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GO INVESTMENT CORRIDOR V

VISION

Develop future-focused business
environments that strengthen existing
businesses, and attract new high-growth
businesses and knowledge-based talent

OBJECTIVES

1. Retain and integrate existing
businesses into the development

MTSA:s.

2. Create an op
and foster g
attract ne

3. Develop 3
knowledge-base
Burlington.

Guiding Princip/e #1:
each MTSA in:
compiel 1unity that has
a mix of resider
smr /oy ment, institutional and
-ational uses.

shieve true mixed-use
ironments that focus on
substantial employment
outcomes.

2. Create a sense of place and
character appealing to the
future workforce and

demographic.

3. Foster small businesses, retall
and other amenities that cater
to the requirements of
employers and employees.

Guiding Principle #2:

Focus on planning for future
services and infrastructure,
and ensure sustainable
development.

STRATEGIES:

1. Develop a joint phasing and
servicing strategy with the
Region and other partners.

2. Integrate smart city
infrastructure into the

development of the MTSAs

3. Encourage sustainable forms

of development in the MTSAs.



Guiding Principle # Guiding Priniciple #5: Guiding Principle #6:
|dentify key employment rate the MTSA > the Engage stakeholders to

growth areas in the MTSAs & city | 4 provide szamless develop a collaborative

market to the future workforc transpostati ctivity. implementation plan for the

and industries. GO Investment Corridor
Vision.

Guiding Principle #3:

Develop a unique identity for
each MTSA and a marketing
brand focusing on attracting
people and talent to the area.

RATEGIES: STRATEGIES:

ncourage alternative modes 1. Consult with stakeholders who
of transportation in partnership are involved in or impacted by

STRATEGIES:

1. Enhance the existing heritage,
cultural and natural features in

the MTSA:s. with government agencies. the development of the MTSAs.
ihe economy by

2. Develop a unique pla ernal businesses 2. Advocate for active modes of 2. Develop effective tools and

identity for Burlingtg transportation. strategic partnerships to address

barriers in the implementation of
the GO Investment Corridor
Vision.

its unique charactg

talent and investme

MTSAs.



|OVERVIEW OF THE GO INVE

With more millennials entering the workforce and increased
immigration in the Greater Toronto and Hamilton Area (GTHA), the
industrial, office and retail markets' requirements are continuousl
changing. Workers seek culturally rich areas that offer a range of
amenities and activities for people of all ages to provide them with
work/life balance. Employers also seek to locate in or have access to
such areas to retain a talented and diverse workforce. Burlington
needs to distinguish itself as a desirable place for

must intensify
s in which the city
e is by developing

compact, mixed-use urban

the QEW highway.

ENTC IDOR

Much of
located north
the GO Investme

2 GO transit sta

acant and developed employment land is
th of the QEW highway, and is referred to as
ridor in this document. The areas around the

Idershot GO, Burlington GO and

TSA covers an area of approximately 800 meters around the
stations. The City has been working on developing Area

ondary Plans (ASPs) for these areas. The plans for the MTSAs will
gned with the Province of Ontario’s growth plan, A Place to
Growth plan for the Greater Golden Horseshoe, and the

alton Regional Official Plan.

Burlington will take advantage of Metrolinx's planned Regional
Express Rail, featuring two-way, all-day service every 15 minutes
along the Lakeshore West line to develop the MTSAs into mixed-use
areas that are environmentally friendly, infrastructure-efficient,
walkable, bikeable and transit-oriented.

Through this process, Burlington Economic Development will set
specific employment targets for employment lands converted to allow
mixed land



uses. The predetermined targets will aim to achieve higher
employment density or better employment outcomes than the
existing state of converted mixed-use sites. Burlington Economic
Development will also develop a business brand and marketing
strategy attractive to 21st century businesses, aim to retain and
integrate existing businesses, and to identify and implement tools to
address key constraints in economic development.

The preliminary technical work conducted by the City in 2021
illustrates that there is a potential to add over 60,000 jobs in
Burlington through the development of mixed-use, transit-oriented

neighbourhoods around the GO stations. Burlington Economic gross density 0

population to emp

3 people and jobs per hectare. This results in a
ent ratio of 2.3:1.

Development plans to take advantage of this opportunity to d
positive economic outcomes for everyone in the City and attrac
types of jobs and amenities that are desirable for these areas. Wit
the redevelopment of Burlington, there comes an opportunity to

competitively position the city within the GTHA as a tered around the Appleby GO station, the Appleby GO

TSA has an area of 207 hectares. The area is south of Highway
03, along Appleby Line and extends along the Fairview Street

talent and business.

idor and north along Queensway Drive. The Appleby GO
SAis projected to have capacity for 10,452 new people and
41,807 new jobs or a total of 52,259 people and jobs and a gross
density of 149 people and jobs per hectare. This results in a

followmg are the fi Fndlngs from the techni¢ population to employment ratio of 0.25:1,

ALDERSHOT €O MTSA

ectares. The area is
ains Road to the
just northeast of

s that the Aldershot GO
2,269 new people and

403 to the northwes
e southwest, ;

bounded by Hig
southeast, Daryl Driy

Gallagher Road. The te
MTSA is projected to have
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|POLICY FRAMEWORK

OTHER GOVERNMENT
BURLINGTON ECONOMIC DEVELOPM CITYC LINGTON ORGANIZATIONS
-~ S Pl A Place to Grow: Municipal

LONG TERM POLICY Economic Vision 2025 -vear"’&)r?;glc an Growth Plan for the Comprehensive

AND PLANS Greater Golden Review (TBD)
I

Burlington Econc
MEDIUM TERM POLICY Development 2¢ Official Plan (TBD)
DOCUMENTS Strate

Downt l GO |nvesth ) [ |r1n?vation
SECONDARY PLANS Economic Vis -orr|dor N Mobility Plan District ASP
. (TBD) (TBD) (TBD)
B di Empl
SHORT TERM ran mployme Post-Secondary Zoning Bylaw | Urban Design

IMPLEMENTATION Attraction

gy (TBD) - (TBD) AR 2020 Guidelines

TOOLS & STRATEGIES




|POLICY FRAMEWORK TIMELI

Official Plan reexamination O

Interim-control Bylaw Study ®

Halton approval of adopted Official Plan
Municipal Comprehensive Review
Integrated Growth Management Strategy

MTSA Area Secondary Plans

2024

Integrated Mobility Plan

2025

Innovation District Area Secondary Plan

GO Investment Corridor Economic Vision pré

Branding & Marketing Strategy
Go Invesment Corridor Economi
Go Investment Corridor Ecop

ision Review

Employment Attraction

Post-secondary Attraci
Community Improve




Burlington Economic Development retained consultants to conduct a
number of studies. The ongoing work from the studies has been
integrated into this vision. An overview of the studies is below
summary and key themes emerging from the studies is provided
subsequent section of this document.

d retained by the City of Burlington, for

s strategy as well as in mixed-use areas.

BURLINGTON & GTA SUBURBAN OFFICE MARKET
ANALYSIS
DELOITTE, 2016

This study analyzes the suburban office g

BURLINGTON EMPLOYMENT TARGETS STUDY
ATSON & ASSOCIATES, 2019

on the market context, financial implig s study explores long-term employment growth and non-

also provides an overview of workp dential development potential in the areas surrounding the three
growth scenarios for Burlington. 50 train stations in Burlington by sector and examines the intensity

of development that should be targeted based on market-based

BURLINGTON OFFIC analysis.
STUDY

DELOITTE, 201 FUTURE OF WORK

This study provi BURLINGTON ECONOMIC DEVELOPMENT, 2021

conditions ar This study outlined the short term to long term impacts of COVID-

19 on the industrial, office and retail markets in Canada and compared

future demand s study are office

market trends dri ington, as well as these national trends to the markets at the local level in Burlington.
ould elevate and This study also analyzed current trends driving change in these

us on the three GO train markets.

experiential and place
complement other devels
stations.



|VISION

Develop future-focused business
environments that sirengthen
existing businesses, and attract
new high-growtn businesses and
knowledge-based talent.



1. Retain and Integrate exi le businesses

2. Create an open b

growth oppg

3. Develop an enviro

based tale

ent that attracts knowledge-

d live in Burlington.

10



|PROCESS

1. PRELIMINARY RESEARCH & ANALYSIS G & VISIONING

Burlington Economic Development reviewed the technical work and )

) ) velopment formed a subcommittee to help

background research conducted by the City of Burlington, and . ) .

. ) i ) sion and implementation plan for the GO

analyzed previous work conducted internally on economic trends in ) . s

4 ) ) ) or. The subcommittee included the organization's

Burlington. Burlington Economic Development retained consultants )

} : ) as well as real estate, urban planning, human

to conduct research on industrial, office and retail market trends, } )

. nology experts. Burlington Economic
employment density and targets, and the types of employmen

that would be compatible within the MTSAs. Burlington Econo
Development also began researching case studies of successfull

ducted a SWOT analysis and analyzed themes

er interviews.

mixed-use environments focusing on employment uses. Burlingto FT GO INVESTMENT CORRIDOR VISION
Economic Development identified key stakeholders within the

MTSAs to engage in the process.
2. CONSULTATION & ENGAGEMED

ased on the feedback and findings from foundational studies,
Burlington Economic Development developed a draft vision and
uiding principles.

the first phase, Burlington Econom i . RECOMMENDATIONS & STRATEGIES

businesses in the MTSAs, and realtors. n Burlington Economic Development developed a list of key

Burlington Economic D recommendations and strategies that can assist in the

implementation of this vision.

