

 

The Town‘s Official Plan (OP), includes a commitment to promoting the manufacturing 

sector. The OP highlights the Town‘s desirable location and openness to further 

industrial development and new investment by making serviced land available, as well 

as outlining the quality and quantity of water, significant sewage capacity, the 

harbour, and a labour force with a strong, community-based work ethic. While the OP 

acknowledges the reduced amount of available serviced land over the years, it 

suggests  that there may be future provisions made for more industrial land if these 

larger industries should arrive.  

2.4.2 Labour Force by Place of Work 

As noted earlier, figure 8 considers only the resident workforce by sector, and does 

not provide an indication of where these workers are in fact working. Based on the 

results of the place of work data provided by Statistics Canada, approximately 69.4% 

of Goderich‘s resident workforce is employed in  Goderich. A further 14.2% of the 

workforce is working within the County of Huron boundaries in the communities of 

Central Huron, North Huron, Huron East, South Huron, Ashfield – Colborne – 

Wawanosh and Bluewater. This means much of the employment is being driven by 

either local or regional business and industry needs, which is further supported by the 

significant number of workers that commute to Goderich for employment as 

demonstrated in figure 16.    

2001 2006

Absolute 

Change in 

Labour Force 

01 -06

Per Cent 

Change of 

Labour Force 01 

-06

2001 2006

Absolute 

Change in 

Labour Force 

01 -06

Per Cent 

Change of 

Labour Force 

01 -06

All industries 3,835          3,705       -130 -3.4% 5,992,770 6,473,735 480965 8.0%

11 Agriculture, forestry, fishing and hunting 40               40            0 0.0% 123,675    114,345    -9330 -7.5%

21 Mining and oil and gas extraction 150             185          35 23.3% 21,110      25,445      4335 20.5%

22 Utilities 20               20            0 0.0% 46,230      50,215      3985 8.6%

23 Construction 135             180          45 33.3% 332,250    384,780    52530 15.8%

31-33 Manufacturing 405             380          -25 -6.2% 984,325    899,670    -84655 -8.6%

41 Wholesale trade 205             160          -45 -22.0% 278,865    307,465    28600 10.3%

44-45 Retail trade 745             560          -185 -24.8% 671,870    720,230    48360 7.2%

48-49 Transportation and warehousing 140             155          15 10.7% 280,150    307,480    27330 9.8%

51 Information and cultural industries 50               65            15 30.0% 171,750    172,795    1045 0.6%

52 Finance and insurance 140             50            -90 -64.3% 292,550    316,170    23620 8.1%

53 Real estate and rental and leasing 110             50            -60 -54.5% 108,890    126,440    17550 16.1%

54 Professional, scientific and technical 

services
120             165          45 37.5% 429,100    471,620    42520 9.9%

55 Management of companies and 

enterprises
-              -           0 n/a 7,895        8,440        545 6.9%

56 Administrative and support, waste 

management and remediation services
115             85            -30 -26.1% 257,025    314,005    56980 22.2%

61 Educational services 195             250          55 28.2% 371,195    433,485    62290 16.8%

62 Health care and social assistance 415             475          60 14.5% 531,795    611,740    79945 15.0%

71 Arts, entertainment and recreation 95               55            -40 -42.1% 121,950    140,830    18880 15.5%

72 Accommodation and food services 380             410          30 7.9% 380,055    414,970    34915 9.2%

81 Other services (except public 

administration)
160             225          65 40.6% 273,120    303,515    30395 11.1%

91 Public administration 220             195          -25 -11.4% 308,960    350,075    41115 13.3%

Goderich Ontario

Source: Statistics Canada: Census of Population,2001 & 2006



 

Port of Goderich Economic Development Marketing Strategy | Page 14 

Figure 9 - Commuting flow for residents of Goderich, 2006 

 

Given the predominantly rural nature of the surrounding communities, there is a 

significant inflow of workers daily from communities around the Town of Goderich. 

Based on the place of work data, 39.8% of Ashfield-Colborne-Wawanosh‘s resident 

workforce (1,025 residents) commutes into Goderich for employment. A further 410 

people commute daily from the Municipality of Central Huron to employment 

opportunities in the Town of Goderich. This pattern of employment is an important 

consideration for the Town and suggests the need to present a regional workforce 

when representing and marketing the size and skill sets of its available labour force. 

Figure 10 – Commuting flow for persons working in Goderich, 2006 

 

2.4.3 Labour Force by Occupation 

According to Statistics Canada 2006 census, Goderich‘s labour force was concentrated 

in the following five occupations:  

 Sales and service (11.7%) 

 Clerical (6.6%) 

Goderich (T) / Goderich (T) 2,570

Goderich (T) / Central Huron (MU) 145

Goderich (T) / North Huron (TP) 55

Goderich (T) / Huron East (MU) 55

Goderich (T) / South Huron (MU) 45

Goderich (T) / Ashfield-Colborne-Wawanosh (TP) 35

Goderich (T) / Bluewater (MU) 30

Goderich (T) / Toronto (C) 20

Goderich (T) / West Perth (MU) 20

Commuting flow for residents of Goderich

Source: Statistics Canada: Census of Population, 2006

Goderich (T) / Goderich (T) 2,570

Ashfield-Colborne-Wawanosh (TP) / Goderich (T) 1025

Central Huron (MU) / Goderich (T) 410

Bluewater (MU) / Goderich (T) 160

Huron East (MU) / Goderich (T) 120

North Huron (TP) / Goderich (T) 110

Huron-Kinloss (TP) / Goderich (T) 60

Kincardine (MU) / Goderich (T) 35

Morris-Turnberry (MU) / Goderich (T) 30

Commuting flow for persons working in Goderich

Source: Statistics Canada: Census of Population, 2006
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 Cashiers (5.4%) 

 Retail sales (5.3%) 

 Construction (4.5%) 

 

Figure 11 - Labour Force by Occupation, Goderich compared to Ontario, 2006 

 

Figure 12 provides further analysis of Goderich‘s labour force by occupation, with a 

focus on the Town‘s inventory of creative occupations as compared to the provincial 

average. For the purposes of this report, these occupations were matched to the 

National Occupation Classification System and include: Management Occupations, 

Business, Finance & Administration Occupations, Natural and Applied Sciences; 

Health; Social Sciences and Education; and Art and Culture occupations.  

As identified in the figure below, the highest concentration of creative occupations in 

Goderich are individuals with occupations related to managers in retail trade, food and 

accommodation services. When compared to the provincial average, 4.3% of 

Goderich‘s labour force is concentrated in this occupation while the provincial average 

Occupation (NOC-S)

Goderich 

Labour 

Force

Distribution 

%

Ontario 

Labour 

Force

Distribution 

%

Difference 

Goderich - 

Ontario

G9 Sales and service occupations 435 11.7% 489,475         7.6% 4.2%

B5 Clerical occupations 245 6.6% 660,100         10.2% -3.6%

G3 Cashiers 200 5.4% 120,850         1.9% 3.5%

G2 Retail salespersons and sales clerks 195 5.3% 290,190         4.5% 0.8%

H1 Construction trades 165 4.5% 146,375         2.3% 2.2%

A2 Managers in retail trade, food and accommodation services 160 4.3% 182,695         2.8% 1.5%

E1 Teachers and professors 155 4.2% 260,435         4.0% 0.2%

H4 Mechanics 145 3.9% 134,020         2.1% 1.8%

I1 Occupations unique to forestry operations, mining, oil and gas extraction and fishing, excluding labourers 110 3.0% 14,190           0.2% 2.7%

H7 Transportation equipment operators and related workers, excluding labourers 110 3.0% 205,885         3.2% -0.2%

E0 Judges, lawyers, psychologists, social workers, ministers of religion, and policy and program officers 95 2.6% 151,710         2.3% 0.2%

G8 Child care and home support workers 90 2.4% 93,015           1.4% 1.0%

G6 Occupations in protective services 90 2.4% 103,660         1.6% 0.8%

E2 Paralegals, social services workers and occupations in education and religion 85 2.3% 134,245         2.1% 0.2%

A3 Other managers 80 2.2% 207,965         3.2% -1.1%

H3 Machinists, metal forming, shaping and erecting occupations 75 2.0% 85,725           1.3% 0.7%

C1 Technical occupations related to natural and applied sciences 75 2.0% 185,240         2.9% -0.8%

A1 Specialist managers 75 2.0% 193,350         3.0% -1.0%

B2 Secretaries 70 1.9% 93,760           1.4% 0.4%

D1 Nurse supervisors and registered nurses 70 1.9% 102,330         1.6% 0.3%

D2 Technical and related occupations in health 65 1.8% 76,580           1.2% 0.6%

G4 Chefs and cooks 65 1.8% 80,770           1.2% 0.5%

G5 Occupations in food and beverage service 65 1.8% 92,220           1.4% 0.3%

H8 Trades helpers, construction and transportation labourers and related occupations 65 1.8% 153,640         2.4% -0.6%

J1 Machine operators in manufacturing 65 1.8% 162,555         2.5% -0.8%

J2 Assemblers in manufacturing 60 1.6% 160,060         2.5% -0.9%

D3 Assisting occupations in support of health services 50 1.3% 90,135           1.4% 0.0%

F1 Technical occupations in art, culture, recreation and sport 50 1.3% 112,625         1.7% -0.4%

B1 Finance and insurance administration occupations 45 1.2% 82,185           1.3% -0.1%

G1 Wholesale, technical, insurance, real estate sales specialists, and retail, wholesale and grain buyers 45 1.2% 147,880         2.3% -1.1%

