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Business, Retention and Expansion (BR&E) is a community-based economic 
development strategy with a focus on “taking care of, nurturing and supporting” local 
businesses. A structured business survey is utilized as a means of beginning a dialogue 
with local businesses with the intent of identifying issues, concerns and potential 
opportunities and taking action where appropriate.

The BR+E project was implemented by The City of Owen Sound in partnership with the 
Business Enterprise Centre, the Ministry of Training Colleges and Universities (MCTU) 
and the Ontario Ministry of Agriculture, Food & Rural Affairs (OMAFRA). The title 
refers to the ‘Retention and Expansion’ of existing businesses. It is well recognized 
that the key for economic success lies in supporting and promoting your existing 
business sector. Local businesses are also the best opportunity for growing and adding 
employment, as more then 80% of job creation comes from existing businesses in the 
community. The methodology and the survey design are well tested and supported by 
the province of Ontario as over 100 communities have completed and implemented the 
BR&E program. 

Background on the BR&E Program
Large urban municipalities with access to human & financial resources often implement 
some form of business visitation program. Smaller municipalities, on the other hand, have 
generally not had the resources or staff to initiate such an economic development strategy.

Consequently, OMAFRA took steps to develop BR&E resources (survey, database, 
implementation manual & training resources) for use by rural communities in Ontario at 
no charge. Initially the program was tested by 10 pilot communities across the province. 
These successful pilot projects encouraged other communities to engage in this economic 
development strategy.

Funding and Support for the BR&E Program in Owen Sound
The Province provided support for the project through The Job Creation Partnership 
Program, to hire a dedicated coordinator to oversee the project. This commitment was for 
just under a year and included funding for printing and travel costs.  

Training and other resources were provided by OMAFRA and the City of Owen Sound.

Introduction
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Reporting of Results 
The project was guided by a Steering Committee that provided input to the coorindator 
and assisted in undertaking survey interviews. The coordinator ensured confidentiality 
by securing all completed surveys and removing all identifiable information. All results 
are summarized and presented to ensure confidentiality is maintained. The preliminary 
results have been presented to the Steering Committee which provided input to the report 
and final recommendations. Further analysis and research can be undertaken with the 
information.

Committee Direction
The Steering Committee gave direction, responded to action items and reviewed the 
report and presentation. Staff followed up with the majority of  the business information 
requests.

Study Methodology
The BR&E program recommends a sample designed to achieve 95% confidence within 
plus or minus 10%. The overall sample population of businesses identified was through 
the business directory. This included some businesses outside of Owen Sound. They were 
included in the sampling although they did not represent a significant portion (less than 
5%) of total businesses sampled. There are 1,083 businesses located in Owen Sound. 
Under-represented in this sample would be home-based businesses or those not registered 
in the business directory. While some home-based businesses are listed, it is not a 
complete list and it would be very difficult to identify the remainder. Additional questions 
were asked of those businesses in manufacturing, retail, downtown and tourism.

Based on OMAFRA guidelines a minimum of 88 surveys were required for this project. 
In fact 133 businesses were surveyed which gives an even better confidence level for the 
results. 

In conclusion the results of the interviews can be considered accurate, and statistically 
representative of the business community in Owen Sound.  
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1.	 Business groups need to work together to promote a positive business climate 
which should include the quality of life referred to by business owners. 
Hold regular forums with local business groups (CFIB, DIA, Chamber of 
Commerce, Business Enterprise Centre, City Hall, Georgian College and 
the Economic Manufacturing Consortium) to ensure communication and 
alignment of common goals.

2.	 Change Perceptions of City Hall – A number of businesses find the process 
of approvals, licensing and by-laws difficult to understand, and at times hard 
to change. A review of processes and by-laws should be undertaken with a 
priority given to how they are communicated and to making the process more 
business friendly. Through strong customer service, business owners should 
have a good understanding of decisions made and should see the City as a 
partner in development. 

3.	 Celebrate Successes – The City needs to celebrate its successes across many 
communication channels, including newspapers, radio, television and social 
media, and all departments should be involved in this.

4.	 Economic Development – The City’s role in economic development, 
including the Business Enterprise Centre, needs to be communicated better. 
A new economic development strategy is required for 2012 and it should be 
reviewed annually.

5.	 Municipal Property Taxes – Develop a strategy to reduce business taxes over 
time and ensure the strategy and progress is communicated to business owners. 
Invest time in speaking to business groups about the long-term reduction in tax 
ratios and business rates. 

