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TOWNSHIP OF HURON-KINLOSS 
COMMUNITY IMPROVEMENT PLAN 

FOR THE URBAN AREAS OF 
LUCKNOW AND RIPLEY 

 
1. INTRODUCTION 
 
1.1 Background 
 
The Township of Huron-Kinloss is geographically comprised of the two former Villages of 
Lucknow and Ripley, two hamlet communities, a lakeshore area and a rural area. 
 
Lucknow and Ripley have been selected for the Community Improvement Plan for two 
reasons: 1) Lucknow and Ripley are identified as primary urban communities in the 
County of Bruce Official Plan and contain their own Secondary Plans within the 
Township of Huron-Kinloss Official Plan; and, 2) several studies and recommendations 
have been prepared identifying the desire and need for community improvement in 
Lucknow and Ripley. Each community possesses a unique character and history and 
although they are part of the amalgamated Corporation of the Township of Huron-
Kinloss this plan aims to address them each individually.   
 
The goal of this Community Improvement Plan is to create a tool for community 
improvement that will encourage the rehabilitation and revitalization of downtown and 
commercial areas within the Township.   
 
The Township of Huron-Kinloss has undertaken a number of initiatives and studies 
related to improving the health and function of its downtown and commercial areas.  By 
focusing efforts and being strategic with both public and private undertakings, the intent 
is to create an atmosphere that attracts more visitors and businesses and creates a 
vibrant, healthy, self-sustaining community for local residents.   
 
1.2 Overview of Issues  
 
The Provincial Policy Statement 2005 states that long-term economic prosperity, 
environmental health and social well-being depend on wisely managing change and 
promoting efficient land use and development patterns.  By supporting and maintaining 
the health of our downtown and commercial areas we are supporting strong, liveable 
and healthy communities that facilitate economic growth.  To set the stage for the 
policies and programs of the Community Improvement Plan, the following are offered as 
a rationale and overview of the issues that support the creation of the Community 
Improvement Plan. 
 
a) Physical Conditions 

In rural municipalities the downtown and commercial areas are the heart of the 
community.  Not only are they the main economic generators (2/3 of countywide 
commercial assessment is from downtowns) they are also the social centre of the 
community.  Additionally, in Bruce County, our downtowns and commercial areas 
are our main point of contact with tourism dollars. This is particularly important as 
tourism is the 2nd largest industry in the County and most of the County’s tourism 
attractions, such as the Bruce Trail, are non-gated. However, lately our 
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communities are struggling with retail leakage to bigger centres.  As a result, our 
downtowns are: 

 
• Lacking a definitive ‘sense of place’ in each community resulting in conflicting 

projects and improvement work.  
 

• Suffering from poorly maintained buildings and facilities throughout the 
commercial core. 

 
• Lacking clear connections for pedestrian, cycling, and other modes of 

transportation to residential neighbourhoods and other community amenities.  
 

• Underdeveloped, with accessibility constraints, low open space usage and 
limited programming in public spaces and facilities.    

 
b) Social Issues  

Based on Statistics Canada 2011 data, there is a large group of adults nearing or 
at retirement age that reside in the Township of Huron-Kinloss; this is higher than 
the national average. As well, there is an above national average of young adults 
and children residing within the Township. 
 
In terms of household income, there are areas in the Township where there are a 
number of families and individuals living below the poverty line, but also areas 
where there are a number of families and individuals living at or exceeding the 
national average household income.  
 
Due to these diverse statistics, it is important that improvement projects are 
undertaken at a steady and sustainable pace and funds be leveraged through 
grants and public/private partnerships wherever possible so as to not put added 
pressure on taxpayers.  Improvements to public spaces and facilities should take 
the above into consideration.    

 
c) Environment Considerations 

Any revitalization projects should recognize the environmental attributes of the 
project areas through green design and achieve environmental sustainability 
while meeting user needs and addressing development pressures. 

 
The Township has full sewer and water facilities in Lucknow and Ripley.  Any 
revitalization efforts should consider the provision of full services to support 
increased development pressures. 

 
Finally, initiatives should reflect, wherever possible, continued involvement and 
support of existing environment initiatives including the Pine River Watershed 
Initiative Network and surface water quality monitoring and environmental 
projects.  
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2. GOALS AND OBJECTIVES 
 
2.1 Purpose of the Community Improvement Plan 
 
The purpose of the Community Improvement Plan is to establish a framework for the 
Township’s support and implementation of a program(s) to encourage development in 
the downtowns and commercial areas of its two main urban areas.  This Plan is intended 
to improve the existing physical landscape and to stimulate rehabilitation and 
revitalization of the two main downtown and commercial areas by using, reusing, and 
restoring lands, buildings and infrastructure. In future years, Township Council may 
review the inclusion of other areas within Ripley and Lucknow, lakeshore urban area and 
hamlets to be included in this Community Improvement Plan. 
 
2.2 Goal  
 
The goal of this Community Improvement Plan conforms to and is a refinement of the 
Official Plan.  The goal is: 

To improve facilities and infrastructure in the Township’s two primary urban areas 
that will contribute to community health, social, environmental and economic 
priorities. 
 
2.3 Objectives   
 
Progress towards the achievement of the goals of the plan will be advanced through the 
following objectives: 
 

1. To improve the physical appearance and economic health of the downtown and 
commercial areas and recreational areas/facilities of the Township.  

 
2. To encourage development and redevelopment by the private and/or public 

sectors to improve the appearance and functionality of the downtown and 
commercial areas and recreational areas/facilities of the Township. 

 
3. To improve and enhance the existing downtown and commercial areas by 

encouraging improvements to street beautification, facade improvements, store 
front signage and community signage. 

 
4. To increase tourism and to elevate the Township’s status as a destination by 

coordinating stakeholders to promote each of the communities unique identity. 
 

5. To ensure a built environment that supports and encourages active 
transportation while reducing automobile dependency. 

 
6. To encourage joint public and private involvement in projects to improve the 

appearance, functionality or efficiency of commercial and institutional 
areas/facilities of the Township. 
     

7. To involve the public in identifying areas in need of improvement and encourage 
their participation in the process of improvement and rehabilitation projects. 
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2.4 Project Area 
 
The Community Improvement Plan applies to the downtown and commercial areas of 
Lucknow and Ripley as outlined in Schedules ‘A-1’ and ‘A-2’ in Appendix ‘A’ attached. 
 
3. SUPPORTING STUDIES AND PUBLIC CONSULTATION 
 
3.1 Supporting Initiatives 
 
Huron-Kinloss Action Plan 
Since amalgamation in 1999, the Township has been actively involved in enhancing the 
downtown core areas of Lucknow and Ripley through supporting and promoting local 
businesses, beautification and revitalization projects and attracting business, 
development and tourism. In 2003, the Township created the Huron-Kinloss Action Plan 
which identified the following priorities for improvement: 

• Small business and industry; 
• Tourism and agriculture; 
• Seniors; and, 
• Youth. 

 
A subcommittee was established to tackle each priority. Since 2003, the priorities have 
received various levels of completion and success. For instance, in terms of tourism, 
Lucknow has an annual music festival (Music in the Fields) that attracts thousands of 
local residents and tourists to the event for one weekend a year. Though many of the 
committees have disbanded, the foundation for completing the identified priorities 
remains with various local service groups and the Township itself (see Appendix ‘B’). 
 
Streetscapes 
In 2002, the Township undertook a streetscape study for Ripley and Lucknow. The 
results of this study recommended the following for implementation of streetscape 
improvements: 

• Incorporating the necessary policies into the Township of Huron-Kinloss 
Official Plan; 

• Township financial investment (i.e. budget allocations) for projects; 
• Undertaking detailed design and specifications for streetscape improvements 

to be constructed in conjunction with future Public Works projects; and, 
• Maintaining and/or creating public/private partnerships with local businesses, 

groups and organizations to assist with implementation. 
 

Since 2002, the Township has adopted the necessary policies for the Official Plan, 
completed the Ripley streetscape project and Lewis Park revitalization project and 
created and maintained public/private partnerships that continually work on streetscape 
improvements for both Ripley and Lucknow (see Appendix ‘C’). 
 
First Impressions 
In 2010, the Township invited the Ontario Ministry of Agriculture Food and Rural Affairs 
to perform a “First Impressions” evaluation of the Township, specifically the two urban 
communities.  The purpose of the evaluation was to obtain a structured and unbiased 
first impression of the community’s appearance, services and infrastructure prepared by 
people who lived and worked outside of the Township.  This was to be the basis for 
positive community action focused on downtown revitalization, tourism development, 
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investment attraction, quality service improvements and broader community strategic 
planning efforts (see Appendix ‘D’). 
 
A report for Lucknow identified the following considerations for improvement: 

• The need for more economic development/employment; 
• A lack of cohesion with signage; 
• The need for more visually pleasing streetscapes and storefronts. 

 
A report for Ripley identified the following considerations for improvement: 

• A lack of wayfinding signage; 
• Older commercial building restoration; and, 
• Develop a plan to attract and retain the creative economy that exists. 

 
Community Design Toolkit  
In 2011, the Township through the County of Bruce’s Spruce the Bruce program 
undertook a Community Design Toolkit development process that showcased the 
Township and the unique identities of each of its two urban areas.  The Toolkit surveyed 
both residents and visitors to identify characteristics that summarize each community’s 
individual identity. 
 
The Toolkit provides guidelines to ensure that all stakeholders are working towards a 
common vision.  Each Community Toolkit defines a ‘brand’ or common identity for 
developing a memorable, valuable and appealing community identity that will draw 
visitors to the area(s).  In order to achieve ‘brand’ consistency the Toolkit presents 
design elements to be used in a range of applications from media opportunities to 
municipal infrastructure projects.  Council approved in principle the Community Design 
Toolkit in May 2011 (see Appendix ‘E’) with modifications to proposed logos for each 
community. 
 
Business Retention and Expansion (BR+E) Report 
In 2012, the Township of Huron-Kinloss created the Huron-Kinloss BR+E Task Force, 
comprised of community volunteers, business owners and government representatives. 
The Task Force interviewed a sampling of the business community of Huron-Kinloss, 
asking questions specific to community businesses to get a more in-depth look at key 
issues. This formed the basis of the report. Results from the questions showed 6 key 
issues requiring greater attention: 1.) business attraction; 2.) tourism development and 
promotion of communities; 3.) business support and communication; 4.) beautification 
and downtown revitalization; 5.) retail leakage; and, 6.) workforce development. An 
action plan within the report was prepared to address these issues. Most of the actions 
given can be implemented immediately and addressed on an on-going basis. The 
ultimate long-term goal is to attract new businesses and residents (see Appendix ‘F’). 
 
Township of Huron-Kinloss Cultural Plan 
In 2011, the Township of Huron-Kinloss was awarded a grant under the Creative 
Communities Prosperity Fund and intends to complete a cultural mapping exercise and 
develop a Municipal Cultural Plan. The goal of this project is to increase awareness of 
the Township’s cultural assets and showcase the community’s uniqueness. Community 
consultation will occur with residents to provide an education/awareness presentation on 
Municipal Cultural Planning and discuss what culture means to the residents of the 
Township of Huron-Kinloss. The project started in June 2012 and it will be finished with 
the preparation of a Municipal Cultural Plan by 2013. 
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Township of Huron-Kinloss Strategic/Sustainability Plan 
In 2013, the Township of Huron-Kinloss intends to prepare a strategic/sustainability plan. 
The process will engage Council, staff, residents and other community stakeholders in 
community consultation (focus groups) to establish a clear vision for the future of the 
Township and develop policies for adapting the delivery of Township services to achieve 
this vision. The focus group discussions will target the agricultural sector; 
industrial/commercial sectors; social/quality of life (education, health and 
cultural/recreation); transportation; youth and seniors. The strategic/sustainability plan 
will build upon and complement the Township's current Official Plan, Business Retention 
and Expansion Plan, Cultural Plan and proposed Community Improvement Plan. 
 
3.2 Process & Public Consultation 
 
The Spruce the Bruce (STB) team collected background information in the summer of 
2010 regarding the health of downtown Ripley and Lucknow in order to develop a 
structured and focused downtown revitalization program.  The STB team solicited 
feedback from a number of sources.  The sources were: 
 

1. Community stakeholders which undertook a number of Diagnostic Tool 
exercises; 

2. Business stakeholders through the Key Informant interviews; 
3. Public input through the Resident’s Survey; Photo Survey; and Public Workshop. 

Strong public support for revitalization projects within the Community Improvement Plan 
areas were expressed in a variety of settings leading up to the preparation of the 
Community Design Toolkits for Ripley and Lucknow. 
 
Specific comments made through public consultation processes have led to the 
prioritization of six focus areas within this Community Improvement Plan: 
 

• Façade Improvement Grant Programs; 
• Storefront Sign Improvement Programs; 
• Streetscape Beautification, Signage and Landscaping Improvements; 
• Public Space, Parks and Recreation Works; 
• Infrastructure Works/Building Restoration and Accessibility Enhancements; 

and, 
• Community Energy Efficiency. 

 
3.3 Supporting Planning Policies 
 
Township of Huron-Kinloss Local Official Plan  
The Township of Huron-Kinloss Local Official Plan establishes local authority and criteria 
for selecting Community Improvement Areas and for implementing the Community 
Improvement Plan. 
 
Criteria for Selection of Community Improvement Areas  
The following criteria shall be used in the selection of a community improvement area(s):   
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1) Deficiencies in the condition and adequacy of commercial areas including areas 
within commercial building or building facades which exhibit structural deficiencies or 
need for rehabilitation, inappropriate signage, insufficient off- street parking, the need 
for improvements to the commercial streetscape, etc. 

 
2) Deficiencies in pedestrian access to commercial businesses and recreational assets 

or inadequate vehicular access or traffic circulation within the commercial areas.  
 
3) Deficiency in the availability and/or condition of municipal hard services such as 

roads, sanitary sewers, water systems, storm water drainage, sidewalks, street 
lighting, or hydro.  

 
4) Deficiencies in the availability and/or condition of municipal recreation facilities such 

as parks, playgrounds, arenas, community centres or trails, etc. 
 
5) Deficiencies in the availability and/or condition of municipal, social and cultural 

facilities such as administration offices, meeting rooms, galleries or libraries, etc. 
 
Implementation Guidelines  
In order to carry out the Goals and Objectives of the Community Improvement Plan, 
Council may:  
 
1) Provide for the preparation of a "Community Improvement Plan" for a Community 

Improvement Project Area pursuant to Section 28(4) of the Planning Act, R.S.O. 
1990, as amended. 

 
2) Designate by By-law the Community Improvement Project Area pursuant to Section 

28(2) of the Planning Act, R.S.O. 1990, as amended.   
 
3) Participate and coordinate with senior levels of government.  The County of Bruce 

Official Plan Section 6.13 encourages local municipalities to prepare Community 
Improvement Plans where appropriate. 

 
4) Cooperate with groups and organizations whose objectives include community 

improvements and rehabilitation initiatives. 
 
5) Utilize public funding available to municipalities from provincial and federal programs 

to assist in implementing community improvements.  
 
6) Support and encourage the business improvement area organizations in their efforts 

to maintain a strong and vibrant business area.  
 
Community Improvement Project Area  
The boundaries of the Community Improvement Project Area are established through 
the Community Improvement Plan and are considered approximate and minor 
adjustments may be made without an amendment to this Plan, provided that the overall 
intent is maintained.  
 
It is the Official Plan’s intent that community improvement projects be undertaken in 
identified areas as needed, whenever funds are available, provided Council is satisfied 
that the municipality can reasonably finance and afford the cost or its share of the cost. 
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Phasing  
It is the intention of this policy that a prioritized list of Community Improvements be 
identified in a Community Improvement Plan and not as part of the Community 
Improvement policies of this Official Plan. 
 
In considering the phasing of improvements, priority will be given to those projects that 
will most substantially increase the safety, stability and aesthetic quality of the 
community. The public consultation may be utilized as a basis for the phasing of 
improvements and rehabilitation projects. 
 
It is the intention of this policy that Community Improvement priorities are subject to a 
review as a result of changes in economic, social or environmental considerations, and 
the availability of funding.  
 
4. AUTHORITY 
 
The Township of Huron-Kinloss has identified a Community Improvement Project Area 
for each of the two urban communities within the Township boundaries (see Appendix 
‘A’).  Under Section 28 and 17 of the Planning Act, RSO 1990, these Official Plan 
provisions give the Township the authority to: 
 

1) Designate by by-law areas as Community Improvement Project Areas. 
2) Prepare and adopt a Community Improvement Plan for the Project Areas. 

 
This Plan gives the Township the authority to offer incentives notwithstanding certain 
statutory limitations in the Municipal Act, 2001. 
 
The Community Improvement Plan is consistent with Provincial Policy, legislation and 
guidelines and implements the County of Bruce Official Plan and Township of Huron-
Kinloss Local Official Plan, Ripley and Lucknow Streetscape Study, Community Design 
Toolkits, and Township of Huron-Kinloss Zoning By-law. 
 
5. COMMUNITY IMPROVEMENT PROGRAMS 
 
All programs and initiatives undertaken in the Community Improvement Plan Project 
Areas should strive to enhance the identity highlighted in the Community Design Toolkits 
as approved by Township Council in 2011 and as amended.  The goal of each of these 
programs is to create a sense of place and make the local community successful and 
realize the economic and social benefits available to each of the Project Areas. 

 
5.1 Façade Improvement Grant Program (Financial Incentive-Based Program)  
 
As a result of the Huron-Kinloss Action Plan, First Impressions and Streetscape Study, 
the Spruce the Bruce Committee of the Township suggested implementing a Facade 
Improvement Grant Program.   
 
As per Section 28(7.3) of the Planning Act, all grants, loans and tax assistance may not 
exceed the eligible cost of remediating the lands and/or buildings.  It is the intent of the 
Township of Huron-Kinloss to provide assistance grants and /or loans available for a 
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portion of the project costs for exterior improvements to the visible facade of existing 
buildings in the Ripley and Lucknow CIP Project Areas.   
 
 
 
 
5.2 Storefront Sign Improvement Program (Financial Incentive-Based Program)  
 
Downtown and commercial buildings and establishments define the street and are a 
major contributor to the character of the community. Clear and effective storefront signs 
have a large role to play in communicating the services and features on offer and in 
encouraging passers-by to stop and discover what that town has to offer.  
 
As per Section 28(7.3) of the Planning Act, all grants, loans and tax assistance may not 
exceed the eligible cost of remediating the lands and/or buildings.  It is the intent of the 
Township of Huron-Kinloss to make available through this Community Improvement Plan 
a financial incentive grant and /or loan program to promote businesses to revamp their 
storefront signs and awnings. These incentives will be available to cover a portion of the 
project costs of the exterior sign and / or awning improvements on an existing building in 
the two CIP Project Areas.  
 
5.3 Streetscape Beautification, Signage & Landscaping Improvements 

(Township-Driven Program) 
 
The Township of Huron-Kinloss recognizes that healthy and vibrant downtowns and 
commercial areas are key components in defining a community’s identity.  The Township 
has committed extensive revitalization efforts in Ripley and are committed to ongoing 
revitalization efforts through the Streetscape Study for Ripley and Lucknow including: 
replacing/adding light standards, street furniture (benches, banners, planters, 
garbage/recycling receptacles) and improved signage.  
 
5.4 Public Space, Parks and Recreation Works (Township-Driven Program) 
 
The Township has engaged in three major capital projects geared to enhance, preserve 
and derive more economic benefits from public spaces within the CIP Project Areas 
including: (1) outdoor street furniture in downtown Ripley and Lucknow; (2) increased 
signage in downtown Lucknow; (2) replacement of light standards in downtown Ripley; 
and, (3) revitalization of Lewis Park in Ripley (including seasonal public washroom 
facilities).  
 
In the future, the Township wishes to engage in more major capital projects including: (1) 
replacement of light standards in downtown Lucknow; and, (2) work with the County of 
Bruce Highways Department to implement traffic calming measures on Bruce Road 86 in 
the downtown Lucknow area.  
   
5.5 Infrastructure Works/Building Restoration and Accessibility Enhancements 
 (Financial Incentive-Based Program) 

The Township recognizes that in order to attract business owners and encourage 
shopping by local residents and tourists, there needs to be the availability of structurally 
sound buildings and safe public access for physically-challenged individuals to 
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patronage businesses. The Township of Huron-Kinloss intends to establish a Tax 
Increment Equivalent Grant (TIEG) program to provide tax assistance to private land 
owners in order to encourage private sector investment in properties and buildings. The 
TIEG program will provide tax assistance equal to all or a portion of the municipal 
property tax increase (increment) following the completion of a project owned by a 
private land owner that has resulted in an increase in the assessed property value. The 
time period for the TIEG program is subject to Council’s discretion up to a maximum of 
10 years per project, or until eligible remediation and redevelopment costs have been 
offset, whichever comes first. It is the intention of the Township of Huron-Kinloss to 
provide the TIEG program to the Ripley and Lucknow CIP Project Areas for the 
following: 

1. Remediation purposes to assist in bringing existing buildings up to current 
Ontario Building Code standards; and, 

2. Accessibility enhancements to downtown and commercial businesses for 
wheelchair accessible entrances and ramps. 

 
5.6 Community Energy Efficiency (Financial Incentive-Based Program) 
 
Energy efficiency and energy conservation are important to the environmental, social, 
physical and economic health of a community. The Township of Huron-Kinloss is 
committed to energy efficiency and conservation in all of its Township-owned buildings 
and intends to establish a financial incentive grant program to provide assistance to 
downtown and commercial private property owners in Lucknow and Ripley for energy 
efficiency and conservation for the following: 
 

1. Construction of new green buildings that meet LEED (Leadership in Energy and 
Environmental Design) certification standards; 

2. Retrofit of existing buildings for energy efficiency (i.e. replacement of lighting, 
doors, windows, insulation, heating, etc.); and, 

3. Alternative energy generating sources (i.e. rooftop solar panels). 
 
6. IMPLEMENTATION 
 
6.1 Program Criteria 
 
Township Council may prepare and adopt a set of Program Guidelines and procedures 
to establish the specifics of how the Plan components will operate.  The Guidelines will 
address such issues as the nature of improvement projects that will be approved, the 
application and approval procedures, requirements for legal agreements, and in the case 
of competing projects (where applicable) how decisions will be made as to which project 
receives priority approval. 
 
6.2 Program Guideline Framework 
 
The Community Improvement Program(s) development shall be based on the following 
framework: 
 

1. Introduction / Overview 
i) Program objective and details 
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2. Program Funding 
ii) Overview of Municipal funding 

 
3. Design Criteria and Guidelines 

 
4. Eligibility and Program Area 

i) Eligibility Criteria (see below) 
ii) Financial Incentive (see below) and Program Funding 
iii) Applicant responsibilities 
iv) Considerations (compliance with guidelines) 
v) Area of application 

 
5. Methodology / required elements (creativity, innovation, public participation) 

i) Review Criteria 
 

6. Program Administration 
i) Application process (submission deadlines and other requirements, 

timelines, number of grants per year, etc.) 
ii) Improvements eligible for funding (i.e. signage, illumination, awnings, 

painting, cladding, etc.) 
iii) Administration (review, evaluation, approval, agreements, inspections, 

completion) 
iv) Program Monitoring 
v) General Terms 
vi) Other Program Participation 

 
6.3 Eligibility Criteria 
 

1. Township Council, upon recommendation from Township staff, shall determine 
those properties eligible for the program based on, among other matters, the 
condition of existing buildings, the level of Township participation in the project (if 
any) and other relevant considerations. 

 
2. Only applications for commercial properties within the designated Community 

Improvement Project Areas will be eligible.  The Township’s approval process for 
applications is to be in the Program Guidelines.   
 

3. An application for a Community Improvement Incentive under the above noted 
programs must be consistent with the Official Plan, Community Improvement 
Plan, and any other design guidelines that may be implemented for the 
Community Improvement Areas. Priority will be given to those applications which 
most closely meet the Program Guidelines that will be developed with the 
Framework as outlined below.  Additionally, the Township at its sole discretion 
may elect to offer partial funding of any application.  
 

4. Priority for commercial properties within the designated Community Improvement 
Plan Project Areas will be given for the following programs:  

 
i) Façade Improvement Grant Program 
ii) Storefront Sign Improvement Program 
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iii) Infrastructure Works/Building Restoration and Accessibility 
 Enhancements 
iv) Community Energy Efficiency 

 
3. Any applicant to a Community Improvement Plan Program must be the 

registered owner of the property or an authorized agent.  If a tenant wishes to 
apply, a letter from the building owner approving the work to be done is required. 
 

4. The total of the financial incentive (refunds, grants, loans, and tax assistance) 
shall not exceed the cost of improvements made to any buildings or lands. 
 

5. Projects must be completed and invoices paid within the same calendar year of 
the applicable Program or the date of agreement whichever comes first. 
 

6. Eligible proposals may receive reduced funding if they are already receiving 
public assistance from other sources. 
 

7. Financial Incentives are not permitted to be retroactive, and only projects 
commencing following the approval of the project funding will be considered. 
 

8. Eligible project costs must be actual cash outlay to third parties acting at arms’ 
length and which can be documented through original invoices or proofs of 
payment. Applicants will provide a minimum cash contribution to the project as 
outlined under Financial Incentive depending on the type of Incentive that is 
implemented. 
 

7. Applicants must not be in default of any municipal taxes or local improvement 
charges.  
 

8. Applicants must comply with all provincial and local laws and regulations 
 pertaining to licensing, permits, building code and zoning requirements.  The 
 Applicant is responsible for obtaining all building and other required permits and 
 must be in conformance with all applicable health and safety standards.  
 
9. The owner/ applicant who is the recipient of funding from an incentive 
 program shall enter into an agreement with the Township stipulating at a 
 minimum: 
 

i) Terms of the financial agreement; 
ii) Timetable for provision of agreement and completion of the project; and, 
iii) An undertaking by the owner to satisfy all municipal and other relevant 

laws and requirements for the project.  
 

6.4 Financial Incentive 
 

1. Township Council, at its sole discretion and on an annual basis, shall determine 
the monies to be made available to both the Financial Incentive-Based and 
Township-Driven Program(s).  Council will determine the maximum contribution 
to be made available to the various programs under this Community 
Improvement Plan for the current year.  Council reserves the right, where project 
numbers exceed expectations, to offer financial incentives to eligible projects on 
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a ‘first come first served’ basis. References to monetary values and formulae 
identified in brackets are included as examples only, and are at the discretion of 
Council. 

 
2. Where applicable, financial incentive can be administered to the various 

Community Improvement programs in the following ways: 
 

i) Grant Financial Incentive 
i) Where a proposed project satisfies the relevant Township guidelines, 

a grant to cover up to 50% of the capital cost of the improvement to a 
maximum of $10,000 may be available on approved applications.  
Capital costs may include professional design fees, material, labour 
and taxes necessary to complete the eligible work.  In the event a 
project involves a second improvement, a grant of up to 50% of the 
capital cost to a maximum of $15,000 may be approved. 

 
 The grant would be payable after the applicant executes a 
 Commitment Agreement with the Township, construction is complete 
 and has been inspected by the appropriate approval authority, and 
 upon presentation of proof of accounts paid for the completed project.  
 A maximum of one year is allowed for completion.  The Agreement 
 would specify eligible works and require no changes to work on the 
 improvement for five years without municipal approval. 

 
ii) Where a proposed project satisfies the relevant municipal guidelines, 
 a grant to cover up to [33%] of the eligible cost of the improvement to 
 a maximum of [$10,000] may be available on approved applications.  
 Eligible costs may include professional design fees, material, labour 
 and taxes necessary to complete the eligible work.  In the event a 
 project involves a second improvement, a grant of up to [50%] of the 
 eligible cost to a maximum of [$15,000] may be approved. 
 

 The grant would be payable after the applicant executes a 
 Commitment Agreement with the Township, construction is complete 
 and has been inspected by the appropriate approval authority, and 
 upon presentation of proof of accounts paid for the completed project.  
 A maximum of one year is allowed for completion.  The Agreement 
 would specify eligible works and require no changes to work on the 
 improvement for five years without Township approval. 
 

ii) Loan Financial Incentive 
Where a proposed project satisfies the relevant municipal guidelines, an 
interest-free loan to cover up to [33%] of the eligible cost of the 
improvement to a maximum of [$10,000] may be available on approved 
applications.  Eligible costs may include professional design fees, 
material, labour and taxes necessary to complete the eligible work.  In the 
event a project involves a second improvement, a grant of up to [50%] of 
the eligible cost to a maximum of [$15,000] may be approved. 
 