6. IMPLEMENTATION

The development of the implementation plan will commence
following the completion and adoption of the MTSAs ASPs at the
end of Q2 2022.

11



ITIMELINES

INITIAL PHASE 2018-2020 201 8
Q3

@ Preliminary Research & Analysis
Conduct research on economic conditions and case

study analysis to help form the GO Investment
Corridor Vision

& Preliminary Consultation
Conduct one-on-one interviews with industr
institutional stakeholders
@ Planning & Visioning
Form subcommittee and regularl_y ¢

Building staff to help guide the vision'a
feedback

Develop go investmen
vision document

Project Pause

2020
Q1 Q2

12



PROJECT RELAUNCH 2021

The COVID-19 pandemic has had a profound impact on the business community an
pandemic, some of the trends previously captured through the initial study condu
pandemic, and there were new trends introduced within this timeframe as well
level, Burlington Economic Development conducted in-house research, engag
committee of industry experts. The following sections cover the findings and key

timetable for the 2021-2022 phase of the project.

PROJECT RELAUNCH: 2021 Q3

& RESEARCH & ANALYSIS

Conduct research on economic condif
inform the GO Investment Corrido

® RE-CONSULTATION

Form steering committee and co
with industry experts and communi

@ GO INVESTM

DOCUMEN
CONDUgE
Q INSTI
Develop ma ops for industry and institutional
stakeholders to e nt Corridor Vision and receive feedback

etween 2017-2019 were enhanc
i derstanding of the changes at the local

g from these activities. Below is a project

O 2 2
@ a3 Q4

13



SWOT ANALYSIS

¢ Connectivity to Toronto

® Strong Interest from residential market

¢ GO Train all-day service

® Proximity to highways

® Existing residential/amenity connectivity

* Appeal to knowledge-based businesses/office uses
® Appeal to commuters living in Burlington

¢ Ability to draw talent from Niagara to Toronto

STRENGTHS

employers
* Redevelop existing uses to create b
® Define the types of employment
¢ Utilize new technology and innovative
¢ Create population/job intensification that
efficiently
® Create an implemg
MTSAs

® Zoning revig

¥'special permit/proce
e Develop SAs as new focal points tf : e area

loyment attraction

WEAKNESSES

Rising prices per acre for employment land

Majority of developers are residential without experience/vision for
employment

Displacement of industrial

Jobs may be replaced with like for like i.e. retail and service jobs
Ministry of Transportation Ontario and Canadian National Railway
approvals

Industrial operations moving out/recognize limited lifespan in mixed-use
areas

Business cycles

Environmental constraints can delay development

Industrial uses that are incompatible may not be willing to move out
Competition from other areas

Low demand for office development due to remote working

THREATS

14



STRENGTHS

One of the major strengths of the MTSAs is their connectivity
easy access to Toronto. With scheduled improvements to the
network by Metrolinx, including frequent all-day service, transit
will be able to travel to and from Toronto faster and more

/ also discourage businesses who are focused on the prestige of

ighway visibility for their business.

ough developers are willing to engage in discussions on
work outside the city as it can prov grating employment uses within mixed-use developments, they
alternative transportation options.
stations to the QEW is attractive to kno

provides employees with ez

e unclear of the employment vision. The current vision and policy
are unclear in defining the desired employment uses within the
Investment Districts, and the type of development that would be
supportive of such uses. Currently, the Investment Districts are

the emerging wor : ani lacking amenities, including public open spaces and service

MTSAs, partic ies | i commercial uses. The existing population density in the districts is not
services ind ) i i enough to be supportive of the required services and amenities for the
employers, but
interest in the M i i ket because of the land

values and location fa@ i i elopment in the Although one of the strengths of the Investment Districts is the GO

future demographic that the city desires to attract to the districts.

MTSAs will be well-conne q g amenities and transit connectivity, it is a regional service that is not well-connected
employment uses, as well as regional transit system. to the local transit network. The regional GO transit is also focused on

the eastern
15



connection to Toronto and does not provide the same level of
connection West of Burlington. The local transit network is highly
disconnected from a regional perspective, particularly to the N
the city with no connectivity to Milton.

Regional transit must be better connected and more efficient to
provide transit users access to the GO transit stations and to other
key locations within the city to minimize car use

the MTSAs, providing parking will beco

the need to move to struc

e opportunities for
intensification and

t is well-connected by
way of transit. The

. The MTSAs can be developed into

focal points within the city that are attractive to

rporate smart city elements, such as new technology and
novative design, that enhance the quality of life and improve
ficiency and sustainability.

e is an opportunity to redevelop existing uses in the MTSAs to
hieve better employment outcomes by clearly defining the desired
future employment uses for the areas. One of the biggest
opportunities to ensure that the GO Investment Corridor Vision is
inclusive of employment uses is the zoning review of the current
zoning by-law, which will take place at the end of 2022. The zoning
review will allow for policy changes that better represent the future
vision for the MTSAs. Policies that encourage desirable employment
uses and discourage undesirable uses for the MTSAs can be
recommended through the zoning review.

The implementation of the MTSAs could be supported by appointing

an independent team that assists with the development within

16



the MTSAs and by designating specific zones within the MTSAs that

allow for a special permit process for desired uses.

The MTSAs represent a significant opportunity from a branding
employment attraction perspective. The MTSAs will create a ne
urban-suburban employment environment with many of the feat
typically found in a downtown core, not a suburban office

environment. Burlington is in a competitive positi@ffimpwhich it can

create well-connected, amenity rich emplo

Downtown Toronto.

BARRIERS

One of the biggest barriers to the devels

an employment perspectiv

pment and have limited vision and experience in
ent land development. Their lack of vision and
ent development may be another factor that

employment uses within the MTSAs being replaced with
ommercial and service-based jobs versus professional services and

powledge-based jobs.

rnal development approvals and requirements may present a
varrier in achieving development. The Aldershot MTSA is near the
QEW and subject to MTO authority. CN Rail requirements for
development may also present a barrier and must be better
understood.

Integrating employment uses within mixed-use developments or near
residential developments, can cause concerns from residents. Another
barrier for employment uses within the MTSAs may be the nature of
business cycles. Depending on the timeline of development and how it
coincides with the various stages of the business cycle, businesses may
not be able to integrate well into the MTSAs. The changing nature of
business cycles can prevent developers from successfully attracting
the desired employment uses within mixed-use developments.

17



|CASE STUDIES

EMPLOYMENT AREA MIXED-USE
REVITALIZATION EMPLOYMENT STRATEGIC POLICIES

LONDON DOCKLANDS, RVAMN COUVER, “RITISH TORONTO, ONTARIO
LONDON, UK COLUMBTA (DC BYLAW)

..

PLEASANTON

VAUGHN. NV ETRO (HACIENDA),

CENTRE, ONT /RIO CALIFORNIA BRAMPTON, ONTARIO
v

18



PARTNERSHIPS & WORKFORCE
INNOVATIVE TOOLS ATTRACTIO

BRAND
IDENTITY

DOWNTOWN HAC ASTADEI
MARKHAM, ONTARIO STOCKHOt™ HELSINKI, FINLAND

A

BECO INNOVATION
DOWNTOWV/ M VANCOUVER, BRITISH PARK, CHARLOTTE
KITCHENER, ONTARIC COLUMBIA NORTH CAROLINA

A 4

19



INVESTMENT ATTRACTION
& REVITALIZATION

MONCTON, NEW
BRUNSWICK

20



IEMPLOYMENT AREA
REVITALIZATION

After the bombings during World War Il destroyed the London
Docklands, the area was abandoned and empty until the beginning of
the 1980s. However, the area still possessed many advantages
made it an attractive development opportunity. The London

Docklands were located close to the city, meaning the populatio
would eventually flow into the area, providing opportunities for rea
estate and business development. The transit in the area was also

being improved through extensions of the Londg oround train

and a new airport.

To further escalate this growth, the Lg
Corporation (LDDC) was created i
into a thriving economic hub, the LDE
the first, to provide the area with access
such as gas, electricity, road

development. Insté i DDC relied on market-
designated an area of

incentivized to attract inves elopers into the area. Some
economic incentives included a period for taxes, offsetting

rights, and 21



more. Initially, the local government’s efforts were seen as inefficient
and their planning powers were transferred to the LDDC. However,
they quickly realized that successful regeneration of an area re
the involvement of the local community and authority, and the
shifted to a collaborative partnership approach.

Key takeaways:

22



IEMPLOYMENT AREA
REVITALIZATION

With a population of approximately 323,223 in 2015, Vaughan has

been steadily growing at an average rate of 11% per year. The city has
been working on implementing an ambitious economic developg
plan focused on bringing in new residents through creating a live
work and family-friendly environment. The official plan for the ci
focuses on the revitalization of the city centre to attract a larger a
highly diverse workforce. Vaughan's emerging downtown, also kno

as the Vaughan Metropolitan Centre (VMC) is 4

finance, innovation and culture for the City

e center of
e VMC

, and

includes the development of several new,

green spaces --a tactic to bring peoplgfinte the city for ¢ ment.
Pedestrian shopping areas, cycling
also be created to enhance the city’s @

2031, the VMC will have 12,000 reside
25,000 new residents, 1.5 mai

as well as urb@n squares will

mging in

ommercial office

ien square fee

=
_____

MTSA wi

-districts based on the

modates large volumes
have access to multiple

e planned for the VMC

and interactive public space'a

MTSA to

23



create a unique experience for travelers. The City is developing
unique programming for each sub-district of the mobility hub.

