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Executive Summary 

 

A Place to 
Call Home 
Small towns need more people and investments. BIPOCs need investment 
opportunities and homes without big city pressures. The trick is to balance the 
two 
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hat makes Canada Canada? 
What are we proud of and 
what do we brag about? In a 

way, what is our world brand? One thing for 
sure is that we think of ourselves as an open 
and inclusive society. It’s sometimes difficult 
though making our actions fit our good 
intentions. We’re a bit wobbly when it 
comes to diversity, equity, and inclusion 
(DEI). For many of us, it’s all new and we 
don’t always know what we can or should 
do.  
 
Now that our country is made up of 
significant numbers (about 25%) of Black, 
Indigenous, and People-of-Colour (BIPOC), 
it’s time (or past time) to plan for a changing 
Canadian future. One of the unspoken 
promises that we as Canadians hold true is 
that we have a chance to live and prosper 
anywhere we want. You can see progress in 
many different ways in the bigger centres 
where so many of the BIPOC communities 
live and work. The challenge now is how do 
our smaller, rural, and medium sized towns 
and cities (SRMT) catch up and attract and 
retain more BIPOC people?  
 
 
This paper looks at BIPOC issues from an 
economic development point-of-view: more 
specifically at the SRMTs attraction of new 
BIPOC investments; the recruitment, 
expansion, and retention of BIPOC 
businesses; and as new residents and 
ultimately their role in community life. Our 
traditional economic development tools 
need to better consider the different needs, 
motivations, and processes when it comes 
to BIPOC investors and potential residents. 

This paper means to make a start in 
understanding these differences and from 
this we hope to then develop models, 
processes, and tools. 
 

1. Orientation of this green 
paper 

An economic development point-of-view 
implies the following: 
 
1. Municipalities are in competition with 

others to attract new investment, 
residents, and institutions. It is a zero-
sum game. 

2. The attraction of BIPOC businesses, 
their retention, and their enlargement is 
subject to different forces than 
traditional investors. 

3. Ultimately, the BIPOC discussion aims at 
altering behaviour in the following ways: 
governance of organizations and 
corporate beliefs; an organization’s 
practices; funding and other supports for 
BIPOC investments and new businesses; 
and enlarging the role of BIPOC 
residents and businesses in the 
community’s decision making. 

 
Goals of BIPOC and SRMT economic 
development 
The discussion about BIPOC in SRMTs is 
predicated on several fundamental beliefs: 
 

• That BIPOC have the same 
opportunities to live and make a 
living wherever they want in Canada  

• That BIPOC newcomers supplement 
and strengthen local communities 
rather than threaten their cohesion  

W 
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• That BIPOC newcomers help SRMTs 
build resiliency and stability; injects 
new ideas and ways of doing things; 
and bring new networks 

• That members of the BIPOC 
community can and should be part of 
a SRMT’s decision-making 

 
More specific BIPOC economic 
development goals are: 
 
1. To recruit non-traditional investors and 

residents to the community 
2. To reverse the decreasing and aging 

population in SRMTs 
3. To create a competitive advantage for 

each SRMT to attract new investments 
and residents particularly amongst the 
BIPOC market 

4. To give local economic development 
organizations, their staff, and governance 
the tools and thinking they need to 
attract BIPOC investors and residents 

5. To help DE&I become a core 
community belief 

6. To change the priorities of civic 
organizations, their core beliefs, and 
decisions-making considerations 

7. To increase the number of people who 
are part of the DE&I community in local 
decision-making bodies  

 

2. Observations and 
considerations  
This section looks at some of the key issues 
that affect the attraction of BIPOC 
investment and residents to Canada’s 
SRMTs.  
 

1. General 
 
a. Changing policies, programs, and 

attitudes will have a very long-time 
horizon. 

b. The audiences of actions are 
economic developers, BIPOC 
people, SRMT residents, elected 
officials, board members of civic 
advisory boards, board members of 
community business and social 
organizations, and provincial/federal 
government policy makers  

c. DE&I is overly diverse for a single 
solution. By grouping everyone 
together we gloss over the 
discussion of heterogeneity of needs, 
access to resources, community 
support, history, and acceptance or 
non-acceptance by the wider 
community.  

Readers’ note — Caution 
It is near impossible to make reliable and 
accurate generalized observations about 
all BIPOC people or even within any 
BIPOC group. When reading this green 
paper, the reader needs to be cautious 
about inferring the observation as being 
applicable to all BIPOC community 
members and should use their own 
experiences to modify, accept, or reject 
an observation.  
 
The observations are anecdotal based on 
the experience of the author and those 
he consulted to write the green paper. 
None has been subject to rigorous 
testing or more extensive observation.  
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2. From the community’s point-of-view 
 
d. The white community may feel a 

sense of being disadvantaged 
especially if grants program that 
would normally be available to 
everyone now includes extra weight 
for BIPOC people.  

e. Community acceptance varies 
depending on the BIPOC subgroups. 
Exceeding a “tolerance threshold” 
may trigger an adverse reaction by 
some in the community. And 
possibly some groups may be more 
intimidating to the white community 
and more likely to cause turmoil.   

f. The existing residents need to be 
involved in the accommodation of 
new BIPOC in order to overcome 
the community’s settled routines and 
established social and business 
groupings. 

  
3. From the BIPOC point-of-view 
 
g. BIPOC people and their families 

need more than a sterling business 
opportunity to move to SRMTs. 
They and their family are also 
investing in a new community. Issues 
might include language difficulties, 
lack of specialized groceries and 
foodservice, a community of people 
with similar backgrounds, schooling, 
religion, and the many other social 
aspects that they came to know in 
the larger centres. There may also 
be overt and unspoken racism and 
hostility that come from being 
different and “strange”.  

h. BIPOC may be constrained by their 
extended family and community 
from moving to SRMTs because of a 
tendency to keep the family unit 
close and tight for family functions, 
marriage, religious and educational 
concerns, clan affiliations, 
generational unity, and availability of 
local services.  

i. BIPOC marketing requires different 
messaging, media, and timing 
because there will be differences in 
the way in which the BIPOC 
communities make their decisions 
regarding investing in SRMTs. Some 
of these differences include degree 
of “product” awareness, buying 
behaviour, sales cycle, sources of 
trusted information, trusted advisors, 
language, customs, and symbolism, 
and specialized media.  

j. BIPOC have less familiarity with 
SRMTs than traditional investors so 
that your SRMT requires them to 
take on board two ideas before you 
get to the actual opportunity itself: 
the idea of moving to a SRMT and 
the idea of moving to your SRMT. 

k. BIPOC have traditionally not been 
involved in community decision 
making. 

l. BIPOC businesses face similar 
succession challenges as non-BIPOC 
businesses and are faced with the 
same retention challenges as other 
members of the community.  
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4. From the economic development 
agency’s point-of-view 
 
m. Chasing BIPOC investment may not 

give SRMTs the biggest bang for their 
economic development efforts. 

n. From a strict efficiency point-of-
view, focus on your town’s particular 
BR&E need rather than on a 
particular BIPOC group. 
Notwithstanding that, one might 
conclude that a community having 
the BIPOC attributes in place will 
help it in its competition for new 
BIPOC investment.   

o. It is not just the job of the economic 
developers but also must involve 
other community organizations, local 
and regional government 
departments and organizations, 
other local businesses, social 
agencies, local ambassadors and 
cheerleaders, and elected officials. 

p. Branding messages for your SRMT is 
the same regardless of the audience. 
While the roll out of a marketing 
program for each BIPOC community 
will need to vary, the overall 
community branding messages and 
its key attributes need to stay 
constant.  

q. The priority of target markets and 
audiences will hinge on existing 
BIPOC subgroup in your SRMT to 
act as part of the sales effort; the 
population size of the BIPOC 
subgroup because there is likely to 
be a greater number of media and 
other influencers and that a single 
campaign can reach more listeners 

or viewers; the audience’s general 
proficiency in English or French to 
allow SRMT staff to more easily 
communicate; a staff or stakeholder 
with connections to the BIPOC 
subgroup for face-to-face sales; and 
access to translation and 
transliteration services to prepare 
marketing material 

r. BIPOCs need additional help to 
access public funds as traditionally 
they have relatively low take up 
compared to traditional 
entrepreneurs.  

s. Measuring impact of BIPOC 
programs requires new criteria and 
could include headcount, number of 
jobs created, length of stay, and 
ultimately DE&I involvement in 
various civic boards and local 
decision making.   