The loan would be payable after the applicant executes a Commitment 
Agreement with the municipality, construction is complete and has been 
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inspected by the appropriate approval authority, and upon presentation of 
proof of accounts paid for the completed project.  A maximum of one year 
is allowed for completion.  The Agreement would specify eligible works 
and require no changes to work on the improvement for five years without 
municipal approval.  The Agreement will stipulate the repayment 
schedule. 
 

iii) Tax Increment Equivalent Grant (TIEG) Program Financial Incentive 
 Where a proposed project satisfies the relevant municipal guidelines to 
 bring buildings up to current Ontario Building Code standards, a TIEG 
 may be available on approved applications.  The TIEG program provides 
 tax assistance equal to all or a portion of the municipal property tax 
 increase (increment) following the completion of a project owned by a 
 private land owner that has resulted in an increase in the assessed 
 property value.  In year one of the program, the grant to the property 
 owner is equal to 100% of the tax increment. Thereafter, the grant 
 decreases by 10% per year (i.e. year two = 90%, year three = 80%, and 
 so on up to year five). 
 
6.5 Participation 
 
In order to carry out the Community Improvement Goals and Actions of this Plan, the 
Township may participate and coordinate in grants or loans with other levels of 
government pursuant to Section 28(7.2) of the Planning Act, R.S.O. 1990 for the 
purpose of carrying out a Community Improvement Plan. 
 
7. MONITORING 
 
The Township will conduct an annual review of the programs being implemented under 
this Community Improvement Plan with a report to Council to determine their 
effectiveness and whether funding levels should be increased or decreased, or whether 
modification to the programs should be made.  
 
The Township shall ensure the Community Improvement Plan programs operate in 
accordance with any applicable Provincial legislation and any other applicable policies.  
 
The Township may conduct a review of the use of incentives for any approved project, 
as it determines necessary.  Further, the terms and conditions of the Financial Incentive 
Program(s) may be amended as a result of the monitoring efforts, or the Program(s) may 
be discontinued. 
 
The CIP will be monitored on an annual basis to determine the following: 
 

• Whether established targets for each Program uptake are being met; 
• If the desired outcomes for the CIP areas are being achieved: 
• If the program participants are completing their commitments; and 
• An analysis of the full benefits and costs of each program. 

 
8. FINANCIAL MANAGEMENT 
 
8.1 Timeframe 



 

 15  

 
It is the intent of the Township that the provision of any grant or loan as described herein 
will be implemented over a ten (10) year period.  All incentive programs contained in the 
Community Improvement Plan shall commence following the approval and adoption of 
the Plan.  Any costs incurred prior to approval and adoption of the Community 
Improvement Plan will not be eligible for reimbursement. 
 
8.2 Amendments 
 
Terms and conditions of any grant or loan program and administrative procedures may 
be changed, altered, amended or modified by the Township of Huron-Kinloss without the 
necessity of an amendment to this Community Improvement Plan.  The Township may 
discontinue, or cancel any program, or decrease program funding without requiring an 
amendment to this Plan.  
 
Amendments to the Community Improvement Plan may be required for: 
 

• A change or expansion in the geographical area to which financial or land 
programs outlined in the Community Improvement Plan apply; 

• A change in eligibility criteria; 
• The addition of new municipal assistance programs involving grants, loans, tax 

assistance or land; and 
• An increase to a financial incentive to be offered to a program(s), regardless of 

its significance. 
 
The Township will also pre-consult with the Ministry of Municipal Affairs and Housing on 
all amendments in order to assess additional liability which may be incurred by the 
Township. 
 
9. DURATION 
 
This Community Improvement Plan shall be in effect for 10 years, subject to the date of 
approval and adoption of the Plan. After a ten year time period has ended, the Township 
shall adopt a new Community Improvement Plan. 
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First Impressions Community Exchange (FULL PICTURE) 

 
 
Community Visited: Lucknow 
 
Date of Visit: November 1, 2010 
 

Visit Completed by (community): Palmerston (Town of Minto) 
 

 

 
 
Remember to use this reporting template as a guide. Some questions may not be applicable to the community you visited. 

There may be variations to the questions from community to another. If not, please make note that the question is not 

applicable. 
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VISITING TEAM PROFILE 
Name:  Belinda Wick-Graham Age: 28 Gender: Female 

Address: Harriston  

Professional background:  Economic Development 
Phone: 519-338-2511 ext. 241 E-mail: belinda@town.minto.on.ca 

 
 
 
Name:  Mandy Hansen Age: 23 Gender: Female 

Address: Harriston 

Professional background:  Student  
 
 
 
Name:  Ron Elliott Age: 56-70 Gender:  Male 

Address: Palmerston 

Professional background:  Councillor  
 
 
 
Name:  Elaine Elliott Age: 56-70 Gender:  Female 

Address: Palmerston 

Professional background:  Postal worker 
 
 
 
Name:  Marg Sorenson Age: 56-70 Gender: Female 

Address: Palmerston 

Professional background:  Real Estate Owner/Agent 
 
 
 
Name:  Barb Beier Age: 56-70 Gender: Female 

Address: Palmerston 

Professional background:  Retiree  
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BEFORE YOU VISITED THE COMMUNITY 
 
What was your impression of the community before yo ur visit? What were you expecting to see?   
Please comment on what you knew about this communit y. 
 
-Good recreation facilities: ball diamonds, pool, arena, parks… 
-Home of Paul Henderson 
-Small, quiet rural community 
 
Find information about the community you are about to visit.  
 
How easy was it to get information by internet, mai l and telephone about the community you 
visited?  
 
-Mail out of information was requested, but we were directed to the internet instead 
 
Are you satisfied with the quality of information y ou received?  
 
-The information online that we received was good 
 
If you received information by mail, did the inform ation arrive in a timely fashion? 
 
-N/A was not delivered 
 
Comment on the community’s online materials and inf ormation. 
 
-The online material was very beneficial but could use a bit of updating 

VISIT ATMOSPHERE 
 
Date of Exchange: November 1, 2010  
 
Weather during visit:  cool & sunny with partial clouds  
 
Time spent in the community:  2 – 3 hours 
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FIRST IMPRESSIONS 

After taking a five-minute drive through the commun ity without stopping, what was your first 
impression?  
 
-Scottish theme 
-Lots of businesses 
-Banners, interlocking brick, lighting is very nice 
-Car restoring garage is a distraction 
-Coming in on Highway 86 from Wingham makes Lucknow appear empty and not inviting, whereas 
coming in from the lake on 86 has a much nicer appearance to it.   
-There is a good variety of stores available to the residents of Lucknow (bakery, grocery store, travel 
agency, pharmacy, hardware etc.) 
-The entrance signs are hard to read, would benefit from more plantings 
-More directional signage would be a benefit  
-Natural landscaping is beautiful 

ENTERING THE COMMUNITY 
 
How favourable an impression of the community did t he entrances provide? 
 
-Highway 86 from Wingham needs improvement 
 
Specific signage:  
 
-Entrance signs are difficult to read 
-Some signs need a little bit of touch-up paint 
-More directional signage would be an asset 
 
Other types of entrances such as airport, bus termi nals, passenger rail and/or harbour: 
 
-N/A 
 
Comments:  
 
 
Rating of community entrances as a whole: 
 
Two different ratings: 
Coming in from Wingham on Highway 86 = 2.3 
Coming in from the lake on Highway 86=     6.7 
 
1  2  3  4  5 6  7  8  9  10 

          
Needs Urgent Attention  Satisfactory      Excellent 
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HOUSING AND RESIDENTIAL AREAS 
 
Comment on the overall quality, affordability, and availability of housing in the community? 
 
-Good mix of housing 
-Lots of apartment buildings  
-Some houses are older and could use some attention 
-No sidewalks on some streets 
- “dead end” signs are pointed down the wrong street; possibly hit by a snow plow? 
 
Mix of housing to suit a variety of income levels:  
 
-Newer single detached housing 
-Apartment buildings 
-Town houses and semi-detached 
-There is a good mix for all income levels (less newer developments though) 
 
What were the most  appealing features of the housing in this communit y and why: 
 
-The housing was well maintained and reflected a growing community 
-The housing was situated on beautiful natural landscaping 
 
What were the least  appealing features of housing in the community and  why: 
 
-None noted 
 
Comment on the quality and availability of resident ial infrastructure (e.g. roads, sidewalks, 
lighting, public transportation, green space and in dicators of environmentally conscious 
practices). 
 
-Use of blue boxes 
-Well maintained roads and sidewalks 
-Good lighting 
-Lots of parks for the community to enjoy, more signage would be a benefit 
 
Overall rating of housing and residential areas, by  type of housing and overall appeal: 
 
 

Quality Type of Housing (rate 1 
– 10)  Overall appeal of housing for  (rate 1 

– 10) 
Existing/Older Homes 8  Single young adults 8.3 
Senior Citizen Housing 8.3  Young families 7.6 
New Construction 7.5  Middle income 6.3 
Apartments/Rental 
Housing 

8.6  Senior citizen 9 

   Upscale/professional 4 
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EDUCATION 
 
Pre-school/Daycare:  
 
-Daycare appeared to be closed 
 
Primary/Elementary:  
 
-Public School (Lucknow Central Public School), signage would be a benefit so that it is easier to find 
 
High School or College/University:   
 
-No High School; students are bussed out of town to Wingham 
 
Comments about education services in the community:   
 
-Residents seemed to be pleased with their school services 
 
Availability and appearance of schools:  
 
-Nice, clean appearance, reflected positively upon the community 
 
Ease of locating the school(s):  
 
-Signage would be a benefit for anyone that is looking for the school that does not live within the 
community 
   

HEALTH, SOCIAL AND EMERGENCY SERVICES 
 
Healthcare Facilities  
 
Hospitals in the community:  
 
-No hospital located within the community, Residents travel to Wingham 
 
Physician and dentist offices and clinics:  
 
-Lucknow Dental Care 
-Lucknow Medical Centre, appears run down without any signage 
 
Long-term care and nursing home facilities:  
 
-Pine Crest Manor, long term care is in a new building and looks very nice 
 
Other health services (e.g., chiropractor, physioth erapy, naturopath, massage):  
 
-Lucknow Chiropractic Wellness, beautiful building 
 
 



FICE –FULL PICTURE (Final Report) 
 

   7 

Ease of locating these facilities:  
 
-These buildings could be easier to find if there was some more signage to compliment there locations 
 
Residents (young and old) thoughts about the qualit y and availability of healthcare facility and 
services:  
 
-Services were good, but closed on Mondays 
-Were unable to speak to many residents and get their thoughts as it was a quiet day 
-Signage would be an asset for new residents or people that are from out of town 
 
Social and Support Services  
 
Social services (e.g., day care, senior’s centre, c ounselling):  
 
-Day Care appeared to be closed 
-Arena has many programs available to the community! 
 
Types of not-for-profit organizations and clubs:  
 
-Lions Club   -Kinsmen 
-Chamber of Commerce -Optimist Club 
-Masons   -Agricultural Society 
-Kinettes   -Eastern Star 
-Scouts, Beavers, Girl Guides 
 
Ease of locating these services/organizations:  
 
-Internet had contact information 
 
Comments:  
 
Emergency Services  
 
Adequacy of fire, ambulance and policing services:  
 
-New Fire Station on Main Street was beautiful! 
-New Ambulance, and area police services 
 
Comments:  
 
-Beautiful building! The electronic sign in front of the Fire Station is a great addition 
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DOWNTOWN 
 
Variety of shopping:  
 
-Good variety of shopping available for visitors and for residents, especially for the size of the community 
 
Customer service:  
 
-Customer service was excellent! Very friendly and knowledgeable staff, had a positive attitude towards 
their community. 
 
Window displays:  
 
-Could use some attention, found them to be very confusing- displays didn’t match signage on buildings 
-Not overly exciting and lead to asking questions due to products in windows not matching signage 
-Were these vacant businesses with displays or just stuff left over? 
 
Signage:  
 
-Some building signs could be improved to really showcase the products inside. Facade and Signage 
program would be beneficial. 
 
Variety and quality of merchandise:  
 
-For the size of the community there was a large amount of variety for residents and visitors to select 
from 
 
Quality and availability of parking:  
 
There was an abundance of parking available; arena, grocery store, as well as on-street parking 
 
Quality (e.g., appearance, adequacy, etc.) of light ing:  
 
-The lighting throughout the downtown was very nice 
 
Ease of locating the downtown area:  
 
-Very easy to locate the downtown area 
 
Potential for the downtown to play a greater role i n tourism:  
 
-Could play a bigger role in tourism as it is on a well travelled road in the summer 
 
Desirability to live downtown:  
 
-Seeing as the road is so well travelled in the summer months, we would not want to live downtown just 
due to the noise pollution 
 
Rating of the overall impression of the downtown: 
1  2  3  4  5 6  7  8  9  10 
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Needs Urgent Attention  Satisfactory      Excellent 
 

BUSINESS AND INDUSTRY 
Retail  
 
Mix of retail shopping:  
 
-Good mix of retail shopping for the size of the town 
-Many stores were closed on Mondays which meant that we were unable to see or experience them 
 
Overall appearance:  
 
-The overall appearance of the downtown was good. Most facades were in good condition and there 
appeared to be many empty storefronts. 
 
Variety of shopping and merchandizing: 
 
-LCBO    -Bakery & Bulk Food 
-Studio Salon & Spa  -Knechtel Food Market 
-Home Hardeware  -Rona 
-Lucknow Travel  -Pharmasave 
 
Customer service:  
 
-Wonderful customer service in all stores, we were greeted with smiles and merchants seemed to be 
positive Ambassadors for their community. 
 
What goods do local residents appear to need to tra vel  to surrounding communities to buy? 
 
-Clothing, shoes, sportswear, furniture 
 
Stores or services were missing  that you would expect to find?  
 
-A “big box” store 
 
Commercial and Professional Businesses  
 
Convenience of bank and ATM locations:  
 
-BMO bank  
 
Convenience of bank hours of service:  
 
- 
 
Availability of other professional services (e.g., accounting, legal, etc.):  
 
-McDonagh Insurance  -Crawford, Mill, Davies Lawyers 
-Real Estate    -West Coast Financial Services 
-Newspaper    -Ford dealership 
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Professional services that are missing:  
 
Industry  
 
Major industrial sectors in the community (e.g., ma nufacturing, construction, transportation): 
 
-Agriculturally based 
 
Major employers in the community:  
 
-Snobelen Farms Ltd- 20    -Porter’s Manufacturing Concrete Products 
-Montgomery Motors- 20   -Gordon T. Montgomery school bus/charter 
-Bruce Power (3,800)- Huron-Kinloss 
 
Major types of manufacturing in the community:  
 
 
Major types of primary industry in the community (e .g. agriculture, fishing, mining, etc): 
 
-Agriculture 
 
Noticeable dependence on any one type of industry:  
 
-none noted 
 
Industrial park or serviced land where industries c ould locate or expand:  
 
-No industrial park makes it difficult to attract new industry 
 
Appearance/maintenance of industrial facilities:  
 
-n/a 
 
Community’s desirability as a location for industri al development:  
 
-Without the industrial park it is difficult to appear desirable to new industry 

LOCAL GOVERNMENT INFORMATION 
 
Convenience of municipal office locations:   
 
-Municipal office is located in Ripley 
 
Information such as Community Brochure/Guide, Busin ess Directory, Community Profile: 
 
-Tourism and Chamber of Commerce is located in the arena, which enhance the public presence 
-It was staffed with knowledgeable employees that were able to give information and point us in the 
direction we wanted 
-Recreation Leisure Guide was out of date (2007) when we picked it up at the COC & Tourism office  
-Picked up Business Resource Guide at the Newspaper, should be available at the COC & Tourism 
office 
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Availability of information on the website:  
 
-Provided a lot of information online 
 
Availability of contact information and location of  the Business Improvement Association on the 
website:  
 
-There was plenty of information available online about the businesses  
 
Ability to find adequate information to make inform ed retail, commercial and/or industrial: 
 
-Needs some improvement 
 
Public Infrastructure and Municipal Services  
 
Public Transportation:  
 
-N/A 
 
Sidewalks, Streets, Drinking Fountains, Benches, et c.: 
 
-Sidewalks were well maintained, two garbage cans in the downtown core 
-Banners reflected the heritage in the community 
-no benches 
 
Landscaping, Trees:  
 
-A suggestion would be to have street trees to add landscaping appeal to the downtown 
-Obvious that some work had been done at the arena to break-up parking and sidewalk, well done. 
 
Public Restrooms, Pay Phones, Public Internet Acces s:  
 
-Public Restrooms were available at the arena 
-A pay phone was available outside the arena 
-Did not see access to public internet 
 
Street Signage, Lighting:  
 
-Lights were very nice in the downtown 
-Signage to the parks, school, etc. would be an asset, show people how to get to the many amazing 
things you have to offer. 
 
Conflicting land uses in the community (e.g., a res idential subdivision next to a pulp mill):  
 
 
Appropriate or inappropriate land-use (e.g., commer cial, residential, green space, etc.): 
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Traffic or pedestrian congestion:  
 
-No traffic or pedestrian traffic when we were there, we assume that in the summer time during peak 
travelling months this would change though 
 
General accessibility of community facilities and i nfrastructure for individuals with disabilities: 
 
-The accessibility of community facilities appeared to be very good 
 

TOURISM, ENTERTAINMENT AND RECREATION 
 
Strength of tourism sector:  
 
-Minimal, does not appear to be a destination but rather a stop on the way 
 
Community slogan/brand:  
 
-Scottish theme, but no slogan or brand noted 
 
Well known attraction, event or festival:  
 
-Lucknow Music in the Feilds 
-Fiddlers Jamboree (1st week in August) 
-Strawberry Summer Fest Craft Sale 
 
Community events that could be expanded and/or deve loped to become tourist attractions: 
 
-Fiddlers Jamboree  
-Location helps to create a side destination, opportunity for shopping and eating if these areas were 
enhanced 
 
Attractions (natural or man-made) that could be dev eloped to draw tourists:  
 
Underdeveloped attractions:  
 
-Build on “Hockey Town” and Paul Henderson’s name 
-Continue to grow Music in the Fields- Perhaps all weekend to extend the tourist stay and spin offs in the 
community 
 
Services for Tourists  
 
Visitor’s Centre, Chamber of Commerce office, or ot her facility:  
 
-Tourist office and the Chamber of Commerce office are located in the arena which is in the downtown. 
This is a perfect location for these offices! 
 
Tourism staff, facilities, location, signage, marke ting material, maps, etc.:  
 
-The staff was very knowledgeable  
-Recreation Guide from tourism office was very out of date 2007 
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Quality and availability of public restrooms: 
 
-We found the public restrooms at the arena, they were well maintained 
 
Quality and appearance of existing tourist attracti ons:  
 
-N/A 
 
Tourism businesses (group tour operators, bus/rail tours, boat rentals etc.):  
 
-N/A 
 
Restaurants and Accommodations  
 
Eateries, restaurants, etc. that could cater to tou rists:  
 
-B Kool Ice Cream Parlour (seasonal)  -Pizza Plus 
-Mahdeen B&B     -Sommerville Court 
-Maple Breezes Manor    -Armstrong’s Home Bakery (AMAZING butter tarts) 
-Restaurant was closed on Mondays and the other burnt down (fixing it at the present) 
 
Facilities that can accommodate a conference and/or  a large number of visitors: 
 
-N/A (maybe the arena) 
 
Recommended places to stay or eat:  
 
-Finlayson’s Village Dining & Drink 
-Mary’s Family Restaurant (burnt down) 

PUBLIC INFRASTRUCTURE  
 

Public Recreation Facilities:  
 
-Community Centre   -Pool 
-Soccer Fields    -Baseball Diamonds 
-Lawn Bowling    -Town Hall (houses the library, and Hawk Theatre) 
-Lucknow and District Sports Centre 
 
Private Recreation Facilities:  
 
-Fit Point Fitness Centre (24 Hours) 
-Private golf course in Huron-Kinloss; Blackhorse Ainsdale 
 
Parks:  
 
-Good parks, however signage and roads could be updated/ upgraded 
 
 



FICE –FULL PICTURE (Final Report) 
 

   14 

Residents’ thoughts regarding the availability of c ommunity events:  
 
N/A 
 
Popular community events:  
 
-Strawberry Summer Fest & Craft Sale 
-Music in the Feilds 
 
Entertainment options: 
 
-Hawk Theatre Productions (Town Hall) however, residents would be able to participate at different 
events at the community level 
 
Residents thought regarding availability of enterta inment options: 
 
-“We tend to go to the city for any real entertainment” 
 
Nightlife:  
 
-none noted 
 
Recreation activities and facilities:  
 
-Great variety fro community of this size 
 
Rating of the overall suitability of facilities for  each of the following groups: 
 

overall suitability   (rate 1 – 10) 
Children (13 and under) 9.3 
Families 8 
Teens 6 
Singles, young adults 4.6 
Senior citizens 7.3 
Newcomers 5 

 

CULTURE AND HERITAGE 
 
Availability and maintenance of heritage buildings:   
 
-Mural for Paul Henderson on the side of the building was beautiful and added character, as well as told 
history about the community 
 
Number, appearance, and selection of religious buil dings in the community: 
 
-Lucknow Christian Reform   -South-Kinloss Presbyterian Church 
-St. Peter’s Anglican Church   -United Church 
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ENVIRONMENTAL SUSTAINABILITY 
 
Businesses and retail specializing in reused or org anic merchandise:  
 
-Recycling in the businesses downtown 
 
Advertisements, billboards and/or fliers advocating  recycling, green energy or other “green” 
practices:  
 
-N/A 
 
Evidence of recycling (curb side recycling, recycli ng bins throughout the community, availability 
of reusable bags):  
 
-Blue boxes at arena 
 
Use of public transportation:  
 
-N/A 
 
Evidence of using sources of alternative energy:  
 
-Wind Turbines 
-Pine River Watershed Initiative Network 
-Septic Inspection Program 
-Environment Form Plants 
  
Local attitudes about environmental sustainability and “green” practices:  
 
-Noted on the website that residents were not in favour of Wind Turbines 
 

WELCOMING COMMUNITY (NEWCOMERS ARE DEFINED AS INDIVIDUALS, FAMILIES AND IMMIGRANTS WHO 

COME TO LIVE AND/OR WORK IN THE COMMUNIT). 
 
Employment or job placement services:  
 
-Most employment opportunities are outside of the community 
 
Translation services:  
 
-Available at the County 
 
Services or businesses operated by newcomers:  
 
Legal services:  
 
-Crawford, Mill & Davies Barristers & Solicitors 
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Ethnic diverse population downtown:  
 
-None noted 
 
Immigration services:  
 
-None noted 
 
Housing information:  
 
-Real estate offices would have some information on this. There were several houses at different price 
levels to suit different income levels 
 
Community or youth centres: 
 

WRAP-UP 
 
Perception versus Impression  
 
Was your perception prior to the visit accurate?  
 
-Small, rural, farming community was accurate 
-Had more businesses than expected for size of community 
-Didn’t expect the large number of recreation facilities 
-Beautiful arena  
-Didn’t realize the impact of Scottish history in the town 
 
In what ways was the community different from what you expected?  
 
-See above 
 
Did the information you collected prior to the visi t accurately reflect what you 
observed/experienced? Why or why not?  
 
-Yes the information we collected on the internet prior to our visit was accurate,  
 
Community Residents  
 
 
Were community residents knowledgeable about their community?   
 
-Yes, we were able to ask someone in the grocery store parking lot. She was able to give us a lot of 
information about her community 
 
Did they refer you to someone else who would help? If yes, who?  
 
-They were good to give us recommendations about where to eat, shop and find information 
 
In general, did residents you spoke with have a pos itive or negative attitude toward their 
community? Why? Did you sense community pride?  
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-The community residents were very positive, they expressed that the community catered to a “bedroom 
community” but that there was always a lot of support. 
 
Did residents identify any particular issues to be of major concern (e.g., safety)? 
 
-Residents were very proud of their community 
-They were a little concerned about the agriculture community 
-They had great attitudes overall and were great spokespeople for their community 
 
Senses  
 
Taste 
 
Was there any specialty food item, bakery, restaura nt or candy store that you will remember? 
 
-Excellent Bakery 
-The bakery butter tarts were amazing! 
 
Smell  
 
Is there a scent that characterizes the community?  
 
-No specific scent, however, the bakery smell should be blown into the streets, it is so warm and inviting! 
 
Sight  
 
Was there a colourful or striking feature that made  an impression on you?  
 
-The mural of Paul Henderson 
-The arena and landscaping 
 
Sound  
 
What sounds did you hear? Please comment on the lev el of noise in the community. 
 
-A little traffic, tractors and transport trucks travelling by 
-Very quiet community, noise pollution does not seem to be an issue 
-In the summer the streets are probably busier with cottage traffic 
 
Other  
 
How would you describe the overall environmental he alth of the community (e.g., air quality, 
litter, noise pollution, etc.)?  
 
-No litter laying around in the streets and the air quality appeared to be good.  
 
 
What if anything, did you experience that had a str ongly negative or positive impact on the way 
the community felt to you? Be specific.  
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-The Medical Centre looked like it could use some “TLC” 
-The business owners were fantastic, very positive and good ambassadors for the community 
 
 
About this Community  
 
What is the most outstanding feature of this commun ity?  
 
-Recreation Facilities  
-Arena   -Ball diamonds 
-Pool   -Mural of Paul Henderson 
 
What will you remember most about this community si x months from now (positive or negative)? 
 
-The mural of Paul Henderson was beautiful  
 
What local restaurant, specialty shop or attraction  would bring you back to this community in the 
near future?  
 
-The bakery would bring me back 
 
Would you consider this a suitable location for:  
 
 
A young family?  
 
-Yes, safe and rural community 
 
A retired person? 
 
- Yes, relaxing atmosphere and there are a lot of resources in the downtown core 
 
Young, single adult?  
 
-No, needs some nightlife or something to entertain young people 
 
A tourist?  
 
-No, not as a destination.  
-Might be able to get people to stop while they are travelling through to their destinations 
 
A new retail or service business?  
 
-Possibly, if the Town were to build on destination clusters 
 
A new manufacturing business?  
 
-Is there land for manufacturing? 
-May be too far from 400 series, larger urban centres and no rail 
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A new immigrant?  
 
 
Five positive things you observed about this commun ity  
 
1. The people were friendly and knowledgeable 
 
2. The recreation facilities are amazing 
 
3. Proximity to Lake opportunity to stop traffic 
 
4. There is an abundance of apartment buildings and availability for seniors 
 
5. There is a good variety of retail  
 
Four potential opportunities available to the commu nity:  
 
1. Promoting tourism (ie. Paul Henderson)- Build on “hockey town” idea 
 
2. Find ways to stop traffic- (improving facades & streetscapes), if they stop they will shop! 
 
3. Development of recruitment materials to attract new businesses 
 
4. BR+E program to retain existing businesses 
 
Five biggest obstacles/challenges facing this commu nity:  
 
1. Employment (industry) 
 
2. Medical facility 
 
3. Locals shopping outside of the community and retaining local businesses 
 
4. No entertainment or Night life 
 
5. Could visually stimulate the downtown businesses 
 
Looking at tomorrow…   
 
Which action would you recommend that this communit y take on right away 
(quick win)?  
 
-Get traffic to stop on their way through to destination 
-improve signage  
-improve some downtown facades 
 
Look forward three years…   
 
What would you like to see changed in this communit y? or remain the same?  
 
-Promote the community more “hockey town” or Scottish history 
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-Give travellers a reason to stop (increase the tourism industry 
 
 
 
 
Turn inward and reflect on your own community  
 
What have you learned here that has changed your im pression of your own 
community?  
 
-We need better signage in our own community (directional signage) 
-We could use more nightlife in our community to keep young people engaged 
-We could promote our community more 
 
Has this experience given you any new ideas about w hat is needed in your own 
community?  
 
-Yes, we could use better signage to increase public awareness 
-If the  community could get some nightlife, then young people would be more willing to 
live in our town 
 
ONE idea that you would like to borrow  for use in your own business/community 
and describe how you would start to implement  it within the next 72 hours! 
 
