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Disclaimer
This report is based on information and documentation that was made available to KPMG at the date of this report. KPMG has not audited nor
otherwise attempted to independently verify the information provided. Should additional information be provided to KPMG after the issuance of this
report, KPMG reserves the right (but will be under no obligation) to review this information and adjust its comments accordingly.
Pursuant to the terms of our engagement, it is understood and agreed that all decisions in connection with the implementation of advice and
recommendations as provided by KPMG during the course of this engagement shall be the responsibility of, and made by, the City of Niagara Falls.
KPMG has not and will not perform management functions or make management decisions for the City of Niagara Falls.
Comments in this report are not intended, nor should they be interpreted, to be legal advice or opinion. In addition, the scope of our work does not
constitute an audit and therefore does not result in an audit opinion.
KPMG has no present or contemplated interest in the City of Niagara Falls. Accordingly, we believe we are independent of the City of Niagara Falls and
are acting objectively.
KPMG's findings and report are confidential and are intended solely for internal use in this matter. This report is not intended for general use,
circulation or publication and any use of KPMG's report for any purpose other than circulation within the Corporation of the City of Niagara Falls without
KPMG's prior written permission in each specific instance is prohibited. KPMG assumes no responsibility or liability for any costs, damages, losses,
liability or expenses incurred by anyone as a result of the circulation, reproduction or use of or reliance upon KPMG's report, contrary to this paragraph.
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City of Niagara Falls Economic Diversification Strategy

Introduction
Introduction

KPMG has been engaged by the City of Niagara Falls (“the City”) to
prepare an economic diversification strategy. At its conclusion, the
strategy will reveal industry strengths in potential sectors that can
build upon the City’s successful tourism sector and guide the
Niagara Falls’ economy into its next phase.
The City of Niagara Falls was built on a large manufacturing base
which leveraged the cheap electrical energy from the Niagara River.
At its peak, the City was the centre of industrial manufacturing for
the province of Ontario. Over the past three decades, the City has
transitioned from a manufacturing centre to a tourism destination.
Niagara now welcomes over 14 million tourists to Niagara Falls each
year and has a thriving tourism industry that accounts for 30% of
the City’s tax base. Manufacturing has declined with the increasing
cost of electrical power and labour in the province and now
represents a small portion of the City’s economy. Nevertheless,
there are a number of investment, product and infrastructure
opportunities that have a positive impact for both tourism and nontourism sectors of the local economy.

© 2018 KPMG LLP, a Canadian limited liability partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative
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Project Objectives and Context
Project Objectives
KPMG has been engaged by the City of Niagara Falls (“the City”) to create an Economic Diversification Strategy to guide the Niagara Falls’ economy
into its next phase. Through the development of the economic diversification strategy, the City is looking to collaborate with businesses, universities,
industry associations, governments and non-profit organizations to identify and cultivate opportunities in strategic areas. These strategic areas are
where the City has existing strengths which will allow it to create a prosperous and resilient economy that will support a healthy community for the
future.
•

Analyze existing community and industry strengths and differentiators;

•

Identify areas/industries that have growth potential;

•

Identify any significant infrastructure or resource improvements to create an environment conducive to growth;

•

Develop an action plan to take advantage of emerging economic opportunities; and,

•

Consult with community stakeholders to back research, findings and/or recommendations.

Project Drivers
Historically, Niagara Falls was built on a large manufacturing base. Over the last 3 decades, the largest industry in Niagara transitioned from
manufacturing to tourism. Niagara welcomes over 14 million tourists to Niagara Falls each year and has a thriving tourism industry that accounts for
30% of Niagara Falls’ tax base. The success of the tourism industry in Niagara Falls has generated a requirement for the City to consider opportunities
for economic diversification and growth.
In the past several years, the City had developed an Economic Development Strategy and industry focused plan. This Economic Diversification Study
is intended to build on this work and provide a bold, more transformational plan that will pick up on local advantages and integrate these with the
experiences of other global cities.

Project Principles
The knowledge and expertise of the City employees and its citizens will be fully engaged, building upon their knowledge and expertise to arrive at
recommended actions through a transparent, participative and inclusive process facilitated by the consultant.
The aim is to, wherever possible, transfer knowledge and necessary “tools” to City staff to enable them to better develop their own solutions to
economic challenges over time.
The economic development strategy will be based on leading practice from municipal or other levels of government experience and/or the private
sector.
© 2018 KPMG LLP, a Canadian limited liability partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative
(“KPMG International”), a Swiss entity. All rights reserved. The KPMG name and logo are registered trademarks or trademarks of KPMG International.

6

Economic Diversification &
Magnet Cities
City of Niagara Falls
Economic Diversification Strategy
Final Report

Economic Diversification & Magnet Cities

Introduction
In recent years, North America cities, particularly those that are
former industrial towns, have tried to diversify their economy by
establishing a wish list of economic sectors to be pursued. The
current chase to be the site of the second Amazon headquarters
exemplifies the difficulty of this approach. A lot of money,
resources and public credibility is spent chasing opportunities that
have little connection to the pursuing community. Economic
sustainability and long term growth requires a strategic direction.
It involves a broader understanding of your city and the multiple
levers that have to pulled if an economic diversification strategy is
to be successful.

Bricktown Before Redevelopment - Oklahoma City, USA

In a classic economic development case study, Oklahoma City
prepared a multi-million dollar incentive package to attract United
Airline’s central maintenance and logistics hub – effectively paying
United Airline a cash subsidy to move to Oklahoma City. United
Airlines turned them down and relocated to another mid-west city
because their employees would not live in Oklahoma City.1
In the debrief that followed, the key learning for the leaders of
Oklahoma City from this rejection was that if the city wasn’t good
enough for United Airline employees then it wasn’t good enough
for Oklahoma City residents either. This finding spurred a massive
re-investment in the physical and cultural assets of the city to make
it an attractive place people want to live, work and grow.

1 KPMG,
2

Magnet Cities, www. kpmg.com/uk/magnetcities, 2014, p. 218.

For a more in-depth look at Magnet Cities see www. kpmg.com/uk/magnetcities

KPMG’s research on economic diversification and the regeneration
of cities around the world centers on the concept of making cities
an attractive place where people want to live, work and grow; or in
short, creating Magnet Cities.2
© 2018 KPMG LLP, a Canadian limited liability partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative
(“KPMG International”), a Swiss entity. All rights reserved. The KPMG name and logo are registered trademarks or trademarks of KPMG International.
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Magnet Cities – The Concept
Cities are like magnets. Just as magnets can either attract or repel,
so can cities. A city with a strong magnetic pull draws in new
residents, visitors and business investment. People, ideas and
money mix and ferment in magnet cities, like hops and grain in a
beer barrel. Magnet cities bubble over with new ideas that help to
establish new businesses, social networks and infrastructure.
Restaurants, shops and bars blossom. Visitors appear and spend
money. Big business is lured in by the buzz and new operations are
established in the never-ending battle for talent. New jobs are
created. The city’s economy grows.

