
5.2.1   Introduction 
 
Message from the Commissioner 
 
We are pleased to present this 2005 Service Plan.  The Economic Development and 
Public Relations Department continues to focus on two important goals established by 
City Council:  Job Creation and Community Pride. 
 
Council’s job creation efforts target a number of phases in the business lifecycle from 
start-up to expansion to maturity.   Offering a wide range of consultative and information 
services at each phase, the City of Brampton is an effective supporter of local businesses.  
Professionals of the national award winning “Storefront Economic Development and 
Small Business” program, headquartered at 33 Queen Street West, continue to be 
dedicated and proud to plan and deliver these services.     
    
A major pillar of the Brampton Strategic Plan will be realized in 2005 with the grand 
opening of the new Sheridan Centre for Advanced Manufacturing and Design 
Technology facility at the Brampton Davis Campus.   This project, to which the City of 
Brampton is a major financial contributor and advisor, will offer sector-focused skills 
training and development for students, and shall become a center of excellence for 
advanced manufacturing applied research activities.   Representing 35% of Brampton 
employment, the advanced manufacturing sector (aerospace, automotive, plastics, 
pharma/bio-tech, food and beverage) will continue to be a major focus of economic 
development in the years ahead. 
 
Building community pride is a responsibility all Bramptonians share.  The Public 
Relations Office offers a wide range of communication, special event and marketing 
services to assist in achieving two related objectives: to effectively communicate the 
services delivered by the City of Brampton; and to support activities, events and special 
initiatives which happen regularly in Brampton’s highly active community.    
 
Brampton is a proud supporter or organizer of major community events, such as 
Brampton Day/Doors Open; Experience Brampton Day; Brampton Farmers’ Market; 
Classic Cars and Legendary Stars; Canada Day; Blazin’ Weekend; Harvest Clean-up; 
Nitty Gritty; Santa Clause Parade; Carabram, just to name a few.     
 
Building on the success of Brampton’s Sesquicentennial, City Council authorized the 
return of an annual summer parade festival and “Sassy” the mascot in 2005.   Added to its 
existing marketing program, these new initiatives will continue to attract audiences of all 
ages to community events and help foster Brampton pride.   
 
 
Dennis Cutajar 
Commissioner, Economic Development & Public Relations   
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Mandate  
 
The Economic Development & Public Relations Department is responsible for 
facilitating local job creation and investment.  Further, it has the mandate to raise 
awareness and understanding of civic programs, activities and services delivered by the 
City government. 
 
Brampton is well known for its community-focused and highly effective municipal 
government, for being an attractive city to invest in and conduct business, and for being 
an active, safe and fun place to visit and live. 
 
The Economic Development & Public Relations Department includes four programs 
delivered by 30 dedicated employees. The department operated in 2004 with a Current 
Budget of $3.7 million. The following chart outlines the structure of the department in 
2004. 
 
 
ECONOMIC DEVELOPMENT AND PUBLIC RELATIONS 
December 2004 
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CITY MANAGER
MANAGER,
COMMUNITY RELATIONS & TOURISM

S. Wilcox
(2 staff)

DIRECTOR,
PUBLIC RELATIONS

B. Johnston
(12 staff)

EXECUTIVE DIRECTOR,
ECONOMIC DEVELOPMENT & PUBLIC RELATIONS

D. Cutajar
(30 staff)

L. McCool
Plus an additional two part-time seasonal staff to assist with the Farmers’ Market 
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2004 Accomplishments 
 
The following section highlights the major 2004 service accomplishments in relation to 
new initiatives approved by Council. 
 
 
Economic Development  
In 2004, Brampton attracted over 200 companies and saw more than 3,000 jobs created in 
local business establishments.  The Economic Development Office (EDO) and Small 
Business Enterprise Centre (SBEC) managed over 40,000 general and specific inquiries 
in 2004 making it a major resource for the local economy. 