-The mural on the side of the building depicting the communities past 
 
Additional Comments:  
 
 
Rating of overall experience as a volunteer visitor  
 
1  2  3  4  5 6  7  8  9  10 

                                                                                   
Would not do it again  Satisfactory      Great fun! Lots of learning!  
                                                                                                           Sign me up for the next one! 
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VISITING TEAM PROFILE 
Name:  Belinda Wick-Graham Age: 28 Gender: Female 

Address: Harriston  

Professional background:  Economic Development 
Phone: 519-338-2511 ext. 241 E-mail: belinda@town.minto.on.ca 

 
 
 
Name:  Mandy Hansen Age: 23 Gender: Female 

Address: Harriston 

Profes sional background:  Student  
 
 
 
Name:  Ron Elliot Age: 56-70 Gender:  Male 

Address: Palmerston 

Professional background:  Councillor  
 
 
 
Name:  Elaine Elliot Age: 56-70 Gender:  Female 

Address: Palmerston 

Professional background:  Postal worker 
 
 
 
Name:  Marg Sorenson Age: 56-70 Gender: Female 

Address: Palmerston 

Professional background:  Real Estate Owner/Agent 
 
 
 
Name:  Barb Beier Age: 56-70 Gender: Female 

Address: Palmerston 

Professional background:  Retiree  
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BEFORE YOU VISITED THE COMMUNITY 
 
What was your impression of the community before yo ur visit? What were you expecting to see?   
Please comment on what you knew about this communit y. 
 
-Two members have travelled through Ripley for a vacation in Kincardine 
-Clean, friendly atmosphere 
-Beautiful Park in the centre of town, great for travellers to stop and rest  
 
 
 
 
Find information about the community you are about to visit.  
 
How easy was it to get information by internet, mai l and telephone about the community you 
visited?  
 
-Website was well organized and contained a lot of valuable information on Ripley 
 
 
Are you satisfied with the quality of information y ou received?  
 
-The internet provided an abundance of information on the town 
 
 
If you received information by mail, did the inform ation arrive in a timely fashion? 
 
-We requested information through the mail, but were directed instead to the internet 
 
 
Comment on the community’s online materials and inf ormation. 
 
-The communities’ online resources were very good. However, if someone does not have access to a 

computer in their home, then the community would benefit in mailing out the information when 
requested. 

 
 
 

VISIT ATMOSPHERE 
 
Date of Exchange:  November 1, 2010  
 
Weather during visit:  Cool & dry  
 
Time spent in the community: 2 – 3 hours  
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FIRST IMPRESSIONS 

After taking a five-minute drive through the commun ity without stopping, what was your first 
impression?  

-Excellent branding ‘Hub of Huron’, however it is also confusing because Ripley is located in Bruce 
County 
-Clean, quiet streets 
-Town is mostly residential, very few retail and commercial stores 
-Small town charm with a beautiful park anchoring the centre of town 
-Businesses looked well maintained on the right side of the street (Artisans), the left side (blue siding) 
could be upgraded so that it doesn’t serve as a distraction 

 

ENTERING THE COMMUNITY 
 
How favourable an impression of the community did t he entrances provide? 
 
-Very favourable, clean, quiet and welcoming 
 
Specific signage:  
 
-Excellent directional signage, but could use more towards arenas and municipal office 
-Entrances were well signed; could use some “touch-up paint” at the bottom 
 
 
Rating of community entrances as a whole : 6.6 
 
1  2  3  4  5 6  7  8  9  10 

          
Needs Urgent Attention  Satisfactory      Excellent 
 

HOUSING AND RESIDENTIAL AREAS 
 
Comment on the overall quality, affordability, and availability of housing in the community? 
 
-There was a wide variety of housing available: older homes, apartments, condominiums, social housing, 
newer homes, and retirement living. 
-Some appeared to be better maintained than others 
 
Mix of housing to suit a variety of income levels:  
 
-Suits all levels of income due to the large variety available, 
except for upscale/professional, 
 
What were the most  appealing features of the housing in this communit y and why: 
 
-There was an abundance of different types of housing; older homes, condominiums, apartments, newer 
homes, social housing and retirement buildings. 
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What were the least  appealing features of housing in the community and  why: 
 
-Houses were in good condition and therefore do not present a negative impression of the community 
 
Comment on the quality and availability of resident ial infrastructure (e.g. roads, sidewalks, 
lighting, public transportation, green space and in dicators of environmentally conscious 
practices). 
 
-The sidewalks and lighting appeared to be adequate. Some sidewalks had been newly restored while 
others looked noticeably dated. The park in the centre of town served as a beautiful green space and 
anchored the community. 
 
Overall rating of housing and residential areas, by  type of housing and overall appeal: 
 
-RE: ‘Upscale/professional housing’ - Is there land to build a subdivision? 
 

Quality Type of Housing (rate 1 – 10)  Overall appeal of housing for  (rate 1 – 10) 

Existing/Older Homes  7.6  Single young adults  7 
Senior Citizen Ho using  5  Young families  7 
New Construction  6.5  Middle income  6.3 
Apartments/Rental 
Housing 9  Senior citizen 6.6 

   Upscale/professional  3.6 

EDUCATION 
 
Pre-school/Daycare:  
 
-YMCA- Ripley Family Y Child Care; ages 18 months-6 years; qualified ECE Staff; 6:30AM – 6:00PM; 
subsidized 
 
Primary/Elementary:  
 
-Ripley-Huron Community School; JK – Grade 8 
 
High School or College/University:    
 
-High School students are bussed to Kincardine 
 
Comments about education services in the community:   
-Availability and appearance 
-Ease of locating 
 
-The Public School is in a great location and appears to be well maintained, it would be interesting to see 
the school’s demographic numbers to see just how many students are enrolled. 
-The school was easy to find and the public seemed to hold it in high regards. 
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Programs or services that stand out:  
 
-YMCA Day Care service 
 

HEALTH, SOCIAL AND EMERGENCY SERVICES 
 
Healthcare Facilities  
 
Hospitals in the community:  
 
-No hospital in the community 
 
Physician and dentist offices and clinics:  
 
-“Doctor comes to town once a month”- Resident comment 
-Ripley & District Medical Centre 
-If residents have a medical concern they are directed to the Kincardine Hospital 
 
Long-term care and nursing home facilities:  
 
-Long Term Retirement Care available 
 
Other health services (e.g., chiropractor, physioth erapy, naturopath, massage):  
 
-Sole Energy- Reflexology & Yoga 
-All About Hair- Reflexology  
 
Ease of locating these facilities:  
 
-The “other health services” were located on the main street, so it made them very easy to locate 
-The Ripley Medical Centre was easy to find, but could use some updating to the façade and directional 
signage 
 
Residents (young and old) thoughts about the qualit y and availability of healthcare facility and 
services:  
 
-A resident had commented that they were disappointed that there is not a doctor in town, but that the 
short drive to Kincardine is not too bad in the summer. 
 
Social and Support Services  
 
Social services (e.g., day care, senior’s centre, c ounselling):  
 
-Purple Grove Women’s Institute 
 
Types of not-for-profit organizations and clubs:  
 
-Lions Club; Legion; Agricultural Society; 4-H; Horticultural Society; Big Brothers/ Big Sisters 
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Ease of locating these services/organizations:  
 
-Online was the best way of locating these organizations 
-Most services and organizations did not have physical space 
 
Emergency Services  
 
Adequacy of fire, ambulance and policing services:  
 
-Fire hall is located on the main street, two bays and looks like it recently received a new façade. Outside 
services are Police and Ambulance services. 

DOWNTOWN 
 
Variety of shopping:  
 
-Quite a few empty storefronts 
-Caters to an artistic community 
-Two restaurants and a variety store 
 
Customer service:  
 
-Very friendly and knowledgeable staff. Great Ambassadors of their community. 
 
Window displays:  
 
-Window displays were well done and exceeded our expectations 
 
Signage: 
 
-‘Hub of Huron” signs were a great accent, they tied the community branding together 
-Some businesses would benefit in participating in a façade and signage program 
 
Variety and quality of merchandise:  
 
-Not a large variety of retail outlets to shop at. Most are related to the arts 
 
Quality and availability of parking:  
 
-There is on-street parking 
-Parking is available at the arena and municipal office as well, this is a little further from the downtown 
but not far enough that the downtown core couldn’t use the space to its advantage. 
 
Quality (e.g., appearance, adequacy, etc.) of light ing:  
 
-The street lights in Ripley were beautiful, well maintained and added to the warm atmosphere 
 
Ease of locating the downtown area:  
 
-The downtown area was very easy to find. 
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Potential for the downtown to play a greater role i n tourism:  
 
-Grow BIA events: Artisan’s Festival; Christmas in the Park with parade of lights 
 
Desirability to live downtown:  
 
-Quiet downtown, in process of changing a building from commercial to residential (Courtney’s Grain 
building) 
 
Rating of the overall impression of the downtown: 5.6 
1  2  3  4  5 6  7  8  9  10 

          
Needs Urgent Attention  Satisfactory      Excellent 
 

BUSINESS AND INDUSTRY 
 
Retail  
 
Mix of retail shopping:  
 
-The mix of retail shopping that we saw was: 
-Glass Hummingbird; Dalton Pottery Studio & Gallery; The Village Flower Shop; Woodshop, Gifts & 
Flowers; All About Hair; Sole Energy; Mini Mart/LCBO/Beer Store; Ripley Food Mart 
 
Overall appearance: 
 
-We preferred the right side of the street (Artisan side) opposed to the left side (blue siding). The blue 
building that was home to the convenience store, LCBO and Beer store did not fit in with the other 
building exteriors, it served as a distraction to our group. 
 
Variety of shopping and merchandizing:  
 
-appeared to be artists and boutique type stores, which is great for stopping cottage traffic. 
-small grocery store and convenience store 
-Did not see a place where visitors or residents could buy clothing and shoes 
 
Customer service:  
 
-Customer service was great; store owners were very friendly as well as knowledgeable. The sense of 
pride in the owners was evident in the way they spoke about the community. 
 
What goods do local residents appear to need to tra vel  to surrounding communities to buy? 
 
-Larger grocery store with more selection 
-Clothing & Shoes 
-Pharmacy 
-Dentist/Optometrist 
-Computer repair/supplies 
-Gas Station 
-Financial 
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What stores or services were missing  that you would expect to find?  
 
-See above 
 
Commercial and Professional Businesses  
 
Convenience of bank and ATM locations:  
 
-RBC Bank 
-ATM is located at the Mini Mart 
 
Convenience of bank hours of service:  
 
-The bank hours were 12:00PM – 4:30PM; very limited hours to those who work during the day. 
-The Library also had limited hours, open Tuesday, Wednesday, Friday, and Saturday for approximately 
4 hours a day 
 
What types of commercial businesses serve the local  community (e.g., high-speed internet 
provider): 
 
-Hurontel Communications 
 
Availability of other professional services (e.g., accounting, legal, etc.):  
 
-Funeral Home 
-Law Office 
-Insurance office 
 
Professional services that are missing:  
 
-none noted 
 
Industry  
 
Major industrial sectors in the community (e.g., ma nufacturing, construction, transportation): 
 
-Agriculture Sector/ Mill 
-Hurontel 
 
Major employers in the community:  
 
-Hurontel 
-Municipality 
 
Major types of manufacturing in the community:  
 
None noted 
 
Major types of primary industry in the community (e .g. agriculture, fishing, mining, etc): 
 
-Agriculture 
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Noticeable dependence on any one type of industry:  
 
-It appears that agriculture is the main industry in Ripley  
 
Industrial park or serviced land where industries c ould locate or expand:  
 
-Did not see an industrial park in the town 
-Potential in creative industries- ie. (knowledge, workers home-based business) 
 
Appearance/maintenance of industrial facilities:  
 
-N/A 
 
Community’s desirability as a location for industri al development:  
 
-Did not see an industrial park, limited potential for industry as there is no serviced land. 

LOCAL GOVERNMENT INFORMATION 
 
Convenience of municipal office locations:   
 
-Very convenient location, well marked 
-Staff at municipal office were happy to help and answer any questions 
 
Information such as Community Brochure/Guide, Busin ess Directory, Community Profile: 
 
-We were directed to the website when we requested information that was not available in the office.  
-Information that was available at the office was very helpful 
 
Availability of information on the website:  
 
-Good availability, many links. 
-Pictures would make the website more visually stimulating 
 
Availability of contact information and location of  the Business Improvement Association on the 
website:  
 
-There is a wealth of information via the Huron-Kinloss website for business information 
 
Ability to find adequate information to make inform ed retail, commercial and/or industrial: 
 
-The information on the website provides great detail to anyone interested in finding out more about the 
community 
 
Public Infrastructure and Municipal Services  
 
Sidewalks, Streets, Drinking Fountains, Benches, et c.:  
 
-Sidewalks were very clean, concrete appeared to be new. 
-Streets had interlocking brick and continued the theme of the “Hub of Huron” 
-There were plenty of benches throughout the downtown for people to rest, as well as garbage bins. 
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-The public park was a great anchor to the community, provided shade, and a place to walk dogs; we 
loved the fact that there was a “doggy bag” distributor! 
 
Landscaping, Trees:  
 
-The streets in the downtown did not have trees planted, but did have planters and hanging baskets 
-Opportunity to plant tress 
 
Public Restrooms, Pay Phones, Public Internet Acces s:  
 
-Public restrooms were available at the Park in the centre of town, but they were locked so we could not 
get in to use them. A possible suggestion would be to post when these washrooms are open (days & 
hours) and a sign stating that if they are closed that the arena has access to public washrooms. 
 
Street Signage, Lighting:  
 
-The street signage was a great way to continue the branding theme throughout the town 
-Street lighting was also well maintained 
 
Conflicting land uses in the community (e.g., a res idential subdivision next to a pulp mill):  
 
-Rezoning a commercial building to a residential building 
(Courtney’s Grain) 
 
 
 
 
 
 
 
Appropriate or inappropriate land-use (e.g., commer cial, residential, green space, etc.): 
 
-Appropriate land-use would be for the park in the centre of town. This is a great place for tourists to stop 
and a great place for residents to go to for community events 
 
Traffic or pedestrian congestion:  
 
-Quiet main streets, not much traffic. We assume that in the summer months the roads would be busier 
with traffic counts rising due to people travelling to cottages. 
 
General accessibility of community facilities and i nfrastructure for individuals with disabilities: 
 
-Some buildings were accessible for people with disabilities while others could use some upgrading. 

TOURISM, ENTERTAINMENT AND RECREATION 
 
Strength of tourism sector:  
 
-Splash pad could draw children and families from other communities.  
-The Ripley Fall Fair is known throughout the agricultural community as a vibrant Fair 
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Community slogan/brand:  
 
-The community slogan or brand that we identified was “Hub of Huron”, this branding was continued 
throughout the community in various forms; interlocking brick, benches, park, signage 
 
Well known attraction, event or festival:  
 
-Ripley Fall Fair 
 
Community events that could be expanded and/or deve loped to become tourist attractions: 
 
-Possibly have a music festival in Lewis Park or an “Art in the Park” to promote the local artisans 
 -Maybe initiate a Farmers’ Market 
 
Attractions (natural or man-made) that could be dev eloped to draw tourists:  
 
-A natural and man-made attraction would be Lewis Park in the centre of Town 
 
Underdeveloped attractions:  
 
-The proximity to the lake could be developed more to attract tourists. The proximity to the lake could be 
used to the community’s advantage. 
 
Services for Tourists  
 
Visitor’s Centre, Chamber of Commerce office, or ot her facility:  
 
-The Municipal Office supplied tourist information and they were able to give us directions to the places 
we wanted to see or know more about. 
 
Tourism staff, facilities, location, signage, marke ting material, maps, etc.:  
 
-Staff was helpful with our questions 
-Facilities were clean; the arena was open for us to use the public washrooms but we did not see any 
staff; the park washrooms were locked. 
-The location of the arena, and park were easy to find 
-The signage within the town had the same branding 
-Marketing material was good, but we craved more print information rather than just verbal. 
 
Quality and availability of public restrooms:  
 
-Doors were locked at the Lewis Park public washrooms without any signage directing visitors where to 
go 
-A suggestion would be to post a sign outside of the park washrooms directing people where to go, as 
well as posting times when the washrooms would be opened for the public 
-Arena washrooms were well maintained and were easily accessible 
 
Quality and appearance of existing tourist attracti ons:  
 
-N/A 



FICE –FULL PICTURE (Final Report) 
 

   13 

 
 
Tourism businesses (group tour operators, bus/rail tours, boat rentals etc.):  
 
-N/A 
 
Restaurants and Accommodations  
 
Eateries, restaurants, etc. that could cater to tou rists:  
 
-we saw one restaurant and enjoyed a meal there as well; we were not sure if the other restaurant was 
for sale and that was why it was closed 
 
Facilities that can accommodate a conference and/or  a large number of visitors: 
 
-Possibly the arena floor or hall would be able to accommodate a large conference 
 
Recommended places to stay or eat:  
 
n/a 
 
-An idea would be to have a “fine dining” or bistro to compliment the artistic offerings in the area 

PUBLIC INFRASTRUCTURE  
 

Public Recreation Facilities:  
 
-Arena    -Tennis   -Fitness classes at the arena 
-Curling Club   -Ball Diamonds  -skateboard park 
-Parks    -Outdoor ice rink  -splash pad 
 
Parks:  
 
-Lewis Park 
-The parks were very well maintained and added character to the entire town 
 
Residents’ thoughts regarding the availability of c ommunity events:  
 
-N/A 
 
Popular community events:  
 
-Ripley Fall Fair 
 
Entertainment options: 
 
-Not much for night life in the downtown 
 
Residents thought regarding availability of enterta inment options:  
 
-N/A 
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Nightlife:  
 
-N/A 
 
Rating of the overall suitability of facilities for  each of the following groups: 
 

overall suitability   (rate 1 – 10) 
Children (13 and under) 7.6 
Families 8.3 
Teens 5.3 
Singles, young adults 3.3 
Senior citizens 5.3 
Newcomers 3.3 

CULTURE AND HERITAGE 
 
Availability and maintenance of heritage buildings:   
 
-There is a lot of heritage throughout the community; some buildings are maintained while others are not.   
-The municipal building is beautiful! 
 
Number, appearance, and selection of religious buil dings in the community: 
 
-We saw and counted three churches; Knox Presbyterian, St. Andrews United and Pine River United, 
although there might be more that we did not make note of. 
 
Outstanding architectural or design features of rel igious buildings:  
 
-none noted 

ENVIRONMENTAL SUSTAINABILITY 
 
Businesses and retail specializing in reused or org anic merchandise:  
 
-Pine River Water Shed Initiative Network 
-Septic Inspection Program 
-Enviro Farm Plans 
-Wind Turbines 
 
Advertisements, billboards and/or fliers advocating  recycling, green energy or other “green” 
practices:  
 
-N/A 
 
Evidence of recycling (curb side recycling, recycli ng bins throughout the community, availability 
of reusable bags):  
 
-Blue boxes were visible  
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Use of public transportation:  
 
-N/A 
 
Evidence of using sources of alternative energy:  
 
-Wind Turbines 
  
Local attitudes about environmental sustainability and “green” practices:  
 
-N/A 

WELCOMING COMMUNITY (NEWCOMERS ARE DEFINED AS INDIVIDUALS, FAMILIES AND IMMIGRANTS WHO 

COME TO LIVE AND/OR WORK IN THE COMMUNIT). 
 
Employment or job placement services:  
 
-No, the County might be of better assistance 
-There are also not many job opportunities  
 
Translation services:  
 
-N/A 
 
Services or businesses operated by newcomers:  
 
-N/A 
 
Legal services:  
 
-Yes; Crawford Mill & Davies Barristers & Solicitors; R.G.R. Lawrence, Q.C. 
 
Ethnic diverse population downtown:  
 
-No 
 
Immigration services:  
 
-No, but the County might have access to this kind of service 
 
Housing information:  
 
-Local real estate agents would have access to this information along with the County 
 
Community or youth centres:  
 
-Yes there is a community centre in which youth could attend for their recreation activities 
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WRAP-UP 
 
 
Perception versus Impression  
 
Was your perception prior to the visit accurate?  
 
-The Downtown had a more concentrated population for the arts & culture then what we had originally 
expected to see 
-The park was absolutely beautiful and added a sense of charm to the community 
 
In what ways was the community different from what you expected?  
 
-It was smaller than what we had originally expected to see 
-It is the perfect place to stop and shop for artisan gifts 
 
Did the information you collected prior to the visi t accurately reflect what you 
observed/experienced? Why or why not?  
 
-The information on the website did accurately describe the community 
 
Community Residents  
 
 
Were community residents knowledgeable about their community?   
 
-There were few people on the streets to talk too 
-From the residents we spoke too, they believe that the population is mostly senior based (older 
residents wishing to retire) 
-Provided good directions 
 
Did they refer you to someone else who would help? If yes, who?  
 
-Did not really speak to enough people on the streets as it was a very quiet day for visiting 
-People we did speak to however, were helpful in giving us directions and informatoin 
 
In general, did residents you spoke with have a pos itive or negative attitude toward their 
community? Why? Did you sense community pride?  
 
-The residents that we did speak with had a positive attitude about the community 
-They liked the small town feel; sense of security 
-They like the proximity to the city and to cottages 
 
Did residents identify any particular issues to be of major concern (e.g., safety)?  
 
-No major issues were identified to our group 
 
 
 
 
 



FICE –FULL PICTURE (Final Report) 
 

   17 

Senses  
 
Taste 
 
Was there any specialty food item, bakery, restaura nt or candy store that you will remember? 
 
-The restaurant on the main street was the only place that was open for our group to eat at; it had 
delicious food, fair prices and friendly staff! 
 
Smell  
 
Is there a scent that characterizes the community?  
 
-No 
 
Sight  
 
Was there a colourful or striking feature that made  an impression on you?  
 
-The Park (The Hub of Huron) theme carried throughout  
-The “Hub” theme; intersections, benches, signage 
-Older buildings that are being restored- their facades 
 
Sound  
 
What sounds did you hear? Please comment on the lev el of noise in the community. 
 
-It was a quiet downtown, occasionally heard; transport trucks and a few tractors 
-(We imagine that in the summer time during cottage months, the streets are busier) 
-An idea would be to have speakers on the Main Street on the light poles to play music 
 
Other  
 
How would you describe the overall environmental he alth of the community (e.g., air quality, 
litter, noise pollution, etc.)?  
 
-The overall environmental health of the community was good. It was very clean with little noise pollution 
 
 
What if anything, did you experience that had a str ongly negative or positive impact on the way 
the community felt to you? Be specific.  
 
-The most negative aspect of the downtown could have been the blue sided building (Variety store, 
LCBO, Beer Store) 
-The most positive aspect of the community is the park in the centre of town and the friendly, inviting 
store owners 
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About this Community  
 
What is the most outstanding feature of this commun ity?  
 
-Artist studios 
-The park downtown 
-The arena and community centre 
 
What will you remember most about this community si x months from now (positive or negative)? 
 
-The friendly atmosphere 
-The downtown park 
 
What local restaurant, specialty shop or attraction  would bring you back to this community in the 
near future? 
 
-Daltons Art & Pottery 
-Dragonfly Art & Pottery 
 
Would you consider this a suitable location for:  
 
A young family?  
 
-If they desired quiet country setting with a safe environment to raise a family 
-Good school 
 
A retired person? 
 
-Easy access to the downtown area 
-lots of housing accommodation 
-a negative would be that there is no hospital or pharmacy  
 
Young, single adult?  
 
-No, there is not enough opportunities for work, so they would have to drive for everything 
-As well there is no nightlife in the downtown 
 
A tourist?  
 
-Not as a destination, but you could get travellers to stop on their way through to cottages and vacation 
spots. There is potential to create tourism opportunities in the park in the centre of town. 
-Could market Ripley as a great escape for city people as it has all of the amenities. It is also close to the 
Lake and Kincardine, and still has small town charm with a quaint relaxing environment.  
 
A new retail or service business?  
 
-Trade area reports and traffic numbers would help to determine if it would be beneficial to open up a 
service or business 
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-Possibly an old fashioned hotel/motel with historical character and charm would be good for people 
travelling through 
 
A new manufacturing business?  
 
-Possibly Green or Agricultural based business would succeed 
-Population is too small to support a large manufacturing business 
 
A new immigrant?  
 
-It might be difficult to integrate into the community 
 
Five positive things you observed about this commun ity  
 
1. The Park, public washrooms and tree carvings 
 
2. The community branding (Hub of Huron) and the streetscape 
 
3.  Recreation facilities 
 
4.  Friendly, clean and quaint environment 
 
5.  Restoration of heritage buildings 
 
Three potential opportunities available to the comm unity:  
 
1.  Promote the quaint atmosphere 
 
2.  Proximity to the lakes 
 
3.  Artisan destination 
 
Four biggest obstacles/challenges facing this commu nity:  
 
1.  Senior population 

 
2.  Cost to renovate older buildings 
 
3.  Not enough commercial buildings 
 
4.  No industry and small population to draw from 
 
Looking at tomorrow…   
 
Which action would you recommend that this communit y take on right away 
(quick win)?  
 
-Post signage stating when washrooms are open and available to the public and that if 
they are locked, that the arena also offers public washrooms 
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Look forward three years…   
 
What would you like to see changed in this communit y? or remain the same?  
 
-Keep the maintenance of the park at the centre of town a priority 
-Arena is great! 
-Change the façade on the “blue-sided building”  
-Development of a plan to attract and build on the creative economy. 
 
Turn inward and reflect on your own community  
 
What have you learned here that has changed your im pression of your own 
community?  
 
-We are very lucky to have a population size that we do, as we are able to maintain 
manufacturing businesses. 
 
Has this experience given you any new ideas about w hat is needed in your own 
community?  
 
-We loved the doggy bag idea, we can use that on our walking trails and in our parks 
 
ONE idea that you would like to borrow  for use in your own business/community 
and describe how you would start to implement  it within the next 72 hours! 
 
-Again, we loved the doggy bag idea, this is something that residents and visitors would 
benefit from having 
 
 
Additional Comments:       
 
 
Rating of overall experience as a volunteer visitor  
 
1  2  3  4  5 6  7  8  9  10 

                                                                                   
Would not do it again  Satisfactory      Great fun! Lots of learning!  
                                                                                                           Sign me up for the next one! 
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Introduction

The Township of Huron Kinloss, with its population 

of just over 6500, is located in the southwest 

corner of the County of Bruce.  Huron Kinloss is 

located on the east shore of Lake Huron and boasts 

some of the world’s best sunsets and spectacular 

beaches.  Huron-Kinloss has two friendly villages 

full of community spirit, Lucknow and Ripley. 

These communities are rich in history dating back 

more than 150 years. Both communities are home 

to active horticultural societies and both villages 

entertain visitors with their fall fairs illustrating the 

strong ties to the farming industry.

Economically, the Township of Huron Kinloss depends heavily on agriculture and agricultural services, and 

some food processing such as the Pine River Cheese factory. A number of residents work in Kincardine or 

Goderich, with the Bruce Nuclear Generating Station being the largest area employer. 

With Tourism being economically prominent within the Township and the second largest economic generator 

in Bruce County, the experiences of tourists and our interactions with them are essential to our economic 

well-being.  It is important to acknowledge that not all of our downtowns are going to be tourism destinations.  

There are many roles for our downtowns to play in the bigger picture of the entire tourism product.  Some 

may be supply towns, others may be pass-through’s to a destination and some have a specific tourism draw 

(like rock-climbing or beaches).  Tourists and residents alike are attracted to places that offer unique and 

exciting experiences and are more likely to make return visits to places where they sense that there are 

interesting opportunities for interactions. Residents and visitors stay longer, spend more, return to, and 

speak well about places where they form strong, positive impressions. 

Each community in Huron Kinloss possesses a unique character and history.  Although they 

are part of the amalgamated Township of Huron Kinloss, the goal of these Toolkits is to 

showcase each community’s unique identity for the purpose of enhancing their distinctive 

characteristics and inherent charms.  Each of the Toolkits presented are complementary 

to one another and contain consistent elements to indicate that they are part of the 

broader Corporation.
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2 Why Mainstreets Matter 

We all know where our mainstreets are, but do we know what they are 

and why they matter? Whether they are named First Avenue or King 

Street, are a County Road or Provincial Highway, what they represent is 

universal. Mainstreet is the economic engine, the big stage, the core of 

the community. Bruce County’s mainstreets represent over 70 % of our 

commercial assessment and are our main point of contact with tourism 

dollars – our second largest industry.  Our mainstreets tell us who we are 

and who we were, and how the past has shaped us. We do not go to our 

commercial strips to learn about our past, explore our culture, or discover 

our identity. Our mainstreets are the places of shared memory where 

people still come together to live, work, and play.