Bricktown After Redevelopment - Oklahoma City, USA

Equally, cities can also repel. A city with magnetic push casts off
residents and businesses as people pack their bags and move to
cities with greater magnetic pull. As the population declines,
businesses shut down or move their operations elsewhere. The
downtown urban core becomes blighted as restaurants and hotels
close down. The city’s economy shrinks. Just like magnets, cities
seem to have only two states: positive or negative. Cities tend to
either grow or shrink. There is no such thing as a neutral magnet;
nor is there a neutral city.
Large global cities like London, New York and Hong Kong exert
worldwide magnetic pull. For centuries they have drawn in people
from all over the world. Even when global cities face difficult times,
as London did in the 1970s, or New York did during the 1980s, they
continued to attract people from far and wide. People were still
drawn to the economic opportunities, interesting mix of residents,
global landmarks and arts & culture that bubbles away furiously in
global cities.

© 2018 KPMG LLP, a Canadian limited liability partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative
(“KPMG International”), a Swiss entity. All rights reserved. The KPMG name and logo are registered trademarks or trademarks of KPMG International.
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Magnet Cities – The Concept
PNC Park, North Shore Before and After Pittsburgh, USA

But the world is not just made up of global cities. In the developed
world alone there are over 200 major cities1. And just like magnets,
some of these cities are positive and some are negative. Some
cities attract new residents and businesses and grow. Others cast
off residents, forfeit jobs and investment and shrink. The 200 plus
cities across the developed world are either positive or negative
magnets, some win at the expense of others.
If we look back over time, we can see that many cities have shifted
magnetic orientation over history. Cities in the U.S. Midwest grew
quickly during the first half of the 20th century and now have
become negative magnets, casting off residents and industry. Other
cities like Malmö in Sweden and Bilbao in Spain have switched
magnetic orientation twice. These were both major industrial cities
that fell into spirals of decline and then managed to flip the switch
to become vibrant and attractive once again. However, this is not
an easy task. Not only must cities find ways to strengthen and
maintain their own magnetism, but they must remain competitive
against the changing magnetic pull of neighbouring cities as well.
It is important to have strong, healthy and well- functioning second
(non-capital) cities. Smaller cities can offer a different pace and
quality of life than the hustle and bustle of global and large capital
cities. Yet they still provide the educational, cultural and
occupational opportunities people seek. Businesses still benefit
from large labour pools and local supply chains. And if designed
and run well, they should be more environmentally efficient. Social
networks should be stronger and provide greater support.

© 2018 KPMG LLP, a Canadian limited liability partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative
(“KPMG International”), a Swiss entity. All rights reserved. The KPMG name and logo are registered trademarks or trademarks of KPMG International.
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Magnet Cities – The Concept
Banksy Street Art - Bristol U.K.

Yet today, many second cities are negative magnets. And some
cities with a positive magnetic force find that their magnetic pull is
overwhelmed by that of neighbouring global or capital cities. For
instance, in the UK, cities find it difficult to compete against the
super-strength pull of London. Cities like Sendai in Japan or Bristol
in the U.K. find it difficult to compete with Tokyo or London. The
answer is not to lessen the pull of these large successful cities. It is
to strengthen the magnetic pull of second cities in order to give
people and businesses a valid choice. After all, not everyone wants
to live or work in highly populated, super-busy, large cities. So
what can be done to help second cities across the developed world
improve their offer? How can second cities increase their magnetic
pull? And is it possible to transform a negative magnet city into a
positive magnet city?
Over the following pages we outline six guiding principles that
secondary cities around the world have used to increase their
positive magnet pull. These guiding principles were developed as
part of KPMG’s research into magnet cities around the world. We
also analyze the city of Niagara Fall’s progress and possible
strategic actions for diversification for the city in each of the six
principles.

© 2018 KPMG LLP, a Canadian limited liability partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative
(“KPMG International”), a Swiss entity. All rights reserved. The KPMG name and logo are registered trademarks or trademarks of KPMG International.

11

Economic Diversification & Magnet Cities

Principle #1 – The Attraction of Young Wealth Creators
Principle Description
Sometimes second cities become hotbeds for particular groups of
people; the buzz about a city then explodes into regional, national
or sometimes even global mass consciousness. Seattle in the 1990s
became known as a city that stood for coffee, Frasier and high-tech
jobs. Despite the rainy climate, young IT graduates and young
professionals flocked to the city to live a Seattle life of
programming in Microsoft-styled start-ups and drinking coffee.
Austin in the 1990s became known as a city that stood for beer,
barbecue, film and music. Again young film school graduates and
aspiring musicians from across the country descended into the city.
The city quickly cemented its reputation as an alternative to Los
Angeles; the capital of independently financed (as opposed to
studio financed) film and music.

Austin, TX

It is an inelegant term, but all of these young people can be
described as young wealth creators. They are the people who
create the jobs of tomorrow and with that, a city (and nation’s)
future wealth. The more young wealth creators there are in a city,
the more that city will be assured of long-term economic growth.
As existing (and some new) city residents fill existing city jobs, the
young wealth creators create new net additional jobs. If a city can
hold onto all of its existing industry and business jobs, these net
additional jobs will drive future net additional economic growth. If a
city cannot hold onto its existing industry and business jobs in the
future, these net additional jobs will insulate against future
economic decline.

© 2018 KPMG LLP, a Canadian limited liability partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative
(“KPMG International”), a Swiss entity. All rights reserved. The KPMG name and logo are registered trademarks or trademarks of KPMG International.
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Principle #1 – The Attraction of Young Wealth Creators
Current State

Strategic Actions for Diversification

While Brock University and Niagara College are located within
Niagara region, the absence of a post-secondary educational
institution in Niagara Falls has slowed its ability to attract young
and educated generations back into the city. It was commonly
remarked during the interviews that access to knowledge-based
workers is an issue for industry and small business in the City.

1. Innovation Hub – Continue to support the proposed NFRIH, to
be located within the Community Downtown, with its focus on
acceleration and commercialization of new technologies. This
will provide local opportunities for advanced training and
education that will in turn attract and retain young
professionals. It will also give local businesses ready access to
a qualified workforce to support their growth and expansion.