D0 Professional occupations in health 40 1.1% 71,645           1.1% 0.0%

I0 Occupations unique to agriculture, excluding labourers 40 1.1% 95,870           1.5% -0.4%

C0 Professional occupations in natural and applied sciences 40 1.1% 266,690         4.1% -3.0%

B3 Administrative and regulatory occupations 35 0.9% 147,560         2.3% -1.3%

G0 Sales and service supervisors 30 0.8% 52,395           0.8% 0.0%

H2 Stationary engineers, power station operators and electrical trades and telecommunications occupations 30 0.8% 64,075           1.0% -0.2%

J3 Labourers in processing, manufacturing and utilities 30 0.8% 109,950         1.7% -0.9%

F0 Professional occupations in art and culture 25 0.7% 88,355           1.4% -0.7%

B0 Professional occupations in business and finance 25 0.7% 182,195         2.8% -2.1%

H5 Other trades 20 0.5% 45,390           0.7% -0.2%

G7 Occupations in travel and accommodation, including attendants in recreation and sport 20 0.5% 52,365           0.8% -0.3%

I2 Primary production labourers 20 0.5% 55,030           0.9% -0.3%

A0 Senior management occupations 20 0.5% 82,475           1.3% -0.7%

H6 Heavy equipment and crane operators, including drillers 10 0.3% 30,600           0.5% -0.2%

Source: Statistics Canada: Census of Population, 2006
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is lower at a rate of 2.8%. To a lesser extent, the Town‘s labour force is also 

concentrated in the following creative occupations: 

 Teachers and professors (4.2%) 

 Judges, lawyers, psychologists, social workers, ministers of religion and policy 

and program officers (2.6%) 

 Other managers, n.e.c.2(2.2%) 

When compared to the province, the Town‘s creative occupations are proportionately 

lower in size in the following areas: 

 Professional occupations in natural and applied sciences (-3.0%) 

 Professional occupations in business and finance (-2.1%) 

 Specialist managers (-1.1%) 

 

Figure 12 - Labour Force by Creative Class Occupations, Goderich compared to Ontario, 
2006 

 

2.4.4 Business Establishments by Size and Industry  

A review of Statistics Canada‘s Canadian Business Pattern Data3, illustrates the 

current breadth of Goderich‘s economy. The information presented in figures 13 and 

14 demonstrate the number of businesses in Goderich in both 2003 and 2008, along 

                                           

2 Other managers, n.e.c - Occupations in this major group are primarily concerned with 

carrying out the functions of management not elsewhere classified. Managing functions 

include: planning, organizing, co-ordinating, directing, controlling, staffing, and formulating, 

implementing, or enforcing policy. Supervising is not considered to be a management 

function. 
3 Sources of information are updates from the Statistics Canada survey program and the 

Business Number registration source collected from the Canada Revenue Agency (CRA). 

Goderich 

Labour 

Force

Distribution 

%

Ontario 

Labour 

Force

Distribution 

%

Difference 

Goderich - 

Ontario

A2 Managers in retail trade, food and accommodation services 160 4.3% 182,695         2.8% 1.5%

E1 Teachers and professors 155 4.2% 260,435         4.0% 0.2%

E0 Judges, lawyers, psychologists, social workers, ministers of 

religion, and policy and program officers 95 2.6% 151,710         2.3% 0.2%

A3 Other managers, n.e.c. 80 2.2% 207,965         3.2% -1.1%

A1 Specialist managers 75 2.0% 193,350         3.0% -1.0%

C1 Technical occupations related to natural and applied sciences 75 2.0% 185,240         2.9% -0.8%

D1 Nurse supervisors and registered nurses 70 1.9% 102,330         1.6% 0.3%

D2 Technical and related occupations in health 65 1.8% 76,580           1.2% 0.6%

F1 Technical occupations in art, culture, recreation and sport 50 1.3% 112,625         1.7% -0.4%

B1 Finance and insurance administration occupations 45 1.2% 82,185           1.3% -0.1%

C0 Professional occupations in natural and applied sciences 40 1.1% 266,690         4.1% -3.0%

D0 Professional occupations in health 40 1.1% 71,645           1.1% 0.0%

B0 Professional occupations in business and finance 25 0.7% 182,195         2.8% -2.1%

F0 Professional occupations in art and culture 25 0.7% 88,355           1.4% -0.7%

A0 Senior management occupations 20 0.5% 82,475           1.3% -0.7%

Source: Statistics Canada: Census of Population, 2006
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with details on the types of business by NAICs code and size of business by number of 

employees.  

Between 2003 and 2008, Goderich experienced a 30.6% increase in the total number 

of businesses from 458 businesses in 2003 to 598 businesses in 2008. When the self-

employed or cottage industries are considered the Town reported a 43.6% increase in 

the number of businesses during the same time period.  

With regards to the size of businesses in Goderich (as of 2008): 

 47.3%% have no more than 4 employees 

 24.4% have between 5 -9 employees 

 23.2% have between 10 -49 employees, and 

 17 businesses (5.2%) have 50 or more employees 

Areas of high business concentration by industry type in the Town of Goderich include 

(as of 2008): 

 Retail Trade (99 or 16.6% of all businesses) 

 Real Estate, Rental and Leasing (60 or 10.0% of all businesses) 

 Professional, Scientific and Technical Services ( 54 or 9.0% of all businesses) 

 

Figure 13 – Businesses by Size, Town of Goderich, 2008 

 

Total Indeterminate Subtotal 1-4 5-9 10-19 20-49 50-99 100-199 200-499 500 +

Total 598 270 328 155 80 44 32 11 3 2 1

11 Agriculture, forestry, fishing and hunting 45 41 4 4 0 0 0 0 0 0 0

21 Mining and oil and gas extraction 4 1 3 2 0 0 0 0 0 1 0

22 Utilities 2 0 2 1 0 1 0 0 0 0 0

23 Construction 51 30 21 9 9 2 1 0 0 0 0

31-33 Manufacturing 23 6 17 5 3 2 5 1 0 0 1

41 Wholesale trade 26 8 18 9 4 3 2 0 0 0 0

44-45 Retail trade 99 21 78 32 25 13 5 2 1 0 0

48-49 Transportation and warehousing 14 9 5 0 0 0 4 1 0 0 0

51 Information and cultural industries 3 0 3 2 0 1 0 0 0 0 0

52 Finance and insurance 37 18 19 12 1 3 3 0 0 0 0

53 Real estate and rental and leasing 60 50 10 7 2 0 1 0 0 0 0

54 Professional, scientific and technical services 54 26 28 14 9 4 1 0 0 0 0

55 Management of companies and enterprises 20 18 2 2 0 0 0 0 0 0 0

56 Administrative and support, waste management and remediation services 18 7 11 7 1 2 1 0 0 0 0

61 Educational services 4 2 2 2 0 0 0 0 0 0 0

62 Health care and social assistance 44 4 40 21 8 3 4 3 0 1 0

71 Arts, entertainment and recreation 7 1 6 3 0 2 1 0 0 0 0

72 Accommodation and food services 35 9 26 5 6 7 4 3 1 0 0

81 Other services (except public administration) 50 19 31 18 12 1 0 0 0 0 0

91 Public administration 2 0 2 0 0 0 0 1 1 0 0

Source: Statistics Canada, Canadian Business Patterns Data, 2008
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Figure 14 – Businesses by Size, Town of Goderich, 2003 

 

2.5 Current Economic Development Initiatives   

In order to provide the Town of Goderich with a comprehensive marketing strategy 

that complements the efforts of Huron County‘s web-based marketing initiative, it is 

essential to take into consideration both current and past initiatives that will have an 

impact in determining the overall direction for the strategy. 

2.5.1 BR + E Strategy 

In February 2007, the Town along with the Chamber of Commerce, Business 

Improvement Area and the County of Huron and the Huron Business Development 

Corporation joined together as funding partners to initiate a BR + E study for 

Goderich. Along with the financial support of the Ontario Ministry of Agriculture, Food 

and Rural Affairs, ―Strong – Strategy to Revitalize Our New Goderich‖ was created. A 

needs analysis and a list of existing barriers were identified, along with a set of 

measurable outcomes for the strategy. A total of twenty-five volunteers interviewed 

ninety-nine businesses. The most significant priority identified for the strategy was 

effective implementation. Additional findings included:   

 A Coordinator for Economic Development – A need for an individual or 

organization to lead the Town‘s Economic Development Services, which would 

help to attract and retain businesses as well as liaise between local, provincial 

and federal governments. 

 Downtown Revitalization – The revitalization of the Town‘s downtown, 

specifically retaining the unique heritage design of the area is of top priority.   

