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BRAMPTON ECONOMIC DEVELOPMENT MARKETING STRATEGY
BACKGROUNDER
INTERNATIONAL ECONOMIC DEVELOPMENT

Brampton’s Economic Development Office (EDO) is developing a new three-year Economic Development
Marketing Plan. An important part of this process involves engaging key stakeholders in Brampton’s
economy in order to develop a strong understanding of what’s happening today in the local and global
economy, as well as what trends are expected to influence Brampton’s local economy in the future. This
backgrounder provides some initial thoughts for discussion in the area of International Economic
Development, one of six key areas on which the EDO is seeking feedback to help develop its Marketing
Plan. It is to serve as a reference document for participants at the upcoming stakeholder workshops in
March, 2010.

ISSUE:
Attracting Foreign Direct Investment to the City of Brampton.

ISSUE STATEMENT:

The City of Brampton is committed to expanding its reputation globally to attract
international business, foreign direct investment, and increased trade activity through
coordination and partnerships with public and private organizations throughout the world.

BACKGROUND:
In 2001, the City formalized its International Business Development Activities through the
creation of a five-year plan. During this five-year time frame, the City of Brampton led
missions to Central Europe, Northern Italy, the UK, southwest USA/North Mexico, and
within the great lakes basin in the USA. In June of 2008, a revised multi-year International
Business development Plan was adopted to:

e Increase Brampton’s profile as an attractive

e Promote increased trade opportunities with Brampton companies

e Promote strategic alliances

¢ Encourage expansion of Brampton-based operations owned by foreign

interests

Creating awareness of Brampton as a competitive location for new business investment
from North American and other international markets is a fundamental component of the
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CURRENT APPROACH

Geographic Focus

Currently the City of Brampton has focused on a United States based program that allows
the City to test its approach and validate which marketing messages work best. The current
strategy has involved business missions to four US cities: Miami Beach, Dallas, Chicago and
New York City.

The approach implemented during these missions were:

* Meetings with Canadian consulate and trade/investment officials to gather market o o
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e Pre-arranged meetings with local businesses that have links to Brampton through
corporate or affiliate operations here, or who have been identified as a potential
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e Targeted media and, where appropriate, the provision of marketing support
material (translated where applicable).
e Attendance and participation in trade shows or business-to-business events.
e A City of Brampton hosted business-networking reception for members of the
mission with local dignitaries, business guests and appropriate government officials.

Given the current state of the global economy, the slow protracted recovery and excess
domestic production capacity in the U.S. and the seeming resilience of other countries like
China, India and Brazil, is a U.S. focused strategy still the best?
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Brampton’s Partnerships with International Citi e
Brampton has entered into a number of international partnerships with other cities for
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relationships:

Sister City/Friendship City Program

Benxi, China 1989 Ethno-cultural (inactive)

Chicago, Ill 1996 Strategic Alliance

Erie, PA 1997 Education (inactive)

Gambo, Nfld 1999 Ethno-cultural (inactive)

Noyabrsk, Russia 1999 Goodwill

Plano, TX 1999 Economic

Brampton, UK 2003 Friendship

Ludhiana, Amritsar 2005 Ethno-cultural

Marikina, Phillippines 2005 Friendship

San Pedro, Mex 2005 Economic

Gapyeong, Korea 2005 Friendship

Miami Beach, FL 2007 Arts Culture/Economic

Brampton Business Ambassador Program
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place of global importance. Through the efforts and global business travel of a roster of

local Brampton business executives, the City of Brampton can gain important insights,

market intelligence and encourage lead generation to complement local economic

development efforts.
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The Greater Toronto Marketing Alliance

Brampton is an active participant and financially supports the efforts of the GTMA to
position and promote the Greater Toronto Area internationally for new business
investment. Over the past several years the GTMA has been successful is attracting several
new companies to locate to the GTA including Uline, a local company. The business model of
the GTMA is predicated upon the identification of specific key global industry segments and
regions where municipal and private sector partners can participate in outbound and
inbound investment delegations. In past years the GTMA has focused on India, China,
Australia, Europe and the USA in industry segments such as life sciences, advanced
manufacturing, clean tech and energy industries, and financial services.