City leaders understand that to succeed as a city and to diversify its
economy, young educated workers need to be lured back to
Niagara Falls. This underlays much of the Niagara Falls-Ryerson
Ryerson Innovation Hub (NFRIH) initiative in downtown Niagara
Falls. The potential innovation hub under Ryerson’s leadership
would become a part of Niagara Falls’ Business Innovation Zone
program, which helps support youth and smaller business
organizations with training, utilities, networking services and
access to capital.
Based upon our discussion with local stakeholders and analysis of
the local economy, the following are potential strategic actions for
diversification for the City’s consideration.

2. Higher Education – The presence of a higher education
institution in Niagara Falls is important to its economic
diversification efforts. The City should continue to support
partner agencies in the furthering of educational depth. For
example, the NPC has recognized expertise in parks and
recreation management and horticulture. There is an
opportunity for the City to support NPC in a partnership with a
post-secondary institution with an interest in horticulture, such
as the University of Guelph. Similarly, Ontario Power
Generation (OPG), a long-time industrial leader in Niagara Falls,
has expertise in electrical controls, generators, engineering, and
millwrights. OPG already partners with Durham College. There
is an opportunity for the City to support OPG in hosting satellite
education and training programs in Niagara Falls.

3. Immigration Strategy - Immigrants are almost twice as likely to
start a business as their Canadian born counter parts (BDC,
2013). Small-medium enterprises begun by immigrants who
have arrived in Canada within the past five years are 5% more
likely to export goods and services with countries other than
the U.S (Toronto Region Board of Trade, 2015). Similar to
London, North Bay, Brockville or Ottawa, the development of an
immigration strategy for the City could be a means to fast track
the attraction of young wealth creators to the City.
© 2018 KPMG LLP, a Canadian limited liability partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative
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Principle #1 – The Attraction of Young Wealth Creators
Strategic Actions for Diversification
5. Music Entertainment City – Niagara Falls is already known for a
New Years Eve festival and the concerts held at the Casino.
There is an opportunity to add additional events during the year
that are not part of the traditional tourism sector and are
instead focused on the local community. Music, Arts and
Entertainment activities within a community provide significant
amenity to residents (e.g. the Meridian Centre in St.
Catharines). Niagara Falls has unique venues (e.g. the
downtown core, older industrial buildings and former power
plants) that could be redeveloped into musical venues. The City
should work with local business, the NPC and others
community groups in developing new live music venues. We
understand Niagara Falls has begun the development of a new
arts and culture hub in the tourism area of the City which will
include a new 5,000 seat theatre and farmers’ market. Other
possibilities include adding a spring and fall outdoor live music
event to complement the New Years eve celebration. The focus
for the events would be local and regional residents. Partner
“I think a big part of ensuring that we’re an attractive jurisdiction to which knowledge
with other local venues in Niagara Region to develop “Niagara
workers might move is to have a good music scene. If you’re 26, 27 years old and
Live” Passport for residents. This sector by itself may not
you’re coming … out of MIT or Stanford, you can work anywhere in the world. Why
represent a high investment/employment opportunity,
would you want to work in Ottawa? I think that having a really good music scene is
however, it has significant benefits for community building and
going to be one important part of that.” – City of Ottawa Councillor Jeff Leiper
the attracting/retaining of young wealth creators.
City of Ottawa BluesFest

© 2018 KPMG LLP, a Canadian limited liability partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative
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Principle #2 – Continuing Physical Renewal
Principle Description

Bricktown Revitalization Okalahoma City, OK

Global cities undergo constant physical renewal. Neighbourhoods
change purpose, different areas fall in and out fashion and new
buildings are put up and torn down. Ongoing physical renewal
keeps cities interesting and new. This is one of the reasons global
cities stay so magnetic.
Yet many second cities do not go through the same cycle of
physical renewal. When neighbourhoods or districts in smaller
cities fall out of use they often lie dormant. Many smaller cities fail
to evolve physically alongside the residents who use it. A time
comes when the discord between the physical city and its residents
becomes too great; the magnet flips from positive to negative.
Magnetic second cities adopt the same slow rhythm of physical
renewal that larger global cities do. However, when a city has
experienced years of physical decline and under investment, as the
case study cities did, the physical renewal required to make these
cities attractive again can be comprehensive.3 Not all cities around
the world need to undergo such extensive capital programmes to
improve their magnetism. With that said, too often the leaders of
second cities view the urban landscape through eyes of familiarity
rather than through the eyes of a city newcomer. Even cities like
Niagara Falls that are healthy and attractive should consider what
more can be done.
3 KPMG,

Magnet Cities, www. kpmg.com/uk/magnetcities, 2014, p. 14.
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Principle #2 – Continuing Physical Renewal
Strategic Actions for Diversification

Current State
There is a 1.2 million square foot community hospital planned for
Niagara Falls to serve the communities of Niagara Region. It will be
located in the southern part of the City on 50 acres of greenfield
land. A medical artificial intelligence centre of excellence is
expected to be developed adjacent to the hospital to support its
activities.
There is a lack of serviced land for industry to locate or expand (<10
years supply). The City has 120 acres of serviced employment
lands and 745 acres of un-serviced employment lands available for
development.
There are two commercial cores within the City of Niagara Falls.
The tourism commercial core is located adjacent to the falls and is
the destination for most visitors to the City. The City’s downtown
commercial core is located north of the falls and is the location of
City Hall, Niagara Falls Public Library and small commercial retail.
The downtown has struggled for several years and has minimal
retail traffic. While the City has re-invested in the downtown’s
public infrastructure, it has attracted minimal investment from the
private sector. As a result, there is lack of amenities/services in the
downtown core that typically exist in most cities. On the northern
edge of the downtown core is a series of brownfield industrial sites
adjacent to the rail line.
A Transit Station Secondary Plan has been established to guide the
development of lands within an 800m radius of the existing VIA Rail
station in the downtown core. It includes a comprehensive set of
policies related to specific land uses, urban design, transportation
and implementation.
There are three historic power plants located in the City that have
been retired and await redevelopment into an alternative use. All
three plants are now owned by the Niagara Parks Commission
(NPC).

6. GO Station Transportation Hub – There is an opportunity to
expedite the development of the GO Station lands through the
preparation of a feasibility study/business case for the City’s
purchase of the land to facilitate development. This could be
facilitated by the appointment of a project coordinator. In the
meantime, the approval of the new secondary plan for the area will
encourage mixed-use commercial and residential development
with higher density. The brownfield characteristics of the area also
give the City the ability to incentivize development through its
brownfield programs. There is no other GO station on the
Lakeshore West line that is located within the city’s downtown
core. This is a unique opportunity for Niagara Falls offering the
city a competitive advantage over all the other municipalities on
the Lakeshore West line.
7. Way Finding/Signage – The redevelopment of the GO station lands
will encourage increased traffic through the Queen/Bridge St.
downtown core. Currently, there is an absence of signage into the
area from the QEW. There is an opportunity to increase the way
finding/signage from the QEW particularly along Thorold Stone
Road into the downtown core. This new way finding and signage
will create linkages and connect different parts of the city.
8. Power plant renewal – There is an opportunity to support the NPC
in the redevelopment of the City’s three retired power plants.
Developers around the globe are making use of massive, obsolete
power plants, using their prime locations and award-winning
architecture for mixed-use development opportunities. The three
American cities of Boston Mass., Providence, RI, and Austin, TX,
and the UK capital, London, each house power plants in various
stages of redevelopment. The advantage of the Niagara Falls
power plants is their hydro background. Unlike, coal-fired plants
there is not the same environmental remediation required of the
surrounding lands. They also have a more distinguished and
architecturally significant design.