The City conducted a Community Improvement Plan (CIP) st
which was adopted by Council in 2015. The CIP is focused on
attracting and supporting office development in key designated ar
in Vaughan and in particular, the VMC. The financial incentives
es (DC)

recommended in the CIP included Developme
Grants/Reductions; Tax Increment Equivale

Lieu of Parkland (CIL) Reductions.

Key takeaw
e The VMC
access to the G ~ actions for travelers.
* Vaughan's adoptio office development in a

acted some major offices.

24



IMIXED-USE
EMPLOYMENT

Located adjacent to Silicon Valley in the Greater San Francisco Bay
Area, Pleasanton has a population of approximately 83,000 people.
In the past, the City had a reputation as a bedroom community,
has successfully transitioned to a “job-surplus” community by
designating employment and commercial areas in the form of

business and office parks in the 1980s.

1980s
an 860-

The development of Hacienda Business Park in
represented Pleasanton’s largest employmeg

acre master-planned complex of office sp

commercial uses. The business park hz 6 grown to inglude four

retail centres and residential uses, ing for a mixeg office

environment.

Key takeaways:
On-site childcare facilities 3

ovided, improving
pbark. Hotels,
upport
attraction of b i Sit
connections

convenience 'FOI’ pare P

and waterdport
¢ Instead of deve dings, a mixed-use
approach to deve il h focused on on-site

25



IMIXED-USE
EMPLOYMENT

There are very few case studies that are successful examples of mixed
industrial and residential use development. The WorkSpaces in
Strathcona Village is one of the few unique precedents of a mixe
residential and industrial development. The development is co 58
of 350 residential units and over 60,000 sq. ft. of space on the
levels for light industrial uses. These spaces are dedicated for light
industrial uses and can be utilized as creative space for artists and
D-1, which

il uses.

small industrial start-up businesses. The units arg
allows general manufacturing, wholesaling, o

Strathcona Village is a district locatedd
the WorkSpaces are one of the larg
area. |t is also amongst the first majo

incorporate industrial space as part of m elopment. The

residential towers extend = development
includes extensive ou p the rooftop of

the podium.

Key takea
¢ The develop

streetscaping

rial design with
e the development
more liveable.

® Smaller industrial unit g that also incorporates
convenience and service

perception.

*duces negative public

26



ISTRATEGIC POLICIES

The City of Toronto's updated Development Charges (DC) bylaw was
approved by Council in 2018. The bylaw was renewed as a result of a
comprehensive review process. The city began collecting data fg
proposed DC calculations in 2017, and conducted a background
study, which involved stakeholder and public engagement.

There are a number of exemptlons from the bylaw. DCs are not

buildings. Non-residential DCs may still'3

developments Aside from

® Phased D i ycreases more

27



ISTRATEGIC POLICIES

A development permit system (DPS) is an optional land use planning
tool available for municipalities. The DPS streamlines zoning, minor
variances and site plans into one approval process; this provide
flexibility in allowing for discretionary uses subject to specified ¢
and allows for variations from development standards within spec
limits. Municipalities can impose a range of conditions on the issua

of a development permit through a DPS bylaw.

development in this area is expected
existing buildings. The bylaw guidelines o

maintain the area’s chara

Key takeaw

28



IPARTNERSHIPS AND
INNOVATIVE TOOLS

Markham is recognized as one of Canada’s high-tech capitals, with
globally competitive professional services. Markham has over 1,000
high-tech and life sciences companies generating 37,000 jobs
visioning for downtown Markham began with recommendations
input gathered from an extensive consultation process between 1
to the present. The visioning for the area was conducted in
collaboration with the private sector. The City of Markham partnere

sister cities and 11 friendship cities, and @
municipalities and 7 educats institutions

e Downtown Markham h
visioning and collaboration s

ult of long-term planning,
the public and private sectors.

29



IPARTNERSHIPS AND
INNOVATIVE TOOLS

Downtown Kitchener began to decline in the late 1950s and early
1960s, as people began moving to new suburban residential areas.
Industries, businesses and retail followed to the periphery. The @
response to these changes, began initiating downtown revitaliza
strategies in 1963. Initial strategies included urban renewal projed
such as the pedestrianization of the Central Business District for t
summer months and the creation of a mini-mall in the late 1960s. |t
wasn't until 2003 that Kitchener began to see se ini

Economic Development Investment
through a special 10-year capital levy.
EDIF Steering Committeg

.—-"“

ol all benefited from
ool of Pharmacy was

students training in the com eral pharmacies, clinics and

health care teaching centres, a

30



well as an international pharmacy graduate program. Within two years
of the EDIFs implementation, Kitchener was considered one of the
fastest growing economies in Canada by CIBC and maintaine
second lowest unemployment rate in Ontario, at 5.3% compar
the national average of 6.4%. The University of Waterloo has be
critical partner in the project to build a creative economy in

downtown Kitchener. Its downtown campus has stimulated over

$200 million in private-sector investment and he stage for

the long-term redevelopment downtown.

Key takeaways:
* Although a number of municip

ave implemg

Kitchener is one of the most suc and un

Kitchener leveraged its partnerships
assets and real-estate.
e Kitchener also stim
of vacant and
direct and g

Much of inV esulted from the attraction
of post-second Ituti i on hubs that foster
start-up growth.

31



IWORKFORCE
ATTRACTION

Much like Burlington, Stockholm is facing development challenges

due to the city’s limited supply of land and is forced to grow vertically.
Much of Stockholm’s future growth is planned to occur in
Hagastaden. The population of Stockholm is expected to exceet
million by 2020. Hagastaden, a municipal development project,
important component for Stockholm’s progress. It is a project that
merges two cities, Stockholm and Solna, to create a cohesive
development of homes and workplaces in strategi |
development includes a park over the railwa oion, which
improves connectivity between the two gi

and, at the same time, integrate Stockhd i a. By 2025, the
f f a mix of housing,

including the
Line, the N

field of life sciences.

Hagastaden is where resear sities, and companies of all
sizes work together to develop | ative research and products.

Research and 32



development is encouraged in the district through legislative

advantages. For example, researchers employed at a Swedish

university own the rights to all intellectual property that is gen
by their findings. This allows academic research and industry to
closely in the region and transform life-science research into pro
relatively easily. Over the last ten years more than 15 new life scie
companies were formed every year, making this region one oF the
best life science clusters around the world for
start-ups.

Key takeaways:
* The Hagastaden project is the r;

ic strength to become
iences. Some of the

33



IWORKFORCE ATTRACTIg
RETENTION

One of the key focuses of Vancouver's Economic Development Plan

for the city is on "People --Attracting and Retaining Human Capital". P& VE R.,i : B‘VR\!T I S H
Vancouver competes for talent by working through Canadian ¢ |
organizations, such as C-100 in Silicon Valley to bring Canadia
home, and works with partners such as Immigrant Employment

Council of BC (IECBC) to attract and support skilled immigrants:

&

Another one of Vancouver's strategies involves
Campus-City Collaborative (C3) that crea

develop and retain talented students in

hip with

project of the C3 that directly involve
solving city challenges in Vancouve
goals. The program enrolls students

institutions and provides them with desig dialogue and

leadership skills. In its firs ed 480 students

across 12 disciplines ip ontributing
20,000 hours of s.

Key takea

* Participati

as well as providing the @
ideas.

34



IBRAND IDENTITY

Helsinki is a city that has gained many titles over the years. In 2000
Helsinki was chosen as the European Capital of Culture and in 2012

the city was chosen as the World Design Capital. Despite the gl »
titles the city had gained, it had no uniform identity and city ‘ "“
departments and projects used various identities and logos. Led b R e

Werklig, a strategic brand design agency, Helsinki began developi 1 R "Il ||
new brand identity in August 2017. Through the rebranding, Helsink : —

ad be both

sought a fresh new identity that would respect
modern and timeless. Through the rebrandig
were replaced by one unifying logo, whi
from parking tickets to international g
logo was based on the well-known
be adaptive and responsive to various €

elsinki residents,

the brand was everyone, mcludlng C|ty e

other Finns, foreigners, to Because of this, the

new brand was devel e, and easy to

e For citize isi i makes for more

understanda d resident-oriented eting and
p the City and its séfVices.

puish Helsinki from

communicatio

® The new uniform id

other cities and regio
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IBRAND IDENTITY AND
PLACEMAKING

Located in Charlotte, North Carolina, the expansive former-IBM
campus had been neglected for a number of years before BECO
Management (BECO) capitalized on the opportunity in 2010
purchased the land. Soon after, BECO invested in rebranding t
property as an “Innovation Park” through a $100 million renovat
strategy. By incorporating modern ways to foster an innovative,
collaborative, and positive work environment into the old buildings,
BECO built a community for businesses and thei gyees.
body to

aces like a

Creating a workplace of the future that had

share ideas and do any kind of work the
shared “Living Room”. BECO focuse

creating experiences for workers b

campus, building an outdoor nature I3 s
fitness center classes, and local food tru in 2.5 years,

BECO Innovation Park ho

occupancy rate fromg . companies with

and raised the

limited resources g a commodates
their needs. So ; C ark are

reported an increase in &
environment.
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INVESTMENT ATTRACTIG
& REVITALIZATION