The Spruce the Bruce process is not a new concept, but has been 

specifically adapted for Bruce County.  The bones of the program come 

from the National Trust for Historic Preservation in the United States and 

their Main Street® program.  The Preservation first got its roots in 1947 

centred on protecting national historic sites and buildings.  In 1980, they 

established the National Main Street Centre and over the past 30 years, the 

Main Street movement has transformed the way communities think about 

the revitalization and management of their downtowns and neighborhood 

commercial districts. Cities and towns across the United States and Canada 

have come to see that a prosperous, sustainable community is only as 

healthy as its core.
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So what is Main Street®?  When we talk about Main Street®, we are thinking of real places doing real 

work to revitalize their economies and preserve their character. The Main Street Four-Point Approach® is 

a unique preservation-based economic development tool that enables communities to revitalize downtown 

and neighborhood business districts by leveraging local assets - from historic, cultural, and architectural 

resources to local enterprises and community pride. The Four-Point Approach® is the basis of the Spruce 

the Bruce program and is a comprehensive strategy that addresses the variety of issues and problems that 

challenge traditional downtowns.

Main Street Four-Point Approach ®

Economic Development

Physical Design

Four Point
Approach

Organization &
Collaboration

Marketing &
Promotion
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3 Purpose of this Community Toolkit 

This Community Toolkit showcases Lucknow and its unique identities and 

opportunities that, if applied consistently, will provide the community with 

the potential to enhance its downtown both economically and aesthetically.  

Lucknow has the advantage of being at the intersection of two county roads 

with significant traffic traveling along its mainstreet.  While not a destination in 

its own right like the Townships waterfront areas, Lucknow has the potential to 

play an important economic role within its trade area.

By focusing efforts and being strategic with both public and private 

undertakings, we have the potential to create an atmosphere that attracts 

more visitors, businesses, and creates a vibrant, self-sustaining community for 

our residents.  This Toolkit is intended to foster leadership and creativity while 

at the same time providing some guidance in terms of next steps and how to 

move forward in a consistent and coordinated manner.  It provides a summary 

of the community’s identity; an action plan and some tools to help get started.  

In order to support a coordinated approach, it is recommended that all 

community partners from suppliers and community groups to Town Council 

and staff embrace this Toolkit and follow this guide as closely as possible, 

recognizing that it is a living document that will evolve with time.

 While sweeping changes are not expected overnight, community-wide 

participation and implementation through small incremental changes that 

use the tools outlined in this document will, over time, allow the vision for 

downtown Lucknow to be realized! 
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4 Roles 

Role of the Community 
 • Be proud and take ownership of their community identity;

 • Incorporate the community identity into their daily quality of life;

 • Support the broader community, businesses and municipality to showcase  

  the identity; and

 • Seize opportunities to promote the identity to friends, family and people  

  from outside the area.

Role of Businesses
 • Be proud and take ownership of their community identity;

 • Incorporate the community identity into their daily business life;

 • Adapt and adopt the identity into their business (i.e. Façade alignment,  

  business signage, themed sale days, etc.)

 • Work with their local Chamber of Commerce and Business Improvement  

  Areas to create special events themed around the community identity; and

 • Support municipal infrastructure upgrades that align with the community  

  identity.

Role of Municipality
 • Be proud and take ownership of their community identity;

 • Incorporate the community identity into daily municipal business life;

 • Promote the individual identities in municipal marketing materials; and

 • Use beautification and infrastructure projects such as streetscaping, signage, park development,   

  municipal building facades, and urban design initiatives to enhance each community’s identity.

Role of County
 • Be proud and support the local identities and brands of communities in The County;

 • Promote the individual identities in County marketing materials;

 • Use the individual identities to create a unique tourism product offering; and

 • Assist municipalities with the delivery of projects to enhance their identity.
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5 Process

The Community Toolkit development process began in the spring of 2010 with the launch of the Spruce the 

Bruce Committee in Huron Kinloss.  The Committee is composed of key staff at the Township as well as 

community stakeholders from both Lucknow and Ripley. 

The Toolkit development process was a 10 month process involving an extensive research phase that 

culminated in the formation of this Toolkit.  The Toolkit includes an Action Plan, Brand Summary, Style Guide, 

and Common Usage Guidelines which are essential to the revitalization of downtown Lucknow. 

Research
& Analysis

Research Summary 
& Identity Development

Toolkit
Development 

Community Stakeholders

 • Downtown Roles Analysis

 • Downtown Function Analysis

 • SWOT Analysis 

Business Stakeholders

 • Key Informant Interviews

 • Walkthrough

Public Input

 • Resident’s Survey

 • Public Workshop

 • Visioning Exercise

 • Photo Survey

Analysis and Summary

Brand Identity 
Establishment

Plan Development

Action Plan

Brand Summary

Style Guide

Common Usage 
Guidelines
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6 This is what you told us!

The key to any successful downtown revitalization program is to build a solid 

foundation.  Research from the Main Street® program indicates that this 

foundation is centred on four pillars: Organization; Economic Development; 

Marketing and Promotion; and Physical Design.

In the summer of 2010 the Spruce the Bruce (STB) team collected background 

information regarding the health of downtown Lucknow in order to develop a 

structured and focused downtown revitalization program.  The team solicited 

feedback from a number of sources and this document represents a summary 

of those research findings.  

The sources were:

 • Community stakeholders which undertook Downtown Diagnostic   

  exercises;

 • Business stakeholders through Key Informant interviews;

 • Public input through a Resident’s Survey, Public Workshop and Photo  

  Survey.

These research findings form the basis of Lucknow’s Brand Summary, 

Style Guide, Common Usage Guidelines and Action Plan to support their 

revitalization efforts. 

The Research
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6.1 Community Stakeholders

The Lucknow Chamber of Commerce and the Spruce the Bruce Committee 

used three diagnostic tools to determine how the downtown was functioning.  

The first tool (Downtown Roles) asked participants to compare the importance 

of the current function of the downtown for both Commercial/Economic Roles 

and Social/Non-Business roles to that of 10 years ago.  While this tool does 

not provide a lot of detailed information, it does provide a quick and effective 

assessment of how the downtown is performing its various roles and functions 

within the community.  Participants were asked to rank the items as, increased, 

decreased or stayed about the same.  

The second tool (Downtown Function) used 25 characteristics of a well-

functioning downtown.  These were broken down into four components - 

organization, marketing, economic development and design.  Participants were 

asked to provide a score out of 4 for each characteristic.  

The final tool was a SWOT analysis (strengths, weaknesses, opportunities 

and threats).  Participants again were asked to assess the function of the 

downtown.  Each area of the SWOT was divided up into four categories and a 

summary:  organization, marketing, economic development, and design.

 

Downtown Roles Tool
Using the first diagnostic tool, respondents indicated that the importance of the 

Commercial/Economic Role in the Town, which includes retail services, offices, 

restaurants and entertainment options, and visitor accommodation and services had stayed about the same 

over the last 10 years. 

The importance of Social/Non-Business roles included items such as community meeting places, arts and   

culture, institutional services and residential diversity.  In general, participants indicated that the Social/Non-

Business role of the town has increased over the last 10 years.  This can mainly be attributed to the addition 

of the HAWK theatre in the Town Hall. 
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Downtown Function Tool
The second diagnostic tool asked participants to give the downtown a score out of 100 by ranking 25 

separate characteristics on a scale from 0 to 4:

0  Does not meet criterion

1 Weakly meets criterion

2 Meets criterion moderately well 

3 Meets criterion reasonably well 

4 Very strongly meets criterion 

The characteristics are organized into four components. The first component was Organization.  The 

average score for the characteristics in this component was 1.6/4.  This indicates that the downtowns 

ability to meet the characteristics for Organization was weak to moderately well.  Marketing, the second 

component, had an average score of 2.2/4 suggesting that the downtown meets the criteria moderately well.  

Economic Development was the next component and Lucknow meets this criterion moderately well with an 

average score of 2.1/4.  The final component is Design indicated a resulting average score of 1.9/4 therefore 

meeting the criterion moderately.  The average score for Lucknow is 49.4 out of 100. 

This score indicates that although the downtown meets several 
criteria weakly to moderately well, the downtown needs a complete 
revitalization strategy that focuses on organization and design.
  

SWOT Analysis
The third and final tool used was a SWOT analysis.  There were some significant discussion points that 

arose from each of the areas in the SWOT and they are highlighted below. 

 

  Strengths: Strong Chamber of Commerce, Service clubs (Lion’s, Kinsmen, Kinettes), good core of 

essential services in town (grocery store, bakery, butcher, hardware, doctor, dentist etc), 

located on a main highway that leads to the Lake and excellent customer service.  

  Weaknesses: Too many empty store fronts discouraging people from stopping, absentee landlords 

with no desire to maintain their buildings, volunteer burnout, missing a “shop at home” 

attitude, bad economic climate, lack of focus on community identity.  

  Opportunities: Shop in Lucknow campaign, repair streets, add trees, façade improvements, get all 

organizations working together to make this happen, fill empty storefronts, better 

communication of grant opportunities for façade improvement. 

  Threats: Economy, population is mainly lower – middle class, proximity to larger centres, 

(Goderich, and Kincardine), lack of funds to make improvements.  
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6.2 Business Stakeholders

Key Informant Interviews
Key Informant Interviews in the form of a survey were conducted in July and 

August 2010 with business owners and operators in downtown.  The goal 

was to determine what is currently working or not working in the downtowns 

as well as what changes they would like to see that would help to improve the 

business environment of the downtown area. 

The first set of questions asked respondents to rate items as excellent (4), 

good (3), fair (2), or poor (1). The questions were broken down into seven 

categories: Physical setting, Transportation, Parking, Gateway/Entrances, 

Storefronts, Competitive position, and Joint marketing/promotion.  The 

average for each item was between fair and good.  Some of the highest 

rated elements included the plants on the main street and the organization of 

special events whereas the lowest ranked elements were the number of empty 

storefronts, the window displays and the lack of uniform hours of operation of 

the businesses.  

The next section asked respondents whether their business would benefit from 

any programs, grants or services including façade improvement grants, joint 

marketing ventures, and improvements to the physical infrastructure.  The 

overwhelming response was yes, they would benefit!

When the respondents were asked to provide suggestions for improving the retail environment, removing 

eyesore buildings and creating uniform hours of operation were the top two suggestions.  The next 

most popular suggestion included increasing festivals and events, improved streetscape and improved 

parking.  

Lastly, respondents were asked (1) why people were coming downtown; (2) what would be the one thing 

they would like to see improved to downtown; and (3) what they thought was preventing downtown from 

being a success.   The survey concluded that people are coming downtown to shop for necessities; that 

they would like to see more stores and the downtown cleaned up; and that politics and a lack of funding are 

preventing improvement from happening. 



Lucknow Community Toolkit  •  page 14

6.3 Public Input

Residents Survey
Every household in Huron-Kinloss was mailed a survey in July 2010 asking 

them specific questions regarding the town they lived closest to (i.e. either 

Ripley or Lucknow).  The questions touched on marketing and economic 

development elements in the downtown. The survey concluded with some 

basic demographic questions.  In total, 2480 surveys were mailed out, 740 with 

the postal code N0G 2H0 (Lucknow).  In total, 52 households with this postal 

code responded to the survey resulting in a response rate of 7%.   

Marketing
Residents were asked if they were familiar with any specific identity elements 

for both the Township and their community and whether these elements were 

recognized by visitors.  Nearly 60% indicated that they were familiar with the 

identity elements for the Township and nearly 58% indicated they were familiar 

with identity elements for their community.  Those who were familiar with 

identity elements were asked to name the elements that they were familiar 

with.  Most respondents indicated the Huron Kinloss logo on Township trucks 

and entrance signs.  

As for the Village of Lucknow, Donald Dinnie, Paul Henderson, horseshoes, 

tartan, Sepoy town and drive canny, were popular responses.  However, 

51% of respondents felt that these elements did not accurately reflect the 

community, and 79% felt that visitors to the community did not recognize these 

identity elements.

  

Respondents generally indicated that the best assets in Lucknow were that all the basic retail necessities 

(bakery, butcher shop, grocery store, bank, hardware, LBCO) were all in close proximity to one another and 

readily accessible.  They also felt that having the arena downtown and the beautiful mural were assets as 

well. 
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Economic Development
Respondents were asked about their shopping habits to help determine the 

local attitude towards the business environment in town as well as the overall 

economic health of the community.  79% of respondents indicated that they 

shop in downtown Lucknow at least two times per week.  72% of people are 

running quick errands, 60% are doing their grocery shopping in town and 42% 

work in downtown more than twice a week.  74% indicated that they shop out 

of Lucknow at least once a month. The majority of respondents replied that 

most of their shopping was conducted in Lucknow.  Goderich was a more 

popular destination for clothing, furniture and automotive shopping.  Residents 

were asked the main reasons for choosing to shop out of town: better 

selection (61%) and products are unavailable (43%) were the most popular 

responses. Respondents were also asked if they would use extended hours for 

businesses - 54% indicated they would not.

The majority of people strongly agreed or somewhat agreed that the stores 

in the downtown sold the products they wanted, the prices were reasonable, 

the shops were open when they wanted to shop, and they tried to shop locally 

whenever possible.  Further, respondents were asked what new businesses 

they would like to see in downtown. The top three responses were more 

clothing stores, especially for men and children, more restaurants and a gym 

or fitness centre.

Finally, respondents were asked to provide some general feedback regarding 

the retail environment in downtown.  Most people felt that the service in the 

stores was excellent and that the clerks were friendly and helpful.  There were 

a lot of comments about the empty storefronts taking away from the streetscape and respondents would 

like to see them filled.  There were also some comments relating to physical design.  These suggestions 

included planting trees, pulling weeds, and cleaning up the empty buildings.  
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Public Workshop
The Lucknow public workshop was held on Thursday, July 29th at 7pm 

at the Lucknow Community Centre.  The meeting was well attended with 

approximately 24 people from a good cross-section of the community in 

attendance.  There were two main components to the workshop: a Visioning 

Exercise; and Round Table Discussions.  

 

Visioning Exercise
The Visioning Exercise was an opportunity for the residents of Lucknow to 

express their wishes and desires and how they envisioned the community of 

Lucknow developing over the next ten years.  The exercise explored people’s 

views on the potential revitalization of downtown Lucknow that could occur in 

that timeframe.  The participants were asked to note what had changed, how 

the downtown looked and felt in the future and what they now loved about 

it.  The ‘changes’ volunteered were grouped and sorted by staff into four key 

spheres; Economic Restructuring; Marketing and Promotion; Physical Design 

and Social (i.e. community). 

Both Economic Restructuring and Physical Design emerged as priority areas 

for the community.  With regard to Economic Restructuring the priority was 

clearly to address the vacancy rate in downtown Lucknow.  The majority of 

participants recognized the decline of businesses in Lucknow over the last 

several years and the empty storefronts that have resulted.  Additionally, 

they acknowledged that there isn’t a ‘shop local’ attitude and that there is a 

significant amount of retail leakage happening from downtown Lucknow to 

places like Wingham and Goderich.

Ideas that were generated towards the Physical Design sphere were related to the need for improvements 

to traffic flow and accommodation of alternate means of transportation; beautification of the streetscape 

through the incorporation of street trees, lights and greenery; and improvements to storefronts and building 

facades to improve the overall look of the Town.

The Marketing and Promotion sphere illustrated a number of ideas from the participants:

Scottish Heritage  Amish / Mennonite Community  Sepoy Community 

Paul Henderson Oktoberfest   Donald Dinnie  

Strawberry Festival Music in the Fields

    

What became evident from the discussion was that Lucknow is struggling to identify with one consistent 

message for use as a ‘brand’ and that there isn’t a dominant identity for Lucknow.
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Roundtable Discussions
The Roundtable Discussions were held the night of the public workshop and consisted of a presentation 

and discussion evolving three topic areas; Marketing & Promotion; Economic Restructuring; and Physical 

Design.

Marketing and Promotion
As noted in the visioning exercise, the Marketing and Promotion discussion highlighted a number of potential 

‘brands’ for Lucknow.  Words like Social; Friendly; Sports; Pretty; Agriculture; Declining; and Family were 

used to describe the community.  The discussion also highlighted some challenges related to lack of 

nightly entertainment, no unique website or brochures and the wide main street. Challenges relating to 

Marketing and Promotion are related to the lack of a clear, focused identity for who Lucknow is and what the 

community wants it to be.

Economic Restructuring
The Economic Restructuring discussion highlighted that there is a base of neighbourhood retail  that 

supports resident needs but that there were only a few businesses that attract visitors to stop.  The comment 

was made that “you can get everything you need in Lucknow” however, others acknowledged that there 

was nothing unique in downtown to make people want to stop.  The challenges highlighted through the 

discussions were about drawing new businesses to Lucknow and keeping them.  There was a feeling that 

business owners need marketing training and that some survey work should be done to see who is stopping 

and shopping, why and where they are from. 

Physical Design
On the physical design aspect of the discussion, residents noted that downtown Lucknow was revamped 

over 15 years ago and nothing has been done since that time.  Priorities that were highlighted were 

related to: Filling in the vacant storefronts; Improving signage around Town and on the storefronts; Adding 

boulevards / greenery / street trees and benches; and Creating an aesthetically pleasing streetscape both on 

the sidewalks and storefronts. Comments were made with regard to the wide street through the mainstreet 

of Lucknow with the silver lining being that there is a lot of potential for improvement to the streetscape and 

making downtown Lucknow an enjoyable place to spend time.
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Photo Survey
In June 2010, disposable cameras were handed out to a variety of people (i.e. student; senior; visitor; 

resident; business owner; etc) within the community in order to undertake a photo analysis of what defined 

their community.  The participants were given 3 weeks to take photos of Lucknow and all the cameras were 

returned at which time staff sorted all the pictures into like groupings. The themes that were highlighted 

through this exercise were:

The photo analysis gave direction to the professional photos that were taken of Lucknow and used to create 

the brand identity which is further developed in the next section.

Green space/Parks

Community Heroes

Downtown

Community
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7 Research Summary

Each of these research tools provides insights into achieving continuous downtown revitalization in 

Lucknow.  As noted, downtown revitalization is focused around four key pillars: Organization; Economic 

Development; Marketing and Promotion; and Physical Design.  The priority areas for Lucknow are primarily 

Economic Development (including specific marketing campaigns) and a coordinated approach to 

Physical Design.

1) Economic Restructuring or Development is about strengthening a community’s existing economic assets

 while expanding and diversifying its economic base.  There is a need to sharpen the competitiveness   

 of existing business owners and recruit compatible new businesses and new economic uses to build   

 a commercial district that responds to today’s consumer’s needs.  Converting unused or underused 

 commercial space into economically productive property also helps to boost the profitability of the   

 downtown.

2) Design means getting Lucknow’s downtown into top physical shape.  Top shape means capitalizing on

 its best assets to create an inviting atmosphere for all visitors and residents of the downtown.  This can be

 created through attractive window displays, parking areas, building improvements, street furniture,   

 signage and landscaping to convey a positive visual message about the commercial district and what it   

 has to offer.  Design activities also include instilling good maintenance practices, enhancing the physical   

 appearance by rehabilitating buildings, encouraging appropriate new construction, developing a culture of   

 good design, and long-term planning.

 Regardless of the priority area for a community, one of  the first steps to any revitalization program is for

 the community to know who they are and what they want to be.  Establishing a community identity that

 can be utilized in all areas of the improvement plan is the next step to Lucknow’s revitalization plan and  

 will be based on the research and community direction that was summarized in this report.

Economic Development

Physical Design

Four Point
Approach

Organization &
Collaboration

1

2

Marketing &
Promotion
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8 Establishing the Identity

As referenced above, what became apparent from the research that was gathered was that Lucknow is 

struggling to identify with one consistent message for use as a ‘brand’ and there is not a clear identity for 

Lucknow.  If Lucknow wants to succeed in its revitalization efforts, a coordinated and consistent brand is 

going to have to be put in place that is embraced by all stakeholders.  Not only does the brand need to be 

consistently used by all but it needs to be authentic to Lucknow and it needs to capture enough interest in 

order to draw people to the downtown.

Lucknow has attempted many identities in the past and their remnants are visible (i.e. horseshoe).  There 

are even more recent initiatives that have been undertaken (i.e. Donald Dinnie).  However, none of these 

‘elements’ are a strong enough draw in order to drive people to downtown Lucknow.  

The Spruce the Bruce team has been working with local municipalities to develop a strategic plan for the 

entire County where each Town has a specific yet equally important function to play.  Lucknow’s function 

is one of supply town or general store.  It is important to realize that Lucknow needs to work within the 

framework of potential for their downtown.  Lucknow is not a destination in its own right and will not be 

competing with lakeshore and inland lake destinations.  However, they have an excellent opportunity to 

benefit from those travelers passing through their downtown to reach their seasonal destinations.  Lucknow 

can play an essential role in providing a much needed service role within the broader community.  The key 

to Lucknow’s future success and sustainability is to provide these travelers with a wide range of services 

that also meet local needs.

Therefore, the following Community Identity or Brand has been developed for Lucknow.  This brand was 

presented to various stakeholders in October / November 2010 and received a positive reception.
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9 The Identity – The General Store

In the same way a general store would be run, Lucknow needs to run its downtown as a unified traditional 

retailer carrying a broad selection of merchandise packed into a relatively small area where travelers and 

people from the town and surrounding rural areas can come to purchase all their general goods. The bones 

of this concept exist today, with friendly personalities and essential products that range from fresh local food 

to all you need to build a house.  People do travel out of town for some specialized items (i.e. electronics), 

the same way you had to order specialty items into the general store or from catalogues. However, there is 

plenty of opportunity for Lucknow to meet the community’s everyday needs.  

Additionally, Lucknow has the potential to cater to a growing consumer trend related to the small, localized 

shopping experience.  People want to know where their products are coming from and build a relationship 

with those that are serving them.  People want to buy their meat from the butcher, apples from the local 

orchard, and buttertarts from the bakery.   Lucknow has all the makings of the local general store with 

unparalleled customer service.  With some ingenuity and dedication to developing this identity and targeting 

the traveling visitor market, the downtown can return to a bustling commercial area.

The Plan
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10 Developing the Plan

As noted, before tackling any of the revitalization pillars for downtown, 

both the community and the revitalization program must first get organized.  

Developing the Plan starts with articulating common goals and objectives as 

well as outlining the steps necessary for achieving them. 

It is important to distinguish between a vision and a brand.  Much has been 

written about brands in general; many ‘branding’ consultants have attempted 

to give relatively unknown cities, downtowns, and businesses clever branding 

treatments – catchy slogans about whatever the downtown wants to be.  

Brands seek to place in the prospective visitor’s head a belief that “this is the 

place to go for……”.  The key distinction between a brand and a vision is that 

a brand describes the image you want people to have of your downtown right 

now, while a vision describes what the downtown will look like at some point in 

the future.

Defining a Vision for downtown Lucknow is essential as it establishes the 15-

20 year perspective for the community and looks beyond the current planning 

documents to the kind of place that the community aspires to become.  It 

takes that community identity (The General Store) and conveys a sense of 

personality, character and identity for downtown.  A Vision is a description 

of a desired condition at some point in the future.  That Vision guides the 

mission, goals, objectives and actions of the revitalization plan and make the 

connective link between the desired / authentic Identity and the Plan to move 

the community there.
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Vision

At the public workshop in Lucknow, we undertook a Visioning exercise which established the ground work for 

the following VISION that has been established for downtown Lucknow:

Downtown Lucknow is the General Store where 
residents and tourists alike come to enjoy friendly 
personalities, general goods and everyday needs.  
Lucknow is small-town charm with the everyday 
essential goods that people will not travel out of town 
to get.  The businesses are bustling in Lucknow 
and people are enjoying the street and the local, 
grassroots experiences where they know where the 
products they are purchasing have come from and 
build a relationship with those that are serving them.
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Mission Statement

A Mission statement takes Lucknow’s Vision and translates it into a stated 

purpose for the downtown revitalization effort; it can be viewed as the public 

statement for accomplishing the Vision and the pathway in order to get you 

there.  The mission statement for Lucknow is:

To reestablish the range of businesses 
and services to downtown Lucknow 
and improve the overall physical 
environment to support economic 
growth.

Goal statements transform the Mission statement into priority areas for 

downtown.  The Spruce the Bruce committee undertook a strategic planning 

session in September 2010 in order to transform the mission statement into 

strategic directions.  The following Goals were established from downtown 

Lucknow as priority areas:

 GOAL 1: To foster an environment of organization, leadership and management;

 GOAL 2: To increase the range of businesses and reduce the commercial vacancy rate;

 GOAL 3: To improve the physical design of the main streetscape and the primary intersection; 

 GOAL 4: To improve the physical appearance and functionality of mainstreet buildings; 

 GOAL 5: To develop a marketing and promotion strategy for downtown.
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11 Putting the Plan to Work

The residents of Lucknow have spent a lot of time and energy on the various programs and festivals that are 

offered in town.  Through the research gathering, there was often mention of volunteer burnout as an issue.  

The STB team noticed that Lucknow has spread itself thin as a community.  There has not been a coordinated 

approach to the marketing, beautification, promotion or festivals and as such there are many individuals working 

on many individual initiatives.  Spruce the Bruce and this Community Toolkit is an opportunity to bring that devoted 

energy together and coordinate an approach that will increase the success of downtown Lucknow.  

In order to enact change and begin to see some tangible results in Lucknow, the Spruce the Bruce team 

recommends that Lucknow focus its initial program on both the Economic Development and Physical Design 

pillars. While any revitalization strategy requires broad-based support and organization of both the public and 

private sector in order to achieve success, it has been our experience that laying the foundation and ground-work 

for success on the organizational pillar should be completed before a broad-based program is developed.

The Huron Kinloss Spruce the Bruce Committee should focus for the first year on organizing, assessing, planning 

and then implementing.  This is a critical mobilizing phase that develops the vision / mission, partnerships, 

strategies and actions and will begin to yield results that further mobilize the program.  Through the 2010 Spruce 

the Bruce process a number of preparatory steps were accomplished including:

 • identifying the resources;

 • assessing the community;

 • developing the community identity;
 

 • developing the revitalization vision; and

 • determining the short-term actions.

The next steps involve using a set of tools to deepen the understanding of the current retail services and 

businesses including supply and demand in downtown; community design activities focused on opportunities to 

improve physical assets; and cultural attributes and their potential strengths.

Developing a more detailed work plan over the next six months to a year that will set out the tasks and steps for 

the next 3-5 years will take the knowledge gained from the exploratory phase and begin to develop a plan to move 

forward.  It is important for the STB committee to tackle some visible, high impact, short-term projects throughout 

these preliminary months while the less visible supporting documentation is being developed.  The following is an 

initial Action Plan of the next steps for Spruce the Bruce as it relates to downtown Lucknow.
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12 Action Plan

The next step to a downtown revitalization plan is to develop action items for each of the priority goals which 

ensure that the plan remains dynamic and produces results.  It is important to consider how the actions will 

touch on all four points of the revitalization strategy with emphasis placed on each in the following order: 

Organization or Leadership; Economic Development; Physical Improvement; and Marketing and Promotion.

GOAL 1:  To foster an environment of organization,   
leadership and management;

 1. Organization and Leadership Action: To create a Lucknow specific Spruce the Bruce   

   Sub Committee with representation on the HK Spruce the Bruce Committee.

   Before tackling design, promotion, or economic development activities, a revitalization program must

   first get organized.  Recruiting the appropriate resources by building support from a variety of   

   stakeholders is essential. The Lucknow STB Committee may transform an already existing

   committee, adding members and expanding their focus or it may be a completely new entity    

   recruiting new members from the community.  

 

   Primary Responsibility: HK STB Committee

   Proposed Timing:  Year 1 - Initial

   Budget Implications: None

 2. Economic Development Action: To attract representatives to the Lucknow STB Sub

   Committee from the business community and specifically any Chamber of Commerce or BIA    

   representatives.

   The Lucknow STB program must identify people who have a vested interest in revitalizing the

   commercial district.  Involving a broad range of interests in the process will show various groups 

   that they share a common goal and facilitate the overall objective of a healthy successful downtown.    