 

3. The BIPOC challenge 
The challenge now is to develop a deeper 
and wider understanding of the issues that 
affect the attraction of BIPOC investments 
and residents. Economic developers need to 
answer the following types of questions: 
 
1. What is the historic experience of 

BIPOC in SRMTs over the long term and 
for those negative experiences, what are 
mitigating steps? 

2. What are the overall economic 
development goals of the community? 

3. What is the community acceptance of 
diversity and acceptance of different 
BIPOC groups? 

4. What is the BIPOC community’s buying 
behaviour including the sales cycle, 
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knowledge of SRMT opportunities; the 
pitch to attract BIPOC investors and 
residents; the trigger(s) to cinch the 
deal; and tools to retain the new 
residents over the long term 

5. Who leads the implementation including 
key partnership and stakeholders, the 
role of other local, regional, and 
provincial governments and economic 
development organizations and what are 
the human and financial resources 
needed? 

6. What are the KPIs to measure the 
impacts? 

 

4. The starting line — a 
proposed workplan 
For many if not most economic 
development organizations, the starting 
point is to examine their stance towards 
DE&I and whether it feels a need to 
augment or change their core beliefs. 
Developing a corporate DE&I policy or 
community value, especially one that 
includes BIPOC issues is a long, sometimes 
difficult, possibly uninformed, possibly 
confusing process and where aspirations and 
intentions are sometimes mixed up with 
tactics. It does matter who leads the process 
and whether it should be a BIPOC person 
needs to be further explored. These 
discussions go to the core of an organization 
and so needs to be at the corporate 
governance level. It is not an operational 
level decision.   
 
The process to create a corporate DE&I 
(inclusive of a BIPOC stance) orientation 
(before worrying about tactics or programs) 
starts with identifying leadership, self-

education, and community discussion 
leading to the development of a policy and 
implementation plan. This is the starting 
point for the more critical next step, the 
operationalizing of the statement and its 
impact of the organization’s operations and 
policies. And as part of that, we try to 
answer the questions posed in section three. 
 
 

• • • • • 
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Preface

orty years ago when I was young, virile, and had hair I was 

sent to talk to the Chinese family who reputedly owned 

half Peace River’s downtown. The economic development 

department could never get them to engage and they hoped that I, 

a Chinese man, would be able to start the dialogue. So on a 

mission, I went to their restaurant and introduced myself to the 

patriarch. The first thing out of his mouth was, “Are you married?” 

And with my right answer, I was served the grandest meal by his 

daughter. 

 

And so started my adventures travelling across Canada discovering 

how BIPOC people were perceived and treated by their 

communities and how little they involved themselves in their 

community’s affairs. Fast forward to today, and not a lot has 

changed.   

 

There is a movement by the general population from the large 

centres into surrounding communities and small, rural, and 

medium sized towns and cities (SRMTs) due to increasing real 

estate prices in the large centres, the work-from-home 

“movement”, and the growth in entrepreneurship. At the same 

time, the issue of diversity, equity, and inclusion of “non-

traditional” Canadians into our decision-making bodies has taken 

more prominence in the zeitgeist and Canadian conversation. This 

conversation is happening in the large centres as well as the 

smaller communities.  

F 

BIPOC issues fall 

within the wider 

context of the 

diversity, equity, and 

inclusion discussion 
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The DEI discussion’s intent, philosophy, 

policies, and programs are aimed at righting 

the decision-making role of Canada’s 

historic under-represented, disadvantaged, 

and marginalized residents1. This group 

includes a wide swath of under-represented 

people distinguished as Black, Indigenous, 

and People-of-Colour (BIPOC), the 

LGBTQ+ community, women, non-CIS, 

age, place of origin, and many other ways 

people self-identify. Put exceptionally 

crudely, this is anyone who is not white, 

male of western European descent, 

heterosexual, and of middle age.  

 

These specific issues have taken added 

saliency these last few years as immigration; 

increasing numbers of second and third 

generations born and raised in Canada; 

increasing willingness of the BIPOC 

community to take a stand for its rights and 

involvement in community decision making; 

and the government and social service 

sectors greater recognition of the issues 

affecting the BIPOC community (and 

women).  

 

There is an increasing desire in the large 

centres particularly to ensure BIPOC 

community members have a greater impact 

on decision making in the government 

bureaucracy, boardrooms and staffrooms, 

and in everyday civic life.There is general 

recognition of the changing demographics in 

the larger centres; the need for SRMTs to 

replenish their populations and their need 

 
1  We use the term “resident” rather than citizens in this paper to acknowledge that many of the people affected 

by Canada’s historic bias may not be Canadian citizens. This may be because they are barred from citizenship 
such as the Chinese in the 19th and 20th century or are in the process of gaining citizenship but are still affected 
by history, government policy, and community mores.  

for growth and stability; and the opportunity 

for the BIPOC community to have a larger 

role in SRMT life.  

 

This paper looks at BIPOC issues from an 

economic development point-of-view: more 

specifically at the SRMTs attraction of new 

BIPOC investments; the recruitment, 

expansion, and retention of BIPOC 

businesses; and as new residents and 

ultimately their role in community life. This 

is because economic development actions 

are a leading indicator in the evolution of 

communities. The intent and actions of 

economic developers has significant impacts 

on whether a town grows, how it grows, 

and how its residents live their lives in their 

communities. These officials have their 

fingers in many pies including who invests, 

comes to the community, and how their 

lives will be lived. Economic developers 

work to produce jobs, housing, public 

amenities, tourism opportunities, and the 

town’s basic infrastructure. There are 

thousands of individuals and organizations in 

the public, private, and not-for-profit 

sectors with roles to play in economic 

development and therefore have a say in 

how BIPOC businesses and residents will 

figure in the future of our SRMTs. 

 

As economic developers we can have many 

roles in our community’s DE&I evolution. 

We can be loud prophesiers or quiet 

molders of behaviour through our actions 

and the design of our programs. Our actions 
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can range from hoping that our community’s 

organic evolution will solve the challenge to 

working under someone else’s leadership to 

leading our community by changing your 

organization’s structure and programs. Each 

SRMT will follow its own path but our view 

is that a gentler approach that is easier on a 

community increases the possibility that our 

efforts will not peter out over time. 

Notwithstanding that, a slow walk might 

however mean we miss investment 

opportunities as other SRMTs bypass us.  

 

• • • • • 

 

My colleagues and I have worked in several 

hundred SRMTs (over 500) across the 

country and internationally and interacted 

with likely over 5,000 community 

organizations over 35 years. 

The observations and 

contentions contained in this 

paper are based on those 

experiences. For myself, I 

have usually been an oddity in the 

communities I visited and one of the few 

BIPOC people involved in the strategizing or 

decision-making in those SRMTs. Over the 

years I have watched a steady increase in 

the number of BIPOC people who are in 

positions of authority and involvement in the 

larger centres. It is the smaller communities 

which are now looking to catch up. In the 

last ten years with the increasing numbers of 

BIPOC people and the rise in DE&I issues, 

we see the potential beginning of a new 

Canada which captures the best of us and 

forges a better life for our children. 