For many years, there was worry surrounding lack of activity and low
foot traffic in the downtown area in Moncton, New Brunswick. The
Downtown Moncton Centre-ville group, a local business assoc;
advocated since 2005 for an events centre to improve the
attractiveness of the city. After years of advocacy, the city decic
close down the Moncton Coliseum, located in the city’s periphery)
opting for a new publicly funded events centre in the downtown co
due to the
ing

o its new
location in a part of the city not deer to lack of
parking. Nevertheless, in 2013 the (& grounds,and it
was completed 5 years later in 2018, i
Events Centre, and later renamed AVE
ost of $10

Initially, there were mixed emotions from the cg

high costs of the events centre, and there

whether people would attend events at

eastlinkrce:

he 8,800-seat
on. As part of its

events centre amounted 3

development, the eve

adaptable public

e winter, s outdoor

music and co i e summe event’s

centre signe cton Wildcats of the

Quebec Maj Moncton Magic of the

e Moncton Magic winning a
title during their first season de. Apart from the regularly

occurring sporting events, the has also hosted world renowned
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artists, such as Keith Urban, Bryan Adams, and Def Leopard, as well
as events for Cirque Du Soleil and the Ultimate Fighting

Championship. The events centre management team states th
are strongly committed to promoting the centre to draw big ac
in turn raise the profile of the venue and the community. To solv
parking concerns from the Moncton residents, for every event ho
at the venue, the City of Moncton increased its number of buses o
the road on those days, this proved to be a succe ernative to

access the venue, and during its first year o

many, including the
laim that businesses
ivity generated by the

have benefited grea om the increase i

venue on event nights?
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KEY T HFVIES FROM
-OUNDATI!ONAL STUDIES &
STAKEAOLD:-R ENGAGEMENT



THEMES EMERGING FROM THEM ERGING FROM
FOUNDATIONAL STUDIES STAK ENGAGEMENT

Future of employment
Flexible building footprints

Future workforce & demographi

Configurable workspaces
Multi-modal

Specialized employment
Parking
Vision & branding

Collaborative work environment

Transit hub access Partnerships

Affordability

Municipal financial in

Enhanced consumer

experience Sustainability

Placemaking

R&D space certainty due to COVID-19
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ISUMMARY OF FOUNDAT
STUDIES - 2019

The foundational studies that review the industrial, office and retail . Digi cture and R&D space.
markets in Burlington and the broader GTA were conducted by

Deloitte LLP and are summarized below. tegrated machine learning technologies will
of products with cutting edge technologies.
Trends in the Industrial Market i o highly digitalized transit hubs with

Five key trends were highlighted in the studies as inﬂuencing the
industrial sector’s future state while reshaping th i

es into the Zoning Bylaw and Official Plan. Increasing demand for
uses based on the following requirements: oT applications and technological innovation will drive demand for

R&D space, such as business parks, to develop new solutions and test
1. Flexible building typologies and foo ious applications in the real world.
As the manufacturing sector become . Well-connected transportation infrastructure.
quality, well-located, modern industrial
desirable asset classes in Ca A digitized supply chain requires a stronger reliance on loT and sensor
experience through powered technologies as well as infrastructure to serve the growing

demand within the supply chain. The digital supply chain will require

fulfillment centres in close proximity to large urban centres,

industrial building
service centres
could also tre g sma ' necessitating a stronger reliance on public infrastructure such as

to urban centré : [ ‘ g requests. highway networks to serve warehouses and

distribution centres’ mandates. A major cost driver in e-commerce is
transportation, which accounts for approximately 50% of the total
cost. As a result, well-connected and established highway networks
are crucial infrastructure to support the growth of

fulfillment centres.
41



4. Fewer and more specialized jobs.

Smart factories will leverage smart plug-and-produce approaches to
increase manufacturing agility, also known as Industry 4.0. Mod
construction and smart building will change the talent skill sets
knowledge requirements, shifting the talent pools that will be taf
As factories continue to progress to Industry 4.0, employment
opportunities will accelerate towards high technology and
specialized skill-sets. Likely this means that there wi

Evolving business
accommodate ch

aintain flexibility
inesses require greater
support through policy

/ multi-purpose end-use
options.

des a tangible competitive advantage when trying to attract and
etain employers. However, Burlington is located in the Greater
Toronto Area West, the most competitive suburban office market in
pe Greater Toronto and Hamilton area. Oakuville is preferred by the
ernational and institutional occupiers and that is unlikely to change
the short or medium-term. Burlington itself is currently a
preferred location for local occupiers and lends itself to development
as a regional hub for smaller users who desire office space that is
different from traditional institutional uses.

2. Market will favor traditional greenfield development.

The QEW Corridor and the 403 West Corridor represent traditional
greenfield development locations. Historically, the majority of new
major office buildings outside of the City of Toronto have been
accommodated in business park environments featuring superior

400 series highway access
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or GO train access in some instances. The most successful suburban
office nodes, such as those in Mississauga, prospered due to their
proximity to major arterial highways, high visibility and branding for
large office users, proximity to employee populations and large
of surface parking to satisfy tenant requirements for high parki
ratios. If the market is left to act freely, the QEW and 403 Wes
corridors are likely to see lower density, greenfield development d
to lower construction costs, however this is at odds with the

ion. The market

Clty must take a leadership role throughout the

Province’s growth plan which promotes intensifica
development process, and consider using financial incentives to
improvement plan (CIP) to locate in mixe : i attract development or facilitating expedited planning

pprovals. Ultimately, Burlington Economic Development and
lington stakeholders must embrace their role as a regional hub
and implement creative measures to attract and retain tenants who
are more likely to invest and stay in Burlington.

Open concept and collaborative environme steadily becoming

the norm for new offi . for office use is The studies highlight five prevailing trends that are disrupting the

changing increasing € S i office industry and will impact future office developments:

agile work envirg i

and reduced and. < internally 1. War for Talent.

towards flexible plenty of natural

daylight. Burlingts ace the workplace Surrounding uses of an office building and the supporting retail mix

transformation and i attract developers and have become one of the key considerations when organizations

tenants. choose a location as they aim to accommodate preferences.
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2. Agile Workspaces & Footprint Optimization. Ts the impact of e-com
and formats. The MT

With the reductions of office space requirements and an increasing able to thriveinas

ot equal across all retail categories
t comparison retailers that are

demand for amenities, the GO Investment Corridor development base.
needs to be cautious to ensure an appropriate amount of new supply.

3. Infrastructure Improvements.

Affordable, reliable and convenient transit options are highly sought pport on-site residents and commuters, but
after and are the key components for any successful mixed-use rtainment and leisure facilities to attract
development. itors from a wider trade area.

4. Sustainability.

End-users and landlords are increasingly looking for ways to impra
sustainability to achieve their objectives, it is important for to keep
this in mind during the build out process of the GO
Corridor.

greater emphasis on social experiences and
ir lifestyle choices, food & beverage, wellness,
entertainmen offerings are increasingly part of the retail mix.

4. The Polarization of Retail.
5. The Rise of “Space as a Service”. ‘ _ ‘
gside the ‘hollowing out’ of the mid-market segment has come a
ge of value-oriented and premium retailers. The MTSAs could be
hositioned with value-oriented and convenience retailers.

Where possible, the MTSAs may ing
spaces in its planning process to acco
small-scale office space.

5. Walkability & Placemaking.

Implementing enhanced urban design features and placemaking

) elements that are unique to each MTSA would add an element of
The studies

visual completeness and attract visitation.
market:

consumption channels. Brick- ortar retail remains relevant as
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ISUMMARY OF FOUNDATIO
STUDIES - 2021

The Future of Work study is a foundational study that reviews the

ic, with virtually all ffice workers having

industrial, office and retail market trends in Canada post-2020 was this period. The work from home trend has
conducted internally, these trends are compared and applied to the t reduction in demand for office space, which
Burlington context. inue for the next few years as 1/3rd of businesses
heir space used by 5-15%. Additionally, most large
Trends in the Industrial Market ided to adopt hybrid work plans after the

sult, Burlington’s office market is not
The industrial real estate market experienced vastly different tre COVID levels until 2026.
and relatively no negative impacts from COVID-19. During this
period, E-Commerce activity skyrocketed, increasing demand for

industrial land, and resulting in the lowest vacan for industria

> ) ] ends in the Retail Market
land in Burlington in the past 10 years, averag
e real estate market saw similar trends to the industrial and office
kets. The rise of E-Commerce caused an increased blurring of

s between warehousing and retail. Businesses are still interested in
increasing in-person shopping, with many businesses reinventing their
physical stores. This timeframe also saw an increase in consumer
interest in sustainable retail. Burlington’s retail vacancy rates are
Trends in the Offi ; expected to remain stable for the next three years with some
likelihood of decreasing.

negatively affe 3 y other market.

icancy rates in the past
3 ighest in the GTA. This

is largely due to a shift

home for most office
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ISTAKEHOLDER ENGAGEME
MARKET FEEDBACK - 2019

During the initial phase of the study (pre-2020), the first part of the
stakeholder consultation focused on interviews with market groups,
including realtors, developers, existing businesses and land owners
within the MTSA:s. It should be noted that the majority of developers
who were interviewed were primarily experienced in residential

it service options, the As should have an
such as well-connected bicycle and

eate a safe environment for cyclists and
concern for stakeholders was supporting the
sit-oriented community with the lack of transit

transition

and active tra tion infrastructure currently available in the

MTSA:S.

developments. Burlinton Economic Development reached out tg
contacts within these market groups to conduct one-on-one
interviews to determine their vision for the MTSAs. The key the
that emerged are outlined below:

olicy and Process

development process for the MTSAs should be streamlined and
ere should be clarity in the vision and development requirements.
[ he definition of the desired employment uses within the MTSAs
ould also be clear so that developers are able to understand the

ds and requirements of the target employers and employees. A
ack of clarity on the expectations and vision within the development
process can cause significant delays in development, which increases
costs and may deter desired development from occurring.