© 2018 KPMG LLP, a Canadian limited liability partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative
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Principle #2 – Continuing Physical Renewal – Austin Case Study
Austin's Seaholm Power Plant in its original use

Office space at Seaholm Power Plant in Austin

Austin's Redeveloped Seaholm Power Plant complex

The Seaholm Power Plant was commissioned in 1948 to meet
Austin's growing demand for electric power. It was closed in 1996
and left abandoned until 2013 when work began on the
redevelopment of the plant into a mix of office, retail and restaurant
space. A residential tower was constructed at the west end of the
site in 2015. The complex is now fully leased with a Trader Joe’s
grocery store and the regional headquarters for athenahealth, a
healthcare technology company with 600 employees on site.
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Principle #3 – Definable City Identity
Principle Description
Cities that attract young wealth creators have a strong and clear city
identity that new residents identify with. The identity of a city
reflects the values, interests, skills and behavioural tendencies of its
residents. While it is heavily informed by national identity, a city
identity can also be significantly different.

The city encouraged restaurants, bars and nightclubs to stay open
all night. Nightclubs were encouraged and the city actively
cultivated an identity as a ‘non-stop city’. Today Tel Aviv is known
globally as a vibrant, tolerant city that attracts like-minded people
to visit and live.

Global cities have very clear identities, many going back decades.
New York has long been the city that never sleeps; London a
cosmopolitan global crossroads and Hong Kong the buccaneering
gateway to the east. The identities of these cities draw residents,
visitors, businesses and investment.

Without a clear city identity it is difficult for future residents to
clearly understand what a city stands for and whether they are
attracted to it. The same holds for existing residents who may be
lured away by a strong identity in a neighbouring city.

Smaller cities can have equally strong identities. For instance many
around the world associate Copenhagen with tolerance, equality,
sustainable living and creativity. Barcelona is associated with
creativity, design and a laid back cosmopolitan atmosphere. Berlin
is becoming associated with innovation and social
experimentation.

Is it possible to engineer a strong city identity? Research
demonstrates that with concerted effort it is possible to refine, reestablish or entirely reinvent what a city is known for. However, it is
not up to city hall alone.
Tel Aviv Israel stages the largest pride parade in Asia and the Middle East

Yet as more cities try to compete for new residents, not all
recognize the importance of a clear city identity to draw people in.
There are many cities across the developed world that have no
clear identity, or the identity people hold to be true is long out of
date.
Tel Aviv also took bold steps to change its city identity. In the late
1990s city leaders recognized that Tel Aviv’s identity as a city was
indistinguishable from that of Israel – conservative and religious.
For the city to attract and retain their free-spirited and sometimes
maverick young, the city had to embrace the values of cities like
London, New York and San Francisco, the cities so many young Tel
Avivians migrated to. What better way to demonstrate the city’s
liberal values than to host a huge Gay Pride festival?
© 2018 KPMG LLP, a Canadian limited liability partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative
(“KPMG International”), a Swiss entity. All rights reserved. The KPMG name and logo are registered trademarks or trademarks of KPMG International.
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Principle #3 – Definable City Identity
Current State

Strategic Actions for Diversification

The City of Niagara Falls has a brand as a tourism destination that
is global in its reach. Visitors from around the world travel to see
Niagara Falls and experience the excitement of the City.

9. International Shared Office Centre - Facilitate the development
of a International Shared Office Centre (ISOC) location for
business, where a presence can be created quickly and where
back office support services are available. Shared services
should go beyond reception, meeting rooms and photocopiers
etc., to include dealing with the border - e.g. customs and
immigration advice. The ISOC could also provide residential
accommodation to meet the demand for residential services
adjacent to business centres. This initiative could utilize
existing or newly build flex space located within the Downtown
Core (Queen Street area), with easy access to GO Transit Hub
and “Nexus” bridge crossing to U.S.A. The development of a
“live-work” community improvement plan would also support
a ISOC. An ISOC would build upon the City’s work with the
innovation hub and immigration strategy.

It was often remarked during the stakeholder interviews that this
global brand awareness is a unique advantage for local business
and something they should be able to leverage.
Several interviewees noted the City is also identified as a border
community with easy access to the U.S. Niagara Falls location
within one day’s drive of the large east coast U.S. market was
particularly strong in the minds of the interviewed stakeholders.
The importance of the City’s brand was expressed during the
interviews when the stakeholders discussed the new GO station in
the downtown core. There was specific concern that the GO station
will be planned and built as a “vanilla” station similar to the other
GO Stations on the West Lakeshore line. There was a belief that
any new GO Station should capture the Niagara Falls brand and be
positioned as the “Rail Gateway” to the Falls.

An international shared office centre targets established
businesses looking to set up sales/support services with reach
into the U.S.. As they grow, it could lead to an expanded
presence to other locations in the City – thus serving as an
“incubator” for their market.
Most importantly, this initiative links to one of the City’s
important comparative advantages - Niagara Falls has
international location brand recognition, similar to New York
City, London, Paris, Tokyo etc. Companies with global markets
want to add this location to their mix. These firms can utilize
the draw of the City’s global brand to attract employees and
facilitate visits from customers/suppliers.
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Principle #4 – Connection to Other Cities
11 Federally Designated High Speed Rail Corridors in the United States

Principle Description
It should be no surprise that magnet cities are well connected to
other cities. The importance of transport connectivity between
cities is usually argued on economic productivity terms alone. Time
is saved, businesses grow because people can get to meetings
elsewhere, exports and supply chain imports become cheaper and
labour pools expand making it easier for businesses to find
qualified staff.
While this is true, quick and economical transport such as high
speed trains and airports are important to magnet cities for a
different, simpler reason. If a city is going to attract a new
generation of residents, the city must be easy to get in and out of.
Young wealth creators who move into a city are likely to travel back
and forth more frequently to other places or cities for work and to
visit family or friends.
A city that is difficult, time-consuming or expensive to get to will
find it difficult to attract young wealth creators. Many cities in the
north of England, for example, find it difficult to attract or retain
high-earning, young professionals for precisely this reason.