 Medical Recruitment - Goderich has an established and active Physician 

Recruitment and Retention Committee and is hoping to pursue the attraction 

Total Indeterminate Subtotal 1-4 5-9 10-19 20-49 50-99 100-199 200-499 500 +

Total 458 188 270 166 46 30 15 8 2 2 1

11 Agriculture, forestry, fishing and hunting 14 13 1 1 0 0 0 0 0 0 0

21 Mining and oil and gas extraction 4 0 4 3 0 0 0 0 0 1 0

22 Utilities 2 0 2 0 0 2 0 0 0 0 0

23 Construction 35 28 7 4 3 0 0 0 0 0 0

31-33 Manufacturing 17 3 14 10 0 1 2 0 0 0 1

41 Wholesale trade 16 4 12 4 3 5 0 0 0 0 0

44-45 Retail trade 90 19 71 36 16 11 5 3 0 0 0

48-49 Transportation and warehousing 12 8 4 1 0 2 1 0 0 0 0

51 Information and cultural industries 5 1 4 3 0 1 0 0 0 0 0

52 Finance and insurance 23 11 12 9 3 0 0 0 0 0 0

53 Real estate and rental and leasing 40 29 11 9 2 0 0 0 0 0 0

54 Professional, scientific and technical services 47 22 25 20 4 0 1 0 0 0 0

55 Management of companies and enterprises 20 16 4 3 1 0 0 0 0 0 0

56 Administrative and support, waste management and remediation services 18 9 9 7 1 0 1 0 0 0 0

61 Educational services 2 1 1 1 0 0 0 0 0 0 0

62 Health care and social assistance 29 0 29 18 6 0 1 2 1 1 0

71 Arts, entertainment and recreation 5 2 3 2 0 1 0 0 0 0 0

72 Accommodation and food services 27 4 23 10 3 4 4 2 0 0 0

81 Other services (except public administration) 50 18 32 25 4 3 0 0 0 0 0

91 Public administration 2 0 2 0 0 0 0 1 1 0 0

Source: Statistics Canada, Canadian Business Patterns Data, 2003
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of a CT scanner to improve the outcome of recruiting and retaining physicians 

to the area.   

 Municipal Issues – While the Town has limited access to available serviced 

land, municipal zoning and tax concerns were identified as important issues 

that need to be addressed by the Town.  

 New Business – The community must be proactive and responsive to 

business investment opportunities and take a more positive role in the future 

expansion of existing businesses.  

 Training and Development – An important contribution to the success of 

the Town‘s local businesses is access to a strong local labour force. By 

providing training and education to its residents, the business community of 

Goderich can gain greater access to a well trained labour force within the local 

area.  

 Tourism – In order to continue the development of the tourism industry in 

Goderich, the promotion of partnership development and joint marketing 

among local stakeholders will be key to the growth of this sector.  

 Transportation – Access to local public transportation is an issue for those 

unable to drive, a full review of available usage in the area, along with the 

investigation of costs for a local bus service is required to improve the current 

public transportation system.  

2.5.2 BIA Resident Survey 

The Town‘s Business Improvement Area Association undertook a resident‘s survey, 

entitled ―Initial Viability Review‖ in August 2008.  900 Goderich residents provided 

recommendations for new businesses and development within the downtown area. A 

list of twenty possible retail suggestions was extracted from the responses, these 

included:  

 

The committee reviewed the above list of twenty retail choices, along with Stats 

Canada, Industry Canada, Financial Performance Indicators of Canadian Business, and 

the results of the personal interviews. Through the review of abovementioned 

Bakery Performing arts centre Women’s clothing

Children’s /youth clothing store Butcher Bulk foodstuffs

Discount Clothing Condominium development Convenience store

Furniture/appliances Family restaurant Flea market

Housewares Grocery store Hotel

Men’s clothing Foot and leather repair Local history store

Music Store Office supply/computer store
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resources of information, along with the calculation of a support multiple4, the list of 

potential retailers based on the trade area information of Downtown Goderich was 

reduced from ten to twenty.  

 

Each of the potential businesses was supported by both the BIA and local residents. 

While the report does not guarantee each business will find success in Goderich‘s 

downtown, a key message put forward in the report is for businesses to remain 

specialized, provide individual service and hands on management. The report also lists 

some of the factors associated with the success and failures attributed to each 

business type.  

2.5.3 Goderich Arts & Cultural Centre Feasibility Study 

In 2008, a theatre facility needs assessment was commissioned by the Town of 

Goderich. The Town engaged Janis A. Barlow & Associates to pursue a feasibility study 

and a strategic planning process for the Goderich Little Theatre.5 The project 

objectives were to develop a set of recommendations regarding the size, type of 

venue that would best suit the needs of the community, along with the financial 

viability of developing facilities for both the performing arts and public gatherings.  

The local market identified by the consultants included 60,000 residents from across 

Huron County that were mainly blue-collared and economically diverse. The report 

noted that Goderich does not have a professional quality, small to medium sized 

purpose built facility. Community needs expressed in the survey conducted for the 

purposes of the study suggest Goderich has a unique identity related to the cultural 

sector and would be further enhanced through the creation of a performing arts 

centre. It was also important to residents that the existing Livery Theatre remain the 

historical and cultural landmark centrepiece of a proposed new theatre.  

The feasibility study is on-going and the next steps include assessing the current 

context and discussing findings and options, development of a management model 

and continuing the feasibility study with a focus on the development of building and 

architectural conditions.  

                                           

4 Refers to the number of business that Goderich could support based on the Trade Area population and Industry 

Canada statistics. 
5 Goderich Little Theatre is a partner and key stakeholder of the Cultural Centre Feasibility 

Study 

High Merit Merit Possible Merit Unlikely Merit

Butcher Baker Bulk Foodstuffs Music Store

Condominium Footwear & Leather Repair Women's Clothing Store

Performing Arts Centre Grocery Store

Hotel
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2.5.4 Huron County Cultural Plan Feasibility Study 

A comprehensive detailed Cultural Plan was developed for the County of Huron and 

Heritage and Culture Partnership in early 2008. A steering committee with 

representatives from Heritage and Culture Partnership, Huron County Planning and 

Development Department and Huron County Cultural Services Department led the 

community wide plan, which relied on the understanding of local cultural goals 

through the process of community consultation. A range of consultation methods were 

used throughout the study, which included: five community consultation sessions, two 

outreach initiatives were launched to connect with the general public, a survey was 

placed in Focus Magazine, town hall meetings, an on-line cultural directory survey, 

one on one interviews and Cultural Plan Information Sessions. Six themes stemmed 

out of the consultation process and were marked central themes of concern, these 

included:   

 Resources – Lack of funding to the arts and cultural sector, a need for more 

venues to house cultural events, more staff requirements and funding from all 

levels of government; 

 Programming – Lack of experience producing County wide large events, a 

need for more programming that are accessible and a focus on youth and 

children‘s development classes in the arts; 

 Professional Development – Lack of skilled available volunteers, 

unavailable funding for staff training and reduced levels of community group 

interaction and networking; 

 Marketing and Communication – Lack of public awareness and media 

coverage, non-existing website dedicated to arts and culture; 

 Geography – Long distances between towns and villages; 

 Climate – Increased levels of summer programs leaving the rest of the year 

with very few event. Dangerous conditions in the winter require population to 

stay in one place 

2.5.5 Economic Development Services – 2008 Annual Review & 2009 

Business Plan 

The Economic Development Services (EDS) began its operations in 2008. The 2008-

2009 Annual Review & Business Plan outlined the implementation of two fundamental 

initiatives for economic development: a professional new brand for Huron County and 

the re-design of the existing Ontario‘s West Coast brand. Each brand will be 

incorporated into all future marketing programs and materials associated with EDS. 

The 2009 Business Plan has identified strengthening the ―Ontario‘s West Coast‖ brand 

as a priority and key objective for the 2009 Tourism Marketing Plan. Developed in 

conjunction with the Huron Tourism Association, the 2009 Marketing Plan has 

identified the following actions to increase visitation: 

 Strategic, Targeted, Cross-Media Marketing 

 Consumer Shows 

 Public and Media Relations 
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 Responding to Travel Trends 

 Geographic and Demographic Targeting 

 Strategic Partnerships  

The 2009 Tourism Marketing Plan will also focus heavily on web marketing through the 

re-building of the www.ontariowestcoast.ca website. Additional focus will be on the 

implementation of the Tourism Sign Program – Phase II, which will include welcome 

signs to the County; directional signs to related businesses along with new community 

signs will be installed on County Roads.   

In order to make Huron County investment-ready, EDS is undertaking a range of 

research and background work to support the core functions such as preliminary 

design work for a new economic development website, a new buy local website and 

re-designed tourism and manufacturing websites. Along with the new corporate brand 

and re-designed tourism brand, work on a new economic development marketing 

website and publications were initiated in 2008 and will be a major focus in 2009 (See 

Appendix 1). One of five major objectives of EDS‘ annual Business Plan is to ―Increase 

and strengthen the business profile of Huron County across all sectors through well-

planned, effective and targeted marketing programs.‖6 

2.5.6 Heritage District Works! - Heritage Conservation District Study 

A Heritage Conservation District study was completed in spring 2009 for the Town of 

Goderich. Funding was received by Ontario Trillium Foundation and the project was 

prepared the Architectural Conservancy of Ontario, With the Assistance of Heritage 

Ottawa, Huron County MHCs, St. Catharines MHC, Thunder Bay MHC and Robert 

Shipley et al. of the Heritage Resources Centre and volunteer historical societies 

across the province. The Goderich Heritage Conservation District includes the Square 

and West Street with a total of 75 buildings between the two areas. The purpose of 

study was to preserve and protect and enhance existing buildings, to acknowledge the 

area as both a business and historic centre and to encourage the growth of the 

district.  

A resident survey was devised and administered by volunteers from the Municipal 

Heritage Committee. Additional inventory tools, such as Land use mapping and a 

streetscape evaluation, Sales history trends, key stakeholders were also conducted. 

Key findings of the project included 78% of people are very satisfied or satisfied with 

living and owning property in the district and the process to alter a building within the 

district does not prove to be a problem for property owners. Recommendations were 

also provided based on the report‘s findings; highlights include increased visibility of 

signage in the area and the promotion and protection of the usage of the district‘s 

park.    

