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English Canada
1 Moncton/Riverview/Dieppe, N.B.* $20,019,183 70.27 2.7 -0.3 10,085
2 St. John’s, Nfld. $19,591,404 68.09 2.2 0.7 6,918
3 Cape Breton, N.S.* $19,810,166 72.20 2.7 0.4 8,068
4 Charlottetown* $19,069,821 74.47 2.7 -0.1 14,344
5 Edmonton $20,659,943 73.89 4.4 0.0 11,553
6 Peterborough/Smith/Ennismore/Lakefield, Ont.* $20,627,236 75.41 2.4 -5.0 8,133
7 Winnipeg $20,139,200 76.40 3.5 -0.1 12,258
8 Saint John/Quispamsis, N.B. $20,289,607 71.44 2.6 1.2 8,358
9 Kelowna/Central Okanagan, B.C.* $20,291,303 77.65 3.8 -1.2 15,232

10 Halifax $19,700,491 78.85 3.3 -0.8 9,785
11 Hamilton/Burlington, Ont. $22,010,078 75.82 2.9 -0.8 7,134
12 St. Catharines, Ont. $21,699,109 75.31 2.1 -0.5 7,514
13 Belleville/Quinte West, Ont.* $20,457,837 77.55 2.4 -0.3 12,328
14 Kamloops, B.C.* $20,708,973 76.58 3.8 0.3 18,570
15 Chatham/Kent, Ont.* $20,674,341 74.60 1.1 1.7 7,275
16 Nanaimo, B.C.* $20,843,043 73.93 3.0 2.0 18,223
17 Barrie/Innisfil/Springwater, Ont.* $20,737,755 79.12 3.3 -0.7 9,603
18 Greater Sudbury, Ont. $21,278,357 79.47 3.7 -0.4 6,966
19 Saskatoon $20,441,557 78.23 2.3 -0.2 15,911
20 Regina $20,583,111 79.05 4.6 0.3 17,094
21 Thunder Bay, Ont. $20,682,667 78.41 0.1 -0.7 9,295
22 Oshawa/Whitby/Clarington, Ont. $22,562,139 77.50 0.4 -1.6 6,100
23 London, Ont. $21,979,968 77.44 2.9 -0.1 8,187
24 Guelph, Ont.* $22,180,266 77.19 2.8 0.3 6,424
25 Abbotsford/Mission, B.C. $20,482,327 82.39 3.4 0.3 14,163
26 Calgary $21,826,208 82.42 4.2 -0.4 7,712
27 Kingston/South Frontenac, Ont.* $21,691,024 79.83 2.2 -0.7 7,229
28 Windsor, Ont.* $22,523,393 77.60 0.4 -1.0 7,942
29 Kitchener/Cambridge/Waterloo, Ont. $22,141,020 77.19 0.1 0.3 6,252
30 Brantford, Ont.* $21,709,717 78.66 2.0 -0.5 10,654
31 Victoria/Saanich, Ont. $21,907,418 85.14 3.3 -1.0 11,549
32 Prince George, B.C.* $21,535,764 80.60 3.5 -0.3 21,452
33 Ottawa/Gatineau, Ont. $21,917,783 93.18 3.1 -0.4 6,687
34 Sarnia/St. Clair, Ont.* $22,024,288 77.95 1.1 0.3 6,806
35 Toronto $23,291,510 100.00 5.3 0.3 5,742
36 Vancouver $23,648,268 93.80 2.7 -0.5 12,409

Quebec
1 Saguenay $18,558,196 69.63 3.0 -0.2 4,617
2 Sherbrooke $19,268,896 65.79 1.7 -0.3 7,138
3 Trois-Rivières $20,378,374 74.34 0.8 0.6 6,241
4 Quebec City $20,780,905 74.96 3.1 0.5 5,643
5 Montreal/Laval $22,169,713 88.42 3.1 1.1 8,416

Annual GDP growth Crime rate
operating Cost of forecast Unemployment per 100,000

Rank City costs living index 2004 (%) rate change people (2003)

THE BEST CITIES FOR BUSINESS
Moncton and Saguenay top our third annual ranking of the most advantageous places in Canada to set up shop

METHODOLOGY
The cities selected for the Canadian Business survey of Canada’s
best cities include the country’s 40 largest census metropolitan
areas, plus Charlottetown, in order to provide regional balance. We
ranked cities on five factors reflecting socio-economic health—the
variable operating costs of doing business, the cost of living, GDP
growth and the unemployment and crime rates. The final ranking
weights each factor based on a North American survey of more than
5,000 people rating the importance of various site selection criteria.