Multi-modal Transportation

Specifically, the development process needs to be streamlined and
more efficient for employment-focused developers due to their lower
return on investment as compared to residential developers. The

shift from automobile timing is also significant for employment-focused developers because

as car sharing, bus businesses are usually looking to lease space immediately and their
O Provide transit users deC|S|onS are o-Ften

likely to use transit. Aside
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based on ever-evolving business cycles.

Concerns regarding the development process also extended to
external development approval agencies, including Ministry of
Transportation of Ontario (MTO), Canadian National Railway (Q
and Conservation Halton. One developer whose project was withi

the CNR jurisdiction cited multiple new regulations and costs that
and land

TSA:s, the city will need to |dentncy the types of employment

came up unexpectedly during the process. Deve
owners want a clear process with little to no_ ses that can be successfully integrated into mixed-use areas. The
rrent vision of stakeholders interviewed does not integrate

One conflict that may arise in the de strial uses in the MTSAs, except for the Appleby GO MTSA. It is
inconsistency in the GO Investme rri isi ari 8ible that the economy around the MTSAs may shift from
industrial and manufacturing uses to professional services and high-
owners. It can be difficult to commence' i isi tech employment. This is in line with broader employment trends
particular sites is inconsis ¢ ; it seen across Burlington and Canada over the last 20 years. The future
employment areas should be identified in the MTSAs where the
visioning process 3 employment uses are compatible with other surrounding uses. The
policies. The mg target employment uses should be attractive and desirable for the
area. Appleby GO MTSA was seen as a strong focus for future
non-residential employment growth and the need to protect the employment uses
stly entailed ground north of the tracks was cited by several stakeholders.

floor commercial use i i ¢ here was no strong

c d many stakeholders cited A clear consensus emerged in the MTSA:s as attractive locations for
the difficulties or lack of exp

based employment and residen

integrating non-population- professional services and technology firms whose workforce is
tildings in a development. composed of young knowledge workers. Stakeholders cited the easy
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transportation links to Toronto and the proposed mixed-use amenity Vision
rich environment as clear drivers for professional services and
technology firms. From a developer and land owner perspectiy,
many stakeholders assumed employment uses would be focused
population serving uses such as retail, health professionals and
restaurants reflecting the current commercial mix of employment
the MTSA:s.
Community Hubs

5yal Botanical Gardens, and the Burlington GO

A is accessible to the downtown and waterfront. The nature of
each MTSA should be enhanced and emphasized by creating a unique
A key theme that emerged often during nd distinctive brand for each of them.

ording to initial feedback from stakeholders, the MTSAs should be
developed with a European vision in mind. Much of the development
in Europe is transit-oriented and mixed-use with high levels of
recreational hubs, parks, uniguecestaurant intensification, well-connected transit infrastructure, and is a good
precedent for the MTSA. Many stakeholders cited the European

place that encours munity. feature of squares and piazzas that created gathering places and drew

of uses but be a key attractor to dra
GO train stations. Suggested amenities

people. Some of the key words from a branding perspective included:
It was sugge [ complete communities, connected, "live, work play”, accessible,

moving forward efficient, creative, vibrant, functional, and convenient.
infrastructure pla . They should be
inclusive, livable com i 2 wide variety of uses, be

easily accessible by trans
with one another.
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Future Workforce and Demographics

The MTSAs were readily identified as having the capability to p
all the attributes that will appeal to future knowledge workers.
included easy access to public transportation and the ability to be
free, easy connectivity to the broader GTA region and a mix of
amenities accessible within walking distance. These attributes were
deemed particularly important in looking forware and they should be designed in a manner that creates a unique
i dentity and community feel.

who were seen to be influencing future
were also perceived as providing an aff eholders also pointed to the opportunity to integrate new state of
option for the new generation of k art features into the planning of the MTSAs. These varied from
sreen design, to world class design, to smart infrastructure. A

The MTSAs will need to provide a range @ forward-thinking philosophy should be at the heart of not just the
appeal to the future workforeesd design but also the infrastructure of the MTSAs. Key elements to

amenities as well as a appeal to employers of the future will be significant broadband

in Burlington. Ac 3 capacity and the integration of smart technology and smart city
stakeholder grg i at meet features into the neighborhoods. The MTSAs should be test beds for
their new red o i new ideas and technology and Burlington should be willing to partner

amenities that a rkforce. As more of with developers, designers and businesses to build state of the
the younger demo i e, their lifestyle and art neighbourhoods.
demands are constant i 3 al offices to

more flexible, comfortab e environments. This new
the MTSAs to attract the

office model needs to be imp
desired employment uses and
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ISTAKEHOLDER ENGAGEMEN ARKET
FEEDBACK - 2021

Stakeholder engagement was conducted in two parts. meetings were
held with the local business, development, and real estate community.
The meetings included a full presentation regarding the project, as
well as a discussion based on the research conducted during the post-
COVID-19 phase of the project. The following are the key themes

that arose from the discussions

and around the MTSAs, they want to remain
to see as little disturbance as possible from the
e surrounding lands. Compatibility of land uses

will be of utmost ance to successfully integrate industrial uses

CO-WORKING SPACES

her non-com uses, such as parks and residential

There is currently a lot of demand for workspaces for those that
from home and need more space or want a change of scenery. This
likely to remain even as the pandemic subsides. C
are meeting this demand internally, by providi FICE SPACE
their developments for residents.
ice space needs have been changing, cubicles are useful for social
PARKING ncing, but they are expected to quickly be replaced after

COVID-19 passes. Businesses are also requiring less space for
employees because of remote working arrangements, so there is a

eed to be
ch demand.

Parking ratios are contributing to unaf
reduced but also need to be flexible enoug high level of uncertainty over future demand.

exible in order to

navigate the changg d [ i MOBILITY

Current active transportation links are subpar and dangerous. There is
a need and an opportunity to create better transportation links both

VISIONING . °PP Y P

active and vehicular.

Visioning and planning : arrowly on current

conditions caused by COV

be relevant in 30 years.
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This stakeholder engagement part of the pre-2020 phase focused in
on partner groups, including City of Burlington departments,

ns from automobiles, and reduce overall
arks and open spaces should also be
Regional economic development, planning, environmental and
transit agencies, school boards and libraries, and real estate boards.
Many of the ideas that emerged from these discussions were sig
to the ideas of the market groups, discussed in the section abov
The city and regional partners emphasized the following additiona : tive and inviting for all ages. Investment in
concepts: atertainment will cultivate a high quality of life that
Sustainability re should be a distinct brand for each of the MTSAs that reﬂects
and enhances the unique character of the area. The MTSAs should
ot only have an attractive environment for residents, but also for
significant for the city to ensure futurg Ig | all businesses and retailers, who can benefit from placemaking

i ents. The focus should be on creating destinations within the

MTSAs that attract visitors, as well as employees and residents
within the MTSAs need to be preserved

through oﬂ:ering events and unique experiences. Vibrant public spaces
amenities for the residents

and workforce. that create opportunities for collaboration and inspire creativity

emphasized at the con; [ . should be integrated into the MTSAs in order to foster innovation and
Businesses should b€ ma ' S [ talent.

and available res

industrial bui 3 ]

MTSAs. Brow ncouraged using Partnerships

financial and policy i . y should explore N o .
district energy syste ans of minimizing In order to mak? any vision for the MTSAs 'Stfc.:c‘essful, it is es.sentlal to
environmental impact a ent. The design of the understand the interests, roles and responsibilities of the various
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stakeholders involved in the process or affected by the development. e and expand, through efficient timelines, and

Forming public-private partnerships with key market and public- financial or incentives. The lack of affordability would not only

sector stakeholders, and providing a platform for them to partig be an issue for

sses, but also for the younger generations and

e and work in Burlington. The MTSAs need

can help everyone achieve their goals efficiently through pooling nilies who desir
resources and sharing risks. Partnerships between market
stakeholders and partners can help bridge the gap between the : : ocation of choice for talent. There needs to be a
interests of both groups, and develop a scenario that is satisfactory pes that are affordable within the MTSAs in order
all parties. Partnerships can be a significant tog oving b cater to a diverse population of residents. Other than housing, the
transit also needs to be made affordable for workers and residents to
stage, and reducing the gap between plaafing i ion. encourage alternative modes of transportation, especially for the

yunger workforce that does not own cars.

focus has shif i . However, this
is not the case; ] as an ancillary use

where mixed-use d sing costs for land can
deter businesses fro ithin the MTSAs, even

need to be affordable place
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ISTAKEHOLDER ENGAGEME
OTHER FEEDBACK - 2021

Steering Committee

ity was added to the project workplan following
kshops, where we heard that individual resident
space was high, and developers were taking a
these amenity spaces as part of their

is is not the most effective use of land in
at space can be used for more residential or ICl

A steering committee comprised of industry expertise was formed in
order to provide additional guidance and feedback regarding the
project in its post-COVID-19 phase. The committee had memb
within various fields of expertise, including Industrial, commerc
institutional (ICl), & mixed-use development, urban planning, pa
secondary partnerships, ICT and professional services, talent
attraction and retention, and marketing and branding. The commit
also included landowners within the MTSA area
The recurrent themes that were provided as
sessions were the following:

* Encouraging ICI Development: ig

unity for co-working spaces to expand to the
5As and meet the future demand for co-working space in these
eas. Consequently, interviews were held with the local co-working
aces in Burlington to identify interest in these areas.

rently there is not a lot of interest in expanding to these areas, at
ime of the interviews coworking spaces were still recovering
ancially from the COVID-19 pandemic lockdowns, which impacted
development. The development pro the types of coworking spaces in high demand by remote workers,
also lengthy and arduous,and it i such as those with a pay-per-use structure more than those with a
zoning by-laws. fixed structure.