• Formation of new Private-Public Economic Development Partnership  
(Pillars 4.0 and 6.6) 
A new private-public partnership was formed in 2004, comprised of all members of 
City Council and the following business organizations:  RBC; Coca Cola Bottling; 
Siemens Canada; Reinders and Reider Architects; Kerbel Group; Sheridan College 
Institute of Technology and Advanced Learning; Brampton Board of Trade; Re/Max 
North Park; and the Brampton Downtown Business Association. This partnership is 
governed as a standing committee  of City Council (the Economic Development 
Committee) with the authority to recommend policy and direction in relation to 
Pillars 4.1-4.6 of the City’s Strategic Plan.   The Partnership meets monthly and has 
organized itself into the following project focussed advisory boards dedicated to a 
strategic pillar, namely: 
 

o Business Ambassador Team (Pillars 4.1 and 4.6) 
o Marketing Team (Pillar 4.1 and 4.6) 
o Business Retention Advisory Group (Pillar 4.2) 
o Small Business Enterprise Centre (Pillar 4.5) 
o Tourism Brampton (Pillar 4.4) 
o Brampton Downtown Marketing Team (Pillar 4.1) 

 
Each advisory panel has its own work plan, which is reviewed by Economic 
Development Committee on a regular basis.  Each of these panels achieved numerous 
additional accomplishments.  

• Sheridan Centre of Advanced Manufacturing & Design Technologies  
(Pillars 4.2 and 4.3) 
In 2003, City Council committed $2.5 million over five years to the new Sheridan 
Centre of Advanced Manufacturing and Design Technologies.   Each annual 
installment requires the achievement of specific performance thresholds set out in an 
agreement between the City and Sheridan.   Both the City EDO and Sheridan met 
their obligations in Year One allowing for the first payment of $500,000 to be made 
toward the new center.    An advisory Board, including City representation was 
created in 2004.  The Centre is scheduled to open in the fall of 2005. 
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• Economic Competitiveness Action Plan (Pillar 4.2) 
In 2004, an Economic Competitiveness Action Plan was prepared by the City of 
Brampton Economic Development Office called, “Brampton: A Case for Urban 
Economic Growth”.    This action plan was prepared as an economic development 
submission to the Federation of Canadian Municipalities (FCM) which continues to 
advocate for increased ‘alternate’ sources of funding for Canada’s cities.  The 
Brampton submission, presented in Montreal, PQ, received national recognition as an 
informative, responsive and pro-active plan for competitiveness.   

• Manufacturing Conference (Pillar 4.2 and 4.3) 
In association with the Canadian Manufacturers and Exporters Association and the 
Greater Toronto Economic Development Partnership, the City of Brampton 
Economic Development Office hosted a successful national forum entitled “The State 
of Manufacturing in Canada - 20/20 Vision”.   

• HACE Program (Pillars 4.5 and 5.5) 
In 2004, City Council budgeted $20,000 to support the ‘business of the arts’.  The 
Heritage Arts Culture and Entertainment (HACE) program is a joint venture between 
the Brampton Arts Council and the Brampton Economic Development Office 
dedicated to assisting small and medium sized entrepreneurs in this sector.  A 
mentoring program was successfully planned and delivered in 2004, drawing over 
100 local entrepreneurs.    

• Farmers’ Market Expansion (Pillar 4.4 and 5.1) 
In 2004, the Brampton Farmers Market was expanded to Main Street South adding 
ten new vendors to the market.   The market drew an average of 2,500 visitors each 
Saturday between June 14 and October 8, making it one of the largest tourist 
destinations in Brampton. 
 
 

Public Relations 
 
In 2004, the Public Relations Office completed over 600 communication and marketing 
assignments dedicated to sharing City information on the many services offered by the 
City of Brampton.  

• Visual Identity (Pillar 4.6) 
In 2004, City Council approved a new Visual Identity package prepared by the 
Public Relations Office.  This Visual Identity package supports the communication 
and marketing of a wide range of recognizable City services.  The in-house graphic 
design capacity of the division was enhanced with new technology and expertise in 
2004. 
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• Emergency Broadcast Tool (Pillar 6.3) 
A new emergency broadcast service was added to Brampton’s existing 
communication tool-kit.  This service allows the municipality to communicate pre-
recorded emergency broadcast messages to over 100,000 households.   