Southwestern Ontario High Speed Rail Corridor

Easy transport access into a city is not just important for residents.
As a city goes through the process of renewing itself physically and
changing its identity it needs people to visit, to see and experience
the changes for themselves. Journalists, bloggers, TripAdvisor
reviewers, students, tourists and business people spread the word
about a changing city. The more connected a city is, the more
people will visit it, particularly as momentum builds. Today’s
visitors become tomorrow’s residents. A flow of people into and
out of a city is necessary to create magnetism.
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Principle #4 – Connection to Other Cities
Current State of the City

Strategic Actions for Diversification

Access to Niagara Falls from Toronto has traditionally been through
the use of the automobile. The QEW was constructed in 1937 to
largely transport people from Toronto to Niagara Falls and Buffalo
NY. The growth in population in the Greater Toronto Hamilton
Area has meant the QEW has become increasingly congested
making the travel time between Toronto and Niagara Falls
unrealistic for commuting or any type of daily travel.

10. Hi Speed Rail Connection to Toronto and New York – The work
of the Ontario and New York state governments on high speed
rail is an opportunity for the City of Niagara Falls to link the two
high speed rail projects together. Given the high construction
and operating costs, high-speed services rely on attracting high
patronage and revenue. As a rule they require at least 6–12
million passengers a year and so normally connect cities of well
over 1 million population that are separated by travel times of
less than 3 hours. In this regard, a high speed corridor from
Toronto to New York is an attractive option when compared to
the Toronto – Windsor corridor.

In 2017, the Province of Ontario announced there would be regular
GO train service between Niagara Falls and Union Station in
Toronto commencing in 2023. This will provide Niagara Falls with
an hourly train connection to Toronto significantly increasing the
connectivity between the two cities.
In the 2018 Provincial budget, the government announced the
construction of a high speed rail project between Toronto and
Windsor. It is anticipated that high speed rail will be completed to
London by 2025 and Windsor by 2031. There is no connection
planned at present to Niagara Falls.
In the United States, the Federal Railroad Administration is
preparing a Tier1 Environmental Impact Statement (EIS) to evaluate
proposed system improvements to intercity passenger rail services
along the 463-mile Empire Corridor, connecting Pennsylvania
(Penn) Station in New York City with Niagara Falls Station in
Niagara Falls, NY. These system improvements include various
high speed rail options. The FRA anticipates publishing the Tier I
Final EIS in Fall 2018.

There is an opportunity to position Ontario’s high speed rail
initiative in three phases – phase one connection to London;
phase two connection to Niagara Falls and phase three
connection to Windsor.
The implementation of full GO train service to Niagara Falls is
significant, but the development of a high speed rail corridor
through Niagara Falls would be transformational. It would
open up the city to high-earning, young professionals who
require quick and economical transport.
11. Niagara District Airport – Located outside of Niagara Falls in
the neighbouring town of Niagara on the Lake, is the Niagara
District Airport. On a 35 acre site, the airport has a 5,000 foot
runway, 24 hour Customs clearance, NAV Canada and avgas/jet
fuel refueling capabilities. Currently, there are daily commuter
flights to Billy Bishop airport in Toronto. The close location of
the airport to Niagara Falls makes it an excellent opportunity for
the City to connect itself tightly to a global city through
strategic partnerships.
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Principle #5 – Cultivation of New Ideas
Principle Description
Cities that attract young wealth creators are cities that nurture and
take pride in new ideas. The culture and heritage of the city, mix of
residents, academic assets, investment community and physical
cityscape all contribute to a culture that cultivates and supports the
new. Cities like Boston and San Francisco have long created and
attracted America’s finest inventors, researchers and investors.
Long before San Francisco was known for Silicon Valley, Boston
had Route128, home to a generation of entrepreneurs and venture
capitalists. Today both cities are in the top five cities in the world
ranked by patent applications per head of population18. This is not
surprising. Both cities are home to world-leading universities. Their
residents are smart and ambitious and this in turn attracts smart
and ambitious people who want to work with them or for them.
Both cities have a liberal outlook, a significant investment
community and supportive city governments. It is this consistency
that makes them such attractive magnet cities.

To support the institutions, the city built a large commercial
building in the middle of the university district to provide space to
new companies that spun-out of the university as well as
technology firms like Google and apple that opened research and
development operations in partnership with the universities.

But few cities are endowed with the educational assets and
reputational legacies Boston and San Francisco are. Instead many
cities have to work hard to cultivate a city culture that encourages
the formation and fermentation of new ideas.
The city of Pittsburgh illustrates how this can be done. The city’s
economy experienced hardship when the steel industry, the heart
of its economy, fell victim to cheaper steel imports. The Mayor,
working closely with the Presidents of its two universities, Carnegie
Mellon University and the University of Pittsburgh, a strong
medical research institution, worked to pursue world-leading
academics and researchers necessary for the attraction of young
wealth creators.
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Principle #5 – Cultivation of New Ideas
Niagara Falls Analysis

Strategic Actions for Diversification

Our analysis identified that Niagara Falls has economic
specializations (outside of Tourism) in the following seven sectors:

11. Business Retention and Expansion Strategy (BR&E) – Given the
importance of existing industry and business to the economic
sustainability of the City, there is an opportunity to develop a
BR&E strategy to prioritize companies in the City’s seven strong
sectors and assist them with the identification of new
products/services and linkages to academic research and
development opportunities in Ontario (e.g. greater
collaboration with the Ontario Centres of Excellence). A BR&E
strategy can also help identify new business investment
opportunities based on the value-chain of locally produced
unique products (e.g. phosphine used in the production of
semiconductors or cannabis-based food and beverage
products).

1. Fertilizer and other Agricultural Chemical Manufacturing - #3253
2. Fruit and Vegetable Preserving and Specialty Food
Manufacturing - #3114
3. Beverage Manufacturing - #3121
4. Alumina and Aluminum Production and Processing (e.g.
Castings) - #3313
5. Resin, Synthetic Rubber, Artificial/Synthetic Fibers and
filaments Manufacturing - #3252
6. Pay and Specialty Television - #5152
7. Petroleum and Coal Product Manufacturing - #3241
These existing industries are important sources of industrial growth
and drivers of the local economy. Indeed, some firms have
significant local R&D facilities that employ highly educated,
knowledge-based workers that are young wealth creators. In
addition, some products produced in Niagara Falls enjoy “world
product mandates” i.e. the local plant has a charter to develop,
produce and market a product line worldwide.
Some communities try and be something they are not in their
economic development efforts e.g. digital technology centre, like
Waterloo or Silicon Valley. While the transformation to new
sectors/industries can be achieved, it is a long and higher risk
approach. In contrast, Business Retention and Expansion (BR&E) is
lower risk and has a higher probability of success.
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Principle #5 – Cultivation of New Ideas
Strategic Actions for Diversification
As noted above, the transformation of a city to new
sectors/industries is a longer and higher risk approach. The
likelihood of success for such a transformation is increased if a City
leverages its existing experience with local business and industry
into new economic initiatives.