This has been a particularly difficult paper to 

write. It has been developed in starts and fits 

over several decades as I experienced and 

learned about economic and community 

development in Canada’s towns and cities. I 

am fourth generation Canadian Chinese; my 

great grandparents landed in Victoria in the 

mid-1800s. My identity is Canadian as much 

as Chinese. I come from the generation of 

BIPOC who did not want to acknowledge 

the issues out loud so I am a Johnny-come-

lately to the discussions. I am not an expert 

in DE&I policies and issues but can offer the 

reader 35 years of economic development 

experience working in cities and towns 

across Canada and overseas. I build on the 

work of many others who have the wisdom 

and courage to make a Canadian society 

that delivers on its promises to everyone. 

This paper should not be 

read as a polemic and is not 

meant to stir up controversy 

or anger. Any errors or 

misconceptions are purely 

my own. 

 

It is my fervent hope that in perhaps four or 

five generations that this paper and the 

points made within it will be of no more 

than historical interest. My hope is that the 

issues raised will no longer have any 

currency and that Canadian society will have 

evolved so that there is no such thing as 

BIPOC issues. Our economic development 

efforts will have a critical role in ensuring 

that future. 

 

Glen Loo 

Toronto, Canada,  November 2021 

One Day there will not be such 

things as BIPOC issues. 
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The BIPOC community is far from homogeneous, each group of people 
has different needs, challenges, histories, and resources
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ools to attract new investment and 

residents such as business 

recruitment and enlargement 

(BR&E) processes, foreign direct investment 

(FDI) practices, Main Street revitalization 

programs, and other well studied tools are 

commonly used by communities. In this 

paper, however we point out that these 

tools need to better consider the different 

needs, motivations, and processes when it 

comes to Black, Indigenous, and People-of-

Colour (BIPOC) investors and potential 

residents. This paper means to make a start 

in understanding these differences and as 

such we do not propose solutions but rather 

identify issues that need further study and 

reflection. From this we hope to then 

develop models, processes, and tools. 

 

What is diversity in the 
Small and Medium Town 
context? 
What is “diversity” and “inclusion” and who 

is included (and excluded) in the terms? It is 

an awful and awkward question. Diversity 

can include distinction based on race, creed, 

country of ancestors, gender, gender 

identity, sexual orientation, and other ways 

that people self-identify. The recently 

launched Government of Canada 50-30 

Challenge would include both women and 

underrepresented people such as People-of-

Colour (PoC) or racialized peoples, 

members of the indigenous community, 

LGBTQ2, and others. This is really a difficult 

grouping as it is far from homogeneous with 

common issues, challenges, histories of 

discrimination, and public perception by the 

average person-on-the-street. Probably the 

only common trait is that they are under-

represented in decision-making in civic life. 

From the point-of-view of small, rural, and 

medium sized towns and cities (SRMT)s, 

diversity, equity, and inclusion (DE&I) might 

be looked at in different ways in addition to 

BIPOC issues, such as:  

 

• Rural vs. urban parts of a region 

• Newcomers vs. established residents 

• Representation from different 

communities within a region 

• Age, gender, and other demographic 

characteristics 

• Length of residency and established 

connections within the community 

• Private vs. public and not-for-profit 

organizations  

 

There are, of course, many other ways in 

which residents sort themselves and any 

individual could be a member of overlapping 

groups. It is the reality of small and medium 

sized towns.  

 

The breath and depth of the DE&I 

discussion is enormous; so enormous that it 

has sub-specialties, research streams, and 

bodies of knowledge. Our contribution is to 

look at the BIPOC issues specifically and its 

impact on SRMTs economic development 

efforts. That itself can be a large undertaking 

but can lead to actual policies, tools, and 

programs that allow communities to act.  

 

Orientation of this green 
paper 
This green paper looks at the DE&I 

challenge from an economic development 

T 
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point-of-view. That perspective implies the 

following: 

 

1. Municipalities are in competition with 

others to attract new investment, 

residents, and institutions. In other 

words, competition between SRMTs is a 

zero-sum game. 

2. The attraction of BIPOC businesses, 

their retention, and their enlargement is 

subject to different forces than 

traditional investors. 

3. Ultimately, the BIPOC discussion aims at 

altering behaviour and BIPOC policy and 

strategy in the following ways: 

a. Governance of organizations and 

corporate beliefs 

b. Operationalizing the beliefs 

through modifying an 

organization’s practices 

c. Funding and other supports for 

BIPOC investments and new 

businesses 

d. Enlarging the role of BIPOC 

residents and businesses in the 

community’s decision making 

4. For many SRMTs with limited staff and 

investment attraction resources, this 

may mean working with a short time 

horizon which implies a focus on small 

and medium enterprises. Often, this 

mean owner-operated businesses.  

5. On occasion, SRMTs may find 

themselves competing for larger scale 

industrial and commercial enterprises 

(more specifically for the attention of 

industrial site locators). The DE&I beliefs 

of the economic development 

organization are then supplemental 

information contributing to the sale and 

might be overridden by availability of 

land, labour market considerations, 

infrastructure, the development process, 

and financial concerns.  

6. Whoever the investor, the economic 

developer’s ultimate goal is increasing 

tax revenues to the municipality. New 

jobs, local purchases, visitation by friends 

and relatives, and other activities all 

eventually lead to increased tax revenue.  

 

Reading the paper 
This paper splits the discussion into three 

points-of-view: that of the community; 

members of the BIPOC community; and 

lastly from the economic developers’ (which 

should usually be in line of the 

community’s). The points-of-view build 

upon each other. The paper is divided into 

six major parts. The next and first section 

Readers’ note — Caution 
The term BIPOC hides a tremendous 

breadth of races, ethnicities, creeds, 

English and/or French language skills, 

places of origin, a person’s time in 

Canada, integration into Canadian 

society, and other characteristics. It is 

near impossible to make reliable and 

accurate generalized observations even 

within any BIPOC group. When reading 

this green paper, the reader needs to be 

cautious about inferring the observation 

as being applicable to all BIPOC 

community members and should use 

their own experiences to modify, 

accept, or reject an observation.  
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provides some context to the discussion by 

identifying who BIPOC people are. The 

second section examines our goals for any 

economic development BIPOC programs 

and the assumptions underlying them. The 

third section is the longest and lays out 

observations and considerations that might 

guide the SRMTs and economic developers’ 

actions. Following this is the fourth section 

which states the questions that need to be 

answered to prepare a community BIPOC 

strategy and program. The last section 

outlines a proposed workplan for the next 

steps needed. 

 

Acknowledgements 
The views expressed in this paper are 

strictly those of the author who does not 

represent any particular group of people or 

organizations. These views are a summary 

of observations gained over 35 years of 

economic development work as a member 

of the BIPOC community; research by 

others into DE&I issues; discussions with 

economic developers; and discussions with 

the Prince Edward and Lennox & Addington 

Community Futures Development 

Corporation (PELA) in southeastern Ontario 

and with the Economic Development 

Council of Ontario (EDCO).  

 

Abbreviations used in this 
paper 
BIPOC = Black, Indigenous, People-of-

Colour 

DE&I = Diversity, Equity, and Inclusion 

SRMT = Small, rural, and medium sized 

towns and cities 

“Traditional” investors = For simplicity and 

from a lack of imagination, we have divided 

potential investors into BIPOC and white 

western Europeans who have traditionally 

been the majority SRMT’s investors and 

residents. 
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Section 1 

 

 

 

 

 

 

 

 

 

 

 

Who are 

BIPOC 

people? 
 