  
• Expansion of Specialized Media Relations (Pillar 6.3) 

Brampton expanded its marketing reach in 2004 by working more closely with 
specialized media with access to Brampton’s diverse communities.  Through a 
combination of media relations and advertising strategies Brampton, took the next 
step in communicating more effectively with its many resident communities. 
  

• Flower City Marketing Activities (Pillars 3.0; 4.0 and 5.0) 
The City’s fantastic success at the 2004 Communities in Bloom competition helped 
to entrench Brampton as Canada’s Flower City.   Supporting the Flower City theme, 
Council also approved in 2004 the return of a ‘flower’ themed parade and festival 
commencing in 2005.     City Council approved a new Souvenir Merchandise 
program in 2004 featuring ‘flower’ based graphic elements.   The continuation of 
Sassy the Brampton Squirrel mascot in 2005 will also serve as a ‘draw’ to activities, 
which entertain and educate audiences about Brampton’s rich floral heritage.    
 

• Increased Attendance at Special Events  
In 2004, the City of Brampton saw major attendance growth at civic and community 
supported special events.   Improved communication and marketing approaches, 
coupled with interesting event plans and community enthusiasm, are the major 
reasons for this significant accomplishment. 

 
 
 
 

5.2.2 2005 Service Plan Highlights 
 
5.2.2.1  Economic Development Office (EDO) & 
  Small Business Enterprise Centre Program (SBEC) 

5.2.2.2  Public Relations 

5.2.2.3  Community Relations and Tourism Program 
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5.2.2.1   Economic Development & Small Business Enterprise Centre  
 
The Economic Development Office (EDO) is the economic and market information arm 
of the City, responsible for shaping and promoting Brampton as a competitive investment 
location for targeted industry sectors.   

 
The Small Business Enterprise Centre (SBEC) mandate is to pro-actively facilitate and 
support the start-up and growth phases of new businesses through entrepreneurship and 
small economic development programs.  
 
 
Current Service Levels 

 
The Economic Development Office and Small Business Enterprise Centre have 12 
professionals focused on managing a number of programs dedicated to business 
attraction, retention and entrepreneurship.   The following lines of service achieve these 
objectives:     

 
• Industrial-commercial attraction program/ Brampton Development Team  
• Business retention program/corporate calling program 
• Small Business Enterprise Centre 
• Marketing strategy 
• Downtown marketing program/Brampton Farmers’ Market  
• Ambassador Program  
• International business plan (sector strategy)  
• BramMatch strategic alliance program 
• Film liaison team 
• Economic research program 
• Inquiry management 
 
 
2005 Service Drivers 
 
A number of influences drive demand for services in the Economic Development Office 
(EDO) and Small Business Enterprise Centre (SBEC).  These drivers include:  
 
• Meeting the needs of a growing local population 

• Rapid business growth within Brampton (average of 200 new companies annually)  

• Increasing needs of the current business community, their growth needs and support 
in a regulatory environment 

• Requirements of EDO and SBEC to respond to changes in government programs, 
initiatives and requirements  

• Brampton’s increasing profile as a good place to do business 
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Strategic Plan Direction 

 
Brampton’s Strategic Plan, Six Pillars Supporting Our Great City, identifies the 
initiatives of the Economic Development Office and the Small Business Enterprise 
Centre as part of the fourth pillar, “A Dynamic and Prosperous Economy”:    
 
• Attract Brampton’s Share of Growth in Ontario (4.1) 
• Support a Competitive Business Infrastructure (4.2) 
• Achieve Excellence in Advanced Manufacturing and Design Technology (4.3) 
• Promote Brampton’s Tourism Destinations (4.4) 
• Support the Formation and Nurturing of New Businesses (4.5) 
• Celebrate Brampton as a City of Outstanding Quality (4.6) 

 
 

2005 Service Objectives 
• Attract more than 200 new businesses; assist with the start-up of 500 new businesses 

through the new SBEC. 