12. Education Technology - Education Technology (EdTech) is all
about facilitating learning and education through the “ethical”
use of technology – for teachers and students. This industry is
growing and has seen $8.15 billion invested globally in 2017.
The entire Asia-Pacific Rim will represent 54% of the global
market by 2020. Niagara Falls has a head start in this sector, as
companies are already working with the Niagara District School
Board (NDSB) to pilot and test new EdTech ideas (e.g. Waterloo
based Chalk.com). In consultation with NDSB and others, there
is an opportunity to develop a “Top 25” prospect list of EdTech
businesses to attract to Niagara Falls. The goal should be to
build relationships with these firms and regularly solicit them to
open an office or facility in the city perhaps utilizing the NFRIH
and/or the ISOC.
13. Electrical Energy Storage - Energy storage technologies such as
“Lithium Ion Batteries” represent a significant growth
opportunity in today’s economy – particularly as they are
required to enable the greater use of renewable energy. This is
a new opportunity that builds on the City’s history and world
reputation in the power/electrical industry. OPG is facilitating
the increased use of electric vehicles and batteries. For
example, OPG is currently testing battery powered boat motors
to be used in OPG’s operations - a U.S. based company is
working with OPG on developing the prototypes. There is an
opportunity for the City to develop a recruitment strategy for
companies involved in the energy storage industry, as well as,
work with OPG, OCE and other research institutions to establish
a research and innovation centre in Niagara Falls.
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Principle #5 – Cultivation of New Ideas
Diversification Initiatives
14. Artificial Intelligence in Health Care - The new Niagara Hospital
(to be built by 2023) in Niagara Falls will be part of a new $10
million Centre of Excellence, with a focus on AI for healthcare
delivery. The 2018 Ontario Budget announced the Centre of
Excellence and its alliances with St Joseph Health System,
McMaster Faculty of Health and the Vector Institute. The
Province has indicated that “Artificial intelligence (AI) has the
potential to transform patient outcomes and quality of care. For
example, AI can provide clinicians with powerful tools to
identify cancer, pneumonia and heart disease risk; assist in
monitoring intensive care patients; and help identify the most
effective drugs for individuals based on their personal
genome”. Funding is planned to start flowing in the 2018-19
year. This presents an opportunity for the private sector to
conduct research, develop and test AI technologies and
solutions in the Hamilton and Niagara health facilities. The
Province should be encouraged to develop the new Hospital as
a “Net Zero” Carbon facility – in its construction materials and
use of energy. This theme links back to Niagara Falls reputation
as an innovator in the energy sector. The City should also
investigate the potential for a “Medical Business Park or
Facility” next to the new Niagara Falls Hospital as a location for
private sector or research firm associated with the Centre.

15. Net Zero Medial Business Park - There is an opportunity for the
Province, City and adjacent private landowner(s) to develop the
Hospital and Medical Business Park with an overall “Net Zero”
impact on energy, carbon and water use. This theme would
differentiate the Niagara Falls business park lands. In our
experience, organizations are increasingly concerned about
their green house gas emissions and are looking for
opportunities to demonstrate environmental stewardship (e.g.
Mohawk College’s Joyce Centre for Partnerships and
Innovation, a new 96,000 sq. ft. “Net Zero” facility).
The “Net Zero” Medical Business Park would feature
sustainable designs for infrastructure: solar/wind power
generation, LED lighting; water conservation; rainwater
harvesting/reuse; Geothermal/passive heating and cooling; Low
Impact Development site standards (e.g. storm water); vehicle
charging stations etc. Integration of solid waste diversion (from
landfill) processes and “Smart Metering” are other possible
features. The Park would be fully serviced by NRBN fiber optic
for high speed communications.
The Hospital or Park could include a “Net Zero Business
Accelerator” (NzBA) facility in partnership with a postsecondary institution (e.g. Brock or McMaster), the City and
other private sector partners (e.g. Vector Institute), with a focus
on commercial spinoff opportunities from the research on AI
for health care delivery (similar to “CreateIT Now” at Southlake
Hospital in Newmarket).
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Principle #6 – Fundraisers
Principle Description
The city governments in magnet cities play a unique financial role.
They don’t just see themselves as the distributors of city funds.
They see themselves as fundraisers on behalf of the entire city.
Their job is to attract private investment, research grants and public
funds into the city. And the most progressive magnet cities offer
their own risk capital to attract investment and funds. They
capitalize city assets and leverage balance sheets. To quote the
phrase, they ‘put skin in the game’. In this way magnet cities find
ways to become less reliant on national, provincial or state
governments for financial help. They do it for themselves. This
spirit of financial self-determination is fundamental to becoming a
magnet city.
This gives cities much greater freedom. When a city government
asks federal, provincial or state government for money, it also asks
for permission. Different layers of government grant these
permissions on the basis of quantitative and qualitative evidence
bases; cost benefit ratios, Gross Value Add impacts and risk
assessments. This requires time. It also means the projects and
funding requests that incur the lowest risk often win. Game
changing ideas rarely get funded in this way.
Even when a city is facing financial dire straits, it has a range of
assets it can use to attract new funds to invest in new
infrastructure, housing and commercial developments. A city’s
balance sheet can contain assets worth hundreds if not billions of
dollars ranging from land, commercial and residential buildings,
landmarks, infrastructure and trading companies. All of the case
study cities faced great financial difficulties. Yet by creatively using
assets such as these they were able to access investment that led to
major transformations in their cities.
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Principle #6 – Fundraisers
For instance, several cities repackaged and sold city-owned land at
a profit by first installing new infrastructure, granting planning
permission and selling on at an increased cost.
Oklahoma City raised and spent $363 million in the initial
programme of work. In return, private developers spent $2.4 billion
on new lofts, warehouses, restaurants and bars, and transformed
the downtown. Other cities, like Pittsburgh, went straight to the
business community to raise funds to create city investment
vehicles for emerging technologies and start-ups.

Niagara Falls Analysis
Niagara Falls key fundraising initiative has been its long time
participation in the ownership group of Niagara Regional
Broadband Network Ltd. (NRBN). Currently, the City is the majority
shareholder in NRBN holding approximately 75% of the company.
NRBN provides high-performance data and voice solutions to the
municipal, university, school and hospital (MUSH) sector and
business community.