The simple answer is that anyone who isn’t white but it’s not as simple 
as that. 
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pproximately 25% to 30% of 

Canadians are members of the 

BIPOC community. In the large 

centres like Toronto, Vancouver, and 

Montreal the proportion can be even higher. 

Exhibit 1 on the following page shows the 

numbers across Canada and in Ontario in 

2016. 

 

As we noted earlier, the term BIPOC hides 

the multitude of different needs, resources, 

history, bias, existing government programs, 

and realities of the different peoples 

captured by the term. One important 

consideration that needs answering 

eventually is whether we do a disservice by 

treating BIPOC as a single investigation. For 

example, we may eventually conclude that 

we just look at the Black and People-of-

Colour communities. Given the history of 

government interventions, these groups 

likely have the smallest knowledge base, and 

the fewest programs currently directed at 

them. The Indigenous communities have 

history, programs, research base, 

government departments, and conditions 

that are markedly different from the Black 

and People-of-Colour communities and 

deserves its own investigation. 

 

BIPOC are hard to count 
The national census asked respondents to 

self-identify their ethnicity or race. Counting 

ethnicity though is a difficult proposition 

given individuals of mixed race and ethnicity, 

subsequent generations self-identifying as 

“Canadian” rather than by an ethnicity or 

race, and any number of other ways 

Canadian self-identify. Notwithstanding 

these shortcomings, it would be useful to 

give a snapshot of the BIPOC population in 

order to give some context to the 

discussion.  

 

 

Caution  

Be cautious when looking at the statistics 

about the population of visible minorities in 

Canada. It is just meant as an indication of 

size to give the reader a sense of the 

context upon which the rest of the material 

presented in the paper sits and the 

opportunities that SMRTs have. The first 

caution is that the data is from the 2016 

census and by many accounts the 2021 

census will show visible minorities making 

up a larger proportion of the total 

population. Second, the data in exhibit 1 is 

an amalgam of different sources. Next 

caution, we have grouped Chinese, Filipinos, 

Japanese, and others into a single East 

A 
 

In Canada BIPOC isn’t BIPOC 

 

From a Canadian perspective BIPOC is a 

misnomer. The term originates in the US 

and reflects the relative populations of 

the Black, Indigenous, and other people 

of colour. In Canada if we also choose to 

rank by relative populations, we would 

order race and ethnicity differently (i.e. 

East Asian/Southeast Asian, South Asian, 

Indigenous, and other people of colour 

— EASASAIPOC if you will!). But after 

saying all this, we’ll continue to use 

BIPOC in this paper as the term seems 

to have become part of Canadian’s day-

to-day lexicon. 
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Asia/Southeast Asia group. A slightly more 

detailed split of the East Asia/Southeast Asia 

group is available. And lastly, we refer you 

back to an earlier caution that the groupings 

hide the different resources, needs, history, 

and expectations of the subgroups within 

the generic BIPOC label especially amongst 

the larger groups. 

 

Exhibit 1 

BIPOC (visible minority) population in Canada and Ontario 

From 2016 census 

 
  Canada Ontario 

Visible minority 
    

East Asian/Southeast Asian including Chinese, 
Filipino, Korean, Japanese, Vietnamese, 
Cambodian, Laotian, Thai 

2,952,080 8.6% 1,319,850 10.0% 

South Asian including East Indian, Pakistani, Sri 
Lankan  

1,924,635 5.6% 1,150,410 8.7% 

Indigenous (Aboriginal) including First Nations, 
Metis, Inuk (Inuit), and individual reporting 
multiple identities) 

1,673,780 4.9% 374,395 2.8% 

Black 1,198,545 3.5% 627,715 4.7% 

Latin American 447,320 1.3% 195,950 1.5% 

Arab 523,235 1.5% 210,440 1.6% 

West Asian including Afghan, Iranian 264,305 0.8% 154,670 1.2% 

Visible minority, not included elsewhere 132,090 0.4% 97,970 0.7% 

Multiple visible minorities 232,375 0.7% 128,590 1.0% 

Total visible minority population 9,348,365 27.1% 4,259,990 32.2% 

Not a visible minority 25,111,700 72.9% 8,982,170 67.8% 

Total  34,460,065 100.0% 13,242,160 100.0% 

 

Sources: 

• Indigenous - Canada: https://www.statcan.gc.ca/en/subjects-start/indigenous_peoples 

 
• Canada: https://www12.statcan.gc.ca/census-recensement/2016/dp-pd/dt-td/Rp-

eng.cfm?TABID=2&LANG=E&APATH=3&DETAIL=0&DIM=0&FL=A&FREE=0&GC

=01&GK=1&GRP=1&PID=110531&PRID=10&PTYPE=109445&S=0&SHOWALL=0&

SUB=0&Temporal=2017&THEME=120&VID=0&VNAMEE=&VNAMEF= 
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Section 2 

 
 

 

 

Goals of 

BIPOC SRMT 

economic 

development 
 
Ultimate Goal — BIPOC people are part of the community’s decision 
making and strategizing 
process. 
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he starting point for the discussions 

is philosophical as well as the 

business and the growth and 

stability of Canadian small towns. The 

discussion about BIPOC in SRMTs is 

predicated on several philosophical beliefs 

and overarching goals: 

 

• That BIPOC have the same 

opportunities to live and make a 

living wherever they want in Canada 

without fear of the reception they 

will receive 

• That BIPOC newcomers supplement 

and strengthen local communities 

rather than threaten their cohesion  

• That BIPOC newcomers help SRMTs 

build resiliency and stability; injects 

new ideas and ways of doing things; 

and bring new outside connections 

and networks 

• That members of the BIPOC 

community can and should be part of 

a SRMT’s decision-making 

 

Goals of a BIPOC strategy 
In addition to the typical goals that many 

economic development organizations and 

communities have, more specific BIPOC 

goals are in rough sequential order: 

 

1. To reverse the decreasing and aging 

population in SRMTs 

2. To recruit non-traditional investors and 

residents to the community 

3. To create a competitive advantage for 

each SRMT to attract new investments 

and residents particularly amongst the 

BIPOC market 

4. To give local economic development 

organizations, their staff, and governance 

the tools and thinking they need to 

attract BIPOC investors and residents 

5. To help DE&I become a core 

community belief 

6. To change the priorities of civic 

organizations, their core beliefs, and 

decisions-making considerations 

7. To increase the number of people who 

are part of the DE&I community in local 

decision-making bodies such as the BIA, 

chamber of commerce, social service 

agencies, civic advisory committees, and 

municipal councils  

 

Assumptions  
The following paper makes the following 

assumptions regarding the BIPOC 

community and the economic development 

efforts: 

 

1. That the focus is on new Canadians, 

newish Canadian, landed immigrants, 

and long established BIPOC  

2. That long established BIPOC are 

typically subject to many of the same 

considerations as traditional groups 

when it comes to investment or 

residence opportunities 

3. That the level of local acceptance is 

different for each BIPOC group and 

within each group 

4. That the needs of different BIPOC 

groups is not homogeneous and in larger 

groups there are subgroups with 

potentially different needs.  

5. That each BIPOC group has different 

histories in Canada, different resources, 

T 
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systemic issues, government priority, 

and relationships with the community 

6. That there is little common cause 

between groups 

7. That larger centres are more used to 

seeing BIPOC people 

8. That larger centres have more services 

available to BIPOC people 
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Section 3 

 

 
 

 

 

 

 

Observations 

and 

considerations 
 

Small towns need more people and investments. BIPOCs need 
investment opportunities and homes without big city pressures. The 
trick is to balance the two.
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premise of the DEI/BIPOC 

discussion is that the BIPOC 

community is under many of the 

same pressures as the general population 

regarding the ability to afford to live or 

invest in the big centres and that moving to 

a small community is a way out. (This is the 

supply side.) Another is that small towns 

have shrinking populations and that civic 

officials recognize this and want to do 

something about it and the BIPOC 

community is the/a solution. (This is the 

demand side.)  