6.	 Downtown 

a.	 Create a Positive Atmosphere – Bring together business owners and 
local agencies (by-law, law enforcement, and social agencies) to 
investigate ways to improve perceptions of the downtown, including 
concerns about safety and older buildings, new special events, and a 
review of incentives. 

Task Force Recommendations
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b.	 Investigate improvements to the downtown, including walking paths, 
waterfront development, downtown washrooms, and signage. 

c.	 Clarify and simplify the parking system downtown so it is easily 
understood by downtown shoppers and business owners. Steps need 
to be taken so there is acceptable enforcement while remaining 
financially responsible to the municipality and business owners. 

d.	 The DIA, Enterprise Centre and City should develop a strategy to 
attract new businesses and assist existing businesses. A landlord 
visitation program will be an important component, as will involving 
local real estate companies. 

e.	 Revisit existing incentives and how they are communicated to 
encourage new housing  and new office development. These incentives 
will be important in the bid to attract more people living and working 
downtown.

f.	 Review the opportunity for more special events in the downtown 
involving involve local businesses.

7.	 Ambassador Program – Local business owners need to be encouraged to 
assist in the promotion of Owen Sound being a good place to do business with 
emphasis on quality of life. 

8.	 Support Expansion of Educational Opportunities – Continue to encourage 
new training programs that meet the needs of local businesses, particularly 
through Georgian College. Continue efforts to attract university programs.   

9.	 Regular visits to all business sectors both individually and as sector groups. 
(manufacturing, retail, professional and technical, health care/government, 
developers, and tourism). 

10.	Undertake joint marketing promotions with residential developers to 
promote the whole community to potential new residents.
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11.	Develop and implement Marketing Seminars for small businesses in a 
format that they can access and afford. The focus should be on ways to keep 
the businesses competitive. 

12.	Encourage local businesses to support each other through referrals with the 
goal of “buying local.” 

13.	Energy Costs – Investigate ways to assist businesses with the rising costs of 
energy. 

14.	Workforce Development – Bring together training organizations to 
understand how to attract and support a skilled workforce. 

15.	Highway Signage – Review road signage approaching and within the City to 
ensure visitors can easily find their way through the city. 

16.	Technology – Given the importance in our business community there should 
be an annual review of the state of IT infrastructure in the area. It is important 
to them in remaining competitive and on the leading edge.
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The BR+E project was implemented by the City of Owen Sound in partnership with 
the Business Enterprise Centre, Ministry of Training, Colleges and Universities, and 
OMAFRA, and was guided by a task force comprised of local business people.

There were 133 businesses surveyed, covering four key areas: the downtown, retail and 
service industries, manufacturing and tourism.   

Overall the general impression of Owen Sound as a place to do business was was rated 
fair to good by 88% of businesses. Sixty five percent gave it good to excellent while 32% 
gave it ‘fair’ rating. 

The majority (68%) have not changed their impressions over the past three years. Of 
those that did change their impression (32%) three quarters had a more negative view, 
while one quarter had a more positive view. 

Barriers to Expansion 
The top five obstacles to business expansion are: business taxes (58%); approval 
processes (35%); availability of skilled labour (35%); road and highway systems (34%); 
and development charges (32%).

Satisfaction with Local Government and Community Services  
There is an overall satisfaction level with the services provided by local government 
and community organizations. The highest level of satisfaction was with fire prevention 
and service (87%) and recreational facilities (83%). Many other services are over 70% 
satisfaction level  - schools (79%), police services (75%), public utilities (73%) and 
cultural facilities (79%). 

Only one service, street repair, had a satisfaction level below 50% with 63% dissatisfied 
or very dissatisfied. This could refer to the conditions of the streets or the interruptions 

General Impression of Community as a place to 
do business

Excellent
Good
Fair
Poor

Business Climate
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caused by road construction. About 38% were satisfied with planning, engineering, 
zoning, and building permits – roughly the same number that were somewhat or very 
dissatisfied with them (35%).

Satisfaction With Business Organizations 
Federal and provincial organizations were not accessed by the majority of businesses 
although those that did use their services were satisfied. 

The Chamber of Commerce received a 62% satisfaction rating and the broadest use of 
its services. Other local business organizations like the Enterprise Centre, Economic 
Development Corporation, BIA and Manufacturing Consortium had generally good 
satisfaction levels although the majority of businesses had no contact. 