Founded in 2004, NRBN wholly owns a fibre optic network which
gives it the ability to provide internet connectivity independent of
the traditional private sector market providers. Since 2015, the City
has been consolidating its ownership of NRBN through the
acquisition of shares held by two former municipal partners.

Strategic Actions for Diversification
16. Dark Fibre - The City needs to think of internet service delivery
as essential, much like providing water and sewer services to
business. A business case should be prepared for the
deployment of dark fibre (unused fibre optic cable) with the
intent to “light it up” with content services for local business.
The business case should identify capital costs; potential users;
opportunities to provide content; implementation options,
including City owned fibre in certain business districts and/or
deployment as part of a Community Improvement Plan(s).
Potential content could be linked to the “EdTech” sector and
the delivery of “Massive Open Online Courses (MOOCs). An
investment in dark fibre allows the City to target businesses
that have high bandwidth requirements, such as Artificial
Intelligence (AI) firms or those needing access to hybrid cloud
data storage capabilities. It is expected that as the Province
moves to 5th Generation (5G) mobile internet connectivity
(services with little or no “latency”), the NRBN fibre optic
network will become increasingly valuable to business and
government.
Priority areas for deployment would be the GO Hub/ Downtown
Core and strategic employment lands along the QEW (e.g.
Medical Business Park near new Hospital).
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Prioritization of Diversification Initiatives
Suggested actions have been mapped
by the project team for impact vs effort
to help prioritize activities
High

Strategic Actions For Diversification
1

Innovation Hub – Continue to support the proposed NFRIH, to be located
within the Community Downtown, with its focus on commercialization of
new technologies.

2

Higher Education – The City support the NPC in a partnership with a postsecondary institution with an interest in horticulture, such as the University
of Guelph.

3

Higher Education – Support OPG in a partnership with Durham College
support OPG in hosting satellite education and training programs in
Niagara Falls to leverage the power generation infrastructure in the City.

4

Immigration Strategy – Develop an immigration strategy to fast track the
attraction of young wealth creators to the City.

5

Music Entertainment City - Work with local business, the NPC and other
community groups to develop new live music venues and increase the
musical entertainment sector in the City.

6

GO Station Transportation Hub – Expedite the development of the GO
Station lands through the preparation of a feasibility study/business case
for the City’s purchase of the land to facilitate development.

7

Way Finding/Signage - Increase the way finding/signage from the QEW
particularly along Thorold Stone Road into the downtown core.

8

Power plant renewal - Support the NPC in the redevelopment of the City’s
three retired power plants.

1
8

quick wins
6

4

10

7

Young
Wealth
Creators

Impact

11

2

3

9
5

Continuing
Physical
Renewal

Definable
City Identity

Low

High

Effort

Connection
to other
Cities

International Shared Office Centre- Facilitate the development of a
International Shared Office Centre location for business, where a presence
can be created quickly and where back office support services are available.
Hi Speed Rail Connection to Toronto and New York – Niagara Falls continue
to advocate with the Ontario and New York state governments on high
10 speed rail to link the two high speed rail projects together.
Niagara District Airport – Support the development of partnerships with
Niagara District Airport.
9
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Prioritization of Suggested Actions
Suggested actions have been mapped
for impact vs effort to help prioritize
activities.

Strategic Actions For Diversification
Business Retention and Expansion Strategy (BR&E) - Develop a BR&E
strategy to prioritize companies in the City’s seven strong sectors and assist
12
them with the identification of new products/services and linkages to academic
research and development opportunities in Ontario.

High
quick wins

13

Education Technology – Target education technology as the key technology
sector for investment and support and solicit Ed Tech firms to open an office or
facility in the city.

14

Electrical Energy Storage - develop a recruitment strategy for companies
involved in the energy storage industry, as well as, work with OPG, OCE and
other research institutions to establish a research and innovation centre in
Niagara Falls.

15

Artificial Intelligence in Health Care - Investigate the potential for a “Medical
Business Park or Facility” next to the new Niagara Falls Hospital as a location for
private sector or research firm associated with the new hospital.

16

Net Zero Medial Business Park - Develop the Hospital and Medical Business
Park with an overall “Net Zero” impact on energy, carbon and water use to
attract business/industry concerned about their green house gas emissions and
are looking for opportunities to demonstrate environmental stewardship.

17

Dark Fibre – Prepare a business case for the deployment of dark fibre with the
intent to “light it up” with content services for local business and leverage the
coming implementation of 5G mobile internet connectivity.

13
14

Impact

12

Cultivation of
New Ideas

17
16
15

Fundraising

Low

High

Effort
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City of Niagara Falls Economic Diversification Strategy

The Engagement Process
The following individuals (listed in alphabetical order) participated in interviews over the initial consultation period:
Perspectives on the City’s
current economic
environment were gained
through interviews with 18
stakeholders identified by
the project team. In
addition, members of the
project team were also
interviewed for their
perspectives on possible
economic opportunities for
Niagara Falls.
Specific responses have
been aggregated in this
summary document and are
presented in the form of
general themes and
messages. The findings of
the consultation presented
in this summary document
will be used to inform the
development of possible
economic diversification
strategies for the
consideration of the project
team and the City of
Niagara Falls.

Name

Position

Name

Position

Adames, Davide

COO, Niagara Parks Commission

Knapp, Mike

Plant Manager, Post Foods

Aiello, Matthew

Owner, Qube Escape Rooms

McQueen, Chris

Management Consultant

Miele, Dino

CIO, Niagara District School Board

Murison, Andy

Co-Founder, Niagara Craft Distillers

Oakes, David

Director, Economic Development,
Region of Niagara

Robinson, Shane

Owner, Eaton Equipment

Stearne, Karen

Downtown BIA, City of Niagara
Falls

Todd, Kenn

Chief Administrative Officer

Barnsley, John
Davidson, Angela

Manager of Policy Planning, City of
Niagara Falls
Economic Development Officer, City
of Niagara Falls

Diodati, Jim

Mayor, City of Niagara Falls

Foley, Padraic

Business Development Manager
(Niagara), Ontario Centres of
Excellence

Foote, Gerald

Vice President Operations, Ontario
Power Generation (OPG)

Heinen, Geoff

General Manager, Niagara Regional
Broadband Network

Kemp, Mike

Owner, Kemp Financial Group

Klauck, Michael

President, Can-Eng Furnaces
International Inc.
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Location Quotient Overview
We utilized data from the Canadian Business Counts (“CBC”)
database maintained by Statistics Canada in order to perform a
Location Quotient (“LQ”) analysis on the City of Niagara Falls. Data
was obtained for Niagara Falls, as well as the Province of Ontario as
a whole. The data outlines the number of businesses organized by
the North American Industry Classification System (“NAICS”) and
the number of employees.
The CBC data provided by Statistics Canada was collected from the
National Business Register (the “Register”) as at December 31,
2017. In order for a business to be included in the Register, they
must have been assigned a NAICS code and meet one of the
following criteria:
•