BRAMPTON' S COMPETI TI VE ADVANTAGES FOR FOREI

e Next Door t ogeshtematianalAAirgoet:Mirectaccessto NAFTA
Market. Convenient access to direct connections with major US and international
cities.

¢ Located in the Greater Toronto Area: World-class educational attainment and
facilities. Leader in innovation. Economic engine of Canada. Generates a fifth of
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integrated telecommunications network.
e Ground Transportation System: including new $300 million Bus Rapid Transit
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launch. 400 Series Highways in close proximity; USA boarder points 7 145 km to
New York State and 378 km to Michigan.

e Room to Expand within the GTA Marketplace: over 1,212 hectares of Industrial
and Office Campus opportunity. 6 km of redevelopment opportunities (supported
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Corridor).

e Economic Base is Diverse: (SME and Sectors) - 95% of all companies in Brampton
have less than 50 employees. The current market value of the industrial-
commercial assessment base in Brampton was over $10.6 billion in 2008.

e Major Companies Have Already Chosen Brampton: (HBC; Medtronic; Loblaw; LG;
Rogers Communication; Whirlpool; Technicolour; Entertainment One; GE
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Hostess Frito-Lay; and Jaguar)

e Committed to Modern Physical Infrastructure: telecommunication,
water/wastewater, electricity, and transportation corridors (Brampton has a $2.5
billion 10 year capital expansion program)

¢ Young, Multicultural and Growing Labour Force (6.6% population growth per
year between 2001 and 2006). Home to Sheridan Centre of Advanced
Manufacturing and Design Technology and the Davis Campus. The labour pool is
young, well-educated and ready to go to work.

¢ Low Risk and Predictable Cost Environment: A diverse economy and property
base has created a stable and predictable cost environment during economic cycles.
Retained Standard & Poor's Triple 'A' (AAA) credit rating, reflecting Brampton's
debt-free position, exceptional liquidity levels and excellent economy.
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e Community Livability — A safe, green and scenic community. The City experiences
sustained levels of growth combined with low average annual operating costs, while
residents experience cost of living savings, and levels of employment and
community safety that put Brampton ahead of most Canadian urban centres.

RECENT TRENDS IN FOREIGN DIRECT INVESTMENT (FDI)
e The flow of foreign direct investment has slowed because of the global economic
recession and is not expected to rebound until after 2011.

e 1848 +AAOTAUBO &%)

attractive countries for Foreign Direct Investment .

2010 FDI Confidence Index®
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e (Canada has improved its ranking in recent years as a result of improvements to its
corporate tax regime, the stability and predictability of its regulatory and financial
sector and the strength of the resource based commodities that have attracted

previous investment.

e However the number of foreign corporations that are making investments in plants
and facilities in the GTA has fallen since 2001.

e Inasurvey of investor intentions by the firm A.T. Kearney, most executives were
cautious of making new investments until financial conditions had stabilized. They

also suggested that:
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The Asia Pacific region will lead the pace of economic recovery.

Major new decisions would be postponed until access to credit improved.
Investors were more likely to look at countries closer to home.

Global supply chains were under intense scrutiny and many companies are
investing in locations that offer lower cost production, higher quality and a
smaller number of facilities within the supply chain.
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KEY QUESTIONS FOR DISCUSSION:

1. What key messages (qualities, strengths) about Brampton could EDO use to position
and promote Brampton as a location for new business investment?

2. Identify two tactics or approaches (ie. Geographic focus, industry focus, sister cities,
business ambassadors) that EDO could use to effectively target these messages.

3. How can Brampton better leverage its participation in efforts with the Greater
Toronto Marketing Alliance?
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