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well positioned for success in the global economy, through the collaborative encouragement
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2.0 SITUATIONAL ANALYSIS

PHASE I — Meeting with Steering Committee, review scope of work, and begin consultation on
training requirements.
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Table 1.0 Employment Sectors
Community Major Employment Sectors 1996 2001 2006
Census Census Census
% % %
Gillies $ 94 I$( % $ 5(> 6(0 )>(-
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/ "$ 6" (> 5%(0 66(5
Oliver $ 94 L$S( % $ N0 )>(> )-(>
Paipoonge - $ % & $ $ "o (- ">(6 )O(.
/ "$ 55(5 5G(- 6)(5
T. Bay District $ 94 F$S( % $ 60) 5(.
. $ % & $ $ )7(> ).(6
/ "$ 6.(G 67(G
Province of $ 94 I$( % $ -(" "G
Ontario - $ %&$ $ > )G(7
/"3 6.(7 66(-
Source: Statistics Canada 1996, 2001, 2006 Census
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Table 2.0 Population Changes
Community 1996 2001 2006 % Change | % Change | % Change
Census Census Census | 1996-2001 | 2001-2006 | 1996-2006
+ .G6 0"" 0.. 0(>M ("M G(.M
* % 0 G>6 075" 0 606 (7™M N(7TM 9"(OM
Total 6,404 6,384 6,301 -3% -1.3% -1.6%
| T. Bay District | 157,619 | 150,860 | 149,063 | -43% | -12% | -54% |
| Ontario 10,753,573 | 11,410,046 | 12,160282| 61% | 6.6% | 131% |
Source: Statistics Canada (1996, 2001, 2006 Census)
! * * median age . (5 * * + "
* % % $ )6 * " $
-G(> ( % % $ 65 plus population *$ %
r )DG* § . $  )0OD6
* 3 * 'S )-5* § $ %  $ $
* * >N + " * % 50N % (
Table 3.0 Median Age of Population
Community 2001 2006 Census
Census
+ ->(- (-
" * % | -6(G )6
Total Average 39.1 42.6
| T. Bay District | 38.7 | 41.7 |
| Ontario | 37.2 1 39.0 |

Source: Statistics Canada

Table 4.0 Percentage of Population 65 and over in 2006
Community # of people | Total % of total
65 years & | Population
over
+ 60 0.. )-(TM
" * % 560 0 606 ))(6M
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| Total Average ‘ 750 ‘ 6,301 ‘ 11.9% ‘
| T. Bay District | 22,615 | 149,060 [15.2% |
| Ontario | 1,649,180 | 12,160,285 | 13.6% |

Source: Statistics Canada (2006 Census)
Implications for Gillies and Oliver Paipoonge

The implications of a relatively younger population (65+ see table 4.0) is that the demand for health
care services (while still present) will be relatively less acute that in areas such as in the Thunder
Bay District where the percentage of adults age 65 and over is already 1.6 percentage points above
the provincial average, as compared to Oliver Paipoonge where it is 2 percentage points below
(Gillies matches the provincial average but it is lower than the district). A larger percentage of
younger population also provides a pool of available future workers. The challenge will be to make
sure that they are properly educated and trained for the jobs of the future.

However, there are large variations amongst the two communities that need to be taken into
account. For example, Gillies is higher than Oliver Paipoonge in both median age and over 65
indicating that its smaller number of population has a higher concentration of older people.

Oliver Paipoonge has a median age that matches the district but it is still higher than the province,
but much lower than both in the 65+ range. The implications for the communities will be different,
and so should be the approach to deal with such implications.

Education9 " $ % * %t 4 $94 $ 8
* 9 ., = 9 % " % $ = $ $ *
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( " % ., $ +
* % 4 = $$ » % *$ %
% $ $ $
2 * . * $ % *  * 4 * %
$ . $ = $ . *3% % * $ (
* % $ $ % 4 * " % ( $
$ $ 94 % I
o $ th , =, %94 (

It is obvious that the need for higher education and training while important in all
communities, it is more pronounced in Gillies but still required in Oliver Paipoonge. A strategy
would be to attract back those young educated professionals who leave to get their education
elsewhere and may not return. A data base of interested individuals could be a starting point.
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Table 5.0 Percentage of the population over 15 with varying levels of education
Community No Apprentice- | High school, Completed
certificate, | ship, trade trade, or non- | University
diploma or | certificate or | university
degree diploma * certificate
+ "5(6 )-(- 5-(- )>(
* % ".( ))(6 5°(C )
Average ** 25.8% 12.5% 63.1% 11.1%
T. Bay District | 26.6 114 59.4 13.9
| Ontario | 22.2% | 8.0% | 57.3% | 20.5% |

Source: Statistics Canada (2006 Census)

* Note: also included in High School, Trade, or Non-University Certificate

**Note: in Oliver Paipoonge only 9% of those employed worked in the municipality of residence
with 67% working in a different municipality and 1% in a different province (Gillies N/A)

Implications for Gillies and Oliver Paipoonge

Higher levels of education and training provide municipalities with a competitive advantage when
trying to attract investment. It also makes it easier for workers to find and maintain better paying
jobs.