 

From this demand/supply equation, we look 

at some of the issues that affect the 

attraction of BIPOC investment and 

residents to Canada’s SRMTs. Those issues 

are grouped into four general categories or 

points-of-view: 

 

• General considerations affecting any 

work into BIPOC issues  

• From the SRMT community’s point-

of-view 

• From the BIPOC community’s point-

of-view 

• From the economic development 

agency’s point-of-view 

  

Much of the section is anecdotal based on 

the experience of the author and those he 

consulted to write the green paper. None 

has been subject to rigorous testing or more 

extensive observation. See section four and 

five for possible processes to rectify this. 

 

1. General 
 

a. Changing policies, programs, and 

attitudes has a very long-time 

horizon. 

No single integrated program will meet all 

the goals outlined in section one. It will be a 

very long timeline, likely to be generational. 

Some of the goals may never be met given 

the foreseeable makeup of our SRMTs and 

slow migration of BIPOC communities out 

of the large centres. Further, the various 

BIPOC communities themselves will have 

different timelines to reach the goals.  

 

b. The audiences of future actions are 

economic developers, BIPOC 

people, and SRMT residents. 

Who are the target groups for the effort? Or 

put in a different way, who are we trying to 

influence through the work. These include: 

 

1. BIPOC individuals as potential new 

investors and residents 

2. The residents of an SRMT 

3. Local economic developers and agencies  

4. Elected officials, board members of civic 

advisory boards, and board members of 

community business and social 

organizations 

5. Provincial/federal government policy 

makers  

 

c. DE&I is overly diverse for a single 

solution. 

A single solution or process covering the 

attraction of DE&I investment and residents 

is not necessary, possible, or even desirable. 

The DE&I grouping adds together people of 

different ethnicity, creeds, sexual 

A 
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orientation, ages, sexual identify, and many 

other ways people self identify. By grouping 

everyone together we gloss over the 

discussion of heterogeneity of needs, access 

to resources, community support, history, 

and acceptance or non-acceptance by the 

wider community. This heterogeneity in 

needs and resources is applicable to the 

BIPOC community itself. Indeed, the Black 

and Indigenous and People-of-Colour 

communities share few common 

characteristics that would suggest a single 

solution would be effective. We might also 

note that some of the groups are so 

numerous that there are distinct differences 

within the groups themselves.  

 

The BIPOC community can be further 

divided by: 

 

• Newcomers and those who have 

established second and third 

generations and beyond 

• Those born in Canada and those in 

other countries 

• Those who are members of tight-

knit communities and those who 

have ventured outside their 

traditionally established areas and 

racial communities  

 

They are all members of the BIPOC 

community but their needs, resources, 

history, and futures vary greatly and makes 

one solution near impossible.  

 

2. From the community’s 
point-of-view 

 

d. The white community may feel a 

sense of being disadvantaged.  

There are numerous existing government, 

quasi-government, and foundation funding 

and advisory programs directed at specific 

BIPOC groups such as Indigenous and Black 

peoples as the most prominent examples. 

There are also numerous funding and 

advisory programs offered by advocacy 

groups within a particular BIPOC 

community. For instance, some Chinese 

foundations offer programs only to Chinese 

entrepreneurs or services. Other examples 

are university and college bursaries offered 

only to specific BIPOC groups, the scoring 

scheme for BCorp status, funding programs 

for Women Certified Businesses (WCB), 

and government job advertisements noting 

that Indigenous, POC, and women 

applicants are encouraged. 

 

The issue might be when we take a grants 

program like OMAFRA’s RED program that 

would normally be available to anyone 

without regard for their BIPOC status and 

then giving extra points to BIPOC people. 

Some white applicants may feel a sense of 

being disadvantaged and the lack of a level 

playing field. An example of this type of 

system and resulting frustration is the US 

affirmative action program which has 

experienced some significant pushback since 

its introduction in the early 1960s.  

One possible way to mitigate the white 

community’s unease is to create different 

programs for specific BIPOC groups. We do 

see existing programs aimed at Indigenous 
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and Black entrepreneurs which seem to be 

accepted as part of the governments’ 

funding schemes. This seems to be less 

upset-making if those groups seemed 

particularly “oppressed”. Another possibility 

is to route funding through a third-party 

funder such as a community investment fund 

or through partners such as community 

foundations. An example of a public and 

private partnership to support the work of 

BIPOC organizations is the ALANA Business 

Development Fund based in Minnesota.1    

 

e. Community acceptance varies 

depending on the BIPOC subgroups. 

How much change are small and rural 

communities willing to bear? We have heard 

many times over the years in different 

communities across the country that if you 

have not buried five or more generations in 

the town then you were still an outsider. 

Often the speaker isn’t kidding! You can 

image what this means for someone who is 

BIPOC and new to the community let alone 

not having buried five generations in Canada 

itself.  

 

Do communities have a tolerance threshold 

for diversity? A little bit is fine and in fact 

maybe even encouraged — it is a good thing 

because it shows how tolerant and modern 

the community is and in the most cynical 

way, good for community branding. But 

fundamentally is it really just tokenism? Is 

there such a thing as a tipping point when 

there is “too much” diversity triggering a 

 
1  https://empoweringstrategies.org/launch-of-alana-bipoc-economic-development-fund/ 
2  When I walked into a Deer Lake hotel dining room a couple of years ago, the diners froze with their forks 

partway to their mouths like in a cowboy movie when the gunslinger struts into the room. A beat later, the 
chewing started again. 

significant adverse reaction by some in the 

community. This may take generations to 

overcome. It is one thing to have the 

occasional visually different person on the 

street but to have lots is very different and 

possibly threatening. An example is 

Richmond BC which up until 20 years ago, 

the Chinese community was small enough 

that a Chinese person on the street was a 

minor novelty. The push back from the 

white community started after large waves 

of Chinese immigration with the Chinese 

prominently taking over a large proportion 

of the main street. Picture that in 

Summerside or Deer Lake2 where the 

population is much smaller and even a 

handful of BIPOC people would really stick 

out.  

 

Related to that is the question of which 

groups of people stick out more and which 

groups are more intimidating to the white 

community and more likely to cause 

turmoil. How does a community discover its 

threshold which itself may well change over 

time as Canadian societal mores change? It 

may be that any programs can for now only 

be useful for middle size SRMTs (perhaps 

50,000 to 100,000 people) like Belleview or 

North Bay where you can “hide” people? 

The difficulty is in those communities with 

populations of under 50,000 of which there 

are approximately 375 in Ontario.  
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f. The existing residents need to be 

involved in the accommodation of 

new BIPOC. 

Anecdotally, we have seen and heard many 

times across the country about the difficulty 

of BIPOC and non-BIPOC newcomers 

merging into their new communities. In 

some communities the difficulty is in 

overcoming the settled routines and 

established social groupings with possibly 

some local organizations not outwardly 

welcoming to BIPOC people. Counteracting 

the possible sense of isolation are examples 

of numerous community programs that 

welcome new residents through their 

newcomers’ programs3 often in concert 

with other local agencies such as 

multicultural settlement organizations as 

well as programs such as Welcome Wagon 

(which appears to have ceased operating in 

Canada). 

 

3. From the BIPOC point-
of-view 

 

g. BIPOC people and their families 

need more than a sterling business 

opportunity to move to SRMTs.  