Parking: Peop

be flexibility in ratios,
ould be accounted for
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IDRAFT GUIDING
PRINCIPLES

nique identity for each MTSA and a
rand focusing on attracting people
t to the area.

1. Develop each MTSA into a complete

8 community that has a mix of residential,
employment, Institutional and recreational
uses.

TSAs encompasses a unique identity, which will be
ke them into desirable places for residents, employers

he distinctive brand of each MTSA will be

its current strengths and will ensure the area is an

The MTSAs will be compact, mixed-use urban neighbourhoods
will enhance the quality of life by providing a range of amenities
and services catered to residents and businesses within a walking
distance. The MTSAs will be destinations that attract visitors and
bring the community together through places and programming.

tination instead of a pass-through zone for transit users.

y 4. Identify key employment growth areas in the

MTSAs and market to the future workforce and

industries.
The areas designated for employment growth within the MTSASs will
attract desirable uses and accommodate the evolving requirements of

Iﬂiil 2. Focus on planning for fu
&7 infrastructure, and ensur.

development.
Plan for services and infrastructure, bot
manner that meets future

to accommodate thedf A ; employers. The employment uses will be compatible with the
will require long-te D i : . i i surrounding uses of the area and will cater to future businesses and
flexible and be itions. talent. The MTSAs will provide a range of affordable housing options,

transit connectivity, and amenities that will support the future
workforce.
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5. Integrate the MTSAs into the city fabric and
provide seamless transportation connectivity.

Ensure that the GO Investment Corridor Vision aligns with the
vision for the broader City of Burlington. The MTSAs will be
individual communities that are seamlessly connected through
infrastructure such as street network, transit, sidewalk

paths, etc.

6. Engage stakeholders to de
collaborative implementat;j
Investment Corridor visi
It is essential to engage stakeholders 3

to develop a holistic implementation strat
the development of the M&SA

usiness plan for
his vision relies
ools are in

e a smooth

development p
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|KEY BARRIERS AND OPPORT

The Following barriers and opportunities relate to the implementation
of this economic vision from the perspective of stakeholders who were
interviewed.

BARRIERS

® The development community lacks a vision for employment uses
within the districts. The lack of vision for employment is combi
with a lack of experience in development of office and indu
as most of the land has been purchased by residential develo

* Multiple levels of government agencies involved in the elopment process and expedite process for

development process, obtaining a developmen ployers creating a significant number of jobs of investment in

time-consuming. ICl developers can have e securing the community.

Develop and implement an institutional attraction strategy to

* Employment land conversions tg = 1in hi apture research and development in the community, and retain a
costs of land in the districts, whig young, and creative talent base.
for ICI development. Higher rents 3 i sts also ma
difficult for young workers and familie e housing, and

® Dedicate an implementation team for the districts to ensure the
plan is implemented efficiently and in a timely manner, and that
stakeholders are engaged throughout the implementation process.

® Develop a new business brand and marketing strategy for the
districts that is appealing to the types of employment uses and
workers Burlington needs.

® Form strategic partnerships to address barriers early on in the

process and develop creative mechanisms and support tools to

and industrial users require ant amount of parking per

. achieve successful economic outcomes.
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|IKEY
RECOMMENDATIONS

PRIORITY ACTIONS

The list was developed based on all of the research, stakeholder,
priority implementations, and it is not an extensive list of all imp
the implementation actions, with examples, are found in the follo
following major themes:

¢ Tools & Partnerships: Establishing dedicated
implementation team, and a team that p

the Burlington Lands Partnership and
and supporting main street busine

¢ Land Use Planning: Reviewing the
strategy as demand for changes throug g elopment of each MTSA, and advocating for new active and vehicular transportation

linkages.
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|IKEY
RECOMMENDATIONS

1. DEVELOPMENT SUPPORT LACEMAKING

* Establish a dedicated implementation team comprised of ci nd placemaking strategy for the districts,
economic development staff that ensures efficient i
implementation of the GO Investment Corridor Vision.

* Establish a community planning permit system, previously know

4/7 in partnership with the BIAs and Parks and Recreation.

potential to create a significant numb i To attract employers and workforce of the future, integrate public
the community. paces and amenities in employment areas, and leverage urban
esign guidelines to encourage creative architecture.

* Develop regional and municipal ing
e Foster cultural and creative industries and businesses in the

districts.

focused on employment uses.

Review the zoning
* Create public spaces that inspire and support collaboration and
collision of ideas.

t ventures for * Foster retail and small businesses that contribute to the unique
t vision directly. character of each area.

* |Institutional and city investment in cultural infrastructure and
services, such as libraries and BlAs.
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3. SUSTAINABILITY AND INNOVATION 5.

* Allow for higher density and greater mix of employment uses to U
support sustainable development.

* Integrate smart city infrastructure in the districts and ensure
development can easily adapt to future technology.

* Encourage and incentivize LEED-certified and zero carbon
buildings.

on Region's Newcomer Strategy and establish

* Develop tools to manage an energy demand plan for key areas in anned economic migrant outreach and liason office

the districts, in order to reduce climate change impact and to attract rs and entrepreneur class immigrants and

private investment. usinesses.

* Implement a broadband network, and create technology-enabl
areas to allow employees to enjoy greater mobility and flexibility

talent and businesses through the Global Skills
rategy.

* Facilitate pilot projects in the districts fo Form partnerships with international cities to attract investment

technologies and reducing barriers in4 and talent.

sustainable solutions.

4. TRANSIT AND TRANSPORTA

® |ncrease the level o i ity in the districts

connected, compact
ation.

g strategy.
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TSA into a complete
as a mix of

|GUIDING PRINCIPLE #1

tial, emp
ional uses.

Strategy #1: Achieve true mixed-use environmentg
outcomes.

POTENTIAL ACTION 3

Establish tools to manage future employment

POTENTIAL ACTION 2

Collaborate with existing developers in th
MTSAs to estat

projects.

POTENTIAL ACTION 1
Promote and market the mobility MTSAs to

best in class industrial, commercial and development and growth, and ensure true

uccessful mixed-use

institutional (ICI) developers. mixed-use environments.

-
3 Example tactics

¢ Develop tools to participate in joint

Example tact

nect develope

Example tactics

e |dentify best in class developments across

> mobility MTSAs

sst in class de

the GTA and Canada and develop a list of W

targeted developers to approach.

Develop marketing materials for key
redevelopment parcels that discus
constraints, potential solutions and
estimated timelines for development.
Promote key purchasing and development

opportunities to best | lavelopers.

pers with expertise in
mix ise developm
tween residential

\TSAs.

ment policies and

Encourage partnership

and |Cl developers in th

regulations that promote mixed-use as a

cost-effective form of development.

Form clear and specific employment density
argets and types of employment uses

orted in the MTSAs.

Engage developers early in the process and

notify them of target employment density
and uses.

ventures, such as a municipal development
corporation, to sustain employment growth.
Advocate for mixed-use policies and zoning

regulations unique to each MTSA.

Advocate for flexible zoning regulations that
accommodate a range of compatible light
industrial uses in mixed-use environments.
Advocate for and support transit-oriented
developments in the MTSAs.

Advocate for creative solutions, such as a
Community Planning Permit System, to
expedite and incentivize employment-
focused development.
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|GUIDING PRINCIPLE #1

Strategy #2: Create a sense of place and charac

demographic.

POTENTIAL ACTION 1

Encourage stakeholders to collectively invest in
public art projects and streetscape
beautification.

EXAMPLE TACTICS

¢ Advocate for the establishment of the
Percent for Art program in the MTSAs
Partner with BIAs to encourage businesses
to invest in public art and streetsc:
projects.
Engage local, community artists, arts anc
cultural organizations, and non-profit group
in the process.
Encourage partn

\ps with trans! cles

to implement Srojects along major it
P proj g maj

nodes as a finding tool.

POTENTIAL ACTION 2

Advocate for recre
employers can leverage ¢

[ activities that

t and retain

their workforce.

\ 4

MPLE TACTICS

* Eng

include employment &
E] Plan.

o F i levelopers to create units for

with Transpertation Services to

in the Cycling

creation -based businesses to
locate within employment areas.

* Advocate developers and businesses to
invest in indoor and/or outdoor placemaking

ments.

ional uses.

TSA into a complete
as a mix of
ent, and

, emp

o the future workforce and

POTENTIAL ACTION 3

Advocate and assist in generating unique,

thentic experiences and events in the MTSA:s.

EXAMPLE TACTICS

* Partner with BIAs, other city organizations
and festival organizers to host and market
public events in the MTSAs.

Leverage urban design guidelines as a
method of developing a wayfinding system in
the MTSA:s.

Advocate for a food hall in one of the MTSA
to locate for flexible zoning for food trucks in

the MTSA:s.
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|GUIDING PRINCIPLE #1

Strategy #3: Foster small businesses, retail and @
requirements of employers and employees.

POTENTIA!. ACTION 2

for retail and

POTENTIAL ACTION 1

|dentify and cater to the needs of existing
businesses, residential communities and future

Develop a pha

commercial uses in mixe levelopments

and commercial corridors.

w
AMPLE TACTICS

il demand and

population.

