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Introduction

Following the recent development of a new brand, website and marketing
plan, the Township is seeking to increase awareness of recent economic
investments in its Villages and Hamlets. The goal is to attract
complementary businesses, as well as support the retention and
expansion of existing local companies and organizations.

The objective of this project is to create an innovative, dynamic, and
holistic awareness campaign that supports the Township’s economic
development strategy and runs for 1 - 2 years.

The campaign will build upon the strengths and opportunities that exist
within the Township, including its growing reputation as both a tourism
destination with a world-class waterway system, and an amenity-rich
community with a strong heritage and cultural makeup that attracts a
skilled worked force.
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Key Action Steps of the Investment Attraction Campaign

1. Investment readiness

2. Campaign goals and performance metrics
3. Target audiences

4. Key messaging

5. Creative direction/theme(s)
6. Distribution channels

7. Content development — Tools/elements
8. Schedule/Timeframe

9. Implementation plan

10.Budget
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1. Investment readiness — things to do before launch:

1.1. Refresh/update website (this point similar to Digital Strategy) 51 King et
Add updated photos in several key areas
Update text on several pages

1.2. Purchase www.InvestRideaulLakes.ca

 Have it point to Rideau Lakes Advantage page

« This becomes landing page for
InvestRideaulakes.ca and investment

attraction campaign
« Update content to reflect ‘Invest’ messaging.

Investment Ready Properties
The Toarship maintans & dsta bese and Information sheets on privete and publc lands avellable for strategic
TESITENE. PRase sew SOMe examples below. Please b Dwys
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1. Investment readiness — things to do before launch:

1.3. Remember that most new investment starts from within
 Most new investment has inside connections.

« 80% of new investment comes from existing businesses

* Ensure open and positive relations with business community
« Ensure smooth processes for handling enquires and building

permits, etc.
« Make sure all staff and Council members are familiar with the
website: business directory, available properties,

] Ei /

Rideau Lakes
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2. Campaign goals and performance metrics

* The overall goal of the campaign is to increase awareness of recent economic investments
in Township Villages and Hamlets in order to attract complementary businesses, as well as
support the retention and expansion of existing local companies and organizations.

» The purpose of this project is to create an innovative, dynamic, and holistic awareness
campaign that supports the Township’s economic development strategy, and runs for 1-2
years.

« The campaign will build upon the strengths and opportunities that exist within the Township,
including its growing reputation as both a tourism destination with a world-class waterway
system, and an amenity-rich community with a strong heritage and cultural makeup that
attracts a skilled worked force.

« Response tracking will be achieved in a combination of ways:

» Social media hits and clicks

« Landing page visits

» Web traffic measurement overall

* Number of enquiries made directly to Township office

v
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3. Target Audiences

Campaign to be aimed at the following target groups:
 Businesses: those that provide ‘experiences’, that fill and provide

needed services in villages and those that create employment. A detailed schedule and

* Investors: those with a track record of success in similar markets olan will ensure that each
looking for new growth areas, those interested in new experience audience will receive its
opportunities and those interested in job growth share of message

* Influencers: County and regional partners, associations and outreach.

funding agencies. Local associations, business and cultural.
 Visitors: those passing through, looking for a new place to call
home and run their business.
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4. Key Messaging

Based on research and interviews from current businesses,
the three top reasons to invest in Rideau Lakes are:

1. QUALITY OF LIFE
* Natural beauty, water — rural lifestyle, quaint hamlets
* Sense of community, become involved
« Expanding infrastructure — Local amenities, broadband
to villages

2. AFFORDABLE
« Affordable land, buildings and housing
 Reasonable taxes

3. LOCATION
« Between Ottawa & Kingston

* Close to US border, short hop to Toronto/Montreal
* Rideau Waterway, UNESCO World Heritage Site

Ao

Rideau Lakes

“‘Rideau Lakes has a
growing reputation as both
a tourism destination with a
world-class waterway
system, and an amenity-
rich community with a
strong heritage and cultural
makeup that attracts a
skilled worked force.”

(from the RFP)

“Rideau Lakes is the new
Muskoka or Kawarthas
(or PEC).”

(various testimonies)
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5. Creative Direction & Theme

* Investment attraction best done by telling stories

« Photography and use of brand colours

« Featuring local businesses who have done it.

* Their testimonies deliver the message, and
becomes the headlines for attraction

» Let the current businesses tell the story of how
Rideau Lakes is a great place to invest

w
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WENDY’S COUNTRY MARKET “Rideau Lakes is
a special kind of

Discover the Rideau Lakes

Advantage

“In a small town, you
can build a personal
relationship with the
people... You know
them by name.”

| Hamed Elobskyie 3 Rideau Lakes
Par ”a'fﬁharmasave ¥ InvestRideaulakes.ca
I 25 |
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6. Distribution Channels

The Campaign will have the greatest success with an integrated,
multi-channel approach.

 Website — InvestRideaulLakes.ca
« Social media posts

* Print media: ads/articles

* Print collateral (see section 7)

* Direct marketing

* Networking

« Familiarization (Fam) Tour

* Video

« Sponsored content
 E-Newsletter
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7. Content & Tool Development

 Website — InvestRideaulLakes.ca — Success stories and content updates
« Social media posts; regular and ongoing (paid and organic)
* Print media: ads/articles: paid (sponsored) and unpaid
* Print collateral: kit folder (for realtors and newcomers)

* rack card, property sheets, community profile, quick facts
« Direct marketing: direct contact with developers, realtors and influencers
 Networking: active participation with business and community groups

« Signs at key locations — ‘locate your business here’...