Like most new investors, BIPOC are 

investing in more than just their new 

businesses. They and their family are also 

investing in a new community. For the 

families and their children as well as their 

friends and families still in their places of 

origin (whether it is elsewhere in Canada or 

beyond), the newness of the situation 

perhaps can lead to isolation and a difficult 

transition. These deficiencies might include 

 
3  https://www.ontario.ca/page/newcomers 

language difficulties, lack of specialized 

groceries and foodservice, a community of 

people with similar backgrounds, schooling, 

religion, and the many other social aspects 

that they came to know in the larger 

centres. There may also be overt or 

unspoken racism and hostility that come 

from being different and “strange”. All this 

contribute to the pressures on BIPOC 

investors and their families and their long-

term stay in the SRMTs.  

 

Depending on which BIPOC, their 

generation, their English and/or French 

language skills, and their integration into 

Canadian society, moving to new SRMT may 

be eased by the availability of services that 

they may want or need. Some examples of 

these services include the availability of 

specialized media, groceries, social services 

in their language, language training, and 

foodservice choices either in their new 

SRMT or conveniently in a nearby 

community. The absence of these specific 

services is likely not dealbreakers but their 

existence will give any SRMT a competitive 

advantage over other communities. 

Notwithstanding the specialized services, 

the new BIPOC have the same needs as the 

regular community for services such as 

health service, general groceries, hardware, 

clothing, and internet services.  

 

On the other hand, what may be a 

dealbreaker is a fear of latent racism, the 

lack of a non-threatening environment, lack 

of a community of similar people, and the 

sense of isolation. Again, this will depend on 
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the BIPOC investor. Much of this can only 

be discoverable after spending some time in 

the community or discoverable in the 

undertone of the investment attraction 

effort as the investor gets to know the 

SRMT they may potentially move to.  

 

h. BIPOC may be constrained by their 

extended family and community 

from moving to SRMTs.  

Depending on the BIPOC community, there 

is a tendency to keep the family unit close 

and tight for family functions, marriage, 

religious and educational concerns, clan 

affiliations, generational unity, and availability 

of local services. There may also be a fear 

that the new residents and their families will 

be subject to racism in their new home and 

fear for their safety and acceptance in the 

new community. For some, the distance 

from the new home and perceived 

difficulties with travel to the new location 

and the reception the extended family and 

friends will get there creates an emotional 

barrier. And further into the future there is 

fear that sons and daughters will marry 

outside their race and/or faith.  

 

i. BIPOC marketing requires different 

messaging, media, and timing. 

The BIPOC community is subject to the 

same pressures (e.g. high housing and living 

costs; noise, pollution, and density) and 

aspirations in the large centres as the 

general population. However, there will be 

differences in the way in which the BIPOC 

communities make their decisions regarding 

investing in SRMTs. Some of these 

differences include: 

 

• “Product” awareness — There are 

certain parts of the province that 

have a higher profile than others. 

Examples of these places include 

Prince Edward County, Muskoka, 

and Niagara. The rest of the 

province will be less familiar to the 

population in general and possibly 

even less for the BIPOC community 

which has to this point not made up 

a significant portion of the intra-

provincial tourism travel market.  

• Buying behaviour — We do not 

know well enough the decision 

points in a BIPOC investor’s thinking 

when deciding whether to leave the 

large centres and how SRMTs are 

rated against each other. We have 

anecdotal evidence that some parts 

of the buying behaviour are different 

than traditional investors but at this 

point do not know if we can infer if 

there are broad lessons applicable to 

any particular BIPOC group or to all 

BIPOC groups.   

• Sales cycle — We also do not have 

sufficient information about all the 

activities that go into making a “sale” 

from the moment that a BIPOC 

investor hears of an opportunity or a 

SRMT through to their information 

gathering, review of the opportunity 

and SRMT through to starting or 

buying the business through to 

moving to the community.  

• Trusted information — Aside from 

the typical sources of information 

and data such as Google searches 

and StatsCan, different web sources 

and social media used by different 
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BIPOC communities may figure 

strongly as information sources. 

Examples of these are WeChat (like 

Facebook) and the Baidu search 

engine for the Chinese community. 

We also understand anecdotally that 

BIPOC members are less likely to 

use municipal small business centres, 

community future development 

corporations, and provincial 

ministries.  

• Trusted advisors — The challenge 

for economic developers is 

identifying and working with advisors 

such as family associations, religious 

organizations, social agencies, clubs, 

media, and other actors servicing a 

particular BIPOC group. Economic 

developers may find useful 

partnerships with settlement 

organizations, multicultural services 

(e.g. the Timmins & District 

Multicultural Centre and North Bay 

& District Multicultural Centre), 

employment and training agencies 

such as Futureworx in Nova Scotia, 

and media like OMNI.   

• Language, customs, and symbolism 

— Every group of people regardless 

of whether it is a BIPOC group will 

have its different and significant 

customs and traditions. A SRMT may 

face a lack of knowledge about 

language and word choice, 

references, symbols, colours, and 

other attributes that affect traditional 

investors and various BIPOC 

members differently.  

• Media — In the largest centres, the 

BIPOC community is serviced by an 

array of social media; broadcast and 

print; and a variety of personalities, 

celebrities, presenters, and 

influencers. Their story needs, 

methods of gathering stories, 

personalities and brand, ways of 

messaging, and distribution will differ 

from the traditional media. Each 

BIPOC community may or may not 

have specialized media servicing 

them.  

 

j. BIPOC have less familiarity with 

SRMTs than traditional investors. 

While in-province BIPOC-originated tourism 

has been increasing in recent years, this 

group still participates less than traditional 

markets. This presents both an opportunity 

as well as making the marketing of SRMTs 

more challenging. From an economic 

development point-of-view it means that 

convincing a potential investor or resident 

from a large centre to come to your SRMT 

requires them to take on board two ideas 

before you get to the actual opportunity 

itself.  

 

1. The idea of moving to a SRMT 

2. The idea of moving to your SRMT 

3. The potential investment 

 

For some BIPOC investors and potential 

residents taking on board each idea may 

require greater effort than traditional 

investors who may be more familiar with 

the idea of Small Town Canada.  
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k. BIPOC have traditionally not been 

involved in community decision 

making. 

Perhaps the most telling sign of BIPOC 

success in SRMTs is their participation in the 

community’s decision-making through local 

boards, councils, and other community 

organizations. Our experience is that while 

BIPOCs may be large investors or with a 

long history in a community, they often do 

not engage in community decision-making.4 

Possible reasons for this lack of engagement 

are5: 

 

• Historical — As new immigrants 

arrived in SRMTs in earlier waves of 

immigration, there has been a 

tendency for the new immigrants to 

land in separate communities. 

Examples of this are Chinatowns and 

Japan towns in the large centres.  

• Societal — In many Canadian towns, 

there are established groups of 

decision-makers based on the length 

of time a family has been resident in 

the community.  

• Cultural — For some BIPOCs, the 

old Japanese bromide, “The nail that 

sticks out gets hammered” is 

strongly felt.  

 

Recently the Government of Canada’s 

Innovation, Science and Economic 

Development Canada launched the 50-30 

Challenge6 which aims to expand the 

 
4  We note that in the several hundred communities across the country we have worked with that we can count 

on a couple of hands the number of BIPOC community members who have participated in the strategizing and 
decision-making process. 

5  Please note that these are based on observation and discussions with economic development officers and not 
on empirical research.  

6  www.ic.gc.ca/eic/site/icgc.nsf/eng/07706.html 

number of BIPOC and other groups in 

decision-making roles on the boards of 

businesses and non-profit organizations. The 

Challenge has a variety of features that may 

be most applicable to big city organizations 

and programs which has the population and 

attitude to give the idea a chance. SRMTs 

may have a more difficult time meeting the 

Challenge’s goals and requirements.  

 

l. BIPOC businesses face similar 

succession challenges as non-BIPOC 

businesses. 