Variable operating costs were compiled by Boyd Co. Inc., based
on information residing in BizCosts, the company’s proprietary data
bank, which has been developed over the past 29 years through
field research and location analyses. Variable operating costs

include: payroll and benefits (current to Q3 2004) based on a repre-
sentative mix of 250 corporate office, technical and administrative
support personnel; the amortization over 25 years of the construc-
tion costs on a 35,000-square-foot mid-rise office space; local prop-
erty taxes; electric power costs; and travel costs. Equipment acquisi-
tion costs and relocation expenses were held constant as these
were not assumed to vary significantly by geography. Boyd also cal-
culated the cost of living index, using Toronto as a baseline of 100. 

GDP growth for 2004 was compiled using data from the Confer-
ence Board of Canada. Unemployment rates compare the difference
between 2002 and 2003 and come from Statistics Canada and local
governments; StatsCan provided the crime rate figures. The study
does not address balance-sheet issues, such as income tax and gov-
ernment incentives, because they are specific to each company.

* GDP GROWTH FOR THESE CITIES HAS BEEN ESTIMATED SOURCE: BOYD CO. INC., CONFERENCE BOARD OF CANADA, STATISTICS CANADA, LOCAL GOVERNMENTS



BY ANDY HOLLOWAY

I t’s all too easy to poke holes in Molson Inc.’s recent
business plans, particularly in light of the proposed
merger with Adolph Coors Co., which as yet has failed

to win over shareholders. The company’s latest gambit,
though—a $35-million state-of-the-art brewing palace in
Moncton, N.B.—actually makes a lot of sense. Moncton is
centrally located in Molson’s hitherto weakest sales territory,
the Maritimes; it has a bilingual workforce that must appeal
to the Montreal-based brewer; and it provides proximity to
the U.S. northeast, a prime market for beer exports. But
Moncton is also the best place to open a business in Canada
outside Quebec, according to a new Canadian Business
study. Not bad for the sleepy little town of 120,000, most
noted for its aptly named tidal bore, and Magnetic Hill, a
natural optical illusion where cars appear to roll uphill.

Setting up a 250-person business in Moncton costs
$3.6 million less than doing the same thing in Vancouver—
Canada’s most expensive and worst-performing English-
speaking city, according to our survey, which examined the
operating costs of doing business (salaries and benefits, con-
struction costs, utilities, taxes, travel and equipment costs),
the cost of living, economic growth and crime rates in each
of the country’s 40 largest metropolitan areas, plus Charlot-
tetown. (This year’s survey separated out English-Canadian
and Quebec cities, reflecting their differences in culture,
business climate, laws and corporate appeal.) 

Not that it’s all doom and gloom for big cities. Even
Vancouver’s economic fortunes, along with those of British
Columbia, are on the verge of a revival thanks to a pro-
business government elected three years ago. In fact, Van-
couver attracted two of the most coveted U.S. corporate
relocation projects last year: eBay Inc. set up a support cen-
tre in Burnaby, and JPMorgan Chase & Co. opened a
major financial services office. Toronto, meanwhile, is get-
ting Apotex Inc.’s $627-million expansion of its generic drug
manufacturing business, and CanWest Global Communi-
cations Corp. is looking to build its media headquarters in
the Big Smoke rather than in its hometown of Winnipeg.

Business operating costs are typically lower in places such
as Moncton, Saguenay, Que., and Peterborough, Ont., and
so is the cost of living. There are also more esoteric advan-
tages, such as greater accessibility to local politicians, better
labour relations and being a star employer in a smaller pond.