Be an employer (ie. Have employees)

Number of Businesses in Niagara Falls With and Without Employees by
Employment Size Ranges December 2017
Employee Size Range

Number of Businesses

Percent (%)

Without employees*

4,769

66.10

1 to 4 employees

1,157

16.04

5 to 9 employees

525

7.28

10 to 19 employees

355

4.92

20 to 49 employees

242

3.35

50 to 99 employees

99

1.37

100 to 199 employees

44

0.61

200 to 499 employees

18

0.25

•

Be a corporate tax filer (T2)

•

Be a GST registrant with sales greater than $0

Total

•

File an individual tax return (T1) showing business revenue
greater than $0 and for which we can match the Business
Number (“BN”) to the Social Insurance Number (“SIN”) and/or

Source: Statistics Canada, Canadian Business Counts December 2017

500+ employees

6

0.08

7,215

100%

*Assume that businesses without employees are owner-operated businesses

• Show evidence (obtained via profiling activities) of size
The data provided by Statistics Canada was disaggregated by the 6-digit NAICS codes, as well as by the following employment
sizes:
•

Without employees*

•

50-99 employees

•

1-4 employees

•

100-199 employees

•

5-9 employees

•

200-499 employees

•

10-19 employees

•

500+ employees

•

20-49 employees
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Employee Counts By Industry Sector
The data from the CBC database indicates
that as at December 31, 2017 there were 7,215
businesses operating in Niagara Falls. Of
those businesses, 4,769 do not have
employees. Of the remaining 2,446
businesses, 1,682 or approximately 69% have
9 or less employees.
When disaggregated by NAICS Industry
Sector (“Industry Sector”), the CBC data for
Niagara Falls provides some interesting
characteristics about Niagara Falls’ economy
as a whole. There are a significant number of
businesses in the Tourism, Construction and
Real Estate and Rental Leasing Industry
Sectors. There are also large numbers of
businesses in the Agriculture, Forestry,
Fishing and Hunting, Retail Trade,
Transportation and Warehousing, Finance
and Insurance, Professional, Scientific, and
Technical Services and Health Care and Social
Assistance Industry Sectors.

Number of Businesses in Niagara Falls With and Without Employees by Industry Sector
Industry Sector*

With Employees

Without Employees**

Agriculture, Forestry, Fishing and Hunting
Mining, Quarrying, and Oil and Gas Extraction
Utilities

42
-

11
3

10

2

465

236

Manufacturing

88

101

Wholesale Trade

89

79

Retail Trade

257

406

Transportation and Warehousing

256

110

Construction

Information
Finance and Insurance
Real Estate and Rental Leasing
Professional, Scientific, and Technical Services

34

24

245

82

1,320

92

355

163

Management of Companies and Enterprises
Administrative and Support and Waste Management and
Remediation Services
Educational Services

41

5

138

92

33

15

Health Care and Social Assistance

198

220

88

64

Accomodation and Food Services

Arts, Entertainment and Recreation

199

374
210

Other Services (except Public Administration)

297

Public Administration

-

Sub-total, Classified

4,155

Unclassified
Total

3
2,292

614

154

4,769

2,446

Source:Statistics Canada, Canadian Business Counts December 2017
*NAICS 2017
**Assume that businesses without employees are owner-operated businesses
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Non-Tourism Industry Sectors and Occupations
Five Largest non-Tourism Industry Sectors With and
Without Employees 2017
1,400

By excluding industries that are explicitly tourism and retail
trade related, we have identified the five largest non-Tourism
NAICS Industry Sectors in the City as at December 31, 2017.
One unanticipated Industry Sector at this aggregated level is
Professional, scientific and professional services.

1,200
1,000
800
600
400
200
Real estate and
rental leasing

Construction

Professional,
scientific and
technical
services

Without employees

Other services Health care and
(except public social assistance
administration)

With employees

Top Five non-Tourism Occupations 2016 vs. 2011*

*The 2011 data from the NHS was gathered by a voluntary
survey, with some industry professionals indicating that the
data may not be of the same quality of that gathered during a
mandatory survey such as a long form census. In 2016 the NHS
was replaced by the long form census, and as such the data
from the 2011 NHS may not be directly comparable.

7,000
6,000
5,000
4,000
3,000
2,000
1,000
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transport

Business,
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administration
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Identified Canadian Industry Concentrations Identified
In order to further examine the CBC data for Niagara Falls
relative to the Province of Ontario as a whole, we utilized an
LQ Analysis. Effectively, the LQ analysis looked at the number
of businesses operating in Niagara Falls by NAICS Canadian
Industry (“Canadian Industry”) codes as a percentage of all
Classified businesses in Ontario, divided by the relative
portion businesses operating in that Canadian Industry in the
province as a whole. An LQ value > 1 indicates that there is a
greater concentration of that business with the City than
within the province as a whole.
The following is a list of some of the key industries identified
because they have high LQs, suggesting a concentration of
those Canadian Industries within the City. Note that retail and
tourism-related businesses have been excluded from the
following list.
•

Pipeline transportation of Crude Oil

•

Breakfast cereal manufacturing

•

Pipeline transportation of refined petroleum products

•

Chemical fertilizer manufacturing

•

Abrasive product manufacturing

•

Distilleries

•

Railroad rolling stock manufacturing

•

Poultry Hatcheries

•

Resin and synthetic rubber manufacturing

© 2018 KPMG LLP, a Canadian limited liability partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative
(“KPMG International”), a Swiss entity. All rights reserved. The KPMG name and logo are registered trademarks or trademarks of KPMG International.

38

City of Niagara Falls Economic Diversification Strategy

Identified Canadian Industry Concentrations Identified
•

Non-ferrous metal die-casting factories

•

Mixed fertilizer manufacturing

•

Metal valve manufacturing

•

Industrial gas manufacturing

•

Motor vehicle brake system manufacturing

•

Air traffic control

•

Money market funds

•

Other petroleum and coal product manufacturing

•

Metal can manufacturing

•

Concrete pipe, brick and block manufacturing

•

Marine cargo handling

•

Frozen food manufacturing

From the above list of Canadian Industries with relative concentrations within the City, it is clear that manufacturing remains an important
part of the local economy. However, our research also indicates that the strength of this sector continues to lose global competitiveness
as a result of the rising cost of labour, gas and electricity coupled with mounting international competition. Further analysis of the LQ data
will be required in order to identify Canadian Industries operating in Niagara Falls that may be emerging within the City. The identification
of these emerging industries can assist the City in providing further assistance and support.
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