   If a Chamber of Commerce or BIA does not exist, the STB committee should undertake a cost /

   benefit analysis to their establishment. Each of these organizations benefits from an effective

   revitalization effort dedicated to creating a vibrant commercial area and responding to the community’s

   economic and social needs.

   Primary Responsibility:  HK STB Committee

   Proposed Timing: Year 1 - Initial

   Budget Implications: None
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 3. Physical Improvement Action:  To attract representatives to the Lucknow STB Sub Committee   

   from the Lucknow Beautification Committee.

   As noted above, you can’t lead a community-wide effort without the support of others.  Community   

   groups already interested in the promotion and beautification of Lucknow need to be involved in the   

   revitalization effort.

   Primary Responsibility: HK STB Committee

   Proposed Timing: Year 1 - Initial

   Budget Implications: None

 4. Marketing and Promotion Action:  Communication of this Action Plan to other stakeholders   

   (i.e. Kinsmen, Rotary) and soliciting their assistance with specific Action items.

   Grassroots organizing starts with articulating common goals and the steps necessary for achieving   

   them, and disseminating this information to the widest audience possible.  You will need 

   community stakeholders to create public support and involve enough people to get broad- based   

   participation. Without the support and involvement of all groups, it is doubtful that any revitalization   

   program will achieve long-lasting success

   Primary Responsibility: Lucknow STB Committee

   Proposed Timing: Year 1 - Middle

   Budget Implications: None
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GOAL 2:  To increase the range of businesses and 
reduce the commercial vacancy rate; 

 1. Organization and Leadership Action: Development of an Economic Strategic Plan that will   

   outline specific action items related to the strengthening of the economic health of downtown.

   Developing an Economic Strategic Plan is an essential component of the comprehensive approach to

   downtown revitalization. The Economic Development pillar was highlighted through the research as   

   needing the most attention in Lucknow and therefore this tool is a vital component in Lucknow’s   

   potential success.  This document will be based on the background data (i.e. BR & E – see below)

   once completed and once established will become the community’s blueprint for economic    

   revitalization over the next three to five years.

 

   Primary Responsibility: Lucknow STB Committee / Township of HK / Consultant

   Proposed Timing:  Year 3 – once background studies are complete

   Budget Implications: Yes

2. Economic Development Action: To undertake and implement a Business Retention and   

  Expansion Study (BR &E) concurrently with a Business Mix Analysis (both programs available through   

  OMAFRA)

  Vital background information for any comprehensive downtown economic development program is   

  the completion of a Business Retention and Expansion (BR&E) Study.  The BR&E provides an excellent

  tool to support and grow existing businesses, while enabling the community support for their local   

  businesses.  The Business Mix Analysis (Community to Community Comparison and Market Threshold   

  Analysis) as well as the Trade Area Report are commonly known as downtown Market Analysis Tools

  Both tools are valuable in understanding the local economy and business climate, and providing   

  essential information for a community’s economic development strategic plan.

   Primary Responsibility:  Lucknow STB Committee / Township of Huron Kinloss / OMAFRA

   Proposed Timing: Year 1 and 2

   Budget Implications: Yes – potential funding through OMAFRA
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 3. Physical Improvement Action:  Contact owners of vacant land holdings and buildings to discuss  

   the potential for rehabilitation and/or development of their properties. 

   Vacant land holdings, derelict buildings and absentee landowners are always an issue in any

   downtown revitalization effort.  When disinvestment, poor maintenance and abandonment leave a   

   downtown pockmarked with vacant and dilapidated buildings often the community seeks a quick

   solution.  While there is no single trick to solve all these problems a patient process involving    

   thoughtful planning and advocacy is important.  Innovative ideas from zoning by-laws, reinvestment   

   incentives, business attraction initiatives, and adaptive reuses need to be explored through the   

   Economic Strategic Plan.

   Primary Responsibility: Lucknow STB Committee / Township of HK / Consultant

   Proposed Timing: Year 3 – once background studies are complete

   Budget Implications: Yes 

 4. Marketing and Promotion Action:  Establish opportunities for workshops/classes on business   

   planning, etc. and develop an active program for recruitment of compatible businesses (i.e.    

   neighbourhood retail) to fill vacancies.

   This Action contains two components.  The first deals with forming partnerships with organizations   

   like the Bruce Community Futures Development Corporation (BCFDC) and the Saugeen Enterprise   

   Centre which currently organize various workshops and small business investment strategies within   

   our region.  The second addresses the need to recruit specific businesses to downtown Lucknow that   

   will fulfill the neighbourhood retail vacancies and enhance ‘The General Store’ identity for downtown.    

   This recruitment initiative should be a consideration within the Economic Strategic Plan.

   Primary Responsibility: Lucknow STB Committee / Township of HK / Consultant

   Proposed Timing: Year 4 – once background studies are complete  

   Budget Implications: Yes
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GOAL 3:  To improve the physical design of the main 
streetscape and the primary intersection; 

 1. Organization and Leadership Action: Complete a baseline map of the physical profile of the   

   downtown streetscape.

   In order for community streets to become places for people, thereby fulfilling the critical function that   

   is missing in much of Lucknow, they need to be planned and designed appropriately using complete

   street design principles.  Downtown streets have the potential to become destinations worth visiting,   

   instead of just thruways; and commercial strips can be designed as boulevards, safe for walking and   

   interacting.

   Before a community can start to tackle the challenges that are present related to physical design,   

   there needs to be a baseline of mapping that outlines the physical profile of the street and streetscape  

   - essentially an inventory of the downtown streets.  

 

   Primary Responsibility: Township of Huron Kinloss Roads Department

   Proposed Timing:  Year 1

   Budget Implications: None

2. Economic Development Action: Investigate and secure the necessary funding for streetscape   

  improvements and upgrades.

  Unattractive or non -functional sidewalks, back alleys, and wasted space − every downtown has   

  these - ugly spaces. Quality design and attention to detail has the power to transform dead spaces into

  vibrant places that invite people to explore and discover Lucknow’s downtown. 

  Once a Streetscape Masterplan (see below), outlining the priority actions for Lucknow’s mainstreet is   

  completed, the Lucknow STB Committee needs to start finding funding.  Even small-scale inexpensive   

  improvements can be more effective at drawing people into downtown that major ‘big-bucks’ projects.

   Primary Responsibility:  Lucknow STB Committee / Township of Huron Kinloss

   Proposed Timing: Year 4-5

   Budget Implications: Yes 
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 3. Physical Improvement Action:  Complete a Streetscape Masterplan that includes specific

   design solutions for tree coverage, signage, traffic calming and beautification (including the    

   functionality of the primary intersection).  

   Revitalizing streets for walking, gathering and shopping is perhaps the most direct example of how to

   benefit a community economically.  Currently the street is designed only for the movement of high   

   volumes of traffic, which eliminates other features necessary for healthy street life and economic   

   activity.  Incorporating wider sidewalks, large trees, enhanced parking and a community inspired   

   revitalization program can bring life back to the street.  

   Primary Responsibility: Lucknow STB Committee / Township of Huron Kinloss

   Proposed Timing: Year 3

   Budget Implications: Yes

 4. Marketing and Promotion Action:  Complete a design workshop to highlight the downtown   

   design issues and potential solutions.

   People provide perspective and valuable insights into how an area functions; they have a unique   

   understanding of the issues that are important.  The sooner the community becomes involved in the

   planning process the better – ideally before any planning has been done.  Tapping into the ideas and   

   talents of the community is crucial in deciding what will be done to improve an existing streetscape

   The people who live or work near the downtown will know from experience which areas need   

   improvement.  

   A design workshop is an opportunity for those with a vested interest to share their insights into

   the downtown and help to create not only a design but an effective management strategy for    

   downtown.  

   

   Primary Responsibility: Lucknow STB Committee / Township of Huron Kinloss

   Proposed Timing: Year 2

   Budget Implications: Yes
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GOAL 4:  To improve the physical appearance and 
functionality of mainstreet buildings; 

 1. Organization and Leadership Action: Complete a Community Improvement Plan for    

   downtown Lucknow.

   Community Improvement Planning is one of the sustainable community planning tools found in

   the Planning Act, can help municipalities address some of the challenges related to changing   

   economic trends in our downtowns.  It provides a means of planning and financing development   

   activities that effectively use, reuse and restore lands, buildings and infrastructure.  Community   

   Improvement Plans (CIP) can be a tool for signification rehabilitation, development and land-use   

   change.

 

   Primary Responsibility: Township of Huron Kinloss / County of Bruce
   

   Proposed Timing:  Year 1

   Budget Implications: None for Plan Development

2. Economic Development Action: Complete a Building and Business Inventory for downtown.

  A Building and Business Inventory compiles information on all the buildings and businesses in the   

  downtown.  This also informs the downtown while informing the downtown businesses about the   

  revitalization process underway.  It provides a number of benefits:

   • Acts as a basic contact management system;

   • Information can be used in various promotional tools;

   • Provides up-to-date statistics that can be used to market and describe the health of the downtown;

   • Can assist realtors, developers, entrepreneurs in identifying property; and

   • Provides a means of documenting important heritage and physical design features in downtown.

   When the inventory is completed, you can generate statistics about your downtown, including number   

   of employees, number of new businesses, vacancy rates, locally owned businesses, etc.

   Primary Responsibility:  Lucknow STB Committee

   Proposed Timing: Year 1

   Budget Implications: None
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 3. Physical Improvement Action:  Assist in the development of an incentives program for facades,  

   signage, structural, accessibility improvements, etc. for private businesses (grants and / or loans).

   Downtown buildings are a major contributor to the character of the community.  Clean, interesting   

   and well-maintained buildings and signage communicates a sense of pride, commitment to quality in   

   the community and encourages passerby’s to stop and enjoy the downtown.

   The Planning Act allows for incentives for rehabilitation and improvements to buildings to be

   established through a Community Improvement Plan.  Part of the Plan creation should be an    

   investigation of the feasibility of a grant and / or loan program with attention to financing; development;  

   and management of the programs.

   Primary Responsibility: Township of Huron Kinloss / Lucknow STB Committee 

   Proposed Timing: Year 3

   Budget Implications: Yes

 4. Marketing and Promotion Action:  Establish the physical boundary of downtown that will be   

   the focus of the program initiatives, downtown analysis and action planning. 

   To prepare a CIP, the community needs to establish its ‘community improvement project area’ as   

   defined by the Planning Act.  A good starting point is to examine the Zoning maps for the area and   

   identify where the downtown commercial zoning is.  You may also want to use the data collected on

   the physical, economic, social and environmental characteristics of downtown to adjust the CIP   

   Project Area boundary.

   Primary Responsibility: Township of Huron Kinloss / Lucknow STB Committee

   Proposed Timing: Year 2

   Budget Implications: None
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GOAL 5:  To develop a marketing strategy to attract the 
appropriate target market for downtown.   

 1. Organization and Leadership Action: Encourage the Chamber of Commerce or BIA to   

   undertake strategic and coordinated initiatives related to a marketing strategy for downtown.

   The Chamber of Commerce in conjunction with the Spruce the Bruce committee, should help to foster  

   cross promoting partnerships between businesses. These partnerships will help to build strong   

   product offerings for consumers.  Example: 

   The hairdressing salon and the bakery could form a partnership where clients at the hairdresser could   

   purchase buttertarts and coffee supplied from the bakery.

   Primary Responsibility: STB Committee / Chamber of Commerce 
   

   Proposed Timing:  Year 1-5

   Budget Implications: None

2. Economic Development Action: Develop a strategic marketing plan for the downtown.

  A strategic marketing plan is essential to the success of the downtown as a whole.  A unified marketing   

  approach of the downtown and its businesses will increase the chance of success.  The marketing   

  strategy should include all four P’s in marketing – product, price, place and promotion.  

  The first step in this process is to conduct a target market analysis.  This research is used to determine   

  who the target market is (demographic, geographic and psychographic).   

 

  The strategy should outline a promotions/advertising plan using marketing elements such as print,

  online, radio, and onsite (signage, banners, etc).  The strategy should have a 3-5 year outlook but be   

  re-evaluated on a yearly basis.

   Primary Responsibility:  STB Committee 

   Proposed Timing: Year 5

   Budget Implications: Yes
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 3. Physical Improvement Action:  Establish various physical design improvements or methods to   

   get travelers driving through Lucknow to the lakeshore to stop.

   Using the guidelines provided as part of the brand summary in the Community Toolkit, begin to   

   develop the look and feel of an attractive General Store in downtown.   

   Areas of focus should include:

    • Business signage indicating what is available in each store versus what the name of the store is   

     (i.e. restaurant vs. Finnalyson’s);

    • Banners directing consumers to the store that will fulfill their needs; 

    • Restoring building facades so as to build on the General Store identity;

    • Designing an inviting streetscape that encourages people to stop.

   Primary Responsibility: STB Committee  

   Proposed Timing: Year 4

   Budget Implications: Yes

 4. Marketing and Promotion Action:  Develop an Economic Recruitment Package that is   

   marketed specifically to those retail gaps identified in the Economic Strategic Plan.

   The Lucknow STB committee should develop a business recruitment package that is consistent with   

   the Economic Strategic Plan and that is focused on filling the gaps identified in the target market   

   analysis and business mix analysis. 

   The research will have identified what products and services will complement the existing businesses   

   and will strengthen the product / service offerings in the community.  These missing pieces should be   

   the primary target for economic recruitment. 

   Primary Responsibility: STB Committee / Chamber of Commerce / BCFDC

   Proposed Timing: Year 4-5

   Budget Implications: Yes
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Action Plan Summary

These Action Plans will become the road-map for the revitalization of Ripley’s downtown. As the Ripley 

STB committee moves forward with the implementation of its revitalization work, it should ensure that the 

activities include a mix of quickly achievable actions as well as those that will take longer to realize. 

Beginning the process of implementing the Action Plan is the next step for Ripley and it is necessary to 

create an effective work plan for the Ripley STB committee that meets regularly and provides feedback to 

the HK Spruce the Bruce committee about the progress of the Action Plan.  It is vital to regularly monitor 

the Action Plan, revise the goals and develop annual work plans – based on the progress made, obstacles 

encountered and changes happening in downtown.  An annual update or report is an effective tool to 

ensuring that the downtown Action Plan is continually evolving.
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  Year 1 Year 2 Year 3 Year 4 Year 5  
GOAL 1: To foster an environment of organization, 
 leadership and management; 
Develop Lucknow STB Sub Committee •

Lucknow STB Sub Committee involves business community •

Lucknow STB Sub Committee involves Lucknow Beautification Committee • 

Lucknow STB Sub Committee involves stakeholders •	 •

GOAL 2: To increase the range of businesses and 
 reduce the commercial vacancy rate; 
Develop a Downtown Economic Strategic Plan   •

Implement a Business Retention & Expansion Study •	 •

Rehabilitation of vacant, derelict buildings and absentee landowners  •	 • 

Implement workshops and business recruitment program     •	 •

GOAL 3: To improve the physical design of the main 
 streetscape and the primary intersection;  
Map physical profile of the downtown streetscape  •

Research and secure funding for streetscape improvements    •	 •

Complete Streetscape Master Plan
(tree coverage, pedestrian signage, traffic calming and beautification)   •	  

Complete a design workshop for downtown design issues and solutions 	 •

GOAL 4: To improve the physical appearance and 
 functionality of main street buildings;  
Complete a Community Improvement Plan •

Compile a Building and Business Inventory •	

Create an Incentive Program for facades, 
signage, structural, accessibility improvements etc.  •	 •	 •	 • 

Established the physical boundary of downtown  •	

GOAL 5: To develop a Marketing Strategy to 
 attract the appropriate target market for downtown.  
Chamber of Commerce/ BIA  initiate strategic and coordinated  
initiatives of marketing strategy •	 •	 •	 •	 •

Downtown Strategic Market Plan    •	 •

Establish physical design improvements and create a travel destination  	 	 • 

Create an Economic Recruitment Package specific to retail gaps     •	 •
identified in the Economic Strategic Plan

Action Plan Timeline
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Wood Antiques Cast IronVintage Materials

Materials

Keywords

The Tools

Rural Countryside
Traditional Customer Service
General Supply and Goods
Bustling Supply Town
Localized Shopping Experience

Brand Summary

Development in Lucknow should enhance the historic downtown buildings with additional architectural 

details such as canopies (covered sidewalks) and awnings that are a throwback to the turn of the century 

with a country feel.  Enhancements to the streetscape should create street presence, and the feeling of an 

outdoor room that is reminiscent of the General Store identity. 

Buildings should use natural materials like brick and wood; timber posts can add a structural flair.  Retention 

of existing brick structures is encouraged along with restoration of original facades.  Stucco, vinyl and metal 

siding are not appropriate for commercial areas that are visible from the mainstreets.   

Materials: rough cut lumber, brick, wood, and cast iron

Graphic Elements such as banners, signage or advertising should reference the General Store theme while 

focusing on the rural cultural amenities that make this area unique.  Street furniture and improvements 

should be inspired by historical objects like rocking chairs, barrels, and wagon wheels.

General Store

The images and colours shown are for illustration purposes only, 
and are intended to illustrate a desired style and effect, not to 
define a specific product or colour palette, and are not intended to 
serve as working drawings or templates for production.
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Primary Intersection Signage

Gateway Entrance Signage

Common Usage Guidelines
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Street Banners
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Benches

Planters

Bike Rack

Signage Headers

Lucknow
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Waste Receptacle

Parking Entrance
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Economic Development  Boards
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Façade

Jerome, Arizona

Wisconsin, USA

highlights porch with post, side 
brace and exposed beams

Virgina City, Nevada

Tuscan, Arizona

Existing buildings could enhance the store fronts with covered sidewalks with architectural 
features that highlight rustic posts and side brace.
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Existing

Artists rendering
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Summary

In summary, STB has developed with the community of Lucknow, a Toolkit that creates the basis for a 

successful revitalization program for downtown.  Ownership is the key to developing an authentic and 

believable brand identity for a community.  All members of the community have a role to play in developing 

and fostering the brand identity and in moving the Action Plan forward.  The methods employed to create 

this Toolkit combined with positive community feedback ensures that this Toolkit is destined for success if 

applied consistently.

This Toolkit is a starting point and illustrates possibilities.  For more information or support with your local 

project please contact the Township of Huron Kinloss or the Spruce the Bruce team at sprucethebruce@

explorethebruce.com.

P.S.
In closing, we offer the following inspiration.

1. Creating successful downtowns is about more than planning and many great plans get bogged down  

 because they are too big, too expensive and simply take too long to happen.  Short-term actions, like  

 planting flowers, can be a way of not only testing ideas, but also giving people the confidence that  

 change is occurring and that their ideas matter.  Short-term actions need to occur at the outset and then  

 be evaluated while longer term planning is in progress.

 Lucknow Quick Wins!

  1.  Planters with trees on mainstreet

  2.  Pedestrian Crossings at Intersections

  3.  Window dressings in vacant storefronts

  4.  Adding benches and vibrant banners to the streetscape

  5.  Developing a downtown entrance feature

2. Money is not the issue.  All too often money is used as an excuse for doing nothing, which is why you 

hear people say “It can’t be done!”.  In fact, too much money or money spent on consultants actually 

discourages the inventiveness and creativity required to create a great street or downtown.  When money 

becomes an issue, it is generally an indication that the wrong concept is at work.  So don’t worry about 

the money, just get started!

3. You are never finished.  Creating a great place is not about developing a plan or a design.  It is based 

on community passion and vision and on an ever evolving Action Plan.  Part of any plan has to be the 

management of the downtown. No matter how good the buildings look or how many hanging baskets are 

hung, the downtown will never be successful unless it is well managed by the Lucknow Spruce the Bruce 

Committee.
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Introduction

The Township of Huron Kinloss, with its population 

of just over 6500, is located in the southwest 

corner of the County of Bruce.  Huron Kinloss is 

located on the east shore of Lake Huron and boasts 

some of the world’s best sunsets and spectacular 

beaches.  Huron-Kinloss has two friendly villages 

full of community spirit, Lucknow and Ripley. 

These communities are rich in history dating back 

more than 150 years. Both communities are home 

to active horticultural societies and both villages 

entertain visitors with their fall fairs illustrating the 

strong ties to the farming industry.

Economically, the Township of Huron Kinloss depends heavily on agriculture and agricultural services, and 

some food processing such as the Pine River Cheese factory. A number of residents work in Kincardine or 

Goderich, with the Bruce Nuclear Generating Station being the largest area employer. 

With Tourism being economically prominent within the Township and the second largest economic generator 

in Bruce County, the experiences of tourists and our interactions with them are essential to our economic 

well-being.  It is important to acknowledge that not all of our downtowns are going to be tourism destinations.  

There are many roles for our downtowns to play in the bigger picture of the entire tourism product.  Some 

may be supply towns, others may be pass-through’s to a destination and some have a specific tourism draw 

(like rock-climbing or beaches).  Tourists and residents alike are attracted to places that offer unique and 

exciting experiences and are more likely to make return visits to places where they sense that there are 

interesting opportunities for interactions. Residents and visitors stay longer, spend more, return to, and 

speak well about places where they form strong, positive impressions. 

Each community in Huron Kinloss possesses a unique character and history.  Although they 

are part of the amalgamated Township of Huron Kinloss, the goal of these Toolkits’ is to 

showcase each community’s unique identity for the purpose of enhancing their distinctive 

characteristics and inherent charms.  Each of the Toolkits presented are complementary to 

one another and contain consistent elements to indicate that they are part of the broader 

Corporation.
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2 Why Mainstreets Matter 

We all know where our mainstreets are, but do we know what they are 

and why they matter? Whether they are named First Avenue or King 

Street, are a County Road or Provincial Highway, what they represent is 

universal. Mainstreet is the economic engine, the big stage, the core of 

the community. Bruce County’s mainstreets represent over 70 % of our 

commercial assessment and are our main point of contact with tourism 

dollars – our second largest industry.  Our mainstreets tell us who we are 

and who we were, and how the past has shaped us. We do not go to our 

commercial strips to learn about our past, explore our culture, or discover 

our identity. Our mainstreets are the places of shared memory where 

people still come together to live, work, and play.

The Spruce the Bruce process is not a new concept, but has been 

specifically adapted for Bruce County.  The bones of the program come 

from the National Trust for Historic Preservation in the United States and 

their Main Street® program.  The Preservation first got its roots in 1947 

centred on protecting national historic sites and buildings.  In 1980, they 

established the National Main Street Centre and over the past 30 years, the 

Main Street movement has transformed the way communities think about 

the revitalization and management of their downtowns and neighborhood 

commercial districts. Cities and towns across the United States and Canada 

have come to see that a prosperous, sustainable community is only as 

healthy as its core.



Ripley Community Toolkit  •  page 6

Main Street Four-Point Approach ®

Economic Development

Physical Design

Four Point
Approach

Organization &
Collaboration

Marketing &
Promotion

So what is Main Street®?  When we talk about Main Street®, we are thinking of real places doing real 

work to revitalize their economies and preserve their character. The Main Street Four-Point Approach® is 

a unique preservation-based economic development tool that enables communities to revitalize downtown 

and neighborhood business districts by leveraging local assets - from historic, cultural, and architectural 

resources to local enterprises and community pride. The Four-Point Approach® is the basis of the Spruce 

the Bruce program and is a comprehensive strategy that addresses the variety of issues and problems that 

challenge traditional downtowns.
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3 Purpose of this Community Design Toolkit 

This Community Toolkit showcases Ripley and its unique identities and 

opportunities that, if applied consistently, will provide the community with the 

potential to enhance its downtown both economically and aesthetically.  Ripley 

has the advantage of having three unique artisan shops in the downtown. 

These shops are the foundation for creating an artisan focused community that 

will help Ripley become a daytripping destination.

By focusing efforts and being strategic with both public and private 

undertakings, we have the potential to create an atmosphere that attracts 

more visitors, businesses, and creates a vibrant, self-sustaining community 

for our residents.  This Toolkit is intended to foster leadership and creativity 

while at the same time providing some guidance in terms of next steps and 

how to move forward in a consistent and coordinated manner.  It provides a 

summary of the community’s identity; an action plan and some tools to help get 

started.  In order to support a coordinated approach, it is recommended that 

all community partners from suppliers and community groups to Town Council 

and staff embrace this Toolkit and follow this guide as closely as possible, 

recognizing that it is a living document that will evolve with time.

While sweeping changes are not expected overnight, community-wide 

participation and implementation through small incremental changes that use 

the tools outlined in this document will, over time, allow the vision for downtown 

Ripley to be realized!
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4 Roles 

Role of the Community 
 • Be proud and take ownership of their community identity;

 • Incorporate the community identity into their daily quality of life;

 • Support the broader community, businesses and municipality to showcase  

  the identity; and

 • Seize opportunities to promote the identity to friends, family and people  

  from outside the area.

Role of Businesses
 • Be proud and take ownership of their community identity;

 • Incorporate the community identity into their daily business life;

 • Adapt and adopt the identity into their business (i.e. Façade alignment,  

  business signage, themed sale days, etc.)

 • Work with their local Chamber of Commerce and Business Improvement  

  Areas to create special events themed around the community identity; and

 • Support municipal infrastructure upgrades that align with the community  

  identity.

Role of Municipality
 • Be proud and take ownership of their community identity;

 • Incorporate the community identity into daily municipal business life;

 • Promote the individual identities in municipal marketing materials; and

 • Use beautification and infrastructure projects such as streetscaping, signage, park development,   

  municipal building facades, and urban design initiatives to enhance each community’s identity.

Role of County
 • Be proud and support the local identities and brands of communities in The County;

 • Promote the individual identities in County marketing materials;

 • Use the individual identities to create a unique tourism product offering; and

 • Assist municipalities with the delivery of projects to enhance their identity.
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5 Process

The Community Toolkit development process began in the spring of 2010 with the launch of the Spruce the 

Bruce Committee in Huron Kinloss.  The Committee is composed of key staff at the Township as well as 

community stakeholders from both Lucknow and Ripley. 

The Toolkit development process was a 10 month process involving an extensive research phase that 

culminated in the formation of this Toolkit.  The Toolkit includes an Action Plan, Brand Summary, Style 

Guide, and Common Usage Guidelines which are essential to the revitalization of downtown Lucknow. 

Research
& Analysis

Research Summary 
& Identity Development

Toolkit
Development 

Community Stakeholders

 • Downtown Roles Analysis

 • Downtown Function Analysis

 • SWOT Analysis 

Business Stakeholders

 • Key Informant Interviews

 • Walkthrough

Public Input

 • Resident’s Survey

 • Public Workshop

 • Visioning Exercise

 • Photo Survey

Analysis and Summary

Brand Identity 
Establishment

Plan Development

Action Plan

Brand Summary

Style Guide

Common Usage 
Guidelines
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6 This is what you told us!

The key to any successful downtown revitalization program is to build a solid 

foundation.  Research from the Main Street® program indicates that this 

foundation is centred on four pillars: Organization; Economic Development; 

Marketing and Promotion; and Physical Design.

In the summer of 2010 the Spruce the Bruce (STB) team collected background 

information regarding the health of downtown Ripley in order to develop a 

structured and focused downtown revitalization program.  The team solicited 

feedback from a number of sources and this document represents a summary 

of those research findings.  

The sources were:

 •  Community stakeholders which undertook Downtown Diagnostic   

  exercises;

 • Business stakeholders through Key Informant interviews;

 • Public input through a Resident’s Survey, Public Workshop and Photo  

  Survey.

These research findings form the basis of Ripley’s Brand Summary, Style 

Guide,  Common Usage Guidelines and Action Plan for Ripley to support their 

revitalization efforts.  

The Research
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6.1 Community Stakeholders

The Ripley Business Community and the Spruce the Bruce Committee used 

three diagnostic tools to determine how the downtown was functioning.  The 

first tool (Downtown Roles) asked participants to compare the importance 

of the current function of the downtown for both Commercial/Economic Roles 

and Social/Non-Business roles to that of 10 years ago.  While this tool does 

not provide a lot of detailed information, it does provide a quick and effective 

assessment of how the downtown is performing its various roles and functions 

within the community.  Participants were asked to rank the items as, increased, 

decreased or stayed about the same.  

The second tool (Downtown Function) used 25 characteristics of a well-

functioning downtown.  These were broken down into four components - 

organization, marketing, economic development and design.  Participants were 

asked to provide a score out of 4 for each characteristic.  