Whatever the incentive, corporations are choosing
seemingly out-of-the-way locations for many of their new
projects. For example, Bank of Montreal picked Barrie,
Ont., for a new data centre that could provide up to 600
jobs by 2008. Hot nutriceutical manufacturer Fortius
Canada Inc. stepped out of Calgary to join Charlotte-
town’s burgeoning biotech cluster. And Sun Life Assur-
ance Co. is setting up a call centre in Lethbridge, Alta.,
even though it initially thought the city, some 170 kilome-
tres south of Calgary, would be too small. John Boyd, pres-
ident of site location consultant Boyd Co. Inc. in Prince-
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ton, N.J.—which assisted in our Best Cities
ranking—says Sun Life’s move is a text-
book example of why big companies are
moving into smaller locations. “Higher
labour productivity, lower turnover, and
greater community involvement are all
reflective of smaller-market cities,” says
Boyd. “Smaller-market cities are also more
likely to provide the level of cost reduc-
tions necessary to write off the significant
and escalating upfront costs associated
with a move.” That is an important consid-
eration, since moving a mid-sized business
can cost up to $7.5 million in employee
relocation, severance and incentive pay,
and consulting fees. 

Blake Hutcheson, president of real
estate firm CB Richard Ellis in Toronto,
notes some businesses have to be in certain
cities, regardless of the cost, though. The
hottest office markets in Canada right now
are in downtown Calgary, Vancouver and
Toronto—all expensive places to operate a
business. “If you make a decision to be in
Canada and you have to be in Toronto
because you’re in the financial services
industry, then it becomes a competition
between downtown or some of the city’s
peripheral areas,” Hutcheson says. There’s
often “a psychological barrier,” he adds, in
looking further afield to places such as Barrie
or Hamilton.

Nevertheless, Molson, like Sun Life, also
decided to go small—and chose Moncton
over a larger Atlantic city. It’s just one of
many businesses that have recently picked
Moncton. Others include Irving Personal
Care Ltd., owned by the Irving family,
which opened a $60-million baby-diaper
manufacturing plant in June; and Shur-
Gain, a division of Maple Leaf Foods,
which is building a $15-million feed mill.
It’s a far cry from the 1970s and 1980s when
Moncton lost the CN Rail shops, which at
one point employed more than a quarter of
its workforce, Swift’s meat packing plant and
a bunch of other companies. Now, the city is
far more diversified than its call-centre days
of the 1990s, with manufacturing job
growth currently keeping pace with call-cen-
tre employment. 

Ask Moncton Mayor Lorne Mitton why
his city is getting all the corporate interest
and, like every other municipal official in
Canada, he starts talking about the
lifestyle advantages and hard-working
locals. “The No. 1 thing is our quality of
life,” he says. “It’s the people, in my opin-
ion, that make this city.” Although proba-
bly true, it’s a common refrain. Nearly
every region in Canada has access to an
educated talent pool, nearby universities
and some form of recreation. 

Actions speak louder than such general-
izations, though, and Moncton has made
significant strides in taking control of its des-
tiny. For example, four years ago the city
spent $2 million on a tract of downtown land
so it could better attract the types of busi-
nesses it wanted. While tenants have been
slow in moving in, Rogers Communications
has set up a call centre, and Mitton is hop-
ing a provincial courthouse, convention
centre, another hotel and more housing will
be built in the next five years. On the north-
west outskirts of town, Moncton rezoned an
empty field earmarked for residential con-
struction and turned it into a shopper’s par-
adise at the request of such big-box retailers
as Costco and Wal-Mart. The city is even
actively lobbying for a Canadian Football
League franchise—or, at the very least, an
exhibition game next summer.