                                           

6 Huron County Economic Development Services: 2008 Annual Review & 2009 Business 

Plan, page 5 

http://www.ontariowestcoast.ca/
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2.5.7 Impact on the Town’s Marketing Strategy 

An important consideration in achieving the overall objective in the marketing and 

promotion of Goderich is to gain an understanding of the context in which this effort 

will be undertaken. Local and regional initiatives help to inform the understanding of 

community priorities and opportunities for business growth and investment.   

The BR + E report, ―Strong – Strategy to Revitalize Our New Goderich‖ identifies the 

needs and concerns of local business owners, which in turn helps to inform the Town‘s 

strategy to grow and attract new business opportunities. The conclusion of the BIA 

Resident Survey not only sheds light on the continued local support for the success of 

the downtown area, but also provided alternative suggestions to enhance the area 

through the development of new types of retailers. This will reinforce local interest in 

the downtown and support the overall tourism efforts of both the Town and the 

County in drawing investment to this area.  

The cultural plans promoted by both the Town and the County provide a focus on local 

activities and identify key elements of the Town‘s strengths, such as the strong artistic 

and cultural community. The County‘s annual review and business plan are essential 

to the on-going marketing efforts of Goderich as they help to inform the Town‘s 

position within Huron‘s overall marketing plans with particular reference to the 

County‘s current website marketing initiative. The Heritage Conservation District of 

Goderich report emphasizes the importance of Goderich‘s historical past and built form 

as a key asset for the community and one that should remain a priority for the 

community.    
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3 SWOT Assessment  

An important consideration in any assessment of economic development positioning or 

determination of marketing efforts is the opinions and thoughts of those community 

and business leaders that already live and operate within a select jurisdiction. Area 

businesses can provide an excellent source of up-to-date information and perceptions, 

as it relates to an area‘s strengths and weaknesses as well as the opportunities and 

threats that may be confronting business, industry or a region as a whole.  

In order to gain this insight, input was solicited from senior staff, members of Council, 

local business and community leaders. The town‘s recent BR+E Report and the results 

of the Residents Survey are also reflected. 

In order to validate these findings, consideration was given to the results of the 

broader background and literature conducted as part of the strategy process. 

3.1 Strengths 

 The town‘s location on the Lake Huron affords residents a high quality of life. 

The waterfront is accessible by a lakefront boardwalk, and there is a public 

marina and water access for boats. You can be in your boat in ten minutes 

after work or go home for lunch 

 Proximity to London, Kitchener-waterloo and the GTA affords residents with 

ready access to the amenities of the big city and business with a ready 

market for products and services 

 Access to the community is provided by road, rail (not passenger), water and 

air. 

 The town‘s quality of place is evident through its walkability, unique heritage 

architecture and natural environment which represents a significant draw for 

people looking to visit and those that live in the community   

 The town has dedicated tourism staff to ensure that visitors and residents 

have access to a wide range of festivals and events. Almost every weekend in 

the summer there is a special event friends and relatives always have 

something to do 

 Theatre is well represented in the Town by a number of professional and 

community theatres. Goderich Little Theatre, one of Canada‘s oldest 

community theatre groups and in 2006, Gairbraid Theatre Company was 

founded in Goderich to provide a summer theatre program.  

 Strong range of public amenities for a community of its size including 

expanding medical facilities and recreational opportunities 

 The town has a strong volunteer network involved in all aspects of the 

community.  

 There is a pool of artists and artisans, the entire county is rich in artists 

 Fibre optics will be available to every house in Town by the end of the year 

enabling e-business and small business  
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3.2 Weaknesses 

 The town lack sufficient industrial and residential land to grow.  

 Need to develop a broader base of housing options in order to attract 

executives to the area. Many executives have been recruited to SIFTO, but as 

they are unable to find appropriate housing accommodations they have 

declined employment offers 

 Wind energy manufacturing is a challenge 

o It‘s a new industry and the companies do not have enough solid 

backing that the banks do not want to offer them loans and therefore 

they want to lease the land 

o The County does not want to become a landlord of the land 

 Standardizing hours of operation for retailing, particularly those shops on the 

Square has proved difficult. When the tourists are there, there shops are 

shut. Businesses don‘t seem to understand that tourists want to shop in the 

evening, before and after dinner.  

 Need to have a better balance of big box retail and specialty shops to appeal 

to both residents and visitor needs.  

 Lack of public transit is an issue for many residents, particularly in the winter 

months. 

 Limited transportation access to other communities except by car – no rail or 

bus links. 

 A lack of post secondary education opportunities  

 The lack of housing options in the downtown for those that want to walk and 

live close to amenities including condominiums and townhouses.  

 Hotel and bed and breakfast accommodation in the town is of a lower 

standard than many surrounding communities. There is a lack of appreciation 

by local operators of the need to improve the quality of their tourism product. 

Without a hotel chain the town is limited in its ability to attract more tourists 

and visitors  

 There is too much red tape at the county level when it comes to development 

and zoning applications which deters investors 

 Conflicts between the public use of the waterfront and development 

opportunities whether that is more commercial activity or expanded industrial 

activity with the SIFTO salt mining operation 

3.3 Opportunities 

 

 Expanded use of the harbour for commercial and industrial activity 

o Attraction of the creative class/industries to the area 

 While the Town has lost manufacturing industries, the location still has 

tremendous assets to offer – rail to the former VOLVO site, harbour access, 

road access with connections to 401, and local airport that can handle small 

jets, private aircraft  
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 there should be a focus on SMEs, the self employed and the cottage 

industries 

 Build on the range of recreational, cultural and natural assets to develop a 

stronger tourism industry and extend opportunities in the shoulder seasons 

and winter.  

 The strong range of cultural assets in the Town and the region coupled with 

the historical assets and storefronts could enable the development of a strong 

retail environment – niche retailers, artisans, etc. (e.g. Bayfield)   

 Develop a greater range of events and festivals through the winter months - 

capitalize on our heritage buildings around the square with a festival of lights 

at Christmas, host a winter festival etc.  

 Promote the range of amenities in the community that are available to new 

residents and visitors in particular the hospital  

 Give consideration to the better utilizing the local airport 

o Promote buying local and supporting our agricultural and artisan 

community by hosting more value added events and festivals, 

supporting an agricultural co-op 

 Tremendous opportunity to attract baby-boomers and early retirees to the 

community but need to be thinking about the type of housing they will want if 

they live here. 

 There‘s an opportunity for overnight visitors, but there is no real standard 

hotel (i.e. a Holiday Inn) for families to stay at. 

 There‘s an opportunity for potential wine growing in the area. Paul Bosk (i.e. 

Chateau des Orchard and Bronson Chames) along with the Mike (EDO) are 

currently testing the land for climate testing 

o Could provide for a potential in tourism, agri-business opportunities 

3.4 Threats 

 

 The businesses in town are not seen as being friendly to tourists and visitors 

 The lack of accommodation is a deterrent to people staying in the community 

for any period of time 

 The loss of manufacturing jobs could undermine the economic stability of the 

town 

 Rising dollar has meant a loss of jobs in manufacturing and the loss of 

tourism from US visitors. This has been exacerbated by the need for US 

visitors to travel with a passport.  

 Location in the snow belt means the area is not well travelled in winter, so 

business drops off significantly   

 Not doing a good job of engaging with local business. Need to make a greater 

effort if we are to keep the businesses and the jobs in the community  
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4 Key messaging 

A primary consideration for this exercise is the development of the messaging 

associated with effective business and industry attraction efforts. From our review of 

available background material, discussions with local stakeholders and input gathered 

during the vision session, coupled with our understanding of the provincial and 

regional economy, a marketing effort that is geared only to target sector investment 

attraction efforts will not prove sustainable or completely successful over the longer 

term. The times require a more unique and bolder effort. 

Throughout our work for the Town of Goderich we have heard about the qualities that 

the Town has to offer residents and businesses alike. The timing of this work – a 

County led economic development marketing effort and the completion of a 

Southwestern Ontario creative economy study provides the Town with a unique 

opportunity. The Town has the capacity to create a bold image of itself as a unique 

heritage community with a high quality of life for residents and strong appeal for 

businesses. 
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5 A Vision for Goderich Economic Development Marketing 

5.1 Visioning Session 

On October 15, 2009, a visioning session was held in Goderich with staff, elected 

officials, students, and other stakeholders. The attendees were as follows: 

 Larry McCabe, Chief Administrative Officer  

 Judy Kay, Treasurer  

 Wanda Keith, Special Events Coordinator 

 Martin Quinn, Town Parks and Recreation  

 Cathy Cove, Environmental Committee Member 

 Deb Shewfelt, Mayor  

 Heather Lyons, Councillor and Heritage Goderich member 

 Myles Murdock, Councillor and Chair of CDPC Committee 

 John Grace, Deputy Mayor 

 Judy Crawford, Chamber of Commerce 

 Susan Armstrong, Manager of BIA (Business Improvement Area) 

 Bev Jeffray, BIA member and local business person  

 Rob Evans, BIA member and local business person 

 Al Hamilton, Manager of Port Corporation 

 Heather Glenister, CDPC member  

 Anne Potter and Shawnesy Williams, local high school students 

 Gerard Creces, Editor of Goderich Signal Star  

 Kim Cooper, Rotary member and local entrepreneur 

 Jenna Ujiye, County Tourism Marketer and resident of Goderich   

 Denise Carnochan, County Planner assigned to Town of Goderich 

Through the course of the stakeholder interviews the following key community 

descriptors were captured:    

 Complete community – has everything you need close by 

 Many types of land/space ready to suit variable uses 

 Connected – fibre-optic, harbour, rail, air, road 

 Everything in walking distance – work, play, home 

 Strong volunteer network and opportunity to engage with your community 

 Beautiful heritage community: picturesque and charming 

 Proximity to nature and its beauty 

 Strong health care services 
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6 The Brand Identity Statement 

A brand identity statement is used to frame the identity of a municipality into a group 

of words that capture the municipality‘s goals and perceptions of who they are and 

who they want to be. 