The final tool was a SWOT analysis (strengths, weaknesses, opportunities 

and threats).  Participants again were asked to assess the function of the 

downtown.  Each area of the SWOT was divided up into four categories and a 

summary:  organization, marketing, economic development, and design.

Downtown Roles Tool
Using the first diagnostic tool, respondents reviewed the Commercial/

Economic role of the town (including retail services, offices, restaurant and 

entertainment options, and visitor accommodation and services). Respondents indicated that the number 

of retail stores and services as well as visitor services has increased over the last 10 years while restaurant 

and entertainment options have decreased. They also indicated that the number of commercial offices has 

stayed about the same.

The Social/Non-Business role included items such as community meeting places, arts and culture, 

institutional services and residential diversity. In general, participants indicated that the Social/Non-Business 

role of the town has increased over the last 10 years, and that institutional services have stayed about the 

same.
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Downtown Function Tool
The second diagnostic tool asked participants to give the downtown a score out of 100 by ranking 25 

separate characteristics on a scale from 0 to 4:

0  Does not meet criterion

1 Weakly meets criterion

2 Meets criterion moderately well 

3 Meets criterion reasonably well 

4 Very strongly meets criterion 

The first component was Organization. The average score for the five characteristics in this component was 

2.4/4. This indicates that the downtown meets the characteristics for organization of downtown reasonably 

to moderately well. Marketing, the second component, had four characteristics and an average score of 

2.7, suggesting that the downtown meets these characteristics reasonably well. Economic Development 

was the next category and contained seven components. Ripley reasonably meets this criterion with an 

average score of 2.6. The final component, Design, contained nine different components; Ripley met the 

characteristics reasonably well, with an average score of 3.3. In total, the average score for Ripley is 71. 

This score indicates that the downtown is performing reasonably well 
and would benefit from selective revitalization initiatives with a focus 
on Economic Development and Marketing /Promotion.
  

SWOT Analysis
The third and final tool used was a SWOT analysis.  There were some significant discussion points that 

arose from each of the areas in the SWOT and they are highlighted below. 

 

Strengths: Ripley has a strong Chamber and Service clubs. The town also benefits from a core of  

specialty crafting shops and a beautiful new streetscape. Respondents also thought 

Lewis Park was a great asset as it is located downtown. 

Weaknesses: Although there are three core specialty stores, the town needs a critical mass of crafting 

retailers to pull more people in due to the fact that it is not located of a main travel route. 

More people would also help to support some of the other neighbourhood retailers as 

well as fill some of the remaining vacant buildings.  

Opportunities: The three crafting stores provide a great starting point to build Ripley as a crafting hub. 

More consideration should be given to bringing together the artisan community, Service 

clubs and Chamber of Commerce. Ripley would also benefit from a buy local campaign. 

Threats:  The cost for both private and public sector is a major factor in a complete 

revitalization. Cooperation from private landlords is also something that needs 

to be considered during the strategy.  
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6.2 Business Stakeholders

Key Informant Interviews
Key Informant Interviews in the form of a survey were conducted in July and 

August 2010 with business owners and operators in downtown.  The goal 

was to determine what is currently working or not working in the downtowns 

as well as what changes they would like to see that would help to improve the 

business environment of the downtown area. 

The first set of questions asked respondents to rate items as excellent (4), 

good (3), fair (2), or poor (1). The questions were broken down into seven 

categories: Physical setting, Transportation, Parking, Gateway/Entrances, 

Storefronts, Competitive position, and Joint marketing/promotion. The average 

for all items was good.

The next section asked respondents whether their business would benefit 

from any programs, grants or services including façade improvement grants, 

joint marketing ventures, and improvements to the physical infrastructure. 

Respondents indicated that they would benefit from all programs except 

improvements to the telecommunication infrastructure.

When the respondents were asked to provide suggestions for improving the 

retail environment, more and better festivals and events and better signage 

were the top two suggestions. Other responses included removing eyesore 

buildings, attracting more specialty and niche stores, more restaurants and entertainment facilities and 

improved parking. 

Finally, respondents were asked why people were coming downtown; what would be the one thing they 

would like to see improved to downtown; and what they thought was preventing that from happening. 

The survey concluded that people are coming downtown to shop at the specialty stores, for the park and 

because they have friends and family here. However, there are not enough businesses to draw lots 

of people and there are not currently enough people coming to support increased businesses. 

Respondents believe that the poor economy is part of why this is happening. Signage off of Highway 21, 

and a few more key businesses such as a gas station, more crafters and a bakery would help to bring more 

people to Ripley. Signage to direct people to Ripley and Christmas lights were what respondents felt would 

be the best improvements to the Town.
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6.3 Public Input

Residents Survey
Every household in Huron-Kinloss was mailed a survey in July 2010 asking 

them specific questions regarding the town they lived closest to (i.e. either 

Ripley or Lucknow). The questions touched on marketing and economic 

development elements in the downtown. The survey concluded with some 

basic demographic questions. In total, 2480 surveys were mailed out, 650 with 

the postal code N0G 2R0 (Ripley). In total, 42 households with this postal code 

responded to the survey resulting in a response rate of 6%. 

Marketing
Residents were asked if they were familiar with any specific identity elements 

for both the Township and their community. They were also asked if they felt 

that these elements were recognized by visitors and if they thought these 

elements represented their community. Nearly 54% indicated that they were 

familiar with the identity elements for the Township and 42% indicated they 

were familiar with identity elements for their community. Those who were 

familiar with identity elements were asked to name the elements that they were 

familiar with. Most respondents indicated the Huron Kinloss logo on Township 

trucks and entrance signs.

As for the Village of Ripley, the ‘Hub of Huron’ was the most popular response 

and 75% of respondents felt that it does accurately reflect the community, 

but nearly 79% felt that visitors to the community do not recognize the Hub. 

Residents were then asked what unique features of the community would draw 

people in as well as what positive images or aspects of downtown should be promoted. Generally, people 

felt that the specialty shops: Dalton Pottery, Glass Hummingbird and the Woodworking shop as well as 

Lewis Park were the main reasons why people were coming to Ripley and those were the items that needed 

to be promoted.
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Economic Development
Respondents were asked about their shopping habits to help determine the 

local attitude towards the business environment in town as well as the overall 

economic health of the community. 28% of respondents indicated that they 

shop in downtown Ripley at least two times per week compared with 70% that 

are shopping in Kincardine at least two times per week. Surprisingly, only 30% 

of people are running quick errands in Ripley whereas 57% of respondents 

were running these same errands in Kincardine. 32% of respondents are 

taking care of personal care items (salon & esthetics) in town and 40% are 

participating in recreational activity in Ripley. 53% of respondents indicated 

that they work in Ripley. 64% indicated that they rarely or never shop in Ripley.

Kincardine was a more popular destination for shopping in general. Residents 

were asked the main reasons for choosing to shop out of town: better selection 

(69%) and better price (45%) were the most popular responses. 33% also 

indicated that the products they wanted were not available in Ripley. Most of 

those products included items that would be available at a gas station or drug 

store. Respondents were also asked if they would use extended hours for 

businesses - 67% indicated they would not. 

The majority of people strongly agreed or somewhat agreed that the prices in 

the downtown shops were reasonable, the shops were open when they wanted 

to shop, they like the look and feel of downtown, and they tried to shop locally 

whenever possible (NOTE: this contradicts the point above re: retail leakage). 

However, most people did somewhat disagree with the statement that they 

prefer to shop outside their community’s downtown. Further, respondents were 

asked what new businesses they would like to see in downtown. The top responses were restaurant/pub, 

gas station, pharmacy, and clothing store.

Finally, respondents were asked to provide some general feedback regarding downtown retail environment. 

Most people like that Ripley is a quiet, friendly small town. There is a great ‘hometown’ atmosphere. 

Respondents also indicated that they would like to see the remaining buildings fixed up to match the 

beautiful new streetscape and filled with new merchants.
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Public Workshop
The Ripley public workshop was held on Wednesday, July 28th at 7pm at the 

Ripley Community Centre. The meeting was well attended with approximately 

16 people in attendance and a good cross-section of participants were present. 

There were two main components to the workshop: a Visioning Exercise; and 

Round Table Discussions.

 

Visioning Exercise
The Visioning Exercise was an opportunity for the residents of Ripley to 

express their wishes and desires and where they envisioned the community 

of Ripley developing over the next ten years. The exercise explored people’s 

views on the potential revitalization of Ripley that could occur in that timeframe. 

The participants were asked to note what had changed, how the downtown 

looked and felt in the future and what they now loved about it. Each participant 

was then asked to volunteer their top three changes that had occurred to the 

downtown. Those ‘changes’ were then grouped and sorted by staff into four 

key spheres; Economic Restructuring; Marketing and Promotion; Physical 

Design and Social. 

The priority area that emerged through this exercise for Ripley is Economic 

Restructuring and the need to support and enhance the business atmosphere 

in downtown Ripley. Specific ideas that were expressed by the community 

were thoughts like: support for farmers’ market; additional places to eat; 

revitalized buildings; storefronts occupied; unique shops; etc. Another 

noticeable element to the Vision Exercise was that there was not much offered 

by way of Marketing and Promotion ideas for Ripley. It is difficult to isolate why ideas were not generated in 

this area and possibilities could be related to the lack of existing work in this area or that there is a lack of a 

brand that is identifiable to the general public.

Ideas that were generated towards Physical Design sphere related to the need for improved community 

facilities (i.e. arena, pool, trails, gym, gathering place, etc.) and downtown beautification. Most participants 

acknowledged the efforts that have been made by the Municipality with regard to downtown beautification 

and that increased community facilities (i.e. pool) would be difficult to obtain. However, the strong desire 

for community facilities versus business enhancement highlights the dichotomy that was acknowledged 

between creating a destination in Ripley and the desire for Ripley to be a hamlet community with basic 

amenities to services geared towards local residents.
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Roundtable Discussions
The Roundtable Discussions were held the night of the public workshop and consisted of a presentation 

and discussion evolving three topic areas: Marketing & Promotion; Economic Restructuring; and Physical 

Design.

Marketing and Promotion
The Marketing and Promotion discussion highlighted a number of good qualities in Ripley. Words like 

Friendly; Safe; Welcoming; Pretty; Family; Rural; were used to describe the community. There was a strong 

recognition of the fact that a number of local artisans and crafters were located in downtown Ripley and that 

in addition to the annual Artisan and Crafter’s Market, the surrounding area around Ripley has numerous 

local crafts-people. Challenges were highlighted related to the location of Ripley and the lack of traffic 

travelling through the core and that there is not an active campaign organized to tell the rest of the world 

what is available in Ripley.

Economic Restructuring
The Economic Restructuring discussion highlighted that there is a start of a base of visitor retail (i.e. unique 

shops) and an existing base of neighbourhood retail (i.e. support resident’s needs). It was acknowledged 

that both forms of retail could be enhanced and that in order for the unique shops in the core to survive, 

there are needs to be a critical mass of this type of business which will draw visitors off the highway and 

into downtown. Issues that were acknowledged were the need for more incentive programs for small 

businesses in order to support their location in downtown; the need for always-open public washrooms; 

more restaurants; and the need to fill identified retail gaps: bakery; pharmacy; and gas station.

Physical Design
The discussion on the Physical Design component for downtown Ripley largely acknowledged the extensive 

streetscape work that has been undertaken. Lewis Park was mentioned by most participants as an asset to 

downtown Ripley. There was mention of improving some of the facades of buildings in downtown as well as 

making the buildings more accessible for an aging population.
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Photo Survey
 In June 2010, disposable cameras were handed out to a variety of people (i.e. student; senior; visitor; 

resident; business owner; etc) within the community in order to undertake a photo analysis of what defined 

their community. The participants were given 3 weeks to take photos of Ripley and all the cameras were 

returned at which time staff sorted all the pictures into like groupings. The themes that were highlighted 

through this exercise were:

The photo analysis gave direction to the professional photos that were taken of Ripley that have been used 

to create the brand identity which are further developed in the next section.

Community Assets

Local Businesses

Family

Rural Landscape
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7 Research Summary

Each of these research tools provides insights into achieving continuous downtown revitalization in Ripley. 

As noted, downtown revitalization is focused around four key pillars: Organization; Economic Development; 

Marketing and Promotion; and Physical Design. In Ripley, the initial priority area is primarily Economic 

Development. The secondary priority area is more difficult to discern. We heard strongly from the research 

that a coordinated approach to Physical Design especially as it relates to private businesses is important 

and we heard mixed reviews regarding the need for increased Marketing and Promotion.

1) Moving forward with the Economic pillar, economic restructuring strengthens a community’s existing 

economic assets while expanding and diversifying its economic base. A strategic program helps to 

sharpen the competitiveness of existing business owners and recruits compatible new businesses, 

specifically related to the artisan and crafting industry and new economic uses to build a commercial 

district that responds to today’s consumer’s needs. Converting unused or underused commercial space 

into economically productive property also helps to boost the profitability of the downtown core. The first 

step to moving the Economic pillar forward is to develop the Plan.

2) The second pillar that needs focus is Marketing and Promotion.  Although this pillar was identified as the 

next priority, much work needs to be done with economic development, more specifically, recruiting more 

artisan shops to help build a critical mass.  Once this has been completed then a marketing and promotion 

plan should take place with the goal of attracting a daytripping tourist population. 

 

 Regardless of the priority area for a community (i.e. Organization), one of the first steps to any 

revitalization program is for the community to know who they are and what they want to be. Establishing 

a community identity that can be utilized in all areas of the improvement plan is the next step to Ripley’s 

revitalization plan and will be based on the research and community direction that was summarized 

in this report. 

Economic Development

Physical Design

Four Point
Approach

Organization &
Collaboration

Marketing &
Promotion

1

2
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8 Establishing the Identity

As referenced above, what became apparent from the research that was gathered was that residents 

acknowledge the identify ‘Hub of Huron’, but visitors do not recognize this identity nor associate it with 

Ripley.  If Ripley wants to succeed in its revitalization efforts a coordinated and consistent brand is going to 

have to be put in place that is embraced by all stakeholders and recognized by potential visitors.  This brand 

needs to move beyond an image or logo and needs to be consistently used and authentic to Ripley.  The 

identity needs to capture enough interest an experiential quality in order to draw people to the downtown 

Ripley.

The Spruce the Bruce team has been working with local municipalities to develop a strategic plan for the 

entire County where each Town has a specific yet equally important function to play.  With the core assets 

that exist in downtown Ripley, the Glass Hummingbird, Dalton Pottery, and the Woodworking Shop, the 

potential to develop Ripley as a daytripping tourism destination exists.  It is important to realize that Ripley 

needs to work within the framework of potential for their downtown.  With no existing accommodation in 

town, and limited potential to attract future accommodation, a daytrip destination is the most appropriate 

angle for Ripley to pursue.

The following Community Identity or Brand has been developed for Ripley.  This brand was presented to 

various stakeholders in October / November 2010 and received a positive reception
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9 The Identity – Homemade and Hands On

The backdrop for Ripley’s brand is homemade and hands on.  Ripley needs to embrace the unique role that 

they have the potential to play - offering visitors an opportunity to experience some of the best local artisans 

and crafters – HANDS ON.  Many communities have local artisans but few offer the opportunity for people to 

get their hands dirty by actually participating alongside the artist.  Dalton Pottery and the Glass Hummingbird 

have seized this market niche by offering classes – a participatory experience to those that travel to their 

stores.  

The opportunity to take classes and learn the trade offers a unique perspective on the traditional artisan 

model.  Typically, whenever you go to an art studio, gallery or museum, you can’t touch anything.  The 

opposite is true for the crafters in Ripley.  Come in and experience, engage and learn the craft!

The key to Ripley’s approach needs to be HOMEMADE.  The focus of the hands on experience needs to be 

learning the traditional, rural culture.  Quilting, knitting, pickling, butter and candle making are all examples 

of the traditional cores skills that are experiencing resurgence.  Imagine a program like the Southampton Art 

School that focused on traditional rural skills.  This in addition to the stained glass, wood working, pottery, 

painting and welding will put Ripley on the map.

All too often, communities get stuck promoting the place and not the activities.  Visitors are more interested 

in things to do than in the actual location.  People will travel farther to participate in an experience than they 

will to visit a quaintly named town that sounds a lot like quaint small towns closer to their homes.  Make the 

experience tangible for your customers. The more Ripley has to offer, the longer people will stay. And the 

more likely they will be to return.  Sell the experience and people will flock to downtown Ripley.

The Plan
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10 Developing the Plan

As noted, before tackling any of the revitalization pillars for downtown, 

both the community and the revitalization program must first get organized.  

Developing the Plan starts with articulating common goals and objectives as 

well as outlining the steps necessary for achieving them.

  

It is important to distinguish between a vision and a brand.  Much has been 

written about brands in general; many ‘branding’ consultants have attempted 

to give relatively unknown cities, downtowns, and businesses clever branding 

treatments – catchy slogans about whatever the downtown wants to be.  

Brands seek to place in the prospective visitor’s head a belief that “this is the 

place to go for……”.  The key distinction between a brand and a vision is that 

a brand describes the image you want people to have of your downtown right 

now, while a vision describes what the downtown will look like at some point in 

the future.

Defining a Vision for downtown Ripley is essential as it establishes the 15-20 

year perspective for the community and looks beyond the current planning 

documents to the kind of place that the community aspires to become.  It takes 

that community identity (Homemade and Hands On) and conveys a sense 

of personality, character and identity for downtown.  A Vision is a description 

of a desired condition at some point in the future.  That Vision guides the 

mission, goals, objectives and actions of the revitalization plan and make the 

connective link between the desired / authentic Identity and the Plan to move 

the community there.
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Vision 

At the public workshop in Ripley, we undertook a Visioning exercise 

which established the ground work for the following VISION that has been 

established for downtown Ripley:

Downtown Ripley has the Homemade 
and HandsOn artisan experience that 
is unparalleled.  Ripley is blessed 
with an artisan community and strong 
agricultural history which presents 
the perfect opportunity to pass on 
traditional rural skills as well as the 
unique artisan trades in downtown.  
Ripley will become the heart of rural 
culture by providing a hand’s on 
learning experience that strives to
keep these many traditions alive.  
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Mission Statement

A Mission statement takes Ripley’s Vision and translates it into a stated 

purpose for the downtown revitalization effort; it can be viewed as the public 

statement for accomplishing the Vision and the pathway in order to get you 

there.  The mission statement for Ripley is:

To create a critical mass of artisan 
shops that offer a homemade and 
hands on experience in downtown 
Ripley and to market and promote the 
village as the heart of rural culture. 

Goal statements transform the Mission statement into priority areas for 

downtown.  The Spruce the Bruce committee undertook a strategic planning 

session in September 2010 in order to transform the mission statement into 

strategic directions.  The following Goals were established from downtown 

Ripley as priority areas:

 GOAL 1: To foster an environment of organization, leadership and management;

 GOAL 2: To investigate programs to attract a critical mass of artisan based retail;

 GOAL 3:  To undertake specific economic development initiatives to foster increased retailers;

 GOAL 4:  To develop a Marketing Strategy to promote to the artisan / crafter day trip, tourism    

    destination.
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11 Putting the Plan to Work

In order to enact change and begin to see some tangible results in Ripley, the Spruce the Bruce team 

recommends that Ripley focus its initial program on both the Economic Development and Marketing and 

Promotion pillars.

While any revitalization strategy requires broad-based support and organization of both the public and 

private sector in order to achieve success, it has been our experience that laying the foundation and 

ground-work for success on the organizational pillar should be completed before a broad-based program is 

developed.  

The Ripley Spruce the Bruce Committee should focus for the first year on organizing, assessing, planning 

and then implementing.  This is a critical mobilizing phase that develops the vision / mission, partnerships, 

strategies and actions and will begin to yield results that further mobilize the program.  Through the 2010 

Spruce the Bruce process a number of preparatory steps were accomplished including:

 • identifying the resources;

 • assessing the community;

 • developing the community identity;

 • developing the revitalization vision; and

 • determining the short-term actions.

The next steps involve using a set of tools to deepen the understanding of the current retail services and 

businesses including supply and demand in downtown; community design activities focused on opportunities 

to improve physical assets; and cultural attributes and their potential strengths.

As few as 15 visitor-oriented retail shops with dining and treats within a couple of blocks can spur very 

strong retail sales and can totally revitalize a town.  Communities that develop pedestrian-friendly, 

visitor-oriented retail villages end up succeeding and know that critical mass is the key.  The Economic 

Development pillar should be the focus of Ripley’s attention in the initial years, in recognition that the 

Marketing and Promotion program should only be undertaken once there is a critical mass of experiences 

and or visitor retailers to ensure a rewarding trip to downtown Ripley.

Developing a more detailed work plan which sets out the tasks and steps for the next six months to a year 

will take the knowledge gained from the exploratory phase and begin to develop a plan to move forward.  It 

is important for the STB committee to tackle some visible, high impact, short-term projects throughout these 

preliminary months while the less visible supporting documentation is being developed.  The following is an 

Action Plan of the next steps for Spruce the Bruce as it relates to downtown Ripley.
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12 Action Plan

The next step to a downtown revitalization plan is to develop action items for each of the priority goals which 

ensure that the Plan remains dynamic and produces results.  It is important to consider how the actions will 

touch on all four points of the revitalization strategy with emphasis placed on each in the following order: 

Organization or Leadership; Economic Development; Physical Improvement; and Marketing and Promotion.

GOAL 1:  To foster an environment of organization, 
leadership and management;

 1.  Organization and Leadership Action: To create a Ripley specific Spruce the Bruce Sub 

Committee with representation on the HK Spruce the Bruce Committee.

   Before tackling design, promotion, or economic development activities, a revitalization program 

must first get organized.  Recruiting the appropriate resources by building support from a variety of 

stakeholders is essential. The Ripley STB Committee may transform an already existing  

committee, adding members and expanding their focus or it may be a completely new entity recruiting 

new members.  

 

   Primary Responsibility: HK STB Committee

   Proposed Timing:  Year 3

   Budget Implications: None

2. Economic Development Action: To attract representatives to the Ripley STB Sub Committee   

   from the business community and specifically any Chamber of Commerce or BIA representatives.

   The Ripley STB program, must identify people who have a vested interest in revitalizing the    

   commercial district.  Involving a broad range of interests in the process will show various groups that   

   they share a common goal and facilitate the overall objective of a healthy successful downtown.   

   Each of these organizations benefits from an effective revitalization effort dedicated to creating a   

   vibrant commercial area and responding to the community’s economic and social needs.

   Primary Responsibility:  HK STB Committee

   Proposed Timing: Year 3

   Budget Implications: None
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 3. Physical Improvement Action:  To attract representatives to the Ripley STB Committee from   

   the Lewis Park Development committee or Fall Fair committee.

   As noted above, you can’t lead a community-wide effort without the support of others.  Community   

   groups already interested in the promotion and beautification of Ripley need to be involved in the   

   revitalization effort.

   Primary Responsibility: HK STB Committee

   Proposed Timing: Year 3

   Budget Implications: None

 

4. Marketing and Promotion Action:  Communication of this action plan to other stakeholders (i.e.   

  Lions, Rotary and soliciting their assistance with specific action items.

  Grassroots organizing starts with articulating common goals and the steps necessary for achieving   

  them. and disseminating this information to the widest audience possible. you will need to build

  momentum for the revitalization effort among community stakeholders to create public support and   

  involve enough people to get board-based participation. 

  Without the support of and involvement of  all groups, it is doubtful that any revitalization grogram will   

  achieve long-last success

   Primary Responsibility: Ripley STB Sub Committee

   Proposed Timing: Year 1

   Budget Implications: None
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GOAL 2:  To investigate programs to attract a critical 
mass of artisan based retail; 

 1. Organization and Leadership Action: Create an Artists recruitment committee as part of the   

   Ripley Spruce the Bruce Sub Committee.

   Creating a critical mass of artisan businesses in the downtown is essential to the revitalization effort in

   Ripley. This is the foundation of making Ripley a rural cultural day trip destination. A recruitment   

   committee will help to attract the right artisan businesses that fit with the Homemade and Hands On   

   identity.

 

   Primary Responsibility: Ripley STB Committee / Township of HK

   Proposed Timing:  Year 3 – once background studies are complete

   Budget Implications: None

2. Economic Development Action: Complete a cultural inventory and mapping of artists and   

  crafters in the area.  (Program is available from Ministry of Culture and Tourism)

  The cultural inventory and mapping will locate other crafters and artists in the surrounding area that   

  could potentially move into the downtown.  This will identify what their craft is as well as where they are   

  physically located.  

  The resources for Cultural Inventory and mapping excercise are available through the Ministry of   

  Culture and Tourism (MCT). A grant application for the mapping has been submitted.  This should be   

  completed concurrently with a Business Retention and Expansion study.

  Primary Responsibility:  Ripley STB Committee / Township of Huron Kinloss / Consultant

  Proposed Timing: Year 2 and 3

  Budget Implications: Yes – potential funding through MCT
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 3. Physical Improvement Action:  Investigate the development of initiatives like artist and   

   community cooperatives, incubators, galleries and markets in downtown. 

   Many communities provide a one-of-a-kind attraction in downtown in order to differentiate themselves   

   as well as provide an anchor to the downtown.  An important component to Ripley’s revitalization   

   success as a day-tripping destination is to provide this one-of-a-kind attraction that will be a ‘people  

   generator’ in the downtown. There are numerous examples of cooperatives, incubators, galleries and   

   markets that can be investigated so that the right fit is determined for Ripley.  The Glass Hummingbird  

   in Ripley has already initiated a business model that embraces this type of cooperative thinking.    

   However, the scale of this cooperative needs to be addressed in order for this initiative to become that  

   anchor that downtown needs.  More often than not, these types of initiatives are spearheaded by the

   private sector or through some form of public / private partnership.  

   Primary Responsibility: RSTB Committee / Township of HK / Ripley Business Community

   Proposed Timing: Year 3-5 – once background studies are complete

   Budget Implications: Depends on model and partnerships

 4. Marketing and Promotion Action:  Develop an active program for recruitment of compatible   

   artisans identified in the cultural inventory.

   Even though there might be a number of artists in close proximity to Ripley, the benefits of being   

   located close together in a downtown setting might not be known to them.  The Ripley STB Committee  

   needs to develop a recruitment program and the supporting materials to this program.  This package   

   should outline these benefits and highlight the advantages to creating that critical mass of visitor retail   

   in downtown Ripley in order to attract economic prosperity and spending to the community (and to the   

   artist themselves).

   Primary Responsibility: Ripley STB Committee / Township of HK / Consultant

   Proposed Timing: Year 4-5 – once background studies are complete

   Budget Implications: Yes
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GOAL 3:  To undertake specific economic development 
initiatives to foster increased retailers; 

 1. Organization and Leadership Action: Begin the Business Retention and Expansion study in   

   conjunction with the cultural mapping and inventory.

   Coordination is the key.  It is important that any economic development initiatives be coordinating with

   the cultural mapping and artisan attraction projects.  The potential for cost savings and for

   efficiencies to be achieved during the research collection phase of both goals warrants their

   coordination.  Communication and coordination between both groups completing the studies    

   needs to be considered.

 

   Primary Responsibility: Ripley STB Committee / Township of Huron-Kinloss 

   Proposed Timing:  Year 1

   Budget Implications: None

2. Economic Development Action: To undertake and implement a Business Retention and   

  Expansion Study (BR+E available through OMAFRA).

  Vital background information for to any comprehensive downtown economic development program is

  the completion of a Business Retention and Expansion (BR+E) Study.  The BR+E provides an excellent  

  tool to support and grow existing businesses while enabling the community support for their local   

  businesses.  This tool is valuable in understanding the local economy and business

  climate, and providing essential information for a community’s economic development strategic plan.    

  This will help to identify what artisan businesses could complement the existing ones and therefore   

  create a critical mass.  

  Primary Responsibility:  Ripley STB Committee / Township of Huron Kinloss / Consultant

  Proposed Timing: Year 2 and 3

  Budget Implications: Yes 
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 3. Physical Improvement Action:  Contact owners of vacant land holdings and buildings to discuss  

   the potential for rehabilitation and/or development of their properties.

   Vacant land holdings, derelict buildings and absentee landowners are always an issue in any

   downtown revitalization effort.  When disinvestment, poor maintenance and abandonment leave a   

   downtown pockmarked with vacant and dilapidated buildings often the community seeks a quick

   solution.  While there is no single trick to solve all these problems a patient process involving    

   thoughtful planning and advocacy is important.  Innovative ideas from zoning by-laws, reinvestment   

   incentives, business attraction initiatives, and adaptive reuses need to be explored through the BR+E.