Once a BIPOC family has established itself in 

an SRMT, it is faced with the same retention 

challenges as other members of the 

community. Subsequent generations of 

BIPOC high school leavers will be subject to 

the same pressure to go away for schooling 

or work.  

 

4. From the economic 
development agency’s 
point-of-view 

 

m. Chasing BIPOC investment may not 

give SRMTs the biggest bang for 

their economic development efforts. 

Are economic developers agnostic about 

who brings an investment to town? Forget 

about the feelings of the local population 

and elected officials for a moment… Is a 

BIPOC investment equally as appealing to 

the economic developer or is there a 

hierarchy of attractiveness depending on 
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who or what the investor looks like? Is a job 

a job or an investment an investment?  

 

Another way of looking at it…What type of 

investment give the economic developer the 

biggest bang for his or her investment 

attraction buck? Which (whites or BIPOC) 

are more likely to produce the greatest 

number of new investments in the short and 

medium run? One can argue that this may 

well be white investors because of shear 

numbers in addition to the observations and 

the additional effort needed outlined in this 

section of the paper. In addition, one could 

also argue that traditional economic 

development advertising, conferences, trade 

shows, and media are unintentionally 

focused on white audiences given their 

familiarity of the language, symbolism, 

models, and other references used. 

 

n. Focus on your town’s particular 

BR&E need rather than on a 

particular BIPOC group.  

From a strict efficiency point-of-view, all the 

above observations would imply that BIPOC 

may not be worth the effort. All things being 

equal, as economic developers, do we say to 

ourselves that we want a particular BIPOC 

to run the service station or a dentistry? Or 

do we say that we want the service station 

or dentistry, and it is incidental who owns 

that business? 

 

SRMT economic developers often run two 

tracks in their investment attraction: trying 

to fill a particular need in their community’s 

retail and service offerings and trying to 

attract a larger industrial employer. An 

example of the former case is our work with 

Smooth Rock Falls in Northern Ontario 

which needed a new grocery store 

operator. In this example, the town 

attracted an owner-operator subject to 

many of the observations noted above about 

life in the community. The town did not set 

out to attract any particular type of investor 

but launched a marketing campaign aimed at 

potential operators in general. 

 

An example of the latter is Goderich’s 

competition for a CBD processing plant 

which would be a cooperative with local 

farmers and would employ residents from 

around the area. In this case, it was 

incidental that the investors (and our 

assistance) were part of the BIPOC 

community. The criteria for choosing 

Goderich were financial and local incentives 

rather than having anything to do with 

DE&I.  

 

In both cases, the potential businesses had 

multiple locations that it could place its 

investment. What would place a community 

at the top end of choices is the outward 

attitude of the economic developers and the 

town towards the BIPOC investors. A 

perceived hostile or even lukewarm 

reception because of the ethnicity of the 

investor would very likely have soured the 

investment regardless of the other attributes 

of the community.  

 

It may seem obvious but conclusions that 

might be drawn from this is that a 

community having the BIPOC attributes in 

place will help it in its competition for new 

BIPOC investment; a small deficit of those 

attributes may be offset by the other local 
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attributes or financial considerations; and 

negative attitude or lack of financial 

incentives, and poor standard of living (from 

a BIPOC point-of-view) will hurt the 

community’s efforts.   

 

o. It is not just the job of the economic 

developers. 

While we point at the economic developers 

as being key in the attraction of BIPOC 

investment, other community organizations 

have important roles in the effort. Local and 

regional government departments and 

organizations, other local businesses, social 

agencies, local ambassadors and 

cheerleaders, and elected officials are 

important to investment attraction. The 

appearance of the mayor or councillor in the 

discussion, for instance, adds strongly to the 

pitch to some BIPOC investors and 

depending on the circumstances can be the 

turning point in the attraction effort.7 

 

p. Branding messages for your SRMT is 

the same regardless of the audience. 

While we note above that the roll out of a 

marketing program for each BIPOC 

community will need to vary, the overall 

community branding messages and its key 

attributes need to stay constant. That 

constancy ensures that audiences are not 

confused about the community, especially as 

BIPOC audiences are also likely consumers 

of traditional media. Notwithstanding that, 

the emphasis on the different aspects of the 

one brand story and how they are 

presented may vary depending on the 

audience of ensuing marketing campaigns.  

 
7  At one time, in our efforts to attract Asian investment both in Canada and overseas, the titles of the people in 

the delegation were especially significant and could be the deciding factor in whether we got a proper hearing. 

q. Priority of target markets and 

audiences 

A community may decide that it can best 

meet its economic development needs by 

focusing its efforts on BIPOC investors and 

potential residents. But given our 

observation that the BIPOC community is 

heterogeneous, how does an economic 

developer choose the priority of effort 

amongst the groups? Possible criteria 

include: 

 

• Existing BIPOC subgroup in your 

SRMT to act as part of the sales 

effort or as a connection to that 

community elsewhere 

• The population size of the BIPOC 

subgroup because there is likely to 

be a greater number of media and 

other influencers and that a single 

campaign can reach more listeners 

or viewers  

• The audience’s general proficiency in 

English or French to allow SRMT 

staff to more easily communicate 

and follow-up with inquiries (a local 

proficiency in another language 

would be a bonus) 

• A staff or stakeholder with 

connections to the BIPOC subgroup 

for face-to-face sales 

• Access to translation and 

transliteration services to prepare 

marketing material 
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r. BIPOCs need additional help to 

access public funds. 

The BIPOC’s take-up of publicly available 

funding (unless offered by specific BIPOC 

foundations and groups) is relatively low 

compared to traditional entrepreneurs. 

Some of that comes from a lack of 

knowledge of their availability, unfamiliarity 

with the application process and 

requirements, and some from reticence to 

work with government. To help overcome 

this shortcoming, BIPOCs would be helped 

by the following: 

 

• Navigating government and quasi-

government equity, loan, grants, and 

subsidy programs including 

identifying sources, writing business 

plans and applications, and 

grantsmanship training 

• Entrepreneurship including training 

in business fundamentals, marketing, 

human resources, and relevant 

labour laws, permits and licences, 

data sources, business planning, and 

financial forecasting 

• Introduction to key local business 

contacts, sources of information, 

town hall, and business associations 

such as the local BIA and Chamber 

• Introduction to local resources to 

smooth the investor and their 

family’s relocation into your 

community including settlement and 

multicultural organizations, English 

or French language training, 

community ambassadors, town 

services such as the library and 

 
8  www.ic.gc.ca/eic/site/icgc.nsf/eng/07705.html 

community centre, local public 

school, medical and health services, 

and other social services 

 

s. Measuring impact of BIPOC 

programs requires new criteria. 

How do we measure community-wide 

impact of new BIPOC investments and 

residents? Is it a headcount, number of jobs 

created, length of stay, the DE&I 

participation rate joining various civic 

boards, or a specific local result wanted? 

Perhaps it is the targets outlined in the 50-

30 Challenge which are8: 

 

• Gender parity (“50%”) on Board(s) 

and senior management, and; 

• Significant representation (“30%”) 

on Board(s) and senior management 

of other under-represented groups, 

including racialized persons, people 

living with disabilities (including 

invisible and episodic disabilities) and 

members of the LGBTQ2 

community. It will be clear that the 

program and participants recognize 

First Nations, Inuit and Métis peoples 

as founding peoples of Canada and 

under-represented in positions of 

economic influence and leadership. 