It is used to ensure alignment among the various pieces that make up an integrated 

marketing campaign, including the creation of the identity design, the motto, the 

marketing strategy itself and the implementation of all marketing materials. 

The brand identity statement for Goderich economic development was created from 

surveys, research and stakeholder input, taking into account key assets, desired 

perception and future vision. 

The following branding statement affirms the vision for Goderich business: 

“A complete community,  

Goderich combines big City opportunity  

and amenities with small Town lifestyle  

in a natural, picturesque, active  

lakeside setting where you can work and  

play within 10 minutes of your home.”  
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7 Marketing Strategy 

To increase the perception of Goderich as a location for doing business, Goderich will 

employ the strategy of presenting key messaging using multiple marketing channels, 

targeted at key audiences and then supporting these key messages with proof in the 

form of testimonials, videos, stories, photos and statistics.  

7.1 Goals for Marketing Strategy Execution 

There are three key goals for the effective execution of the marketing strategy: 

1. Inform prospects about the broad range of business opportunities for:  

 New investment attraction 

 Start ups 

 Business retention and expansion 

2. Promote quality of life for: 

 Residential attraction 

 Independent operator or micro business attraction 

 Creative class attraction 

3. Inform prospects about harbour as key asset for: 

 Attraction of major industries 

7.2 Lead Generation 

The purpose of all economic development marketing tactics is to increase awareness 

of Goderich as a business location and to generate interest in doing business in 

Goderich. 

Based on the research conducted to date, input from stakeholders and the exploration 

of opportunities, it is recommended that Goderich undertakes a balanced set of 

marketing initiatives that address the following three economic growth pillars: 

 New Businesses Attraction 

 Business retention, expansion and start-ups  

 Attraction of People (Creative Class) 
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7.3 Conversion of Leads 

Once prospects have been found and have expressed interest it is important to 

convert them to the next step: setting up a meeting with Goderich Economic 

Development representatives.  

During this stage of the process, the prospect will ―kick the tires‖, they will source 

information to verify what they already believe or they will explore opportunities from 

a fresh perspective.  

Prospects will engage in one or more of the following activities: 

1. Go to the website to find out more about Goderich opportunities, 

2. Ask for an information package, 

3. Submit a formal Request for Information, 

4. Arrange meeting with an economic development officer or representative. 

In all situations, it is critical for Goderich to be prepared to deliver complete, 

professional and detailed information, quickly and efficiently. 

7.4 Three Pillars of Business Growth 

A balanced approach to Goderich economic development marketing needs to 

incorporate new business attraction, creative class attraction and local business 

growth.  

These three tactics further break down into sub-categories as shown. Each will be 

describe in more detail on the following pages. 

New Business 

Attraction 

Creative Class 

Attraction 

Local Business Growth 

 General Business 

Attraction 

 Small Scale Food 

Processing 

 Sailboat owners 

 Private aircraft owners 

 Artists 

 Writers 

 Business Retention and 

Expansion 

 Fostering  

Start-ups 
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8 New Business Attraction 

The purpose of new business attraction initiatives is to generate leads in a disciplined, 

ongoing manner, targeting audiences that are most likely to be interested in 

establishing a business in Goderich or an existing business to Goderich. 

New business attraction divides into the following two categories: 

 General Business Attraction Efforts 

 Small Scale Food Processing Attraction Efforts 

The activities required to deliver on these categories are described in more detail 

below: 

8.1 General Business Attraction 

Generic statistics and information about doing business in Goderich will need to be 

collected and disseminated on a continuous basis. This information needs to be built 

around the core messaging and delivered in a cohesive way with a common look & 

feel. 

Dissemination channels would include the economic development website, advertising 

or articles in local newspapers, interviews with business owners on local radio, a 

―Goderich Business‖ booth at local events such as Canada Day, a section on the Huron 

County website about doing business in Goderich and the distribution of generic 

brochures about ―Goderich Business‖ throughout Huron County. 

As an overarching activity, the tracking of leads through a CRM system also falls into 

this category. 

8.2 Small-scale Food Processing 

Sector specific initiatives have a two-fold benefit: a higher likelihood of successfully 

attracting specific businesses while also increasing Goderich capacity and capabilities 

in the target sector through business growth, thereby creating business clusters. 

We recommend that Goderich begins to market and promote itself to small scale food 

processors.  

Key messages should focus on success stories, skilled labour force, available space 

and access to a wide range of local suppliers.  
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The following marketing channels should be utilized: 

 Website – portal or section about small scale food processing 

 Tradeshows – participation and exhibition at relevant shows 

 Lists – creation of lead lists 

 Trade media – distribute stories, articles and online content 

 Email marketing – adding leads to e-newsletters and distributing sector-

specific testimonials, success stories or articles 

The Town must examine the value provided by the following or other associations and 

the opportunities that participating in their conferences will provide in terms of 

building  lead lists and leads for investment attraction: 

 

Ontario Independent Meat Processors 

The Ontario Independent Meat Processors (OIMP) represents 

Ontario's meat and poultry processors, retailers and wholesalers, 

suppliers to the industry. Our goal is to support and foster a safe, 

wholesome and high quality meat and poultry industry through 

ongoing education, research and representation at all levels of 

government. 

http://www.oimp.ca/ 

 

Ontario Dairy Council 

Representing member companies that process approximately 96% 

of the milk produced in the province with sales over $4 Billion 

annually and employs nearly 8000 Ontarians, ODC's mission is to 

promote progressive policy making decisions within government 

and regulatory bodies to ensure a profitable dairy processing 

industry responsible to consumer interests. 

http://www.ontariodairies.ca 

 

  

http://www.oimp.ca/
http://www.ontariodairies.ca/
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 Ontario Agri Business Association 

The Ontario Agri Business Association (OABA) is a 

voluntary, non-profit organization that serves to represent 

the interests of country grain elevators, feed manufacturing 

facilities and crop input supply business, operating out of 

406 business locations throughout Ontario. The Association 

also represents approximately 200 associated businesses 

that provide products and services to the crop input, grain 

and feed industry. 

http://www.oaba.on.ca/ 

 

Alliance of Ontario Food Processors 

The Alliance of Ontario Food Processors (Alliance) is a 

single voice under which all food and beverage processing 

companies in Ontario, regardless of their size, can join 

together to provide strength to take on the challenges and 

opportunities of the industry. Our member companies 

create a united advocate for the industry. 

http://www.aofp.ca 

9 Creative Class Attraction 

Identified as a high growth population segment in Ontario, the Creative Class 

represents people that ―think‖ for a living and are therefore often mobile. They can be 

employed or self-employed, can be in traditionally creative industries such as artisans 

or can be doctors. For a detailed explanation about the creative class, please refer to 

the recently published ―Straddling Two Mega Regions: Connecting Creative Urban and 

Rural Economies within Southwestern Ontario & Two Mega Region‘s‖. 

Attraction of creative class individuals is based on the concept of attracting the 

entrepreneur or a mobile worker. This individual may work over long distances or 

bring his/her business to Goderich. The majority of creative class attraction strategies 

are focused on attracting micro businesses that employ 1-5 people. 

Goderich comes complete with all the fundamental elements for attracting creative 

class individuals: High quality of life, complete community, business opportunities.  

http://www.oaba.on.ca/
http://www.aofp.ca/
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Due to the wide ranging descriptions of the creative class individual, the size of the 

potential lead base is huge; too huge to effectively market to everyone in it. For this 

reason we recommend further segmentation, building on specific Goderich attributes 

to generate interest amongst suitable individuals in the following groups: 

 Sailboat owners,  

 Private aircraft owners,  

 Artists,  

 Writers.  

The best way to marketing to individual creative class individuals in these target 

audiences is to provide stories about the quality of life and proximity to 

work/home/play that exists in Goderich.  

A variety of channels can be utilized to disseminate stories to the individuals in these 

target groups including: 

 Website & YouTube 

 Social media programs 

 E-Newsletter program 

 Conference participation 

 Targeted advertising 

Content for these marketing activities will require the creation of targeted lifestyle 

articles, photos and stories presented in written, interactive, printed, digital and video 

formats. 

Reaching individuals requires untraditional marketing tactics. Each of the target 

audiences will require a different set of tactics and can be reached through different 

channels. A discussion about each target audience follows: 

9.1 Sailboat Owners 

Selected as a target audience for 

Goderich, sailboat owners are likely to 

place high value on lifestyle and the 

proximity to their vessel. Sailboat 

owners tend to be middle to upper 

class.  

Sailboat owners can be reached through 

sailing publications, through ads in the 

―Ports‖ publication and by participating 

in boat shows. They can also be 

reached through social media channels 

on sailing-related websites, Facebook groups and discussion forums. All sailboat 
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owners must be a member of a club or marina; therefore they can also be reached 

through their location of moorage. All of these methods should be utilized when 

marketing to sailboat owners.  

The Maitland Inlet Marina and Maitland Valley Marina are very strong attractions for 

sailors and boaters. However, they aren‘t well promoted on the Town website. 

Including stories, videos, and photos in marketing materials and on the website will 

help attract those who enjoy recreational boating to live in Goderich. 