Recent efforts by the Province through its Grow North plan, and funding announcements in
the provincial budget (March 27, 2008) related to skills development for displaced workers,
signals the beginning of a commitment to Northwestern Ontario and a regional approach that
bodes well for the future.

Income and work H $ $* 4 $9
4 - * * * K % * % , % ( * $ %
$ "$ 44 $ » % * " * %
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Table 6.0 Income Characteristics
Community Average Average
Earnings* | Earnings
per year per year
2001 2006
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+ 27,763 N/A
5 * % [32,390 N/A
Average 30,076 N/A

| T. Bay District | 32,010 | NA |

| Ontario | 35,185 | NA |

Source: Statistics Canada (2001, 2006 Census)
*Note: Average Earnings (all persons with earnings)
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The following comparative analysis will focus on the individual communities for 2007
residential, commercial and industrial tax rates.
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2007 Residential Tax Rates per $1000 Assessment
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2007 Industrial Tax Rates per $1000 Assessment
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Hourly Wage Rates
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Recent announcements by the provincial government to shut down the Atikokan coal generating
plants by 2014 has created further uncertainty in the region, and may change the market

opportunities for potential investors in new development that rely on hydro power( , " 2
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reliable power supply and it is considered a risk for the region. Nevertheless, higher gold and
other commodity prices, and increased levels of mining exploration, can be the right
combination for hundreds of new jobs in the area, and should be fully explored.
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Source: Thunder Bay Chamber of Commerce Web site(

GROW BONDS NORTHWEST
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OTHER FINANCIAL INCENTIVE PROGRAMS WIDELY USED AND AVAILABLE IN
ONTARIO ARE AS FOLLOWS

Financial Incentive Programs ($Canadian)
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Youth Service Canada
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Other programs:
Youth Internship Program (Fed Nor)
Job Creation Partnerships - (Human Resources Development Canada)

The Rosehart Report and new incentive programs recommended
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*$ $ “Practically speaking, it is very difficult to attract outside business interests to
the City of Thunder Bay without significant incentives because of the competitive attractiveness of
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Itis recommended that the City of Thunder Bay Economic Development Corporation work with
a senior provincial contact to design a custom series of incentives for each economic development
opportunity, rather than a specific package of industrial and business incentives. These might
include financial support for training, site preparation, various financial vehicles, and in some
cases even government assuming an equity position in new enterprises.

3.2 Competitive Analysis
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"It is the conventional wisdom here in Northwestern Ontario to assert that Thunder Bay is a
regional hub and service centre. What this means in economic terms is that Thunder Bay represents
a significant concentration of the region's economic activity and that much of that activity consists of
providing services for the region"

1'%

"However, what may surprise some observers is how much of Northwestern Ontario's economic
activity lies outside of Thunder Bay and the mutually supportive economic links that have evolved.
Indeed, the relative specialization of Thunder Bay in service activities and the region in goods-
producing activities provides gains to Northwestern Ontario as a whole".
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Gillies and Oliver Paipoonge best role in this environment is to continue to seek mutually
advantageous opportunities and ways to work together with its partners in Thunder Bay.
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"Thunder Bay as a regional hub and service centre is also about regional leadership. Thunder Bay
needs to view the surrounding region and its communities not simply as a market but as a partner in
economic development. The economies of Thunder Bay and the surrounding region are not
competitors but complements to one another. What is good for Thunder Bay is good for the region
and what is good for the region is also good for Thunder Bay"

($9% < " 3
$ $ $ % $ 8 ., »
4 $ $ 2% $$ * "8
$ ’ 2 4 "o, "% )-(.*% 4 , )GG5  )GGG
"$ 8 |, 2* $ $ -G* $ %
* (., "™S») "™>>h % $ ., 4 #4
>, D% * =% 0">>%4 ">>F $ %
LU>>> 0 TS )>>>>4# 4 (Source: Statistics Canada — 2006 Census
L $ * K0 8=
$ * 2* 4 8 ; 8 ., ; $* $ % 4
% v $ . % % s
% ( ; $ + * .
z $ *>* ¢ $ 4 $ 4 % %
$ % % D $ 8 ; ; $ ; $* (
% D $ = $* % $ D (
% 4 * *  $ »
$ 4 faled = % , = % ** % %
* (
($(C 3 o#
= Q* $ * 4 $ $ * $
# $ , = % % *>* $ $ % , ( 2
* $ % . % 4 $ 4
] wi 4 4 * .S $$
! * $ % 4 = % %4% *
= % *"$ *$ 8 <(/C = |
$ = . : $ = % 4 + ;