Future Expansion Plans
The majority of businesses (59%) plan to stay the same size, and 28 per cent expect to 
expand. Some require assistance finding a location and financing, and help with local 
bylaws and tax structures.

Very few are planning to close or downsize, and those considering relocation all hope 
to stay within the Owen Sound area. They are being driven by a need for more suitable 
space and lower business taxes.

Of the 28% of businesses aiming to expand, their plans include the following
•	 47%  will be expanding their building at the current site
•	 81%  are purchasing new equipment
•	 56%  are basing the expansion on innovation
•	 83%  will be adding to the local workforce
•	 61%  expect an increase in floor space 
•	 64%  expect an increased need for skills training

Owners Involved in Operation
A significant number of business owners (84%) are  involved in the day to day operation 
of their business, and over half of them live within the community. Most businesses are 
headquartered in Owen Sound, with only 3 per cent outside of Canada and 5 per cent 
outside Ontario.

Sixty four per cent of businesses are family owned and many have been in operation for 
over 35 years. Many businesses indicated they have succession plans, business plans and 
marketing plans in place.
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Employee Base
The majority of the businesses employ between five and nine people. About 15 per cent 
employ more than 50.  This reflects the nature of our local economy which features a 
large number of small businesses and a small number of very large businesses. 

The businesses surveyed have a combined total of 2,911 full-time employees and 
1,028 permanent part-time employees. Thirty-two per cent of them live outside of the 
municipality. A large majority of the businesses are not unionized. Manufacturing is 
the largest employment sector with retail trade, construction, accommodation, finance, 
and education following close behind. The seasonal and contract employee numbers are 
minimal.

Location
Sixty five percent of the businesses surveyed have only one location. Those that have 
other locations said they’re mostly in Ontario. Most own their own facility (59%) as 
opposed to leasing it (41%). Those that lease said they don’t for see any problems 
renewing their leases.

The majority of businesses (92%) are somewhat or completely satisfied with their 
current location. Those that are not completely satisfied cited businesses taxes (42%), 
inconvenient location for customers (33%), size of the site (27%), or no opportunity for 
expansion (22%).

Energy Sources Used and Preferred
Electricity is the energy source that 99% of the businesses use, with 92% also using 
natural gas. A majority said they would prefer to be using an alternative source, but cite 
cost and availability as two major barriers A good number of businesses (40%) said 
they would be interested in having more technical information about conservation and 
efficiency. Ninety-one per cent of those surveyed said energy costs were a concern.

Internet Service Vital
Most businesses indicated that the Internet is very important to their day to day operation.   
Some findings:

•	 49% use DSL
•	 40% use wireless
•	 A few use dial-up, satellite or T1 lines  
•	 Websites and email have become very important for all aspects of the business, 

including marketing, supply chain tracking, e-commerce and training.
•	 Most businesses (72%) said they have what they need in terms of 

telecommunications technologies, with ongoing costs the one concern.  
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Remaining Competitive 
Most businesses agree it will be very important for them to develop their regional markets 
over the next three years. 

Respondents identified the following issues as key to remaining competitive over the next 
three years:

•	 Improved customer service		  84%
•	 Energy costs				    78%
•	 Availability of telecommunications	 74%
•	 Strategic marketing			   61%
•	 Improving worker productivity 		  59%
•	 Business planning			   58%
•	 Workforce skill development		  57%
•	 Workforce health & safety		  55%
•	 Availability of labour  			   54%
•	 Water & sewer				    52%

Importing Products / Services
The vast majority of businesses interviewed (82%) import products/services from outside 
the municipality – 59% within Canada and 56% from outside the country. 

Most businesses (68%) do not belong to a service buyer-supplier network and don’t 
feel that one would benefit them.  There is a feeling among the businesses interviewed 
that there is not a concentration of firms in the area that could provide complementary 
products or services to them. The businesses interviewed were, however, interested in 
collaborating, networking, and information sharing (35%) and joint marketing (32%) with 
other businesses in the community.

Sales Growth and Market Share
The vast majority of businesses (95%) generate total sales from markets within Canada, 
and this has not changed much in the last three years. Currently, 76% of their revenue is 
from the area, 18% from elsewhere in Ontario and 6% elsewhere in Canada. 