• Establish new communication linkages with existing Brampton Businesses  

• Support the formation of the Brampton Downtown Development Corporation 
(BDDC)  

• Support Sheridan’s Advanced Manufacturing and Design Technology Centre. 

• Establish national economic development identity for Brampton in key sectors 

• Support the economic development program with communications and marketing 
program 

• Maintain 2004 service levels. 
 
 
2005 Initiatives 

 
The following new initiatives support the growth of existing programs.  

• Conduct an advanced manufacturing study to measure the economic competitiveness 
of this sub-sector on the Brampton economy, and to determine strategic objectives for 
supporting this industry.  Expand the dialogue on competitiveness in the advanced 
manufacturing sector. 

• Create a competitiveness-investment research program for 2005  

• Carry out the City’s obligations in relation to year three of the Memorandum of 
Understanding with Sheridan College for the creation of the Advanced Manufacturing 
and Technology Design Centre in Brampton.   Assist with the grand opening of the 
centre in 2005.  
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• Support the Brampton Downtown Business Association in its efforts to obtain 
provincial approval of the Brampton Downtown Development Corporation. 

• Continue to foster the HACE Sector Strategy in partnership with the Brampton Arts 
Council and business leaders. 

• Continue to be an active member of the Brampton Board of Trade; Greater Toronto 
Economic Development Partnership; the Greater Toronto Marketing Alliance; 
Ontario Tourism; and support other stakeholder groups.  

• Implement activities associated with the newly Council approved Business Retention 
Plan.  

• Implement year one of new three year economic development marketing strategy  
 
 

2005 Current Budget Impact                          ($000’s) 

Small Business Enterprise Centre       48 

Business Retention          20 

Downtown Development Corporation 200    
 
 
5.2.2.2   Public Relations  
 
Production, Marketing & Creative Services manages the creative and production 
processes related to Brampton’s master brand and program identifiers, as conveyed in 
print, broadcast, and electronic media. 

 
Corporate Communications consults on standards, programs and channels; manages 
strategic media; develops promotional items and collateral publications; organizes 
corporate special events; designates a public information officer in emergency situations; 
and maintains inter-governmental relations.  
 
 
Current Service Levels 

This group provides the following services to internal and external clients:  
• Marketing and creative design services 
• Production management; vendor pool management 
• Communication planning, consulting and implementation  
• Corporate media relations  
• Special events 
• Crisis communication (media relations) 
• Corporate collateral (protocol events; publications; sponsorship) 
• Communications and visual standards policy 
• Public opinion tracking 
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• Charitable donations, goodwill 
• Awards, recognition and grants 
 
 
Service Drivers  

• Rapidly growing, sophisticated population and changes in the demographic 
composition has increased the level of public interest in local affairs and requires the 
use of diverse communication channels to reach all residents. 

• Communication, marketing and creative services are supporting a larger number of 
requests from other departments. 

• Communication channels serving Brampton are inadequate, due to City’s proximity 
to Toronto media market. 

• Population growth increases costs for mail-outs and event participation.  

 

Strategic Plan Direction 

• Celebrate Brampton as a City of Outstanding Quality (4.6)  
• Encourage Citizen Participation (6.2)  
• Strategic Partnerships (6.6)  
 
 
2005 Service Objectives 

• Expand external communications 

• Expand employee communications 

• Expand special events  

• Maintain 2004 service levels 
 
 
2005 Initiatives 

• Expand communications with citizens by adding a 3rd production of the popular   
Brampton Review magazine. 

• Provide content support to City Councillor web pages 

• Diversify internal employee newsletter, “Connections” 

• Support Employee Communications Strategy 

• Provide event management, communications and marketing support to new Flower 
City Parade 

• Manage new Sassy mascot program. 