$$ % & %



* % * . % $ 4 % (
$* + D T 4 % 4
* S T ( % $ 2%
% % $ 4 =% % * % 4 %
*
- $ *"$ *$ 8 , * % o,
$ 2 $ $ % (' 8 - 8
>5  § 8 $= % $ $ *
8 $ $ * 40 , $$ $ 2
4 )* $ 2 "> (! 2 >
* S . $ $ "o *
$ $ 2 4 % % 4 4 2* $
2 (
* " $ " 4 * % % F %
F, $ = $ $ 2 , $
% ( Gillies and Oliver Paipoonge own rates compare well

with similar or even larger centres in Northern Ontario.

Federal, regional and local tax rates
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Comparison of Income Tax rates - 2008
Large corporations - Effective Tax Rate (%)

MANUFACTURING SECTOR

Federal Province/State City Total
Quebec 19.50 114 0 30.90
Ontario 19.50 12.0 0 31.50
Manitoba 19.50 13.0 0 32.50
Alberta 19.50 10.0 0 29.50
Minnesota* 35.00 9.80 0 41.40
Wisconsin* 35.00 7.90 0 41.18
Michigan * 35.00 6.00 0 38.90
New York* 35.00 7.50 0 39.90
California* 35.00 8.84 0 40.70
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NON-MANUFACTURING SECTOR

Federal Province/State City Total
Quebec 19.50 114 0 30.90
Ontario 19.50 14.0 0 33.50
Manitoba 19.50 14.0 0 33.50
Alberta 19.50 10.0 0 29.50
Minnesota* 35.00 9.80 0 41.40
Wisconsin* 35.00 7.90 0 41.18
Michigan * 35.00 6.00 0 38.90
New York* 35.00 7.50 0 39.90
California* 35.00 8.84 0 40.70

Source: Deloitte & Touche LLP - Canada (English) & OC Register.com
*Note: the combined US federal and state rate is adjusted for federal deduction of state taxes paid
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4 STRENGTHS, WEAKNESSES, OPPORTUNITIES AND THREATS
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Summary of Findings

Best Development Opportunities

* 4 "oox ** tourism, recreation/entertainment,
residential and small business development.

Satisfaction with the Municipality

A high level of satisfaction , : $* . * , " = 0 "
6>M , (
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* % $* $ quality of life recreation
opportunities and rural living( ) , 4 $* ?excellent location( (%(
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Weaknesses
# * high cost of transportation and high tax rates
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Greatest impact on the Municipality in the next 5 and 10 years
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Interview results
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4.4 List of Viable Economic Development Trends and Opportunities
Trends and Opportunities
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Heritage and Cultural Tourism
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It was this shift in cultural marketing that was the driving force behind a regional workshop
held at the Fort William Historical Park on Monday April 7, 2008 to explore how cultural
resources such as museums, galleries, libraries, festivals and events can help drive economic
activity.

The two communities of Gillies and Oliver Paipoonge are well positioned to take advantage of
such trends. In fact, the Hymers Fair, Pioneer Village, Kakabeka Falls (with their history) are
excellent examples of cultural marketing. Cross linking to similar programs, events, and
facilities like the Fort William Historical Park offer excellent opportunities for further
development in this area.
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Source: Northern Ontario business , October 2007 Special Report — Fort Frances

It is apparent then that there is a market for value added wood processing. In Northwestern
Ontario region there are now more opportunities than ever to access the wood fibre required

for these types of operations, and they should be fully explored.
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(August 22, 2002, Ontario Prospectors Association news release)

This valuable information was used to globally market the resource potential and investment
appeal of the Lake Nipigon region, and recent growth in exploration has led to a new global
company (Actlab) opening up an essay laboratory at the Thunder Bay Airport site and the
hiring of up to 60 technical jobs. There is an opportunity to follow up with the company to
determine the type of skill sets required and identify any possible match with labour

availability in Gillies and Oliver Paipoonge (i.e. newsletter).
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underemployed work force, strong educational institutions, and the flexibility to fill

both niche and broad market opportunities % * *, %
% $ "oox 4 $ 4 8 ,
> </ $ $* 4
8 , % : 4 2% ** <(/( = (
*x " $ & = % % ! $ % %
- 4% $(  * 0 $ - * $ $
= s " $ % % *$ 4 ( % $$ $ =
2 2 Ed $ = *
* 4 * * $ $ 2* %<(/(
=
8 , $ = $ $ "$ " $ 3 .
o 8, = 8 , 97, $ ; 8 o
- 8 2% % $ opportunities that go beyond exporting to include

attracting investments into our region and the creation of joint-venture and strategic alliances(
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Information technology and e-commerce
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Contact Centre Opportunities
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Cellular Phone Service to Gillies and Oliver Paipoonge
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, $ $ (Itis important to convey such information to the client as not to leave the
impression that the local telecommunication infrastructure is limited. Other possible courses of
action, is to identify this as a possible weakness in any local or regional strategic plan.