EXAMPLE TACTICS

* Examine current demographic data and D nine existing
analyze future trends. sup|
nine future reta 1 commercial

inds of target business and resident

e Determine current and future need: De
employees, and existing and targc d
businesses.

e Ensure current and future business and Examine the changing dynamics of the retail

residential needs are considered in the industry.

development of the / Advocate for flexible retail units to
~commodate future retail trends.
ket the MTSAs as desirable areas for
target retailers.
Encourage an appealing public realm in retail

areas to attract consumers.

ional uses.

TSA into a complete
as a mix of
ent, and

, emp

that cater to the

POTENTIAL ACTION 3

Focus on developing support tools and resources

r small businesses.

EXAMPLE TACTICS

¢ Extend existing BIAs or create new BlAs in
areas with a significant concentration of
small businesses in the MTSA:s.
Partner with the Burlington Chamber of
Commerce to actively promote networking
opportunities.
Promote existing coworking spaces in
Burlington and attract other coworking
associations and organizations in the MTSAs.

Leverage Halton Small Business Centre to

provide business planning support.
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|GUIDING PRINCIPLE #2

Strategy #1: Develop a joint phasing and servicig

partners.

POTENTIAL ACTION 1

Create a smooth development approvals process

with clear infrastructure and environmental

mitigation requirements.

EXAMPLE TACTICS

e Partner with Conservation Halton to
understand the impact of intensificatio
the watershed and develop clear
requirements for developers.

Advocate for Ministry of Transportat
Ontario (MTO) to develop efficiency in
approvals process and provide clarity in

Jurisdictional bound:
Advocate Canadi

(CNR) to pre

approvals ess.

lational Railv

clarity and efficienc

Develop a al collaboration strategy

and partnersh; h the Region to prioriti

mixed-use develo; t and intensificatic

POTENTIAL ACTION 2
Advocate for |
investment in physical inf ure and

rivate sector

community servi

w
MPLE TACTICS

e En age public-pr

> partnerships

between developers a »gional and/or local

government for the rec
I1and.

Ivocate  to form public-

opment of

private partnerships with developers to
extend public infrastructure systems in
exchange for pre-defined conditions.
Ivocate for the city to form public-private
r arships with developers to invest in
public facilities and infrastructure in

exchange for pre-defined conditions.

Focus on
infrastr

for future services and
nsure sustainable

POTENTIAL ACTION 3

Plan for and phase future community
frastructure and amenities.

EXAMPLE TACTICS

e Determine current demand for community

services, and forecast future population
growth and demographics.

Plan for park spaces and community
facilities for the current population and
projected growth.

Partner with community organizations, such
as school boards, early in the process to
inform them of the planned development
and to ensure the needs of future
demographics are met.

Encourage the protection, enhancement and
restoration of green infrastructure.
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for future services and

IGUIDING PRINCIPLE #2 Fouser

Strategy #2: Integrate smart city infrastructure i

POTENTIAL ACTION 1 POTENTIAL ACTION 2 POTENTIAL ACTION 3

Transform Burlington into a data-driven city. Develop a smart city strategy and action | Partner with energy and technology services
for the MTSA:s. companies to pilot innovative projects in key
~mployment areas.

\_J4
EXAMPLE TACTICS EXAMPLE TACTICS EXAMPLE TACTICS

Develop and acquire standardized and “tify smart city s, such as a smart * ldentify key stakeholders and interested
reliable data and data infrastructure. € sity grid, electric chargers, smart parties.
Develop a comprehensive database for t! tratfic lights, public VVi-Fi-enabled areas, ® Brainstorm potential innovative pilot
city, with open and accessible data. etc. to integrate in the development of the projects to implement in the MTSAs, such as
Obtain the World Council on Cit MTSAs. a district energy plan, smart streetlights,
Certification. ity features and solar energy, etc.
Invest in smart technology to collect a initiatives in the MTSAs. Advocate for regional and municipal
analyze infrastructure and behavioural dat ¢ Ensure developers consider smart city governments to implement innovative
to improve city service features prior to planning for development. community waste collection infrastructure.

Advocate for a digital customer service

form for the submission of development

applications and updates on the approvals

process.
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for future services and

|GUIDING PRINCIPLE #2 Fecuson

infrastr
development.

Strategy #3: Encourage sustainable forms of deve ent in the mobility

POTENTIAL ACTION 1 POTENTIAL ACTION 2 POTENTIAL ACTION 3

Advocate for flexible policies to allow for higher Develop a strategy to ensure developme Advocate local and regional governments to
density and greater mix of employment uses. integrate low (or net zero) carbon and resil; invest in brownfield redevelopment, innovative
energy system sustainability solutions and climate resiliency.

\
EXAMPLE TACTICS EXAMPLE TACTICS EXAMPLE TACTICS

* Determine target employment density and o Partner with Burlington } o and the Cit, e |dentify underutilized employment lands
uses for the MTSAs. “Burlington to identify potential locations across Burlington.
e Conduct a compatibility analysis for target a "get customers for a district energy Establish a Community Improvement Plan
employment uses. plai for redevelopment of brownfield industrial
* Advocate for land use policies and zoning Implement and promote district energy in areas, and high-density office development.
regulations that accommodate retall, office, high-priority areas of the MTSAs to attract Incentivize zero-carbon buildings in the
compatible light industrial and resic ' business tenants. mobility MTSAs.
uses in a building. Implement a future-thinking energy demand Develop a liability policy limiting city
system and develop creative management responsibility for environmental damage on
solutions for energy stability. sites caused by business operations.
Promote and encourage (or incentivize) low Integrate climate adaptation strategy in the
bon building solutions such as implementation of the MTSAs.
geothermal, solar photovoltaics and solar

thermal, solar walls, passive house building

design and energy storage.

Recognize builders who design and develop
projects that are resilient and have low
carbon footprints.
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POTENTIAL ACTION 1

Identify and promote heritage, cultural and
natural assets in the community in partnership
with local agencies and organizations.

EXAMPLE TACTICS

* Develop a map of key heritage, cultural, and
natural features in the MTSA:s.
Integrate significant features in the
development of a unique brand for ez
MTSA through the Branding and Marketing
Strategy.
Promote cultural and natural features
encourage future businesses and workforc
to locate within the MT
Use an ecosysterr oach to ¢ ing and
developing the
benefits frc
Work wit!
Parks and Re

are attractive tc

5As —integrating
sture for humans.

s, Tourism Burlington ana
tion to foster activities t
future workforce.
Develop and marke

obile app to
and prom ity

showcase points of intc

events and cultural activit

EXAMPLE T4

POTENTIAL ACTION 2
Advocate for i
cultural infrastructure an S

!'and city investment

TICS

n of existing or

Ivocate for the ¢
cI n of new BI/
o Adv

libraries and communit

ment in BlAs,
cilities.

te for more ir

® Leverage community facilities for

Promote libraries as an event space and

community MTSA.

ntity for each

alent to the

brand focusing
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|IGUIDING PRINCIPLE #3 Dewcbr

Strategy #2: Develop a unique place identity ford
characteristics.

POTENTIAL ACTION 1

Develop a cultural and placemaking strategy for

NS

POTENTIA!. ACTION 2

Develop a bus ! and a marketing

strategy for Burlington ¢ ages and

integrates the un

EXAMPLE TACTICE

nd target

> value prop fthe

EXAMPLE TACTICS

* Encourage partnerships to develop

rage key stakel

affordable and accessible arts and cultural a ces to detern existing perceptions
spaces and programs. of ngton.
Advocate for seasonal retail markets i Identify and engage ke

\s (residents, emp

ers of the mobility
public spaces and parks. M rs, employees,
Encourage the use of underutilized
between buildings for recreational ana Determine desiied perceptions of key
leisure activities. stakeholders and develop the Burlington
brand in partnerships with BIAs.

Encourage the use of blic
spaces. Identify brand ambassadors, such as business

ars, entrepreneurs and public figures, for

Encourage po; s and temporary v
ireas by advocating for « storytelling and promoting the brand image.

Ensure internal and external marketing

activate pu!
simplified ess permitting process.
communication efforts are consistent with

the brand.

entity for each
ing brand focusing
talent to the

POTENTIAL ACTION 3

Create opportunities for social interactions that
spire creativity and collaboration.

EXAMPLE TACTICS
Advocate for 24/7 programming in key areas

of the MTSA:s.

Collaborate with newcomer organizations
and Indigenous groups to develop cultural
programming.

Encourage community gardens and rooftop
amenity spaces in the MTSAs.

Partner with local cultural boards and
organizations to develop a programming
strategy inclusive of key employment areas,
and advocate for a lead organization to
execute strategy.

Encourage and assist in events and activities
that animate key nodes and streets, and
indoor public facilities.
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|GUIDING PRINCIPLE #3 Ds

Strategy #3: Develop an employment attraction

in the mTSAs.

POTENTIAL ACTION 1

Actively promote investment in the MTSAs

through attracting global development and

employment interest.
p)7

EXAMPLE TACTICS

e Promote the MTSAs as a destination for
Foreign Direct Investment through the
Branding and Marketing Strategy and in
partnership with local and regional tr
organizations.

Leverage existing sister-city relatio
attract international investment and
businesses.

Form new internatior

partnerships to at L internat!
investment an sinesses.

Leverage H 1 Region’s Newcomer

Strategy ¢ Jurlington’s future econom
migrant outre and liaison office to attr
investors and en aneur class immigrar
and businesses.