Other projects have had more concrete
results. Take Molson’s decision to build in
Moncton—its sixth brewery, after closing
two others in Barrie, Ont., and Regina,
Sask., during Dan O’Neill’s six years at the
company, first as COO and then CEO.
Sure, Molson officials say they took a look
at Moncton’s “rich tradition in history”
and “cultural diversity.” But what they
don’t mention is that five years ago Monc-

T here’s more business going on Peterborough, Ont.—a community of 125,000 people, 90
minutes northeast of Toronto—than its sleepy pastoral setting would suggest. Siemens Mill-

tronics, a subsidiary of the German electronics and electrical engineering giant, for example,
announced in September that it’s transferring one of its production lines there from California. “It’s
just nine or 10 jobs, but it’s engineering jobs and high-tech jobs,” says Jay Amer, general manager
of the Greater Peterborough Area Economic Development Corp. Other companies, including
General Electric and PepsiCo’s Quaker division, the city’s two largest employers, have recently
added manufacturing and food processing jobs, and five new call centres have opened since
2000, including those of the German airline Lufthansa, AmeriCredit Financial and MCCI, creating
at least 1,600 positions. It all goes a long way to explaining why Peterborough’s unemployment
rate decreased to 4.2% from 9.2%, between 2002 and 2003. 

Tim Barrie, president of auto parts supplier Merit Precision Molding, attributes the influx of jobs to
the formation of the area’s Economic Development Corp. in 1999. Its current focus is the auto parts
and food processing industries, but a recent initiative funded by all three levels of government might
turn Peterborough into a beehive of DNA-related research and business activity. If successful, the
Greater Peterborough Region DNA Cluster—a private-public partnership involving Trent University
and Fleming College—could spin off 5,500 jobs for the region in the next 10 to 25 years.

So far, all this activity hasn’t meant a longer commute to work for people such as Barrie, who is
easily able to go home every day for lunch. But if Peterborough isn’t careful, there may be some
traffic gridlock in its future. CLAIRE GAGNÉ

TOPS IN ONTARIO
PETERBOROUGH IS AGGRESSIVELY WOOING NEW BUSINESS INVESTMENT

ton constructed a new water treatment
plant that ensures a sweet supply of
beer’s primary ingredient—and the
brewer will need every drop, given the
proposed plant has an annual capacity of
250,000 hectolitres (that’s three million
cases of 24). “There’s no way a brewery
would look at a location that didn’t have
excellent water,” says Mitton. “We did
that on our own, a public-private part-
nership that we invested in without other
government funding.”

Of course, to entice Molson to come
to Moncton, New Brunswick kicked in a
few freebies, most notably a forgivable
loan of $3.5 million to help build the
brewery and create 40 new jobs within
three years of commencing operations—
a handout that, not surprisingly, has ran-
kled Moosehead supporters. But New
Brunswick has never been shy about
adding to the corporate kitty. Canadians
won’t soon forget the $23 million Mal-
colm Bricklin cadged from the province
to support his ill-fated sports car scheme.
Now New Brunswick—whose biggest
city, Saint John, is the 28th largest in
Canada—just has to find a few more
believers. “If people have information
that was dated from four or five years ago,
then they don’t have the full picture of
what is in New Brunswick today,” Pre-
mier Bernard Lord says. “Our govern-
ment has worked very hard to balance the
books. There have been some major
shifts in tax policy in the last four years in
the province.”

Indeed. Five years ago, New Bruns-
wick had Canada’s highest corporate
tax rates. Now it boasts the second-low-
est in English Canada. The province
also has no payroll taxes, as well as the
lowest small-business tax rate (2.5%),
and the highest threshold of what is
defined as a small business, at $425,000
of taxable earnings. Those figures will
move to 1% and $500,000 by 2007. Still,
Lord knows that’s not enough, so the
province’s business development arm
also spends about $25 million a year on
various campaigns. For example, in
October the premier led a diplomatic
and economic development mission to
France, and he rarely misses an oppor-
tunity to promote New Brunswick’s
strengths to the rest of Canada. In fact,
he personally made a point of visiting
Molson’s O’Neill to improve Moncton’s
chances. “I love getting involved in
these files,” says Lord. “I find it makes a
difference and I enjoy it.” 