Associations to consider participating in include: 

 

Toronto Boat Show 

Canada’s premier boating event is the best place to find avid 

boat owners. Other municipalities also exhibit at this show, 

with an emphasis on tourism attraction. 

http://www.torontoboatshow.com/  

 

WaterWays Ontario 

The WaterWays Ontario mission is to be a one-stop source for 

Ontario boating information. They offer advertising 

opportunities in their printed maps of Ontario’s water systems. 

http://www.waterwaysontario.com/ 

 

Boating Ontario Magazine  

Boating Ontario is a partnership with the Ontario Marine 

Operators Association. The magazine is published twice yearly 

- in April and June - and is distributed by OMOA member 

marinas. 

http://www.boatingontariomagazine.com/ 

 

  

http://www.torontoboatshow.com/
http://www.waterwaysontario.com/
http://www.boatingontariomagazine.com/
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9.2 Private Aircraft Owners  

Pilots have been selected as a target 

audience due to the strength of the 

Goderich Airport. Aircraft represent a 

considerable investment, making it 

easy to draw the conclusion that 

private aircraft owners are likely to be 

affluent, having more flexibility and 

mobility options in their lives. Where 

pilots are entrepreneurs or executives 

the benefit of lifestyle combined with 

the airport can impact the decision to 

relocate a business or career. 

Goderich Airport (also called Sky Harbour Airport) serves as the only Canada Border 

Services Agency Airport of Entry in the region, open for unscheduled general aviation 

traffic. With three runways, airplane refinishing and maintenance, and a flight school 

located on-site, the Airport can serve as a draw for aviation amateurs and flight 

enthusiasts. 

Associations to consider participating in to reach Private Aircraft owners include: 

 Recreational Aviation Association 

The RAA represents aviation enthusiasts, working together to 

advance the science of amateur built aircraft. 

http://www.raa.ca/ 

 

Canadian Owners and Pilots Association 

As the recognized voice of general aviation in Canada, the 

Canadian Owners and Pilots Association, has been dedicated 

to opening doors and removing barriers to the growth of 

aviation. COPA raises the awareness of important issues 

facing the flying community, promotes air safety through 

education and works to lower the cost of flying. 

http://www.copanational.org/ 

 

  

http://www.raa.ca/
http://www.copanational.org/
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Goderich is not yet home to a local chapter of the Recreational Aviation Association 

(RAA). The Town should look at assisting in the organization of local pilots and 

aviation enthusiasts into a chapter as a method to enhance the Town‘s visibility as an 

aviation destination and help to connect people of similar interests in Goderich. The 

Town should also consider advertising in the Recreational Flyer, the magazine of the 

RAA. 

Another channel for promoting Goderich‘s aviation capabilities is through the Canadian 

Owners and Pilots Association (COPA). This organization puts out a monthly 

newspaper and hosts an annual convention (or ‗fly-in‘), both of which may be strong 

opportunities for promotion. There is a Goderich chapter (or ‗flight‘) of COPA, which 

should be partnered with for the same reasons as above, to connect people with 

similar interests in Goderich. 

All of these organizations should also be considered for email list purchases, so that 

Goderich can directly reach out to their thousands of members. 

9.3 Visual Artists  

Goderich provides an ideal environment for visual artists that are keen on a high 

quality of life in a small town atmosphere with reasonable rates for studio space. 

Summer tourists or the internet will provide channels of distribution for artistic 

creations.  

Many artists, including painters, 

sculptors, potters, photographers and 

other visually creative professions, are 

involved in at least one organization 

or association. This is how they 

connect with each other, with 

suppliers, with interested buyers, and 

how they organize shows and other 

events.  

Social media is another excellent 

channel for reaching artists. Artists 

are often members of Facebook groups and other online groups for their specialty. 

Associations for Goderich to evaluate for participation include: 

 Ontario Crafts Council 

The Ontario Crafts Council (OCC) is the only arts service 

organization working on behalf of craftspeople in all disciplines 

across the province. As a dynamic, member-based, not-for-
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profit arts service organization, the OCC exists to grow 

recognition and appreciation of craft and craftspeople by 

building a strong, talented, distinct craft community. 

http://www.craft.on.ca/ 

 

Society of Canadian Artists 

The Society of Canadian Artists (SCA) is a national professional 

association of artists, and associates, representing all visual 

arts. 

http://www.societyofcanadianartists.com/ 

 

Ontario Society of Artists 

We are a professional association for visual artists living and 

working across the Province. Our mandate is to foster and 

promote the visual arts through exhibitions, publications and 

arts advocacy.  

http://www.ontariosocietyofartists.org/ 

 Sculptors Society of Canada 

Founded by some of the most prestigious sculptors in Canadian 

art history, the Sculptors Society of Canada has been 

exhibiting and raising the profile of sculpture in Canada for 

more than 75 years. The mandate of this Society is firmly 

established by a collective belief in education, partnership, 

cooperation and support. 

http://www.cansculpt.org/ 

 Professional Photographers of Ontario 

The purpose and mandate of PPO is to provide an educational, 

business and creative environment for professional 

photographers, with the purpose of promoting the highest 

standards of personal and creative excellence within the craft. 

http://www.ppontario.com/ 

http://www.craft.on.ca/
http://www.societyofcanadianartists.com/
http://www.ontariosocietyofartists.org/
http://www.cansculpt.org/
http://www.ppontario.com/
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 Canadian Association of Photographers and Illustrators 

in Communications 

CAPIC is the collective voice and advocate for professional 

photographers, illustrators and digital artists in Canada. We 

work hard to maintain industry standards, create a community, 

fight for copyright protection, and much more. 

http://www.capic.org/ 

 

Toronto One of a Kind Craft Show 

Well promoted and extremely well attended by artists and craft 

appreciators alike, this show is a venue that Goderich can 

consider to promote the benefits of Goderich as a location 

choice for crafts people. 

http://www.oneofakindshow.com  

 

  

http://www.capic.org/
http://www.oneofakindshow.com/
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9.4 Writers  

Very similar to artists, writers are often independent and 

mobile, interested in quality of life and appreciative of 

amenities. 

Professional writers can be reached through several 

association publications and conferences. Almost all writers 

are members of the Writers‘ Union of Canada, and most are 

also members of provincial or local associations. The Union 

holds a popular Annual General Meeting, often in Ontario and 

in Ottawa in 2010. Goderich should consider attending and 

promoting the Town at this conference. 

Writers are a generally active online and can be reached 

through online media such as Facebook and LinkedIn. 
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Associations to consider participating in include: 

 

Ontario Writers’ Conference 

The Ontario Writers’ Conference is founded on time-tested 

strengths of speakers and workshops. The organization 

continues to present an extensive and impressive range of 

speakers on the art and skill of writing and related industry 

topics.  

http://www.thewritersconference.com/ 

 

Writers’ Union of Canada 

The Writers’ Unions of Canada is the national organization of 

professional writers of books. The union was founded by writers 

more than 30 years ago to work with governments, publishers, 

booksellers, and buyers to improve the position of Canadian 

writers. 

http://www.writersunion.ca/ 

 

Canadian Authors Association 

The Canadian Authors Association (CAA) is Canada's national 

writing organization. Founded in 1921, the CAA has played a 

key role in the support and development of the Canadian 

writing community. 

http://www.canauthors.org/ 

 Ontario Poetry Society 

The Ontario Poetry Society was founded to create a democratic 

organization for members to unite in camaraderie, friendship, 

emotional support and encouragement in all aspects of poetry, 

including writing, performing and publishing. 

http://www.theontariopoetrysociety.ca/ 

http://www.thewritersconference.com/
http://www.writersunion.ca/
http://www.canauthors.org/
http://www.theontariopoetrysociety.ca/
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Professional Writers Association of Canada, London and 

Southwestern Ontario Chapter 

The Periodical Writers Association of Canada (PWAC) is a 

nation-wide non-profit organization that has played a leading 

role in the industry ever since. You name it, PWAC members 

write it: magazine and newspaper articles, books, speeches, 

newsletters, media releases, white papers, annual reports, and 

much more. 

http://www.pwac.ca/ 

 

Travel Media Association of Canada, Ontario Chapter 

TMAC, the premier travel media association in Canada, brings 

together travel media and tourism industry members to foster 

excellence, uphold ethical standards, and promote professional 

development. 

http://www.travelmedia.ca/ 

 

  

http://www.pwac.ca/
http://www.travelmedia.ca/
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10 Local Business Growth 

A significant source of business growth can be achieved through actively nurturing 

existing businesses and through encouraging local people to start new businesses. 

10.1 Business Retention and Expansion 

The purpose of business retention and expansion initiatives is to ensure that local 

businesses are provided with adequate communications, support and opportunities for 

these businesses to thrive and grow. 

Goderich currently has a successful business visitation program and this should 

continue with exploration as to how it can be improved on.  

In addition, existing businesses can be supported through tools and communications 

including: 

 An online business directory that is easily searchable and provides a way for 

businesses to promote their products and services 

 A regular newsletter that informs businesses about opportunities, services, 

grants, workshops and programs offered by the economic development 

department. 

10.2 New Business Start-ups 

Encouraging home-grown entrepreneurs through assistance with new business start-

ups increases the number of local businesses. 

To encourage business start-ups Goderich has to let the local population know that it 

offers business start up assistance and can facilitate business success through 

additional programs, such as the implementation of an entrepreneur ―mentorship‖ 

program. 