Over half the businesses have seen an increase in sales over the last three years and 
20% have seen a decline. Next year total sales are expected to increase for 57% of the 
businesses surveyed. Twenty-eight per cent expect sales to remain the same. Many say the 
amount of competition is staying the same or decreasing, and 37% say their market share 
is increasing or stable.  
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Market Research and Marketing
Businesses gather their market research and/or trend information regarding their sector in 
various ways but mostly through industry trade newsletters, web-sites, trade shows and 
networking. 

Financing
Most businesses (91%) still rely on traditional banks for financing. Other financial 
institutions are being used by only a small margin. Forty per cent of the businesses engage 
in yearly financial performance plans, and 39% review them monthly. Some do not plan 
or review their financial performance at all.

Workforce Development
Among the businesses surveyed, over the last three years the number of employees has 
increased by 224. Although it was difficult for the owners to say what is going to happen 
over the next three years, 46% are optimistic that their employee base will increase and 
46% expect it will remain the same.  

The quality and stability of the workforce were  rated good to excellent by more than 60 
per cent of respondents, but the availability of workers was rated good to excellent by 
48%, with 40% indicating it was fair.  The majority of businesses (72%) are able to recruit 
sufficient employees for their business.

Training costs, distance, an issue
The training of employees appears to be in-house or customized for the most part, with a 
number of businesses using the community college and distance education.

Barriers for business with respect to employee training;
•	 Cost (47%)
•	 Distance to training (38%)
•	 Availability of local training (37%)
•	 Awareness of existing training programs (20%)
•	 Losing employees to other businesses (18%)

Mentoring program viewed as positive 
A mentoring program for the business community was very well received by those 
interviewed. Many would be willing to be mentors in their respective lines of work, and 
participate in a mentoring program. There were a few businesses that knew of a business 
that would like to locate here and the majority of business owners (52%) would be willing 
to be ambassadors for the community.
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Would your business benefit from: 

		  Mentoring Program	 Being a Mentor
•	 Business Planning	 38%	 47%
•	 Marketing 	 72%	 55%
•	 Financial	 22%	 38%
•	 Technical 	 30%	 23%
•	 Human Resources 	 39%	 20%
•	 Production	 17%	 13%
•	 Logistics (distribution)	 6%	 5%
•	 Other	 3%	 7%		    

Economic Development Plan
The majority of businesses (74%) are aware there that there is an Economic Development 
Plan, but only 20% believe it is being implemented effectively. Fifty-three per cent said 
they do not know if it is being implemented effectively and 27% do not believe it is. 
Twenty five percent believe the City takes an adequate role in economic development 
while 38% do not believe it does and 37% are not aware of what is being done.

Quality of Life
The quality of life in the community is considered excellent by 65% of business owners, 
good by 28% and fair by six per cent.

Doing Business in the Community
Many factors received a good to excellent rating with some areas receiving a fair to poor one:

Excellent-to Good					     Fair-to Poor
Availability of Skilled Labour				    Cost of Construction
Labour Costs						      Cost of Leasing Space
Transportation Costs					     Local permits process		
Availability of Transportation				    Municipal Taxes		
Availability of Appropriately Zoned land		  Development Charges
Land Costs						      Support from municipality
Availability of Utilities					     Municipal by-laws	
Access to Customers and Clients			   Size of Local Market
Access to suppliers					     Access to training facilities
Water & Sewer Capacity				  
Support from Local Business
Support from Local Residents
Telecommunication infrastructure
Access to research & Development
Quality of Life
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Businesses need assistance in various areas
The percentage of local businesses that would like assistance in specific areas are as 
follows:

•	 Business networking sessions		  49%
•	 Joint advertising and marketing		  49% 
•	 Marketing seminars			   40%
•	 E-Marketing				    40%
•	 Trade shows				    35%
•	 Workforce planning			   35%
•	 Attract related suppliers & services	 27%
•	 Productivity improvement workshops	 27%
•	 Website development			   27%
•	 Access to Capital seminars		  23%
•	 Shared use of buildings, infrastructure	 23%
•	 Export development programs		  13%
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Thirty four businesses within the Downtown Improvement Area completed this survey.  

•	 About a third have been located in Owen Sound for over 20 years and another 
third have been here less than five years.

•	 Majority of businesses see average weekly foot traffic of 100 to 500 people
•	 74% of activity generated through foot traffic, 18% through phone, 4% through 

internet,
•	 Mondays, Thursdays and Saturdays are busiest although many say it varies 

throughout the week.
•	 Busiest times of day - 11:00 am -5:00 pm
•	 The busiest month is December, followed by November, October & July.
•	 Sales/ specials happen through out the year during every month
•	 88% of business owners say they support or participate in events within the 

downtown core, although half said “community events don’t increase sales.”
•	 Major sales /specials are planned by about half the businesses with the majority 

planned for December, January, February, April and May.