If New Brunswick is on the upswing,
Moncton seems to be the city taking the
biggest advantage. It now has the province’s
highest number of businesses and
employees, and its largest retail market.
But Mitton knows his city can’t get com-
placent—especially since foreign invest-
ment into Moncton has now slipped to
below even the Atlantic Canada average.
Aside from the usual website and eco-
nomic development activities, Moncton
advertises heavily in various regional,
national and international publications,
and is promoting the establishment of a

Halifax-Moncton growth corridor. 
All that work has won many fans,

including Derek Oland, CEO of Moose-
head Breweries. “Moncton is clearly the
economic leader for New Brunswick and
for the Maritimes,” Oland said during a
speech to local business leaders last year.
“While government and its institutions
support other cities extensively, Greater
Moncton has gained an international rep-
utation as the city that pulled itself up by
the bootstraps.” And as our survey shows,
Moncton is certainly ready to give the rest
of Canada a kick. 

Edmonton may be well-known for its proximity to Alberta’s oilsands, but it’s far from a
one-horse town. The bustling community of 990,500 seems to have more economic

development than it knows how to handle—$76.4 billion of regional investment is
planned in the Greater Edmonton area over the next decade. “We’re one of the lowest-
cost places in the world to do business,” says Myron Borys, vice-president with the
Edmonton Economic Development Corp. Edmonton is not only the best place to do busi-
ness in Western Canada, according to our survey, it’s the country’s top-ranked major city. 

But it takes more than cheap rent to attract business, and Borys brags Edmonton has
one of the country’s most educated workforces—not surprising given it’s home to 11 post-
secondary institutions. That talent pool is what attracted Dell Inc. to set up a customer
contact centre in Edmonton, which will generate about $600 million in economic benefits
over the next two decades, according to the Edmonton Economic Development Corp.

It doesn’t hurt that no other province can match Alberta’s low corporate and personal
tax environment. But Mayor Stephen Mandel says he’s committed to establishing closer
ties to the business community and hopes to establish Edmonton as a regional opera-
tions base for more sectors than just the oilsands.

The challenge will be stretching the city’s tight labour market. With a 5.1% unemploy-
ment rate, one of the lowest in Canada, there aren’t a lot of workers to go around. But
Edmonton actually sees the high demand as an advantage. Asks Borys: “Do you want to
go to a depressed region and it’s got 30% unemployment, or do you want to go where we
have one of the fastest-growing, highly skilled workforces, and a lot of investment and
activity going on?” BECKY GUTHRIE

BEST IN THE WEST
EDMONTON TOPS OUR RANKING OF THE COUNTRY’S BIGGEST CITIES



BY ANDY HOLLOWAY

I t’s all too easy to poke holes in Molson Inc.’s recent
business plans, particularly in light of the proposed
merger with Adolph Coors Co., which as yet has failed

to win over shareholders. The company’s latest gambit,
though—a $35-million state-of-the-art brewing palace in
Moncton, N.B.—actually makes a lot of sense. Moncton is
centrally located in Molson’s hitherto weakest sales territory,
the Maritimes; it has a bilingual workforce that must appeal
to the Montreal-based brewer; and it provides proximity to
the U.S. northeast, a prime market for beer exports. But
Moncton is also the best place to open a business in Canada
outside Quebec, according to a new Canadian Business
study. Not bad for the sleepy little town of 120,000, most
noted for its aptly named tidal bore, and Magnetic Hill, a
natural optical illusion where cars appear to roll uphill.

Setting up a 250-person business in Moncton costs
$3.6 million less than doing the same thing in Vancouver—
Canada’s most expensive and worst-performing English-
speaking city, according to our survey, which examined the
operating costs of doing business (salaries and benefits, con-
struction costs, utilities, taxes, travel and equipment costs),
the cost of living, economic growth and crime rates in each
of the country’s 40 largest metropolitan areas, plus Charlot-
tetown. (This year’s survey separated out English-Canadian
and Quebec cities, reflecting their differences in culture,
business climate, laws and corporate appeal.) 