   Primary Responsibility: Ripley STB Committee / Township of Huron Kinloss

   Proposed Timing: Year 3 – once background studies are complete

   Budget Implications: Yes

 4. Marketing and Promotion Action:  Establish opportunities for workshops/classes on business   

   planning, etc. for local businesses.

   Within the County there are already organizations that support this type of education and function.    

   Forming partnerships with organizations like the Bruce Community Futures Development Corporation   

   (BCFDC) and the Saugeen Enterprise Centre which currently organize various workshops and small   

   business investment strategies within our region is essential. 

   Primary Responsibility: Ripley STB Committee / Township of Huron Kinloss

   Proposed Timing: Year 4 – once background studies are complete

   Budget Implications: Yes
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GOAL 4:  To develop a Marketing Strategy to promote to the artisan / crafter day   
    trip, tourism destination; 

 1. Organization and Leadership Action: Undertake strategic and coordinated initiatives through   

   the development of a Marketing Strategy for downtown to promote Ripley as rural cultural hub.

   The Marketing Strategy will be the foundation for future joint marketing for the Ripley Business

   Community.  Since the goal is for Ripley to become a daytrip destination, the entire business    

   community needs to be on the same page.  This strategy will streamline the marketing process so that

   visitors will come and receive the full experience, from craft, refreshments, and potentially    

   accommodation.  The underlying theme will remain Homemade and Hands On.   

   The Ripley Business Community with the RSTB Committee must be willing to design and lead a long

   term campaign that is unlike the work to date.  Several areas of emphasis are suggested for the   

   marketing strategy:

    • Promoting the downtown merchants as celebrities;

    • Promoting the experiential institutions as downtown anchors;

    • Promoting local history as the context for experience;

    • Promoting a 24/7 mind-set among all of the downtown stakeholders;

    • Managing and creating different criteria for new businesses (e.g. actors in the experience);

    • Becoming a concierge: scripting the trip; organizing the trip; and creating itineraries for locals and  

     visitors alike.

   These areas of emphasis provide the downtown Marketing Strategy with a framework in which to   

   create events and opportunities to produce excitement and sales.

 

   Primary Responsibility: Ripley Business Community / Ripley STB Committee

   Proposed Timing:  Year 5

   Budget Implications: Yes
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2. Economic Development Action: Through the Business Retention and Expansion Study    

  undertake a Market Analysis to aid in the development of a targeted Marketing Strategy.

  A target market analysis is a critical aspect of the Marketing Strategy. OMAFRA offers various services   

  related to analyzing the market for downtowns.  The Business Mix Analysis (Community to Community   

  Comparison and Market Threshold Analysis) as well as the Trade Area Report are commonly known as

  downtown Market Analysis Tools. Both tools are valuable in understanding the local economy and   

  business climate, and providing essential information for a community’s economic development and   

  marketing strategy.  Essential to this assessment is to identify any gaps in the retail and service sector

  and highlight complementary businesses that will strengthen the products and service offerings in   

  Ripley maintaining the Homemade and Hands On identity.

  These tools provide detailed information on the potential visitors demographic and psychographic data   

  which will guide the advertising campaigns. 

   Primary Responsibility:  Ripley Business Community / Consultant

   Proposed Timing: Year 3

   Budget Implications: Yes 

3. Physical Improvement Action:  Assist in the development of an incentives program through the 

creation of a Community Improvement Plan.

 

  Community Improvement Planning is one of the sustainable community planning tools found in the 

Planning Act and can help municipalities address some of that challenges related to changing economic 

trends in our downtowns.  It provides a means of planning and financing development activities that 

effectively use, reuse and restore lands, building and infrastructure.  Community Improvement Plans 

(CIP’s) can be a tool for significant rehabilitation, development and land-use change.

 

  In Ripley, development of an incentives program for building facades, signage, structural, accessibility 

improvements, etc. should be considered through the development of a CIP.  Downtown buildings 

define the street and are a major contributor to the character of the community.   Clean, interesting and 

well-maintained buildings communicates a sense of pride, commitment to quality in the community and 

encourages people to stop and enjoy the downtown.  Such a program will go a long way to address the 

physical design issues of private businesses on Ripley’s mainstreets and bring these businesses up to 

the standard of the outstanding public areas that surround them.

   Primary Responsibility: Township of Huron Kinloss / Ripley STB Committee 

   Proposed Timing: Year 1

   Budget Implications: Yes
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 4. Marketing and Promotion Action:  Create an advertising campaign for the downtown    

   businesses based on the Marketing Strategy.

   As noted, the downtown businesses are the community’s celebrities!  Once the Marketing Strategy   

   has been outlined, the next step should be an advertising campaign (i.e. radio, print media, online,   

   billboards, etc.) for the downtown businesses.  This campaign should reference the overall Strategy to  

   provide consistency and direction amongst all marketing initiatives.  The completed target market

   analysis will be critical in detailing like: where ads should be placed; what tone should be used; who   

   should be the main focus; when the campaign should run; and how for how long. 

   Primary Responsibility: Ripley STB Committee / Ripley Business Community

   Proposed Timing: Year 5

   Budget Implications: Yes
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Action Plan Summary
These Action Plans will become the road-map for the revitalization of Ripley’s downtown. As the Ripley 

STB committee moves forward with the implementation of its revitalization work, it should ensure that the 

activities include a mix of quickly achievable actions as well as those that will take longer to realize. 

Beginning the process of implementing the Action Plan is the next step for Ripley and it is necessary to 

create an effective work plan for the Ripley STB committee that meets regularly and provides feedback to 

the HK Spruce the Bruce committee about the progress of the Action Plan.  It is vital to regularly monitor 

the Action Plan, revise the goals and develop annual work plans – based on the progress made, obstacles 

encountered and changes happening in downtown.  An annual update or report is an effective tool to 

ensuring that the downtown Action Plan is continually evolving.
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  Year 1 Year 2 Year 3 Year 4 Year 5  
GOAL 1: To foster an environment of organization, 
 leadership and management; 
Develop Ripley STB Sub Committee   •

Ripley STB Sub Committee involves business community representatives   •

Ripley STB Sub Committee involves Lewis Park Development Committee    • 

Ripley STB Sub Committee involves stakeholders (i.e. Lion’s, Rotary)   •	

GOAL 2: To investigate programs to attract a critical mass
 of artisan based retail; 
Create an Artist Recruitment Committee   •

Compile a cultural inventory, and area map of artists and crafters •	 •	

Research the development of community cooperatives, incubators,  
galleries and markets    •	 •	 • 

Recruitment of Compatible Artisans Program identified in the cultural inventory     • •	

GOAL 3: To undertake specific economic development 
 initiatives to foster increased retailers; 
Start a Business Retention & Expansion Study (BR&E) with cultural  
mapping and inventory •	 •

Implement BR & E Study  •	 •	

Rehabilitation of vacant, derelict buildings and absentee landowners  	 •	  

Implement workshops  for business planning 	 	 	 •

GOAL 4: To develop a Marketing Strategy to promote to the
 artisan / crafter day trip, tourism destination; 

Commence strategic and coordinated initiatives of Marketing Strategy as
rural cultural hub  	 	 	 •

Initiate a Market Analysis to aid in the development of a targeted Marketing 
Strategy    •	 •	

Incentive Program through a CIP for facades, signage, structural,  
accessibility improvements etc. • 	 	 •	 • 

Create an advertising campaign for downtown businesses based on 
Marketing Strategy   	 	 •	

Action Plan Timeline
Mandate of STB
Terms of Reference
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Keywords

The Tools

Traditional Rural Skills
Country Charm
Hands-On Artisans
Homemade Rural Culture
Experience

Heritage Brick Barn Board Decorative Iron Wrought Iron

Materials

Stained Glass

Brand Summary

New development in Ripley should strive to utilize the existing historic building stock with a flair for the 

creative in any new initiatives.  Bringing the artist perspective in to building design will explore ways to 

personalize buildings and encourage variations that enhance the Homemade and Hands On theme. Bringing 

a presence to the street by including elements like large windows for displays and architectural features will 

animate the street.

Buildings should utilize strong horizontal lines and angular planes.  Building materials are concrete, stone, 

wood, glass and wrought iron as appropriate that emphasizes the uniqueness of each building and the 

personality of its owner / proprietor.

Materials: wood, rustic metal, clay, glass, and wrought iron

Graphic Elements such as banners, perpendicular signage or advertising should pay careful attention to 

the artisan theme. Street furniture and improvements should reference the local talent through public art 

displays, and focal features.

The images and colours shown are for illustration purposes only, 
and are intended to illustrate a desired style and effect, not to 
define a specific product or colour palette, and are not intended to 
serve as working drawings or templates for production.
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Gateway Entrance Signage

Common Usage Guidelines
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Street Banners
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Existing Streetlight

Benches

Bike Racks

Signage 
Headers

Ripley

This unique bike rack 
provides the service 
required with an artistic 
flair and community input.
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Economic Development  Boards
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Façade

Gatlinburg, TN

Minnesota

Chemaninus, BC

Example of Historic Mural

Midland, ON

Existing buildings could enhance the store fronts with architectural features that highlight the 
artistian flavour of the community.
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Existing

Artists rendering

Façade
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Pubic Art

Kensington Market pole - Toronto, ON

Edmonton, AB

Corvallis, OR

Needle & button - NYC, NY

Spools - Hamilton, ON

The opportunity for the community of Ripley to create public spaces and displays of art, this 
will reflect the local talent and industries.
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Summary

In summary, STB has developed with the community of Ripley a Toolkit that creates the basis for a 

successful revitalization program for downtown.  Ownership is the key to developing an authentic and 

believable brand identity for a community.  All members of the community have a role to play in developing 

and fostering the brand identity and in moving the Action Plan forward.  The methods employed to create 

this Toolkit combined with positive community feedback ensures that this Toolkit is destined for success if 

applied consistently.

This Toolkit is a starting point and illustrates possibilities.  For more information or support with your local 

project please contact the Township of Huron Kinloss or the Spruce the Bruce team at sprucethebruce@

explorethebruce.com.

P.S.
In closing, we offer the following inspiration.

1. Creating successful downtowns is about more than planning and many great plans get bogged down 

because they are too big, too expensive and simply take too long to happen.  Short-term actions, like 

planting flowers, can be a way of not only testing ideas, but also giving people the confidence that change is 

occurring and that their ideas matter.  Short-term actions need to occur at the outset and then be evaluated 

while longer term planning is in progress.

Ripley Quick Wins!

  1. Cultural Inventory and Mapping

  2. Gateway and Highway Signage

  3. Weekend workshops featuring rural culture and heritage

  4. Artist’s incubator on Huron St. 

2. Money is not the issue.  All too often money is used as an excuse for doing nothing, which is 

why you hear people say “It can’t be done!”.  In fact, too much money or money spent on 

consultants actually discourages the inventiveness and creativity required to create a great 

street or downtown.  When money becomes an issue, it is generally an indication that the 

wrong concept is at work.  So don’t worry about the money, just get started!

3. You are never finished.  Creating a great place is not about developing a plan or a design.  It 

is based on community passion and vision and on an ever evolving Action Plan.  Part of any plan 

has to be the management of the downtown. No matter how good the buildings look or how many 

hanging baskets are hung, the downtown will never be successful unless it is well managed by the 

Ripley Spruce the Bruce Committee.
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1.0 Executive Summary 

This Final Report provides an overview and the results of the Business Retention and 
Expansion (BR+E) project that was completed by the Township of Huron-Kinloss 
between October 2011 and September 2012. The BR+E program is a provincial 
government initiative, which aims to determine the business opportunities that exist and 
challenges faced by business owners in Ontario rural communities. Like many rural 
communities in Ontario, Huron-Kinloss is struggling to fill downtown storefronts and 
provide good paying jobs for its residents.  

Seventy three (73) business owners across Huron-Kinloss were interviewed over a 6 
month period. These business owners answered questions provided by the provincial 
government about the business climate, markets and workforce. The Huron-Kinloss 
BR+E Task Force, which is made up of community volunteers, business owners and 
government representatives, developed questions specific to Huron-Kinloss to get a 
more in-depth look at key issues in our community. Some business owners answered 
questions related to downtown revitalization and tourism.  

A summary of the results is given in this report. The results show that there are 6 key 
issues that we need to focus on. They are: 

1. Business attraction 
2. Tourism development and promotion of communities 
3. Business support and communication 
4. Beautification and downtown revitalization 
5. Retail leakage 
6. Workforce development 

An action plan is provided to address these issues. Most of the actions given can be 
implemented immediately and addressed on an on-going basis. The ultimate long-term 
goal is to attract new businesses and residents.  
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2.0 Introduction to BR+E 

Through the Ontario Ministry of Agriculture, Food and Rural Affairs’ (OMAFRA) 
Business Retention and Expansion (BR+E) program, surveys are conducted with local 
business owners to identify the businesses' needs and concerns about the community. 
BR+E is an action-oriented and community-based approach to business and economic 
development. It promotes job growth by helping communities learn about issues and 
concerns of, as well as opportunities for, local businesses and set priorities for projects 
to address these needs. Ultimately, communities will have greater success in attracting 
new business if existing businesses are content with local economic conditions and 
community support.  

The following are the objectives of the BR+E Program: 

Short-term BR+E objectives: 
•Provide community support for local businesses and improve profitability 
•Identify and address immediate concerns of individual businesses 
•Let local businesses know how much they are valued in the community 

Long-term BR+E objectives: 
•Increase the competitiveness of local businesses 
•Establish and implement a strategic action plan for economic development 
•Promote business development and job creation 

The Huron-Kinloss BR+E Project got underway in the fall of 2011. A Task Force made 
up of business community volunteers, government representatives, and representatives 
from economic development organizations, was formed. The first Task Force meeting 
was held on November 17, 2011, at the Township of Huron-Kinloss’ Council Chambers 
in Ripley. Task Force members met to finalize the list of businesses to contact for an 
interview, and the list of questions specific to Huron-Kinloss to add to the survey. Face-
to-face interviews with business owners/employees were conducted by Genny Smith 
between December 20, 2011 and May 9, 2012. 

This report provides some background information on Huron-Kinloss and the project, as 
well as the methodology used, key findings and actions to improve the business 
environment.  
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3.0 Background to Huron-Kinloss & BR+E Project 

In 1999, the former Township of Huron, Township of Kinloss and Village of Lucknow 
amalgamated to form the Township of Huron-Kinloss. Huron-Kinloss has an economy 
based largely on agriculture and agricultural services, including food processing, such 
as the Pine River cheese factory. The Township boasts the friendly villages of Lucknow, 
Ripley and Point Clark that are full of community spirit and have rich histories dating 
back more than 150 years. It has a population of just over 6,500 people. 

The Township of Huron-Kinloss is 
located in Southwestern Ontario. It 
is situated along the picturesque 
east shore of Lake Huron at the 
south-end of Bruce County. 
Ontario’s Highway 21 links Huron-
Kinloss to Goderich, Kincardine 
and Owen Sound. Wingham is just 
a short drive heading east down 
County Road 86. The Township is 
within 1-1/2 hours of the 
Province’s main artery, Highway 
#401, which connects major 
centres in Canada and the United States. 

Vital background information for any comprehensive downtown economic development 
program is the completion of a Business Retention and Expansion (BR+E) Study. 
Implementing a BR+E was identified as a priority in the Township of Huron-Kinloss’ 
Action Plan, which was developed in 2000. At that time it was a new tool and very 
costly. The action plans developed for Ripley and Lucknow through Bruce County’s 
Spruce the Bruce Program (a downtown revitalization program initiated in 2010) also 
identifies a goal to undertake and implement a BR+E Program.  

In recent years, the Township of Huron-Kinloss has devoted a significant amount of its 
resources to renewing and improving its infrastructure. With the basic infrastructure in 
place, the timing is right to work with local businesses and potential entrepreneurs to 
enhance the downtown areas, grow existing business and establish new opportunities 
for business and job development.  
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4.0 Methodology 

4.1 Sample 

Using a stratified sampling plan, businesses were randomly selected for an interview. 
With a total of 221 businesses in the business directory, 73 businesses were randomly 
selected giving us a 95% confidence level with a +/- 10% margin of error. Eighty (80) 
businesses were originally selected; however due to scheduling conflicts, lack of 
interest in the project and lack of representation from specific sectors, the original 
sampling plan had to be adjusted slightly. Geographical boundaries were established to 
ensure businesses were being represented from each area of the Township. The map 
below shows the boundaries. 

Huron-Kinloss BR+E Geographical Boundaries 

The table on the next page gives the break down on how many businesses were 
selected from each area.  
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Table 1: Huron-Kinloss BR+E Sampling Plan 

4.2 Survey 

During the interviews, data were collected through a survey provided by OMAFRA. 
Each of the 73 business owners/employees was given a 68 question general survey 
plus 6 questions specific to Huron-Kinloss, which were developed by the Task Force.  
Although all of the individuals operating a business in the downtown areas of Ripley and 
Lucknow were to fill out an additional survey about downtown revitalization, due to time 
constraints, only 16 people filled this sector specific survey out. A survey specific to the 
tourism industry was also used; however only 6 business owners in the tourism industry 
completed it.  

4.3 Data Analysis 

After the interviews were completed, the BR+E Co-ordinator entered the data into 
OMAFRA’s online BR+E database. Reports were generated and a summary of the 
results was distributed to all of the Task Force members. On August 16, 2012 the Task 
Force met to go over the results, identify the major issues affecting businesses in 
Huron-Kinloss and develop actions to address these issues.       

Geographical 
Area/Sector 

Total 
Businesses 

Business to 
Interview 
Based on 

Sampling Plan 

 Actual 
Businesses 
Selected for 

Interview 
  # % # % # % 
Lucknow Downtown 42 19.0% 14 19.0% 15 20.5% 
Lucknow Retail/Services 30 13.6% 10 13.6% 10 13.7% 
Lucknow Area 
Retail/Services 

35 15.8% 12 16.4% 
7 9.6% 

Lucknow Tourism 6 2.7% 2 2.7% 4 5.5% 
Lakeshore Retail/Services 22 10.0% 7 10.0% 7 9.6% 
Lakeshore Area 
Retail/Services 

14 6.3% 5 6.3% 
4 5.5% 

Lakeshore Tourism 6 2.7% 2 2.6% 3 4.1% 
Ripley Downtown 23 10.4% 8 10.4% 9 12.3% 
Ripley Retail/Services 16 7.2% 5 7.2% 5 6.8% 
Ripley Area 
Retail/Services 

26 11.8% 9 11.8% 
8 11.0% 

Ripley Tourism 1 0.5% 0 0.0% 1 1.4% 
Total 221 100.0% 73 100.0% 73 100.0% 
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6.0 Summary of Results 

Questions in the main survey were divided into the following sections: business climate; 
future plans; business development; business development markets; workforce 
development; business development community; and local community questions. Some 
businesses answered questions specific to downtown revitalization or tourism. The 
results are presented below in this order.   

6.1 Business Climate 

In this section, questions deal with the opportunities and barriers businesses face in the 
community and their satisfaction with community organizations, the local government 
and federal and provincial programs and services. 

Lakeshore Area (14 businesses) 

 Although slightly more positive, business owners were split in their attitudes 
about doing business in this community  

o Six (6) indicated that their attitudes had not changed in the past 3 years 
and were still positive 

o Five (5) indicated that their attitudes were more negative 
 Most frequent opportunity mentioned for the local business climate: tourism  
 Biggest challenges: 1) seasonal nature of tourism 2) lack of promotion of area 
 Barriers included: 1) lack of business recruitment 2) availability of products and 

services 3) capacity 4) beach quality 5) municipal support 
 Generally owners satisfied with schools, fire services and planning/building 

department  
 Medical and health services and street repairs need improvement 

Lucknow Area (36 businesses) 

 The majority of business owners in Lucknow had a positive attitude about doing 
business in this community and rated the climate as excellent or good (75%) 

 Opportunities: 1) location (along busy highway) 2) tourism  
 Main challenges: 1) stopping traffic 2) getting residents to shop locally 3) 

attitudes of residents (not welcoming) 4) employers (don’t want to try anything 
different) 5) employees (poor customer service)  

 Lack of proactive business recruitment and resistance from local businesses and 
residents in regards to supporting new businesses and ideas were noteworthy 
barriers 

 Business owners were generally satisfied with the Chamber, fire services and 
recreation facilities  
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community. The results for this section are divided into the responses from each of the 
three communities.  

Lakeshore Area 

Top 5 Advantages to Doing Business in 
Community 

Top 5 Disadvantages to Doing 
Business in Community 

 Location –beautiful area  Lack of services 
 Influx of tourists in summer  Lack of population 
 Able to have home-based 

businesses 
 Tourism – lack of capacity, 

seasonal 
 High paying jobs nearby (Bruce 

Power) 
 Poor beach and water quality – not 

a destination  
 No competition  Distance to products and markets 

 It was mentioned several times that business owners in Point Clark would like to 
see a better general store (variety of grocery items), gas station and tourism 
facilities (place to rent snowmobiles, kayaks, etc as well as a licensed bar on the 
beach) 

 On average, business owners thought Point Clark was somewhat ideally 
positioned to attract immigrants and people under the age of 30 because of the 
close proximity to Bruce Power 

Lucknow Area 

Top 5 Advantages to Doing Business in 
Community 

Top 5 Disadvantages to Doing 
Business in Community 

 Location –located on a busy 
highway on route to Lake Huron 

 High unemployment rate – a lot of 
low income families 

 Tourism – access to tourists  Lack of capacity 
 Small town living – pride in 

community 
 Several vacant commercial 

buildings 
 Active community groups and 

supportive of events and activities 
 Small retail base (no competition) 

and lack of services 
 Low taxes and housing costs  Lack of public transportation 

 Several business owners mentioned that Lucknow needs a affordable place to 
get clothes (especially children’s clothing), and a fine dining restaurant 

 A few business owners mentioned that an indoor farmer’s market would do well 
in Lucknow and would tie in well with the already established businesses 
(agricultural town, has a butcher and a bakery) 

 The majority of business owners felt that the community was poorly positioned to 
attract immigrants and people under the age of 30 because there are no 
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Business owners were asked what the most significant change (positive or negative) 
they have witnessed in the community in the past five years and what changes they 
would like to see over the next 5 years. The table below summarizes these results.  

Community Changes Witnessed in the 
Past 5 Years 

Changes I Would Like to 
See in the Next 5 Years 

 Positive Negative  
Lakeshore Area New 

construction 
due to Bruce 
Power 

No economic 
growth; Wind 
turbine 
development 

Business recruitment; 
Better signage & marketing 
of community 

    
Lucknow Area Downtown 

revitalization; 
Arena 
upgrade 

No 
development; 
Loss of jobs in 
the area 

Business recruitment; 
Downtown revitalization; 
Better roads and more 
maintenance of them 

    
Ripley Area Beautification; 

Proactive work 
being done 
(BR+E) 

Grocery store 
& gas station 
closed 

Business recruitment; 
Development of Ripley’s 
Market Square (David 
Brown’s project) 

6.7 Local Community Questions  

The feedback provided in this section was largely positive.  

 88% of business owners in the downtown areas were aware of the Spruce the 
Bruce Program (Bruce County’s Downtown Revitalization program); however 
many individuals were interested in learning more about it and whether it would 
reach outside of the downtowns in the future 

 For those who had received the Township’s business newsletter, they felt that 
there was valuable information in it. Many business owners though had never 
received it (this has since been rectified as they provided their e-mail addresses 
to receive it) 

 The majority of business owners (71%) showed interest in receiving monthly e-
mails about information and news that they may have interest in 

 Several business owners are accessing the Township’s website for building and 
planning information and community events 

 The majority of business owners (78%) are interested in attending a evening 
dinner and workshop/seminar/networking session but want to learn about very 
specific topics 

 The majority of business owners (91%) know about the Ice Cream Trail™ and 
there were many positive comments made about it and how it should continue as 
a promotional initiative 
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6.8 Downtown Revitalization   

In addition to the main survey, 10 business owners in downtown Lucknow and 6 in 
Ripley filled out a survey about downtown revitalization. An overview of the findings for 
each community is presented below.  

Lucknow   

 All the business owners stated that they participate and support community 
events that occur in the downtown; however only half of them felt that they 
increase sales  

 Six (6) business owners stated that accessibility and shop lifting are key issues in 
the downtown and 4 mentioned that vandalism was a problem 

 It appears that businesses are supporting each other (all 10 business owners 
strongly agreed that they direct customers to other downtown businesses) 

 Seven (7) business owners disagreed that the look and feel of the downtown 
helps their business 

Ripley 

 Out of the 5 business owners that answered the question, 4 of them participate 
and support community events; however 3 business owners didn’t feel as though 
the events increased their sales 

 A few business owners stated that accessibility was an issue in the downtown 

6.9 Tourism 

Three (3) business owners from the Lakeshore Area and 3 from the Lucknow Area filled 
out a tourism survey in addition to the main survey.  

 Seasonality of tourism is an issue  
 Rules and regulations (a lot of paperwork, safe water issues) were mentioned a 

few times as disadvantages to doing tourism business in this area 
 Improving signage was noted as a priority as well as infrastructure and improving 

the appearance of communities 
 The community assets that business owners would most like to see are: public 

washrooms and unique walking and bike trails 
 In general, business owners are not satisfied with: 1) the availability and 

condition of public washrooms 2) highway signage 3) highway rest areas 
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7.0 Red Flags 

OMAFRA defines ‘Red Flag’ issues as “urgent, short term situations that require 
immediate attention such as the possibility of a firm closing or leaving the community”. 
Fortunately, very few ‘red flag’ items were identified during our project’s interview 
process. Below is a list of ‘red flags’ and the actions that were taken immediately to 
address them.  

 One business in the Lakeshore Area indicated that they would be relocating 
outside the community (Kincardine) because their current location is 
inconvenient, they want to increase business profits and cell phone reception is 
poor in the Lakeshore area. 

Follow-up: Township had already worked with them and was aware that this 
business was relocating due to zoning issues.  

 One business in the Lakeshore Area stated that they would be closing in the next 
three years because they wanted to retire. 

Follow-up: Business is operated from home. 

 One business in the Lucknow Area indicated that they would be moving outside 
the community to be closer to family. 

Follow-up: Business owner did not have a buyer in this area so their family is 
taking over and moving it to where they live. 

 During an interview a business owner mentioned that he had heard that a 
business in downtown Lucknow was relocating to another community in the next 
month or so. 

Follow-up: Business was contacted; however there was no response and the 
business is still operating. 

 Two businesses in the Ripley Area are closing in the next three years; both are 
home-based businesses and the business owners want to retire. 

Follow-up: Due to the nature of these businesses (a bed and breakfast and an 
on-farm business) there is nothing to prevent them from closing but we can 
contact similar existing businesses to see if they would be interested in offering 
these products/services in the future. We can also encourage perspective 
businesses to take over the services/products offered at these places 
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 One business owner stated that “it will depend on the windmills whether they stay 
in business here. They will relocate if windmills continue to be built”. 
 
Follow-up: Provincial government issue. The Township has taken an aggressive 
stance on the responsible placement of a wind turbine.  
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8.0 Action Plan 

Based on the results, the Task Force identified the issues that businesses are facing in 
the community. This action plan focuses on the top six (6) issues and provides actions 
for addressing them.   

Strategy #1: Business Attraction 

Supporting Data: 

 Actively attracting businesses was the number one recommendation (mentioned 
37 times) to improving the local business climate and encouraging expansions of 
existing businesses  

 “Business recruitment is needed to supply area with more of a variety of jobs – 
need high paying jobs so that people can afford to buy houses” 

 “People under the age of 30 need good paying jobs in order to stay here” 
 “Growth is stagnant” – 21 business owners estimate 0% growth over next year 
 High heating costs was mentioned several times as a barrier to new business 
 Growing number of farm-based businesses and home-based businesses; 

however, downtowns struggling 

Objective: To promote Huron-Kinloss as a friendly community that is open for business. 