Markets by Age Category:
Retailers currently see baby boomers as the most important market share but young 
families are seen as having future potential. 

	 Current Market Share	 Potential for Sales           				  
	 Growth	 Growth
Baby Boomers -    	 60%	 45%				  
Seniors - 	 20%	 10%				  
Young Families-    	 15%	 45%				  
Youth (14-25) -       	 6%	 0%				  

Markets by Type of Customer
Local residents are seen as the most important market and will continue to be important 
for future sales although tourists are seen to be having a greater importance for sales in 
the future. Most businesses track who their customers are. For the majority of businesses 
(57%) half of their customers live within a 15 minute drive.

Downtown Revitalization Survey
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 		  Current Market Share       	 Potential for Sales Growth		       
People who …
Work Downtown     	 20%				    15%			 
Local Residents        	 75%				    70%			 
Visitors/Tourists       	 5%				    16%			 
Seasonal Residents      	 0%		    		  0%			 

Competition and Incentives
Competition is coming from all areas.  To offset this competition the majority of 
businesses use service, product quality and selection to ensure a competitive edge. Many 
are not aware of any financial assistance available to local retailers (47%), and among 
those that are aware, most knew of the façade program.    

Parking downtown 
When customers come to shop they typically park on the street in the closest available 
spot or the parking spaces provided by the business.  Most employees park in a lot or 
space the business owns or rents.

Downtown Issues
A number of issues were experienced by downtown businesses, including parking 
enforcement (79%), graffiti & litter (44%) and vagrancy & panhandling (35%). With 
regard to parking, businesses cited the number of spaces (47%), availability (47%) and  
location (44%) as being issues. 

Downtown Satisfaction Levels
Seven in ten businesses surveyed say the downtown is an excellent place to do business. 
Most support each other by making referrals, and the majority agree with the current retail 
mix . They also believe their facades and window displays help draw customers into the 
community. The shop owners believe they’re open when customers want to shop, and 
deliver great customer service. 

They are divided over whether they feel safe in the downtown, with about half expressing 
concern with loitering and the transient population. A good number feel that the housing 
downtown is in need of improvement. Virtually all the downtown businesses (90%) 
want to see the vacancy rate lowered, and the majority said they would support a new 
promotional event for retailers. When possible retailers support buying products and 
services locally.
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Fifty-eight retailers completed the retail service survey. Many are downtown businesses 
though not necessarily within the DIA boundary. The survey refers to a “commercial 
district” and in Owen Sound this could have been interpreted as one overall district or just 
the downtown or the east or west sides. This needs to be considered when interpreting the 
results and may explain the wide range of answers to some of the questions. 

When asked if their commercial district had a promotional strategy, many said it 
did (40%), some said it didn’t (21%) and 40% did not know. Many believe the plan 
is focussed on retail marketing and promotion. About half do not believe it is being 
implemented effectively and 30% do not know.  

Ratings on Physical Setting / Storefronts / Parking  /Gateways
The physical setting of the commercial district was rated as positive by the majority with 
75% rating the street furniture and benches as good to excellent, and plantings and flower 
boxes good to excellent (75%). Areas for improvement include public amenities such as 
washrooms, parks and fountains. The condition of commercial districts is considered good 
to excellent although half believe traffic flow needs improving or is fair . Accessibility 
for people with disabilities is considered good to excellent (65%), and public transit is 
considered good to excellent (89%).

Businesses are divided over whether the parking supply is adequate. Most believe 
that parking signage needs improvement or is fair (64%), and that enforcement can be 
improved. (55%). Roadside advertising is seen as fair to good (74%). 

The banner program, an effort to unify the commercial district’s identity, received a wide 
range of responses, from needing improvement to excellent. Highway directional signage 
was seen as ‘good’ by 54% and 23% indicated it needed improving.

Would business like assistance?
Respondents said they would benefit from networking events, cooperative advertising/
joint marketing, sign improvement grants, physical improvements in public areas, 
business directories, maps and brochures, reporting and analysis of the downtown 
markets, coordination of retail and special events, and Web-based marketing. Assistance 
with store design and layout, mentorship and customer service were not things the 
businesses thought would help them.

Improving the Retail Business Environment
Businesses cited better parking, more niche market specialty shops, and the repair 
or removal of buildings considered eyesores as factors that would improve the retail 
environment. 