 

While the 50-30 Challenge uses head counts 

as a simple mechanism to judge progress at 

the individual organizational level, we need 

targets and mechanisms to measure at a 

civic level to fulfill our community’s 

economic development goals. More 

mundane but equally daunting are ways to 
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develop a baseline and data collection (both 

immediate and longitudinally). Perhaps 

ultimately, we need some way to measure 

BIPOC’s impact on community and 

government decision-making and the design 

of products and services.  
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Section 4 

 
 

 

 

 

 

The BIPOC 

challenge  
 

We need to understand BIPOC and community motivations, buying 
behaviour, and how to measure impacts 
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his paper set out numerous 

assertions not yet tested. The 

challenge now is to develop a 

deeper and wider understanding of the 

issues that affect the attraction of BIPOC 

investments and residents. To that end, 

economic developers need to answer the 

following questions: 

 

1. Baseline — The experience of BIPOC in 

SRMTs 

a. What was the sales cycle and 

buying behaviour in their decision 

to invest in an SRMT? 

b. What were challenges of moving 

to the SRMT from both the 

business and personal side? 

c. What has been their experience 

over the long term and for those 

negative experiences, what are 

mitigating steps? In other words, 

what was the aftercare like? 

 

2. Goals of the community 

a. How does BIPOC attraction 

relate to the community’s 

strategic plan? 

b. Does a community think its 

shrinking population and 

investment are important enough 

to encourage more BIPOC 

immigration to the community? 

c. How do you balance the 

attraction of BIPOC and 

traditional audiences? 

d. What is wanted most? (e.g. new 

investments, residents, students, 

services, status quo) 

3. Community acceptance 

a. Do communities really want 

more diversity? 

b. What groups are more 

acceptable to the community? 

c. What is the threshold of pain and 

how to measure it? 

d. How important is homogeneity 

to the population?  

4. Goals of the BIPOC 

a. What drives them? Is it the same 

as traditional investors?  

b. What is the priority of returns, 

funding, specific opportunity, 

general opportunities, safety and 

security, existing community, 

related services and retail, 

acceptance, a place to grow? 

c. Why invest in SRMTs and not 

large centres? 

5. BIPOC buying behaviour 

a. Sales cycle 

i. How long is the sales cycle? 

ii. Where are the information 

“choke points” or 

information gatekeepers? 

iii. What is the role of family and 

other trusted advisors? 

iv. What are the most effective 

tools? 

v. Who are needed to make the 

sale? 

b. Knowledge of SRMT 

opportunities 

i. How do we get SRMTs as a 

group and individual SRMTs 

into the evoke set?  

ii. What is role of past BIPOC 

investors and residents? 

T 
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c. Attraction and interest  

i. What needs to be the sales 

pitch to drive sales? 

ii. What is the role of BIPOC 

advocacy and support groups 

in presenting SRMTs as an 

alternative? 

iii. What is the role of 

government in attracting 

BIPOC to SRMTs? 

d. The sale  

i. What is the trigger(s) to cinch 

the deal? 

ii. What would prevent the sale? 

e. Retention 

i. What keeps the BIPOC 

investor in your SRMT and 

what will keep their kids 

there? 

ii. Are the kids subject to the 

same draw to the big centres 

as other high school leavers? 

iii. What will bring the kids back? 

iv. Are there any special 

succession issues? 

v. What would cause the 

investment or residents to 

bail or fail? 

vi. What might cause a sense of 

isolation?  

f. Expansion  

i. How do we leverage the first 

sale to make subsequent 

sales? 

ii. Is there cross talk between 

BIPOC communities? 

6. Implementation 

i. Who leads the 

implementation? 

ii. Who are the key partnership 

and stakeholders? 

iii. What is the role of other 

local, regional, and provincial 

governments and economic 

development organizations 

(e.g. regional marketing 

partnerships like SOMA, 

community futures 

development corporations)? 

iv. What are the human and 

financial resources needed? 

v. Do the economic developers 

work on an ad hoc basis or is 

a Main Street Canada multi-

year structured program 

needed?  

7. Measuring impacts 

a. Given the overall goals, what are 

the financial KPIs we need to 

measure (e.g. additional direct, 

indirect, and induced jobs, 

additional tax revenue, export 

and import replacement, 

increase in VFRs)? 

b. Given the overall goals, what are 

the social and civic KPIs (e.g. 

increased numbers of BIPOC in 

local decision-making, increase in 

number of high school leavers 

not leaving town, increase in 

biracial relationships, number of 

BIPOC births, and ultimately 

changes to the community’s 

beliefs)? 

c. Operationally, does the 

programs cause the re-ranking of 

corporate priorities; changing or 

inclusion of BIPOC issues in 

program objectives; possibly re-
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ranking of target audiences and 

partnerships; evaluation criteria 

of funding programs.   

 



 

 

27 

Green Paper — A Place to Call Home 

Section 5 

 
 

 

 

The starting 

line — a 

proposed 

workplan 
The process starts with self-education then understanding our goals and 
deciding what we can and want to do. Ultimately, we operationalize our 
DEI aspirations
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or many if not most economic 

development organizations, the 

starting point is to examine their 

stance towards DE&I and if the organization 

feels a need to augment their core beliefs 

with their stance towards DE&I. The whole 

discussion about race, advantage, history, 

and past actions is awkward and sometimes 

embarrassing. It follows that developing a 

corporate DE&I policy or community value, 

especially one that includes BIPOC issues, is 

a long, sometimes difficult, possibly 

uninformed, possibly confusing process and 

where aspirations and intentions are 

sometimes mixed up with tactics. It does 

matter who leads the process and whether 

it should be a BIPOC person needs to be 

further explored. These discussions go to 

the core of an organization and so needs to 

be at the corporate governance level. It is 

not an operational level decision.  

 

The process to create a corporate DE&I 

(inclusive of a BIPOC) orientation (before 

worrying about tactics or programs) may 

look like the following: 

 

1. Assume a board subcommittee leads the 

discussions with the appointment of a 

facilitator which may be staff, outside 

consultant, or in a pinch a board 

member. 

2. Complete training in DE&I issues for the 

board and staff likely by an outsider. 

3. The governance committee develops 

and distributes terms of reference to 

further the discussions including 

summarizing the purpose of a DEI 

policy, process to develop policy, role of 

the board, and desired outcomes. 

4. Undertake discussions with other local 

economic development agencies and 

other stakeholders with a role in 

investment and residential attraction to 

understand their DE&I actions, the 

future market, and how all the agencies 

can work together on DE&I and BIPOC 

issues.  

5. Collect DE&I policies from other 

economic development agencies and 

municipalities. Share with board.  

6. Summarize and distribute statement of 

need, summary of discussions, and 

desired outcomes to the board to 

prepare for the discussions to come. 

7. Hold board discussion(s) about DE&I. 

Questions to answer: 

a. What is DE&I? And what does it 

cover vis- à-vis the organization 

and the community? 

b. How does DE&I figure into the 

corporate mission and goals? 

c. Who is included in the definition 

of DEI when it comes to the 

organization’s work and 

anticipated impact? 

d. What is the current policy 

(formal and informal)? 

e. Does the organization want or 

need a formal DE&I policy? What 

happens if it does not have one? 

f. Does DE&I currently and in the 

short and medium term affect 

the work of the organization?  

g. What competitive advantage 

does having a DE&I policy and 

more importantly 

operationalizing it give the 

organization and the community? 

F 
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h. If not now, how much time is 

there before it becomes critical 

or a competitive disadvantage, if 

ever? 

8. From the discussions, prepare statement 

of aspirations and after board review a 

policy statement for board approval. 

 

A DE&I and BIPOC corporate statement is 

the starting point for the more critical next 

step, the operationalizing of the statement 

and its impact of the organization’s 

operations and policies.8 It is then that we 

try to answer the questions posed in section 

three. 

 

• • • • • 

 

 
8 A DE&I policy is like a branding strategy in that it 

permeates throughout the organization’s 
orientation and calculations. This includes 
changes and uniformity in policy and program 
development, staffing, funding program, 
partnerships, priorities, and service delivery 
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