• Launch new Souvenir Marketing Plan 

• Launch new school tour format on web  
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• Expand photo library for communication and marketing activities (publications; web) 
 
 
2005 Current Budget Impact       ($000’s) 

Internal & External Communications          90 
 
 
5.2.2.3  Community Relations and Tourism Program 

 
Community Relations and Tourism manages the Tourism Brampton program 
(supporting the local hospitality sector with information and promotional resources); the 
InfoCity Program; and the City of Brampton charitable and sponsorship programs. This 
division also assists community organizations with special events, access to City services, 
proclamations, and other activities.  

 
 
Current Service Levels 

• InfoCity program 
• Protocol services and community relations management 
• Proclamations and flag raisings  
• Plaque program  
• Remembrance Day services  
• Half-masting ceremonies  
• 9/11 Memorial Service  
• Community events promotion  
• Community organizations list 
• Support sports associations in Brampton with marketing resources 
• Tourism kiosk and inquiry management 
• Tourism promotion activities 
• An event plan supporting the third annual “Experience Brampton”  
• Brampton Tourism brochure/map 
• Event management assistance with three tourism events 
• Tourism displays at five local events 
 

2005 Service Drivers 

• The City of Brampton and the Greater Toronto Area (GTA) continue to grow in 
population. Annual growth exceeds 5%, a population increase of over 18,000, and is 
not expected to slow down.   

• Community organizations struggle to inform and educate this rapidly growing 
population about their services and objectives. Therefore, the City of Brampton helps 
these organizations to reach residents and businesses through publications, 
community events, proclamations, flag raisings, etc. 
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• Tourism Brampton is an exciting new partnership for the City of Brampton. Tourism 
Brampton has asked the local hospitality sector (i.e.,  hotels, restaurants) for a 
stronger promotional commitment.  

 
 
Strategic Plan Direction 

• Promote Brampton’s Tourism Destinations (4.4) 
• Celebrate Brampton as a City of Outstanding Quality (4.6) 
• Foster a Unique Sense of Pride (5.1) 
• Promote Enjoyment of Public Open Spaces (5.4) 
• Promote Brampton’s Arts, Culture and Entertainment (5.5) 
• Celebrate Multiculturalism (5.6) 
• Celebrate Brampton’s Rich History (5.7) 
• Encourage Citizen Participation (6.2) 
• Strategic Partnerships (6.6) 

 
 
2005 Service Objectives 

• Expand tourism promotion and marketing activities associated with Brampton 
destinations. 

• Maintain 2004 service levels. 
 
 
2005 Initiatives 

Community Involvement & Relationships: 

• Expand on the Community Organizations List.  

• Provide consulting services to community organizations regarding local opportunities 
to promote, local contacts, government contacts, etc. 

• Work closely with organizations requesting proclamations and flag raisings, and 
suggest promotional opportunities.  

• Work with community groups to help promote their activities. 
 
Promotional Activities: 

• Submit community event details to free website listings, magazines, local media, etc. 

• Work with community groups to help promote their activities (i.e. Jobs In Motion, 
Royal Canadian Legion, Brampton Multifaith Council, Workers Health & Safety 
Centre) 

 
Tourism Promotion:  
• Increase Tourism brochure production and distribution 
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• Advertise through new and additional avenues, such as: Tourism Toronto 
(membership must be obtained to advertise), Attractions Ontario, Ontario Tourism 
Marketing Partnership, Event Publications, etc. 

• Create Brampton postcards promoting Brampton’s tourism destinations: Gage Park, 
Brampton’s pathways and trails, festivals and special events, golf courses, lakes, 
historical buildings, and others.  

• Run an Experience Brampton tourism event to promote Brampton’s events, 
attractions, and other Brampton tourism operators. 

• Promote local tourism events through free listings in publications and on websites. 

• Provide access to Brampton Tourism publications through:  the Tourism Kiosk at 33 
Queen; distribution of Tourism packages; and Tourism displays at targeted local 
events. 

• Present to local groups on Brampton’s tourism attractions and events. 

• Create a quarterly Tourism Brampton newsletter, providing pertinent information for 
Brampton’s tourism operators. 

• Provide seminars pertinent to Brampton’s tourism operators. 

• Provide consultation to Brampton’s tourism events.  