Retail Sector Survey
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Four community assets that the business owners would like to see developed: 
•	 Public Parking
•	 Waterfront access marinas, boat landings 
•	 Walking and bike trails  
•	 Public washrooms conveniently located downtown.

Operation Costs
Businesses said the cost of utilities and business and property taxes are a serious concern 
to them and impact the success of their business. Rents, lease costs and employee costs 
weren’t as much of a factor.
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Ten tourist businesses were interviewed for this survey – a fairly small sample size. 
The businesses interviewed consider themselves year-round operations but believe the 
area is a summer tourism destination with some off-season traffic. They believe this is a 
good tourist area.

Their top suggestions to make the community more physically appealing tourists:
•	 More & better festivals and events
•	 More niche market speciality shops
•	 Provide clean, well-kept and well-signed public washrooms 
•	 Improved signage
•	 Enforce property standards
•	 Address buildings in poor condition
•	 More entertainment facilities
•	 Improved tourism information centre

Their relationship with the tourism information centre varied. Some said they are 
regularly provided with brochures and informed about product offerings and vacancies, 
and others said there was little or no communication. 

Target Markets 
The tourism businesses that participated in the survey felt that their target markets are 
corporate and leisure travellers, and outdoor enthusiasts and recreationalists from within 
Ontario. They would like to see growth come from Europe, the United States, Quebec and 
Australia.

The majority of the businesses participate in local cooperative advertising campaigns and 
their level of satisfaction with them is evenly split between excellent and fair. 

Tourism information
Market research regarding tourism trends, markets and growth opportunities comes from 
the Ministry of Tourism and Recreation, as well as tourism associations and in-house 
resources. Tourism businesses say they would welcome additional information related to 
tourism market research. About half the respondents have regular contact with the Visitor 
Centre and about half do not.

Overall, businesses felt tourism facilities in the area are “fair,” including the availability 
and condition of public washrooms, highway signage, attractions, food services and retail 
offerings.  Accommodations were evenly split between good and fair.

Tourism Expansion Barriers 
Seasonality and effective regional tourism promotion are seen as the two barriers to 
expansion.

Tourism Sector Survey
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Manufacturers Sector Projecting Expansion
Eleven manufacturers were interviewed from a total population of 22. The manufacturing 
sector is characterized by either very large plants or a number of smaller operations. The 
majority of manufacturing facilities plan on maintaining their current size and type of 
production. A smaller number are planning to expand the size of the plant and diversify 
production. No manufacturers indicated plans to downsize, or exit the industry by 
transferring the business to a new owner. 

Thirty four percent of the manufacturers compete against sister plants, half of which are 
newer and larger, and located outside of Canada. About half the facilities have products 
that are in their growth life cycle, while 27% are in a maturing life cycle. Two indicated 
their product lifecycle was declining.  

Product Components Outsourced to Other Manufacturers
Sixty per cent of the manufacturers outsource less than 10 per cent of their parts, and only 
one outsourced more than 50%. Most outsourced components are acquired from within 
Canada. About half the manufacturers foresee technology changing their primary product 
or how it is produced through new innovations.  

Research & Development
The majority of manufacturers in Owen Sound spend 3% to 6%  of sales on research 
and development, and most conduct research and development in-house at their current 
location as well as head office. Research dollars were fairly equally distributed between 
developing new products, enhancing existing products or in production improvements.

Process Improvements
The majority of manufacturers are currently implementing process improvements in the 
following areas: 

•	 Productivity Improvement (lean manufacturing)
•	 Six sigma & quality
•	 Energy Efficiency
•	 Waste product recovery
•	 Health & Safety Activities
•	 Vendor/Supplier network for continuous product improvement
•	 Trace ability

About half the facilities are ISO certified.

Manufacturing
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Plants Underutilized
A majority of manufacturers indicate their plant is underutilized, and many would be 
willing to cooperate with another business to bring the plant or equipment to full capacity. 
None of the manufactures interviewed feel their plant or equipment is outdated.

Most of those interviewed (45%) are multi-market exporters. Thirty-six per cent are 
being single market exporters. Export markets are going to be very important to 64% of 
the manufacturers in order to remain competitive. The majority of manufaucters do not 
want more information on export counselling, market entry, export financing, in-market 
assistance, export support programs, export pricing, or customs. Assistance should be 
made available to the few firms that did request support. 
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