Develo

POTENTIA! ACTION 2

Ensure a smooth ¢ ment and business
permitting process to e stment
timelines for businesses are met

EXAMPLE TACTICE

Ivocate for an expedited, streamlined

d pment proce r employment-
foc developmen
Advocate for a site-sp = Community
Planning Permit System in strategic areas of
orate it into the official

plan policies and zoning bylaw regulations.
Advocate for streamlining the business
permitting process.
Advocate for an automated business

nitting system for issuing business
permits and permit renewals.
Advocate for an expedited business
permitting process for short-term pop-up
retailers.
Establish an implementation team dedicated

to the mobility MTSAs.

entity for each
ing brand Focusing
talent to the

investment
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|GUIDING PRINCIPLE #4 !denif;

Strategy #1: Strengthen key employment sectors.

POTENTIAL ACTION 1

Strengthen key local and regional employment
clusters.

EXAMPLE TACTICS

* Analyze existing business data and identify
dominant industries and niche clusters in
Burlington and Halton Region.

Target and promote key local and regi
employment clusters in the MTSA
Encourage partnerships between bt

to strengthen cluster network.

Partner with post-secondary institutions t
develop a cluster-based ategy.

ey emp
TSAs and

force and indust

nent growth areas

in et to the future

POTENTIA. ACTION 2
Develop and r

POTENTIAL ACTION 3

ue value propositions |dentify and develop solutions to business issues

for key employment sect ush the

Branding and Ma

EXAMPLE T/

ate an accessit

key sectors.
ing Strateg)

TICS

-comprehensive

EXAMPLE TACTICS

* Engage stakeholders from key industry

c inity profile for the city highlighting sectors to determine some of the major
ness environment.

s of life to attract

its ty of life and issues they have encountered in doing

e Ma Burlington's qu business in Burlington.
businesses and talent. Determine and advocate for innovative
ic red tape for businesses potential solutions in partnership with

to start-up and/cr expand in Burlington. industry experts, and local and regional

¢ Reduce bureaucratic red tape for businesses governments.

to start-up and/or expand in Burlington.
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ey emp

|GUIDING PRINCIPLE #4 !deniffitey emih

force and indust

ment growth areas
et to the future

Strategy #2: Diversify the economy by encouraging externa sinesses to locate in
Burlington.

POTENTIAL ACTION 1 POTENTIA! ACTION 2

Develop a strategy to attract desirable Attract local a ~ntrepreneurs, and
businesses supported by creative talent. encourage entrepreneurs ng Burlington
residents.

EXAMPLE TACTICS EXAMPLE TACTICE

* Engage target businesses to determine their erage TechPlace's LaunchPad and Soft

needs and requirements. L g programs to provide innovative
Match target businesses with target businesses with start support and
employees, and develop a talent attractios community resources.

strategy. Partner with coworking organizations such as
Partner with post-secondary institc to 'eWork, and OnePlan to

-

provide businesses with easy access to ensure flexible icotprint options are available
Market Burlington Economic Developme for companies of various sizes.
position as a referral p federal Develop a strategy to leverage and attract

immigration progr incluaing Slobal businesses testing the Burlington market

Skills Strategy Dedicated Servic ugh coworking and short-term spaces.
Channel to ict foreign talent and Target and attract businesses that have a

businesse significant number of remote workers in the

Advertise an mote investment city.

opportunities tc /immigrants. Partner with Regional Innovation Centres
and the Halton Small Business Centre to
deliver business resources and support to
entrepreneurs.
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|GUIDING PRINCIPLE #4 %

POTENTIAL ACTION 1

Advocate for housing affordability that reflects

the general level of housing prices relative to the

general level of household incomes.

EXAMPLE TACTICS

* Promote existing regional financial
incentives to potential investors and
developers interested in including afford
housing in their development.

Leverage the city's planned housir ategy
to attract young talent and newcor
Encourage and subsidize development
rental housing.
Encourage developme is types of

housing and owne models.

Strategy #3: Attract and retain talent desired by key'em;

POTENTIA! ACTION 2

Encourage the °nt of amenity-rich,

flexible workplaces desiie future
workforce.

EXAMPLE T/

Ivocate for flexi

TICS

loyment units and
MTSA:s.

al transit to attract

c king spaces in
® Invest inlocal and reg
and provide easy acces talent in
Burlington.
nercial and retail uses in
proximity to high isity employment
areas.

* Advocate for government, developers and

businesses to dedicate public park space in

loyment areas.

pokey emp
TSAs and

force and indust

ment growth areas
et to the future

yrment sectors in the mTSAs.

POTENTIAL ACTION 3

Develop a post-secondary attraction strategy.

EXAMPLE TACTICS
e Actively promote the MTSAs to post-

secondary institutions for a potential satellite
campus.

Partner with post-secondary institutions to
provide research and internship
opportunities for students.

Leverage post-secondary relationships with
international post-secondary institutions to
attract foreign talent and develop economic
partnerships.
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|GUIDING PRINCIPLE #5

Strategy #1: Encourage alternative modes of tra

government agencies.

POTENTIAL ACTION 1

Encourage employers to establish transit

incentive programs.

EXAMPLE TACTICS

Analyze successful case studies of employer
transit incentive programs.

Advocate employers to provide financia!
incentives to employees using active

of transportation.

Advocate employers to invest ina t
shuttle service for employees in partne
with other businesses in areas where pubii
transit is unavailable.
Advocate employ provide

subsidized trar asses to employe

exchange f
Advocate
standards fo:
parking regulatic

duced parking spaces.
he use of maximum parkin;
loyment uses and flexibl
r employers promoti

alternative transpo: 1 modes.

EXAMPLE T4

POTENTIAL ACTION 2
Advocate for ¢
strategy.

transitional parking

TICS

cate businesses native

£ >rtation mode d advocate for them
top {e incentives t

require a parking space.

Advocate for the city to

hort-term solution for existing

"ployees who do not
truct a parking

arking deina
Advocate for Metrolinx to invest in local
transit in return for reduced parking costs
long-term.

lvocate for Metrolinx to redevelop surface
. 1g for a transit-oriented development,
and/or develop structured parking.
Establish policies to encourage above-ground
convertible parking inside buildings.
Explore opportunities to partner with
residential developers to allow nearby
businesses to utilize empty parking spaces
during the day.

ortation

partnership with

POTENTIAL ACTION 3

Partner with local and regional transit agencies

nilot alternative transit modes in the MTSA:s.

EXAMPLE TACTICS

¢ Pilot innovative transit projects in the

MTSA:s, such as autonomous shuttles, e-
scooters, car-share and bike-share programs.
Form regional partnerships with transit
agencies of adjacent municipalities to
integrate services and align schedules.

® Advocate transit agencies to implement

transit demand management strategies.

* Advocate Halton Region for a regional

transit strategy.
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|GUIDING PRINCIPLE #5

Strategy #2: Advocate for active modes of transpc

POTENTIAL ACTION 1

Advocate for connections between

transportation and open space network to

encourage active transportation.

EXAMPLE TACTICS

® Determine and analyze commuting flow
patterns in the MTSAs.

* Advocate the City of Burlington to exte
the open space network and trails to
transit stations and stops, and key

destinations in the MTSA:s.

.ng

POTENTIA' ACTION 2
Advocate for \ ted, compact
development te promote transportation

in employment a

EXAMPLE TACTICE

Ivocate for and transit-oriented
d pment in the SAs.

® Advocate local and regional partners invest
in and improve walking and cycling
infrastructure in employment areas.

to invest in first and last

mile solutions.

¢ Encourage employers to develop measures

to support active transportation such as on-

ite change rooms, showers and secure bike

"ng.
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to develop a
tation plan for
idor vision.

|GUIDING PRINCIPLE #6

Strategy #1: Consult with stakeholders who are
development of the mTSAS.

POTENTIAL ACTION 1 POTENTIA! ACTION 2 POTENTIAL ACTION 3

Engage key stakeholders in the development of Develop an int oy to identify short Develop an implementation and action plan to
the MTSAs early in the process. and long term actions. termine responsibilities, timelines,
wvestments, and infrastructure.

EXAMPLE TACTICS

* |dentify and consult key public and private
sector stakeholders in the development of
the economic vision for the MTSA:s.
Develop a strategy to engage various lic

groups and target demographics ir
process.

Clearly identify goals and responsibilit.
each stakeholder group.

Create communicatio sue
between stakehold such as | inx,

MTQO and CNFR, by hosting worksho d

focus grour determine objectives o h

organizat
Integrate fee l into the vision and

implementation
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|GUIDING PRINCIPLE #5

Strategy #2: Develop effective tools and strategi ips to address barriers in the

implementation of the economic vision for the mTSA

POTENTIAL ACTION 1 POTENTIAL ACTION 2 POTENTIAL ACTION 3

Examine creative tools to achieve city building Establish public- ate part vith key aintain an ongoing dialogue with key

outcomes. stakeholders to achicve the long-1 for stakeholders.

the MTSA:s.

EXAMPLE TACTICS MPLE TAC S EXAMPLE TACTICS

° |dentify areas of the vision that align and o Me sision objecti vith potential ® Develop a communication plan for internal

areas that create conflict between partnership interests ( lic and private city and external stakeholders to provide
stakeholders. sector). updates on modifications or delays to the

r I

e Brainstorm and advocate for effec tools . bjectives, procedures, project.

and mechanisms that resolve conflict ructure, zs of the potential Develop and share key performance

visions of stakeholder groups. partnerships. indicators for the project with stakeholders
¢ Advocate for cross-sector stakeholder and partners.

partnerships.
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