The following tactics can be employed to educate the local population about these 

services and to promote the benefits of entrepreneurship: 

 Website – section that discusses services offered to assist with business start 

ups, where to start and what to do, including links to business start-up 

information websites 

 Advertising and articles in local newspapers and radio – Running a public 

relations campaign to inform people about services 

 Presentations to Grade 12 high school students to have them consider self-

employment as a career choice 
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10.3 Harbour Promotion 

At this point it should be noted that the marketing of the harbour has not been 

included in this strategy as the demand outstrips that available opportunities. As such, 

the harbour must be included in all Goderich business literature and packages, but no 

investment attraction expense needs to be incurred. 
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11 Marketing Tools 

We recommend developing a set of professional, practical and integrated marketing 

tools to support the delivery of the above outlined marketing strategy. These 

marketing tools, while varied in terms of media and dissemination, will all carry the 

same message and the same branding to maximize message impact and recall 

through multi-channel repetition. 

To deliver on the strategy outlined above, Goderich will need to assemble and 

maintain the following set of marketing tools: 

1. Creation of success stories 

2. Statistical data maintenance 

3. Lead lists & CRM tool 

4. Website 

5. Online marketing 

6. Web property management 

7. Social Media program 

8. Email marketing program 

9. Tradeshow Booth and Materials 

10. USBs and Giveaways 

11. Printed materials 

12. Advertising 

11.1 Creation of success stories 

Entrepreneur Testimonials 

 Written stories, photos and videos should be created of successful local 

entrepreneurs, giving them an opportunity to speak about why they are in 

Goderich and about their business. These videos are to be included on USBs, 

the website and on You Tube, thus becoming a particularly integral part of the 

Creative Class attraction program. 

 These stories must be generated across all sectors on a continuous basis, with 

a goal of creating no less than 12 each year.  

11.2 Inquiry Readiness Materials 

It is important for Goderich to be ready to respond to site selection inquiries promptly. 

In order to be able to do this, data must be kept up to date and a set of 

communications materials that can be used to effectively inform prospects about doing 

business in Goderich, needs to be accessible and ready to use.  
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To ensure inquiry readiness, Goderich must pay particular attention to: 

 Always having a competitive, complete, professional website that meets and 

exceeds site selection expectations, 

 Always having an up-to-date, complete, professional information package 

ready to be sent out with a goal of a 24-48 hour response time, 

 Always having access to up-to-date statistics, property information and all 

typical location decision considerations so as to be able to respond to RFI‘s 

quickly. 

To maintain up-to-date data, we recommend developing a checklist with intervals in 

which the data needs to be reviewed and updated. Any data gaps need to be identified 

with help of MED or other partners.  

11.3 Lead lists & CRM tool 

Prospect List Building 

 List building is an ongoing process that extends over many years. It consists 

of a combination of adding names one-by-one, purchasing targeted lists 

through associations or list businesses or gaining access to lists through 

membership in an association or by being an exhibitor at a conference. 

 

Customer Relationship Management Software (CRM) 

 Once more than a few hundred prospect names have been gathered it 

becomes impossible to keep track of them without software. We recommend 

that CRM software, such as Salesforce.com, is implemented within the first 

year of prospect listing building. 

11.4 Website 

The website is the first and most used research tool for the majority of site selectors 

and entrepreneurs. In essence it is your first sales person as prospects will not contact 

you if they don‘t find your municipality to be competitive on the first pass. The website 

is your most critical marketing tool. Some of the considerations for the maintenance 

and maximization of your website as an economic development marketing tool 

include: 

Benchmarking & Planning 

 An annual review of comparative economic development websites will help 

Goderich to understand current best practices and user expectations. The 

review also helps to plan for improvements for the coming year. 
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First impression 

 We recommend ongoing attention to ensuring that the websites makes a 

strong and last impression through visual and practical website design. 

Completeness of Content 

 Publishing content and ensuring that all relevant content is available online 

requires a continuous commitment by all partners.  

 Special sections for specific topics and target audiences should be set up with 

multiple links directing to testimonials and downloadable files.  

 Ensure that statistics, demographics, labourforce data and other business 

data is readily available. 

 Use lots of photos to showcase the lifestyle qualities of Goderich 

 In some cases statistics may need to be sourced or photography, charts, 

graphs or maps may need to be generated,  

 Interactive features such as the business directory or land and space 

availability databases may need to be improved.  

Tracking and measurement tools 

 It‘s critical to implement an analytics tool and to take the time to review and 

track the visitor statistics on a regular basis. The results of the analysis 

should then be used to improve the Website. 

11.5 Digital Presentations 

Power Point Presentation 

 A Power Point presentation should be developed with generic information 

about the benefits of locating in Goderich and summarized target audience 

information. This presentation can then be customized for any site selector 

inquiry or business presentation. 

11.6 Online marketing 

The purpose of online marketing is to use online tactics and search engines to drive 

targeted traffic to the site and to increase site traffic.  

Google Advertising 

 This entails carefully defining the target audience and keywords for which to 

advertise. Google advertising needs to be set up and then maintained with 

monthly reports being generated, reviewed and AdWords campaigns adjusted 

to maximize results.  
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Search Engine Optimization 

 This entails optimizing the website for Google by reviewing site content for 

keyword phrases and through the management of meta tags and referencing 

URLs.  

Linking Program 

 Getting other sites to link to yours results in multiple benefits. Your site can 

be found more easily by people that are on other relevant sites and your 

Google rank increases, making it easier to find you through searches. A 

linking program entails first identifying potential sites that could link to you, 

then contacting them to determine if they will link to you, then following up to 

ensure that links have been added. This is a time consuming task, but the 

results are well worth while. 

11.7 Web property management 

The ubiquitous use of the Internet has created many websites that can be utilized for 

the promotion of Goderich, including: 

YouTube 

Goderich can establish a YouTube Channel and use it to publish all kinds of videos, 

especially success stories and investment attraction stories on this channel.  

Wikipedia 

Frequently used as a reference source and extremely well search-engine optimized, 

it‘s up to each municipality to ensure that their Wikipedia profile is complete and up to 

date. We recommend that economic development enhances the current profile and 

keeps it current. 

InvestinOntario.com 

The province manages and promotes this portal and allows each municipality to 

update it‘s profile. Goderich has to ensure that the profile is kept up to date regularly. 
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11.8 Social Media program 

Web 2.0 

 As content generation becomes a more standardized process for Goderich 

Economic Development, Web 2.0 tools such as Really Simple Syndication 

(RSS), social bookmarking and the establishment of Twitter and Facebook 

programs can be implemented. 

 Creative class attraction in particular can benefit from a social media strategy 

that can begin with simple participation in relevant groups, move on to the 

sharing of success videos with those groups and then the development of lead 

lists from this channel. 

11.9 Email marketing program 

Press Releases/Announcements 

 To stay ―top of mind‖ with local business, partners and government officical, a 

regular press release or announcement schedule should be established. We 

recommend that quarterly press releases should be generated. This content 

can be reused in newsletters and can also be disseminated through free 

internet news sites and to media lists. 

Direct Mail/eBlast 

 A Goderich newsletter should be sent regularly to existing businesses and 

prospective businesses. This will include articles about Goderich economic 

development initiatives, local business success stories and information of 

interest to local businesses. 

 An outreach e-blast program should also be developed. This program is to be 

targeted at the lists of prospects that are gradually gathered through trade-

show attendance and participation in target audience specific events, website 

inquiries and so forth. The outreach e-blast program should include press 

releases, business success and information about the services available to 

businesses in Goderich. 

 As prospect lists grow, customizes content will be perceived to be of the 

highest value to recipients, for example an article about a pilot entrepreneur 

should be sent to the leads generated from the pilot conference. 
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11.10 Tradeshow Booth and Materials 

Booth and panels 

 To enable Goderich Economic Development to attend tradeshows for the 

purpose of lead generation, a tradeshow booth and applicable panels will need 

to be acquired. 

Promotional items 

 Branded USB sticks are an excellent way to share a lot of information without 

printing hundreds of folders and documents. All relevant documents can be 

placed on the USB in PDF format and as links to website pages. 

 Give-aways such as pens or something similar are always popular and will be 

needed for tradeshows. 

11.11 Printed materials 

Community Profile 

This multi-page document needs to capture critical business attraction information, 

key messaging, business statistics, lifestyle information and promote Goderich through 

the use of photos, stories and maps. 

Target Audience Specific Tri-folds 

 Trifold brochures that capture the key messages for each target audience can 

be used at tradeshows and to prepare information packages in response to 

inquiries. 

 Goderich should prepare six brochures: 

o General business 

o Small scale food processor 

o Sailboat Owners 

o Private Airplane Owners 

o Artists 

o Writers 

 The content of each Trifold would include a brief introduction to doing 

business in Goderich, target audience specific messaging, location & 

transportation information, 2-3 photos, 2-3 testimonials, a list of top 3 

employers including their logos and basic Goderich business statistics. 

Optionally the top five reasons for locating in Goderich can be included. 
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While printed material will always be important it has become more acceptable, more 

cost effective and more environmentally appropriate to provide information 

electronically. It is our recommendation that printed matter be kept to a minimum and 

that prospects are instead directed to the Website through Trifold brochures or USB 

sticks.  

11.12 Advertising 

Local Advertising 

 Local radio and newspaper advertising can be used to inform and educate the 

local population about the successes of local entrepreneurs and the support 

offered by the economic development department.  

EDCO Advertising 

 The EDCO Directory continues to be an excellent way to reach site selectors 

and SIOR members across North America and to reach embassies around the 

world. We recommend that Goderich ensures it‘s presence in this publication. 