High Speed Internet
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In order to take full advantage of present and future developments in this field, it is suggested
that a strategy and action plan for the communities be developed. The advantages of such plan
would be to leverage limited resources, reduce costs through economies of scale, and maximize
opportunities for the region.
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(Itis recommended that the Township of Gillies join the municipalities of
O’Connonr, Oliver-Paipoonge and Shuniah in endorsing the charter which puts consideration
of food into local decision-making.
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The summary of recommendations is as follows:
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5.1  Marketing Development Strategy Framework
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5.2 Develop a Vision Statement
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""The communities of Gillies and Oliver Paipoonge are dynamic and well positioned for success in
the global economy, through collaborative encouragement and support of entrepreneurship and
business development, and the provision of an excellent quality of life for their citizens'"
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5.3 Develop Policies and Programs

In support of the above, Municipal Councils and Staff are committed to:
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Integrated Marketing Program
For the Municipalities of Gillies and Oliver Paipoonge

Image Branding
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Efforts to develop a list of available land sites and buildings should also be initiated as soon as
possible and ideally also involve the real estate community. Business attraction can also be
balanced with expansion of residential areas to take advantage of current and future trends,
especially since the real estate community is already marketing the Thunder Bay area as
having the most affordable homes in the world, and one of the best places in the world to live .
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6 IMPLEMENTATION PROCESS (ACTION PLAN)

6.1  Marketing Plan
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Attracting new Investors and Entrepreneurs
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Gillies and Oliver Paipoonge marketing and communications strategies are based on the
following issues:
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6.2 Communication Strategy
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Informing the local community
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Focus on retention and expansion
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Staying in the loop - communication is a two-way street

A communication strategy does not only provide information to others, but includes being
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6.3 Leveraging Resources
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6.6 Follow Up - Maintaining Momentum
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7 APPENDICES
Appendix A - Gillies’ Trends and Opportunities Survey
Appendix B - Gillies’ Community Profile Survey Results
Appendix C - Gillies - Community Profile Template
Appendix D - Oliver Paipoonge Community Profile Template
Appendix E - Gillies Taxable Assessment Trends

Appendix F - Oliver Paipoonge Taxable Assessment Trends
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APPENDIX A
TOWNSHIP OF GILLIES

Community Profile Project
Trends & opportunities Survey
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APPENDIX B
TOWNSHIP OF GILLIES - COMMUNITY PROFILE PROJECT
SUMMARY OF COMMUNITY SURVEY
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/ V)5 6>M / 4 Ve ->M
2 / V> 8 7/ V>
4) Please list the strengths and weaknesses of the township of Gillies’ economy
Strengths:
o %
o + % @ 6
$ . $ * 2 $ . % * %
#4 * 98 $ $
. 2% *4 %9 $" S $
$ *  *x $ 4 " (
[ ] 1 % ]

$$ % & %



e Q *$ "4 $ 2% 3§ 3
$ " "o o,
° 2
. @ $ 4 >
$ & " $
e 3% $ * $ * * % . * %
° 0% $
« $"$ ho* 3 $ 2§ =
=% *$ $% (= *48%8% >
( " % , $ - 0G0 077(
* ("8 " $ . (
4 ( " 3= 4 % . %(
e 8 * 4 % = %& $ $
o W+ ok 4
Weaknesses:
e 3 B4 ** ( $ $ *k (
. $ % $ *4 % *
% %9* ! $$
) % $ * 0 2
° * $ % 4 4 2
$ = $
o = = 4 * 8 s
$ 9*$ , *
o 4 "(3 %= %
2% $
° % 2 $ %" (% R
° % 2
o« IS $ $ "$
e  §$* $ 4 24 4
2
e 3 $ % $
o * ( * $
$ (8 = , =9 4 Qp* *
(3 =% o= %Y
e 8 % (3% * 4 **
% *
e 3, 24 $ $ %
o 3 %= * 0 $ $ %
e 3 $ * 8 4%= % (
) * % % 8 $ Bh* *
$ o " (

$$ % & %



£$

5) What would in your opinion have the greatest impact on the Township in the years
ahead:
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