« Displays at local village events
« Familiarization (Fam) Tour: Making sure everyone knows what's here
« Video: Gather current videos on website. Plan to create one video per year.
 E-Newsletter: include more stories and photos
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7. Content Development — Social media

Create Experience Rideau Lakes L e

Facebook page:

* Photo to represent lifestyle - That
changes often (minimum 4 times/
year and vary subject i.e. people with

coffee) =

—~—==—  Experience Rideau Lakes

« Alternate Rideau Lakes profile icon ovpriscaes sovemment ooz ([
« This link can change often and point

Home  About  Photos Events More » b Liked Q
t bsit
O webDsilte...
About See All g FipatiencaRideau Lok
~— 28m-Q

@) The Township of Rideau Lakes was Looking for a unique location for your business venture? Natural
established on January 1, 1998 following beauty. Charming villages. Rural lifestyle. Affordable real estate.
the amalgamation of the Townships of dina infrastructure. Ri al has this and more
South Crosby, South Elmsley, Bastard & Expan Lgf etk - Rideau Lakes has this a ——
... See More

Discover the Rideau Lakes

2,963 people like this including 1 of your
Lot B Advantage
n 0 “Increasingly local
€ 3,522 people follow this residents are discovering
@‘ http://www.rideaulakes ca/ Ihelbys O{Shopp‘"-'Q

local. Thisis what really

o BoneReRRR makes small rural
@ Send Message businesses sustainable.”

B2 info@rideaulakes.ca &

B Government Organization RideauLakes .V.@-dyBam),s
InvestRideauLakes.ca =\WendysGonfitryMarkers
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7. Content Development

Tools to include:

« Updated Community Profile

 Kit Folder

* Property Sheets

« Rack Card
e Quick Facts
e E-News

Looking for a unique location
for your business venture?

o Natural beauty
 Charming villages

Rideau Lakes
InvestRideaul akes.ca

Discover the Rideau Lakes
Advantage

=M ipswn dator st a

d e
oiore magna aliua,

ESERIdCauL akes cq

Community Profile
2021
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51 King Street,
Delta, Ontario

Key Details

Surveys” Mo registered plans on e
“Begrrered Mars v e s san s irocome pas

(= ible Uses

==¥ Rideau Lakes

Ot
o

* Bed & Breabtast
* Oinic/Personal Sevice

* Frofessional Office

* Restaurant

* Betali Store

* Single Dweling of Accessory Dweling

Invastment Opportunity

Part of the Jubrbiee Block, this heritage buildng is loGited
inthe heart of Detra. 1t features wide street tront
windows and Vg quarters on the upper level.

Zoned Local Comenercisl, the property i ideal for & small
Stert-up or modest ized busmess, usmg the oppes level
252 1£5108NCE OF FEMN property.

The hutsbes Bicck Bas formerty Sekd an ioe Cream shop,
restaurant and Sar, gullery, and retad space.

Investment Ready Site *
The Township of Rideay Lates s demorsteating s

with by
presenting this Information and has determined that this
3ite may be surable for future Sevelopment. With any
devwiopment, addeionst sudbes, reperts andfor
‘approvals may be reguired. Plesse comact the Township
of fagems Lakes to for addeins’ information.

z=f Township of Rideau takes
_— 1433 County Road &, Delta, ONTARIO KDE 160
Tel: 613-928-2251 Toll Free: 1-800-928-2250

Rideau Lakes  wmwinesmidessiskesca

13
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8. Implementation Plan: Schedule & Budget

ACTION STEP PRIORITY

1. Complete Investment Readiness Steps HIGH

- Refresh/update website

- Purchase www.InvestRideaulLakes.ca

- Ensure open and positive relations with business
community

- Ensure smooth processes for handling enquires and

building permits, etc.
- Ensure all staff and Council members are familiar with the

website: business directory, available properties, reasons
to locate, etc.
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8. Implementation Plan: Schedule & Budget

ACTION STEP PRIORITY

2. Implement Digital Content Strategy HIGH

This is overarching all communications initiatives:
- Activate and maintain social media channels

- Create and maintain digital content calendar

- Create social media policy

3. Maintain Creative Direction and Themes HIGH

- Ensure all marketing adheres to brand and message
guidelines
- Use photos and compelling headlines wherever possible

b



v

Investment Attraction Campaign: Final Report

8. Implementation Plan: Schedule & Budget
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ACTION STEP PRIORITY

4. Develop the Content

- Feature local businesses telling the Rideau Lakes story
- Feature news relevant to business

HIGH
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8. Implementation Plan: Schedule & Budget

ACTION STEP PRIORITY

5. Use Multiple Distribution Channels

In addition the above digital tools (web and social media), the

integration of multiple channels will boost results for HIGH
Investment attraction. These include:

- E-Newsletter

- Video

- Print media: ads/articles

- Direct marketing and Networking LOW
- Print collateral
- Familiarization Tour

- Sponsored content
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Thank you!
Prepared for the Township of Rideau Lakes by:

Tom Graham

TD Graham + Associates
613-258-3885
tdgraham@tdgraham.com
www.tdgraham.com