Target Audience specific promotion 

 Target audience associations present opportunities for advertising and 

promotion through newsletters, directories or ads on their websites. Before 

and after each conference and tradeshow, Goderich should consider placing 

advertisements on as many relevant publications as possible. 
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12 Town of Goderich: Marketing Partners 

Partner Brief Description Current Commitment to Goderich marketing 

Town of 

Goderich 

 

 

Local Municipal 

Government 

 

www.goderich.ca 

 Community Improvement Plan:  

$40,000 

 Community Development Partnership Centre 

(CDPC): $51,000 

 Other: incentives for  heritage building 

permit fees, development charge fees and 

deferral of taxes  

County of 

Huron 

 

 

Upper-tier Municipal 

Government 

Involved in marketing from 

both a business and 

tourism perspective 

www.countyofhuron.ca  

 Programs such as Communities in Transition 

funding is provided to County and then may 

be distributed to lower tiers.  

 Helps to administer the Huron Tourism 

Association and Huron Manufacturing 

Association of which many Goderich‘s 

businesses are members 

Tourism 

Goderich 

 

Administered by Town 

staff  

www.goderich.ca/tourism   

 Advertising, signs, posters: $40,000 

 Promotional items: $15,000 

Heritage 

Goderich 

 

 

Committee of Council  

www.goderich.ca/heritage  

 

 Marine Heritage 

 $6500 (for walkway signs, training, 

education, etc) 

 Heritage Grants $11,275 

Goderich and 

District 

Chamber of 

Commerce 

Leader in economic 

development projects and 

programs for the Town 

www.goderichchamber.ca 

 Input and involvement without formal 

agreement 

Goderich 

Business 

Improvement 

Association 

(BIA) 

Created by By-law of 

Council—Actively involved 

in promoting local business 

and the downtown core 

www.goderich.ca/bia  

 Input and involvement without formal 

agreement 

 

Goderich 

Signal Star 

Local newspaper 

www.goderichsignalstar.ca 

 Input and involvement without formal 

agreement 

 

The Livery/ 

Goderich Little 

Theatre 

Local Theatre Group  Input and involvement without formal 

agreement 

  

 

http://www.goderich.ca/
http://www.countyofhuron.ca/
http://www.goderich.ca/tourism
http://www.goderich.ca/heritage
http://www.goderichchamber.ca/
http://www.goderich.ca/bia
http://www.goderichsignalstar.ca/


 

Port of Goderich Economic Development Marketing Strategy | Page 54 

12.1 Effective Partnership Marketing Model 

Goderich is fortunate to have marketing support from such a wide range of partners. 

In order to ensure that this partnership results in successful delivery of marketing 

tactics, a simple governance model will need to be applied.  

We recommend that a Marketing Board is established with 8 elected representatives 

that participate for a 3 year term and that staff is charged with implementing the 

strategy and reporting back to the board on a semi-annual basis: 
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12.1.2 5 Year Activity Overview 

Limitations to budgets and staffing dictate the prioritization of the implementation of 

marketing activities and strategies. We recommend that Goderich follows this 

schedule, adjusting if additional or less funding becomes available. 

2010 GENERAL BUSINESS PROMOTION 

 Creation of first 12 ―GENERAL‖ entrepreneur stories in written, photo & 

video format 

 Dissemination through web, YouTube, e-blasts 

 General promotional materials created (print) 

 Website updated with new materials & stories 

 Basic online marketing 

2011 GENERAL + SAIL/AIR 

 Creation of 6 each ―sail‖ and ―air‖ entrepreneur stories in written, photo 

& video format 

 Dissemination through web, YouTube, e-blasts 

 Sail/Air promotional materials created (print) 

 Participation in relevant shows 

 Website updated with new materials & stories 

 Sail/Air online marketing and social media strategy started 

2012 GENERAL + SAIL/AIR + FOOD 

 Creation of 6 Food, 3 sail, 3 air stories in written, photo & video format 

 Dissemination through web, YouTube, e-blasts 

 Food processing promotional materials created (print) 

 Participation in relevant conferences and shows 

 Website updated with new materials & stories 

 Food processing online marketing, continuation of other online 

marketing efforts 

2013 GENERAL + SAIL/AIR + FOOD + ARTISTS 

 Creation of 6 artist, 2 food, 2 sail, 2 air stories  

 Dissemination through web, YouTube, e-blasts 

 Artists promotional materials created (print) 

 Participation in relevant conferences and shows 

 Website updated with new materials & stories 

 Artist online marketing and social media strategy, continuation of other 

online marketing efforts 

2014 GENERAL + SAIL/AIR + FOOD + ARTISTS + WRITERS 

 Creation of 6 writer, 2 food, 2 sail, 2 air stories  

 Dissemination through web, YouTube, e-blasts 

 Artists promotional materials created (print) 

 Participation in relevant conferences and shows 

 Website updated with new materials & stories 

 Artist online marketing and social media strategy, continuation of other 

online marketing efforts 
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13 Budget 

The following budget will be required to deliver on a portion of the recommendations 

in this strategy. It can be further adjusted based on a determination of evolving 

priorities.  

 2010 2011 2012 2013 2014 

Content (Stories) $16,000 $16,000 $16,000 $16,000 $16,000 

eBlasts/Lists/CRM $5,000 $5,000 $5,000 $5,000 $5,000 

Website updates $8,000 $8,000 $8,000 $8,000 $8,000 

Powerpoint 0 $2,500 0 0 0 

Online Marketing $5,000 $5,000 $5,000 $5,000 $5,000 

Social Media Program $1,000 $8,000 $8,000 $8,000 $8,000 

Email Marketing $3,000 $5,000 $7,000 $9,000 $10,000 

Tradeshow Materials $12,000 $3,000 $3,000 $5,000 $3,000 

Printed Materials $15,000 $6,000 $5,000 $5,000 $5,000 

Advertising $12,000 $14,000 $16,000 $18,000 $20,000 

Total $77,000 $72,500 $73,000 $79,000 $80,000 
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14 Return on Investment  

To effectively promote business investment in the Town of Goderich, an extensive set 

of marketing tools and tactics have been recommended. Marketing is a costly, yet 

necessary endeavour that acts as just one contributor to the long term strategy for 

economic sustainability. We expect that this marketing strategy will provide the 

cornerstone for creating new awareness about the Town of Orangeville as a location 

for doing business.  

The success of this project will be measured in a combination of hard dollars and 

strategic benefits including: 

 Pride of community. 

 Increase in visitors. 

 Increase in young families. 

 Increase in new businesses and jobs.  

 Increase in new business start ups. 

 Increase in the tax base. 

It must be recognized that the lack of a regional growth strategy and the lack of 

employment land does, and will continue, to have a serious impact on the success of 

this initiative as the opportunities that the Town of Goderich can present to potential 

investors are extremely limited. BR&E and Partnership Development should remain a 

priority for the Town in light of limited employment lands available. 

New businesses and expanding businesses support a community to sustain itself over 

the long term, providing jobs for families and for the children of those families. Not 

only are additional jobs created, but the tax base is also enhanced allowing 

communities to re-invest thereby increasing quality of life for all who live there.  

A positive spiral of growth and a vibrant community are the result. 

Communities that do not invest in economic development risk the opposite. Young 

people will leave their communities to find education and work in larger urban centres. 

Businesses won‘t locate in these communities, as there is a lack of available educated 

labour force. The result is a downward spiral and a dying community. 

Attraction of business investment is a fiercely competitive activity that requires 

vigilant attention to opportunities and an ongoing commitment to fostering both new 

and existing opportunities. 

Business location decisions are often complex processes that can take many years to 

move from germination to completion. Due to the length of time involved in this 

process, it is expected that the Town of Goderich will be working on capturing and 

nurturing leads for the next 2 years and then gradually begin to reap the benefits of 

the program as more and more firms become aware of the opportunities in 

Orangeville and begin to consider the Town as a prospective business location. 
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Due to a lack of serviced land, lack of existing metrics and lack of past economic 

development marketing activity, it is impossible to predict a date for a return on 

investment at this time. As metric collection, accurate lead tracking and vigilant 

advancement of leads become a formalized process, forecasting will become easier. 

15 Measurement 

15.1 Marketing Data Tracking 

The following tracking measurements should be considered. 

For each Tradeshow/Conference:  

 How many attendees 

 How many leads generated 

 What is the ratio 

For each eblast:  

 How many sent 

 How many opened 

 How many click-throughs 

 What is the ratio 

For all Leads:  

 Lead source 

 Ratio of those who expressed interest about receiving more information to 

those who further asked for a proposal  

 Ratio of proposals submitted to proposals won 

 Average length of time from interested to close 
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15.2 Key Performance Indicators 

The following key performance indicators should be tracked to evaluate the success of 

this initiative on an ongoing basis. Once the first set of indicators has been gathered, 

they are to be used as benchmarks for ongoing measurement and goal setting.  

Key Performance Indicator 2010 2011 2012 2013 2014 

Data & Content 

Number of testimonials created       

Number of prospects in CRM      

Communications 

Number of Profiles 

requested/downloaded 

     

Number of Website visitors      

Website updated/improved      

Marketing materials 

updated/improved 

     

Number of e-Newsletter subscribers      

Outreach 

Number of one-on-one biz meetings 

held 

     

Number of tradeshows 

participated/exhibited 

     

Number of external sites published 

on 

     

Goal Attainment 

Number of business enquiries       

Business expansions      

Business locations      

Number of new workplaces created      

Increase in tax base (over previous 

year) 
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16 Review and Modification 

We recommend that all metrics and tactic results be reviewed every six months.  

At that time, it may become clear that modifications to the strategy need to be made 

in light of new information.  

17 Conclusion 

The Town of Goderich has an opportunity to focus its marketing efforts to attract new 

businesses through lifestyle messaging targeted at specific sectors and audiences.  

This plan provides a guide for the Town of Goderich to begin this work.  