• Promote Brampton’s Tourism events through websites, publications, local media, etc. 

• Support Tourism Operators Directional Signage (T.O.D.S.) initiative being 
undertaken jointly between EDO and Works and Transportation 
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5.2.3 ECONOMIC DEVELOPMENT & PUBLIC RELATIONS
CITY OF BRAMPTON
Current Budget Financial Summary

2003 2004 2004 2005 2005 Budget vs. %
ACTUAL BUDGET ACTUAL BUDGET 2004 Budget CHANGE

ECONOMIC DEVELOPMENT OFFICE
Labour 1,879,305 2,105,582 2,015,651 2,193,012 87,430 4.2 
Other 1,543,448 1,480,425 1,450,862 1,515,658 (49,870) 2.4 
Total Expenses 3,422,753 3,586,007 3,466,513 3,708,670 122,663 3.4 
Revenues (240,075) (270,700) (192,439) (168,500) (102,200) (37.8)
Net Expenditures $3,182,678 $3,315,307 $3,274,074 $3,540,170 $224,863 6.8 

CORPORATE COMMUNICATIONS
Labour 0 0 0 0 0 0.0 
Other 468,774 422,150 446,397 485,973 75,875 15.1 
Total Expenses 468,774 422,150 446,397 485,973 63,823 15.1 
Revenues (36,742) (28,000) (35,636) (28,000) 0 0.0 
Net Expenditures $432,032 $394,150 $410,761 $457,973 $63,823 16.2 

TOTAL ECONOMIC DEVELOPMENT & PUBLIC RELATIONS
Labour 1,879,305 2,105,582 2,015,651 2,193,012 87,430 4.2 
Other 2,012,222 1,902,575 1,897,259 2,001,631 99,056 5.2 
Total Expenses 3,891,527 4,008,157 3,912,910 4,194,643 186,486 4.7 
Revenues (276,817) (298,700) (228,075) (196,500) (102,200) (34.2)
Net Expenditures $3,614,710 $3,709,457 $3,684,835 $3,998,143 $288,686 7.8 

VARIANCE

City of Brampton
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5.2.3 ECONOMIC DEVELOPMENT & PUBLIC RELATIONS
Consolidated Change from 2004 ($000's)

2005 Budget vs. 
2004 Budget

Category Description

NON-DECISIONABLE CHANGES

z Compensation - provisions for Non Union Performance / 
COLA and Collective Agreements (negotiated rate 
increases and progression)

(9) Compensation Adjustments

z Realignment of Public Relations Office (June 2004) 87 Compensation Adjustments
z SBEC program reconfiguration due to reduced grant 

funding reduction
48 Other Non-Decisionable

z Miscellaneous net operating adjustments (2) Other Non-Decisionable

SUBTOTAL, NON-DECISIONABLE 125

DECISIONABLE CHANGES

NON RECURRING

z Colour printer for Creative Designers (PRO) 8 Growth / Work Volume

SUBTOTAL, NON RECURRING 8

OTHER FUNDED PRIORITIES

z External Citizen Communications 51 Growth / Work Volume
z Corporate Annual Report: Expand Creative and 

Production
20 Growth / Work Volume

z Part-time staff to assist with events 7 Growth / Work Volume
z New Connections Newsletter Program initiated in 2004 5 Service
z Business Retention Program - Economic Development 

Committee
20 Service

z Downtown bridge beautification program 100 Service

SUBTOTAL, OTHER FUNDED PRIORITIES 203

SUBTOTAL, DECISIONABLE 210

TOTAL, NET EXPENDITURE CHANGE 336

City of Brampton
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5.2.3 ECONOMIC DEVELOPMENT & PUBLIC RELATIONS
Consolidated Change from 2004 ($000's)

2005 Budget vs. 
2004 Budget

Category Description

UNFUNDED PRIORITIES

z New City photography 20 Growth / Work Volume
z Tourism Promotion Specialist (1 Contract) 57 Growth / Work Volume

SUBTOTAL, UNFUNDED PRIORITIES 77

City of Brampton
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