Recommended Actions & Initiatives:  

1. Continue to make economic development and tourism a priority in Huron-Kinloss 
2. Include a section in the Huron-Kinloss’ Community Profile about the average 

commercial rental rates and compare rates to other communities.  
3. Add webpage under “Business Centre” on the Township of Huron-Kinloss’ 

website to post important information for potential business owners (e.g. business 
mix maps, links to information about vacant commercial space) 

4. Provide testimonials of successful area businesses on the Township website   
5. Continue to work with the Penetangore Regional Economic Development 

Corporation, the Municipality of Kincardine, and the Municipality of Aaron-
Elderslie to bring natural gas to the area 

6. Provide tips for saving energy and links to grants available for improving energy 
efficiency on Township website  

7. Continue to work with Bruce County to develop a Community Improvement Plan 
and associative initiatives that would encourage investment in the downtowns 

8. Encourage developers to develop buildable lots and work with them to act on 
current subdivision plans 
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9. Connect with businesses that are known to be expanding and provide them with 
assistance in accessing resources they may need 

Strategy #2: Tourism Development & Promotion of Communities 

Supporting Data: 

 “Tourism” and “attracting the tourist market” was the most frequent opportunity 
mentioned in all three communities 

 “Improve signage, provide clean & well signed public washrooms” 
 Many business owners in Lucknow stated that they are located on a busy 

highway but have problems stopping traffic 
 “Influx of people coming into Point Clark year-round” 
 “New signage in Point Clark, exposure of the shoreline, beach clean-up, an 

information centre and re-opening of Point Clark Lighthouse is needed to 
increase tourism” 

 “Poor signage on Highway 21 to direct people to Point Clark and the Lighthouse” 
 Several businesses mentioned that Ripley has the opportunity to grow if they can 

get tourists from the beach to come to Ripley 
 “Project outside of Bruce County what we have to offer and bring people in” 

Objective: To promote our rural communities and the uniqueness of Huron-Kinloss’ 
natural and cultural heritage. 

Recommended Actions & Initiatives:  

1. Continue to hold the Huron-Kinloss Ice Cream Trail™ contest annually to draw in 
visitors and make both tourists and residents more familiar with what we have to 
offer 

2. Continue to support the Lucknow Kinsmen’s Music in the Fields event, which 
attracts over 5000 people to the area 

3. Implement the cultural action plan that is currently being developed by CoBALT 
Connects 

4. Partner with a Point Clark business to house a temporary information centre 
while the Lighthouse is closed or provide a covered brochure rack near the Point 
Clark beach  

5. Continue to address beach quality issues by participating in algae and 
phragmites removal programs and continue to educate residents on protecting 
dunes 

6. Continue to work with Bruce County to develop wayfinding signs for communities 
in Huron-Kinloss 
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7. Put-up new entrance signs in Point Clark, including an electronic sign, if feasible, 
which advertises community events and notices (to inform both part-time and full-
time residents of important beach information) 

8. Develop community information maps for the downtown areas to highlight points 
of interest, such as community centres, chuicatirches and washroom facilities 

9. Continue to work towards developing a trails brochure that can be used as a 
marketing tool for the area and developing and improving trails  

10. Host a celebration for the grand re-opening of the Point Clark Lighthouse to 
attract visitors to the area 

11. Continue to work on creating a tour that showcases food production in southern 
Bruce County 

12. In addition to promoting Huron-Kinloss to residents and visitors across Ontario 
through the annual Discovery Guide, advertise attractions and events in tourism 
publications    

13. Add to the descriptions in the Discovery Guide whether attractions have wifi, are 
pet-friendly and allow debit/credit; also identify where ATMs are available  

14. Look into attracting Rediscovering Canada in the future, which is a company 
based out of Brantford that films 30 minute videos in small communities and 
plays them for a week on their website (exposure to five to six million viewers 
from around the world) 

Strategy #3: Business Support & Communication 

Supporting Data: 

 Ten (10) businesses stated that the largest barrier to current and future business 
development in Huron-Kinloss is the lack of support from the municipality and 
council 

 67% of business owners have not accessed any Federal or Provincial 
programs/services within the past 2 years 

 “Need support from local government – the business association in Point Clark 
folded because of lack of support” 

 “Businesses need support and help with promotion to draw foot traffic” 
 Thirty-six (36) businesses stated that they thought the Business Banner 

newsletter that the Township sends out is a good source of information and 28 
business stated that they had not received it but would like to  

 Fifty one (51) businesses indicated that they would be interested in receiving 
monthly e-mails about current business news and events 

 “Help with business plans, budgeting and marketing plans would be appreciated” 

Objective: To demonstrate to Huron-Kinloss businesses how much they are appreciated 
in the municipality.    
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Recommended Actions & Initiatives:  

1. Recognize new businesses by giving them a welcome package similar to the 
package new residents receive (information about Huron-Kinloss and key 
information about the community they are doing business in as well as applicable 
signage guidelines, grants etc.)  

2. Get the word out about the Business Banner and make it more accessible to 
local businesses by not only distributing it through the internet and e-mail but 
also through fax or mail 

3. Continue to keep businesses informed of any programs, grants or services that 
may be beneficial to them through the Business Banner   

4. Send out an e-mail once a month to interested businesses on currents news, 
events and programs that may have an impact on them 

5. Partner with the Lucknow Chamber and Ripley Business Community to offer a 
mentoring program which matches a new business owner with a successful, 
experienced, business owner   

6. Partner with the Lucknow Chamber and Ripley Business Community to offer a 
workshop on doing sales online and using QR codes and apps to market 
business  

7. Promote the services offered by Bruce County Community Futures and the 
Saugeen Shores Enterprise Centre in business newsletters and e-mails/faxes  

8. Create a process checklist for businesses inquiring about the approval process to 
expand or develop their business and have available at the municipal office and 
on the Township website 

9. Develop a Facebook page and/or Twitter account to keep business owners and 
residents informed of day-to-day news and events 

Strategy #4: Beautification, Community Improvement & Downtown Revitalization  

Supporting Data: 

 Beautifying and improving Lucknow’s downtown streetscape was one of the most 
frequent suggestions given by Lucknow business owners  

 “The biggest challenge facing the local business climate in Lucknow is getting 
people to stop in the downtown – we don’t have the foot traffic” 

 “In the next five years I would like to see Lucknow’s downtown cleaned up –there 
are many junkie looking stores” 

 Less than half of the business owners that filled out the Downtown Revitalization 
Survey indicated that community events increased their sales 

 Accessibility was mentioned several times in the Downtown Revitalization Survey 
as a key issue 
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 Five (5) out of 6 Lucknow businesses that filled out a Downtown Revitalization 
Survey did not feel as though the look and feel of their downtown helped their 
business 

 “Our small hamlets are rundown and these are the first communities tourists see 
when entering the Township” 

 Medical and health service and street repairs were mentioned as the areas that 
need the most improvement in Ripley and Lucknow 

 Poor cell phone reception is a significant barrier to existing and potential 
businesses in the Lakeshore area 

 Shoplifting and vandalism is a large concern in Lucknow 

Objective: To make Huron-Kinloss an inviting and attractive area to work and shop in.  

Recommended Actions & Initiatives:  

1. Continue to focus on revitalizing Lucknow by working with the Lucknow 
Revitalization Committee on initiatives  

2. Develop a self-guided walking tour of the downtowns (place historical information 
in the buildings downtown so that people walking through learn more about the 
history of the downtown), which increases interest in the downtowns and 
supports the idea of a “walkable community” 

3. Continue to work with Bruce County to promote the Spruce the Bruce downtown 
grant program 

4. Work with the Lucknow Chamber and Ripley Business Community to promote 
their work to existing businesses in Huron-Kinloss and showcase the benefits of 
operating a business in the downtowns (to support intensification) 

5. Support beautification efforts by ensuring that there are central locations for 
disposal of cigarette butts and garbage and encourage business owners and 
employees to smoke behind their stores 

6. Notify the Bruce County Department of Highways of the parking issues in 
Lucknow on Campbell St. identified in the surveys   

7. Develop a streetscape plan for Lucknow, which includes pedestrian crosswalks, 
traffic calming measures and parking 

8. Seek out and contact residents who may be interested in championing clean-up 
efforts in our small hamlets 

9. Establish a Spruce the Bruce Committee in Ripley (similar to Lucknow’s 
Revitalization Committee) and work on Spruce the Bruce Action Plan. 

10. Offer streetscape beautification, signage and landscaping  improvement grants 
once Huron-Kinloss’ CIP is in place (currently being developed by Bruce County) 

11. Offer accessibility enhancement incentives to downtown business owners once 
the Community Improvement Plan (CIP) is complete and seek out other 
opportunities for improving the accessibility of the downtown areas 
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12. Improve linkages between community events and the downtown by partnering 
with the Lucknow Chamber of Commerce and Ripley Business Community to 
come up with ideas  

13. Relay concerns about cell phone reception in the Lakeshore Area and high-
speed internet access in Lucknow to service providers (new cell phone towers 
are being proposed in the area)  

14. Relay concerns about the medical services and street repairs to the appropriate 
individuals 

15. Discuss concerns raised about shop lifting and vandalism in Lucknow with our 
policing service and see about getting increased police presence in these areas 

Strategy #5: Retail Leakage 

Supporting Data: 

 “People are unaware of all the local businesses and what they have to offer”  
 “If businesses came together and worked with each other, the business climate 

would be much better and the downtowns more successful” 
 Over 40 businesses indicated that they would like business networking sessions 

to be offered 
 89% of business owners indicated that they would like to work co-operatively with 

other businesses for marketing, product purchasing, training, buyer-supplier 
network and/or information purposes 

 “Many Lucknow residents and business owners are uninviting to those from out 
of town – no customer service” 

 “Both residents and other businesses do not shop local” 
 Many products are being bought outside the community in larger centres located 

½ hour to 1 hour’s drive away 

Objective: Increase local shopping by residents and businesses. 

Recommended Actions & Initiatives:  

1. Municipality to host an evening networking/dinner event for all business owners 
in Huron-Kinloss 

2. At networking event, determine interest in forming a new Lakeshore Business 
Group to bring community together 

3. In every edition of the Business Banner, feature one or two businesses so that 
other business owners learn about what other products and services are 
available in their communities 
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4. Encourage joint advertising ventures and the pooling of resources by promoting 
Spruce the Bruce’s destination marketing grant to the Lucknow Chamber of 
Commerce and the Ripley Business Community 

5. Continue to support the Lucknow Revitalization Committee’s reusable bag 
promotion (thanks people for shopping in Lucknow) and share idea with Ripley 
Business Community 

6. Link downtown businesses with other businesses in the area through joint 
promotion or consignment sales (e.g. spend over $50 at _________ [business in 
Kincardine or Wingham] and receive 10% off your next purchase at 
___________ [downtown business in Ripley or Lucknow]) 

7. Continue supporting the Tour of Homes, which takes place in Lucknow and 
Ripley on alternating years and involving as many Huron-Kinloss businesses as 
possible 

8. Launch the Holiday Shopping Pass, which is a new initiative in Huron-Kinloss 
that rewards people who shop for their Christmas presents in our community 

9. Develop a follow-up resident survey to determine why residents are not shopping 
locally through a brief survey (is it price, hours, selection?)  

10. Relay the retail stores most wanted to potential businesses (e.g. grocery store in 
Ripley) and work with existing businesses to expand their products/services to 
include what people have requested (e.g. approach fuel station in Ripley about 
making it a 24-hour pay-at-the-pump gas station) 

Strategy #6: Workforce Development 

Supporting Data: 

 Nine (9) businesses stated that availability of skilled labour was an issue 
 The major hiring challenge mentioned by businesses was lack of specific skills or 

training (equipment, process, or system) 
 The most significant barrier to employees receiving the necessary training was 

distance to a training facility 
 Keeping youth in the area was stated as a challenge for this community because 

there are few jobs for them 
 Suggestions of courses/workshops that business owners would like to see 

offered nearby:  
o Health and safety training 
o Information on grants and funding for small businesses 
o Creating a destination 
o Social media and online marketing 
o Event hosting 
o Window displays 
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o networking   

Objective: To strengthen and develop the current and future workforce.  

Recommended Actions & Initiatives:  

1. Partner with the Lake Huron Learning Centre to offer courses that Huron-Kinloss 
business owners are interested in (e.g. social media) 

2. Promote the Lake Huron Learning Centre , which is located nearby in Kincardine, 
to the Lucknow Chamber of Commerce and the Ripley Business Community  

3. Continue to distribute information about upcoming training courses at the Lake 
Huron Learning Centre through the Business Banner and e-mails/faxes 

4. Promote the training courses offered by the Saugeen Shores Business 
Enterprise Centre and distribute information on them through the Business 
Banner and e-mails/faxes 

5. Develop youth retention strategies including the promotion of entrepreneurship to 
young adults and programs to assist them in starting their own business 
(Summer Company program) 

6. Provide a customer service workshop in the Township to help businesses 
increase the rate of repeat customers 
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9.0 Implementation & Next Steps 

The Huron-Kinloss BR+E Action Plan is a working document that is to be implemented 
immediately. A number of the action items given in this report are short term (late 2012 
and 2013) or midterm (2014 to 2015 and ongoing) actions. In the long term, we would 
like to see an increase in business operations (both new businesses and expansions), 
retention of our existing businesses, a stronger relationship with existing businesses, 
and an increase in the number of permanent residents in the Township.   

A major issue that was mentioned in this report is Lucknow’s streetscape. In the next 
year, we hope to apply to the Rural Economic Development (RED) program to access 
funding for infrastructure and streetscape improvements. Promotion of the Township 
and what we have to offer was another key issue. This document will provide the 
background information we need to apply for tourism marketing programs.  

A number of partnerships can be formed to achieve the objectives given in the action 
plan. Partnerships may include working with Bruce County, Lucknow Revitalization 
Committee, Lucknow Beautification Committee, Lucknow Chamber of Commerce, 
Ripley Business Community, Lake Huron Learning Centre, Saugeen Shores Business 
Enterprise Centre and Bruce County Community Futures.  

As illustrated in this report, the Township of Huron-Kinloss is full of opportunity and the 
action plan gives us a direction for long term community sustainability and growth.   
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Appendix A: Implementation Plan 

Action Item Action Leader & 
Partners 

Timeline 

Strategy#1: Business Attraction 
1. Continue to make economic development 
and tourism a priority in Huron-Kinloss 

Leader: Business & 
Economic Officer 
 

ongoing 

2. Include a section in the Huron-Kinloss’ 
Community Profile about the average 
commercial rental rates and compare rates to 
other communities.  

Leader: Municipality 
Partners: Real Estate 
agencies and commercial 
building owners 

Spring 
2013 

3. Add webpage under “Business Centre” on 
the Township of Huron-Kinloss’ website to 
post important information for potential 
business owners (e.g. business mix maps, 
links to information about vacant commercial 
space) 

Leader: Municipality Winter 
2012 to 
2013 

4. Provide testimonials of successful area 
businesses on the Township website   

Leader: Municipality 
Partner: Business 
community 

2013 and 
ongoing 

5. Continue to work with the Penetangore 
Regional Economic Development 
Corporation, the Municipality of Kincardine, 
and the Municipality of Aaron-Elderslie to 
bring natural gas to the area 

Leader: Penetangore 
Regional Economic 
Development Corporation 
Partners: Municipality of 
Kincardine and the 
Municipality of Aaron-
Elderslie 

ongoing 

6. Provide tips for saving energy and links to 
grants available for improving energy 
efficiency on Township website  

Leader: Municipality  
Partners: Provincial and 
Federal Government 

2013 

7. Continue to work with Bruce County to 
develop a Community Improvement Plan and 
associative initiatives that would encourage 
investment in the downtowns 

Leader: Bruce County 
Planning Department 
Partner: Municipality  

2012 to 
2013 

8. Encourage developers to develop buildable 
lots and work with them to act on current 
subdivision plans 

Leader: Municipality  
Partners: Developers and 
Bruce County Planning 
Department 

ongoing 

10. Connect with businesses that are known 
to be expanding and provide them with 
assistance in accessing resources they may 
need 

Leader: Municipality 
Partners: Lucknow 
Chamber of Commerce, 
Ripley Business 
Community and  business 
community 

ongoing 
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Strategy #2: Tourism Development & Promotion of Communities 
1. Continue to hold the Huron-Kinloss Ice 
Cream Trail™ contest annually to draw in 
visitors and make both tourists and residents 
more familiar with what we have to offer 

Leader: Business & 
Economic Officer 
Partner: business 
community 

ongoing 

2. Continue to support the Lucknow 
Kinsmen’s Music in the Fields event, which 
attracts over 5000 people to the area 

Leader: Lucknow Kinsmen 
Partner: Municipality and 
the Lucknow Chamber of 
Commerce 

ongoing 

3. Implement the cultural action plan that is 
currently being developed by CoBALT 
Connects 

Leader: Municipality and 
community  

2013 and 
ongoing 

4. Partner with a Point Clark business to 
house a temporary information centre while 
the Lighthouse is closed or provide a covered 
brochure rack near the Point Clark beach  

Leader: Municipality 
Partner: Point Clark 
business community 

Spring 
2013 

5. Continue to address beach quality issues 
by participating in algae and phragmites 
removal programs and continue to educate 
residents on protecting dunes 

Leader: Municipality  
Partners: Beach 
Associations and Lake 
Huron Coastal Centre 

ongoing 

6. Continue to work with Bruce County to 
develop wayfinding signs for communities in 
Huron-Kinloss 

Leader Municipality  
Partner: Bruce County 

2013 and 
ongoing 

7. Put-up new entrance signs in Point Clark, 
including an electronic sign, if feasible, which 
advertises community events and notices (to 
inform both part-time and full-time of 
important beach information) 

Leader: Municipality  
Partners: Beach 
Associations  

2013 to 
2015 

8. Develop community information maps for 
the downtown areas to highlight points of 
interest, such as community centres, 
churches and washroom facilities 

Leader: Municipality  
 

2013 

9. Continue to work towards developing a 
trails brochure that can be used as a 
marketing tool for the area and developing 
and improving trails  

Leader: Municipality  
 

2013 and 
ongoing 

10. Host a celebration for the grand re-
opening of the Point Clark Lighthouse to 
attract visitors to the area 

Leader: Municipality  
 

2015 

11. Continue to work on creating a tour that 
showcases food production in southern Bruce 
County 

Leader: Municipality  
Partners: Bruce County 
and Municipality of South 
Bruce  

2013 to 
2014 

12. In addition to promoting Huron-Kinloss to 
residents and visitors across Ontario through 

Leader: Municipality  
 

2013 and 
ongoing 
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the annual Discovery Guide, advertise 
attractions and events in tourism publications   
13. Add to the descriptions in the Discovery 
Guide whether attractions have wifi, are pet-
friendly and allow debit/credit; also identify 
where ATMs are available  

Leader: Municipality  
Partners: business 
community 

2012 to 
2013 

14. Look into attracting Rediscovering 
Canada in the future, which is a company 
based out of Brantford that films 30 minute 
videos in small communities and plays them 
for a week on their website (exposure to five 
to six million viewers from around the world) 

Leader: Municipality  
Partners: Lucknow 
Chamber of Commerce 
and Ripley Business 
Community 

2014 to 
2016 

   
Strategy #3: Business Support & Communication 
1. Recognize new businesses by giving them 
a welcome package similar to the package 
new residents receive (information about 
Huron-Kinloss and key information about the 
community they are doing business in as well 
as applicable signage guidelines, grants etc.) 

Leader: Municipality  
 

2013 and 
ongoing 

2. Get the word out about the Business 
Banner and make it more accessible to local 
businesses by not only distributing it through 
the internet and e-mail but also through fax or 
mail 

Leader: Business & 
Economic Officer 
Partners: Lucknow 
Chamber of Commerce 
and Ripley Business 
Community 

2013 and 
ongoing 

3. Continue to keep businesses informed of 
any programs, grants or services that may be 
beneficial to them through the Business 
Banner   

Leader: Business & 
Economic Officer 
 

ongoing 

4. Send out an e-mail once a month to 
interested businesses on currents news, 
events and programs that may have an 
impact on them 

Leader: Business & 
Economic Officer 
 

ongoing 

5. Partner with the Lucknow Chamber and 
Ripley Business Community to offer a 
mentoring program which matches a new 
business owner with a successful, 
experienced, business owner   

Leader: Lucknow Chamber 
of Commerce and Ripley 
Business Community 
Partner: Municipality 

2013 to 
2015 

6. Partner with the Lucknow Chamber and 
Ripley Business Community to offer a 
workshop on doing sales online and using 
QR codes and apps to market business  

Leader: Lucknow Chamber 
of Commerce and Ripley 
Business Community 
Partner: Municipality 

2013 to 
2014 

7. Promote the services offered by Bruce 
County Community Futures and the Saugeen 
Shores Enterprise Centre in business 

Leader: Municipality  
Partners: Bruce County 
Community Futures and 

ongoing 
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newsletters and e-mails/faxes  Saugeen Shores Business 
Enterprise Centre 

8. Create a process checklist for businesses 
inquiring about the approval process to 
expand or develop their business and have 
available at the municipal office and on the 
Township website 

Leader: Municipality  
Partner: Saugeen Shores 
Business Enterprise 
Centre 

2013 to 
2014 

9. Develop a Facebook page and/or Twitter 
account to keep business owners and 
residents informed of day-to-day news and 
events 

Leader: Municipality  
 

2012 

   
Strategy #4: Beautification, Community Improvement & Downtown Revitalization 
1. Continue to focus on revitalizing Lucknow 
by working with the Lucknow Revitalization 
Committee on initiatives  

Leader: Lucknow 
Revitalization Committee 
Partner: Municipality 

ongoing 

2. Develop a self-guided walking tour of the 
downtowns (place historical information in the 
buildings downtown so that people walking 
through learn more about the history of the 
downtown), which increases interest in the 
downtowns and supports the idea of a 
“walkable community” 

Leader: Municipality  
Partners: Ripley Historical 
Community, Lucknow 
Beautification Committee, 
Lucknow Chamber of 
Commerce and Ripley 
Business Community 

2013 to 
2015 

3. Continue to work with Bruce County to 
promote the Spruce the Bruce downtown 
grant program 

Leader: Bruce County 
Partner: Municipality and 
Lucknow Revitalization 
Committee 

ongoing 

4. Work with the Lucknow Chamber and 
Ripley Business Community to promote their 
work to existing businesses in Huron-Kinloss 
and showcase the benefits of operating a 
business in the downtowns (to support 
intensification) 

Leader: Lucknow Chamber 
of Commerce and Ripley 
Business Community 
Partner: Municipality  

ongoing 

5. Support beautification efforts by ensuring 
that there are central locations for disposal of 
cigarette butts and garbage and encourage 
business owners and employees to smoke 
behind their stores 

Leader: Lucknow 
Revitalization Committee, 
Lucknow Chamber of 
Commerce, Lucknow 
Beautification Committee 
and Ripley Business 
Community  
Partner: Municipality 

ongoing 

6. Notify the Bruce County Department of 
Highways of the parking issues in Lucknow 
on Campbell St. identified in the surveys   

Leader: Municipality  
 

2012 

7. Develop a streetscape plan for Lucknow, 
which includes pedestrian crosswalks, traffic 

Leader: Municipality  
 

2014 to 
2016 
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calming measures and parking 
8. Seek out and contact residents who may 
be interested in championing clean-up efforts 
in our small hamlets 

Leader: Municipality  
Partners: community 
groups 

2013 to 
2016 

9. Establish a Spruce the Bruce Committee in 
Ripley (similar to Lucknow’s Revitalization 
Committee) and work on Spruce the Bruce 
Action Plan 

Leader: Municipality  
 

2013 to 
2014 

10. Offer streetscape beautification, signage 
and landscaping  improvement grants once 
Huron-Kinloss’ CIP is in place (currently 
being developed by Bruce County) 

Leader: Municipality  
 

2014 to 
2016 

11. Offer accessibility enhancement 
incentives to downtown business owners 
once the Community Improvement Plan (CIP) 
is complete and seek out other opportunities 
for improving the accessibility of the 
downtown areas 

Leader: Municipality  
 

2014 to 
2016 

12. Improve linkages between community 
events and the downtown by partnering with 
the Lucknow Chamber of Commerce and 
Ripley Business Community to come up with 
ideas  

Leader: Lucknow Chamber 
of Commerce and Ripley 
Business Community 
Partner: Municipality 

2013 

13. Relay concerns about cell phone 
reception in the Lakeshore Area and high-
speed internet access in Lucknow to service 
providers (new cell phone towers are being 
proposed in the area)  

Leader: Municipality  
 

2012 

14. Relay concerns about the medical 
services and street repairs to the appropriate 
individuals 

Leader: Municipality  
 

2012 

15. Discuss concerns raised about shop 
lifting and vandalism in Lucknow with our 
policing service and see about getting 
increased police presence in these areas 

Leader: Municipality  
 

2012 to 
2013 

   
Strategy #5: Retail Leakage 
1. Municipality to host an evening 
networking/dinner event for all business 
owners in Huron-Kinloss 

Leader: Municipality  
 

2013 to 
2014 

2. At networking event, determine interest in 
forming a new Lakeshore Business Group to 
bring community together 

Leader: Municipality  
 

2013 to 
2014 

3. In every edition of the Business Banner, 
feature one or two businesses so that other 
business owners learn about what other 

Leader: Business & 
Economic Officer 

2012 and 
ongoing 
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products and services are available in their 
communities 
4. Encourage joint advertising ventures and 
the pooling of resources by promoting Spruce 
the Bruce’s destination marketing grant to the 
Lucknow Chamber of Commerce and the 
Ripley Business Community 

Leader: Municipality  
 

2013 

5. Continue to support the Lucknow 
Revitalization Committee’s reusable bag 
promotion (thanks people for shopping in 
Lucknow) and share idea with Ripley 
Business Community 

Leader: Municipality  
 

ongoing 

6. Link downtown businesses with other 
businesses in the area through joint 
promotion or consignment sales (e.g. spend 
over $50 at _________ [business in 
Kincardine or Wingham) and receive 10% off 
your next purchase at ___________ 
(downtown business in Ripley or Lucknow]) 

Leader: Lucknow Chamber 
of Commerce and Ripley 
Business Community 
Partner: Municipality  

2013 to 
2014 

7. Continue supporting the Tour of Homes, 
which takes place in Lucknow and Ripley on 
alternating years and involving as many 
Huron-Kinloss businesses as possible 

Leader: Municipality  
Partner: Lucknow 
Chamber of Commerce 

ongoing 

8. Launch the Holiday Shopping Pass, which 
is a new initiative in Huron-Kinloss that 
rewards people who shop for their Christmas 
presents in our community 

Leader: Municipality  
Partners: Ripley Business 
Community and Lucknow 
Chamber of Commerce  

2012 

9. Develop a follow-up resident survey to 
determine why residents are not shopping 
locally through a brief survey (is it price, 
hours, selection?)  

Leader: Municipality  
 

2013 to 
2014 

10. Relay the retail stores most wanted to 
potential businesses (e.g. grocery store in 
Ripley) and work with existing businesses to 
expand their products/services to include 
what people have requested (e.g. approach 
fuel station in Ripley about making it a 24-
hour pay-at-the-pump gas station) 

Leader: Municipality  
Partners: Ripley Business 
Community and Lucknow 
Chamber of Commerce 

2013 and 
ongoing 

   
Strategy #6: Workforce Development 
1. Partner with the Lake Huron Learning 
Centre to offer courses that Huron-Kinloss 
business owners are interested in (e.g. social 
media) 

Leader: Municipality  
Partner: Lake Huron 
Learning Centre 

2013 and 
ongoing 

2. Promote the Lake Huron Learning Centre , 
which is located nearby in Kincardine, to the 

Leader: Municipality  
 

ongoing 
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Lucknow Chamber of Commerce and the 
Ripley Business Community  
3. Continue to distribute information about 
upcoming training courses at the Lake Huron 
Learning Centre through the Business 
Banner and e-mails/faxes 

Leader: Business & 
Economic Officer 

ongoing 

4. Promote the training courses offered by the 
Saugeen Shores Business Enterprise Centre 
and distribute information on them through 
the Business Banner and e-mails/faxes 

Leader: Business & 
Economic Officer 

ongoing 

5. Develop youth retention strategies 
including the promotion of entrepreneurship 
to young adults and programs to assist them 
in starting their own business (Summer 
Company program) 

Leader: Municipality  
Partner: Saugeen Shores 
Business Enterprise 
Centre 

2013 to 
2014 

6. Provide a customer service workshop in 
the Township to help businesses increase the 
rate of repeat customers 

Leader: Municipality  
Partners: Lucknow 
Chamber of Commerce 
and Ripley Business 
Community 

2013 to 
2014 
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