Not that it’s all doom and gloom for big cities. Even
Vancouver’s economic fortunes, along with those of British
Columbia, are on the verge of a revival thanks to a pro-
business government elected three years ago. In fact, Van-
couver attracted two of the most coveted U.S. corporate
relocation projects last year: eBay Inc. set up a support cen-
tre in Burnaby, and JPMorgan Chase & Co. opened a
major financial services office. Toronto, meanwhile, is get-
ting Apotex Inc.’s $627-million expansion of its generic drug
manufacturing business, and CanWest Global Communi-
cations Corp. is looking to build its media headquarters in
the Big Smoke rather than in its hometown of Winnipeg.

Business operating costs are typically lower in places such
as Moncton, Saguenay, Que., and Peterborough, Ont., and
so is the cost of living. There are also more esoteric advan-
tages, such as greater accessibility to local politicians, better
labour relations and being a star employer in a smaller pond.

Whatever the incentive, corporations are choosing
seemingly out-of-the-way locations for many of their new
projects. For example, Bank of Montreal picked Barrie,
Ont., for a new data centre that could provide up to 600
jobs by 2008. Hot nutriceutical manufacturer Fortius
Canada Inc. stepped out of Calgary to join Charlotte-
town’s burgeoning biotech cluster. And Sun Life Assur-
ance Co. is setting up a call centre in Lethbridge, Alta.,
even though it initially thought the city, some 170 kilome-
tres south of Calgary, would be too small. John Boyd, pres-
ident of site location consultant Boyd Co. Inc. in Prince-
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ton, N.J.—which assisted in our Best Cities
ranking—says Sun Life’s move is a text-
book example of why big companies are
moving into smaller locations. “Higher
labour productivity, lower turnover, and
greater community involvement are all
reflective of smaller-market cities,” says
Boyd. “Smaller-market cities are also more
likely to provide the level of cost reduc-
tions necessary to write off the significant
and escalating upfront costs associated
with a move.” That is an important consid-
eration, since moving a mid-sized business
can cost up to $7.5 million in employee
relocation, severance and incentive pay,
and consulting fees. 

Blake Hutcheson, president of real
estate firm CB Richard Ellis in Toronto,
notes some businesses have to be in certain
cities, regardless of the cost, though. The
hottest office markets in Canada right now
are in downtown Calgary, Vancouver and
Toronto—all expensive places to operate a
business. “If you make a decision to be in
Canada and you have to be in Toronto
because you’re in the financial services
industry, then it becomes a competition
between downtown or some of the city’s
peripheral areas,” Hutcheson says. There’s
often “a psychological barrier,” he adds, in
looking further afield to places such as Barrie
or Hamilton.

Nevertheless, Molson, like Sun Life, also
decided to go small—and chose Moncton
over a larger Atlantic city. It’s just one of
many businesses that have recently picked
Moncton. Others include Irving Personal
Care Ltd., owned by the Irving family,
which opened a $60-million baby-diaper
manufacturing plant in June; and Shur-
Gain, a division of Maple Leaf Foods,
which is building a $15-million feed mill.
It’s a far cry from the 1970s and 1980s when
Moncton lost the CN Rail shops, which at
one point employed more than a quarter of
its workforce, Swift’s meat packing plant and
a bunch of other companies. Now, the city is
far more diversified than its call-centre days
of the 1990s, with manufacturing job
growth currently keeping pace with call-cen-
tre employment. 

Ask Moncton Mayor Lorne Mitton why
his city is getting all the corporate interest
and, like every other municipal official in
Canada, he starts talking about the
lifestyle advantages and hard-working
locals. “The No. 1 thing is our quality of
life,” he says. “It’s the people, in my opin-
ion, that make this city.” Although proba-
bly true, it’s a common refrain. Nearly
every region in Canada has access to an
educated talent pool, nearby universities
and some form of recreation. 

Actions speak louder than such general-
izations, though, and Moncton has made
significant strides in taking control of its des-
tiny. For example, four years ago the city
spent $2 million on a tract of downtown land
so it could better attract the types of busi-
nesses it wanted. While tenants have been
slow in moving in, Rogers Communications
has set up a call centre, and Mitton is hop-
ing a provincial courthouse, convention
centre, another hotel and more housing will
be built in the next five years. On the north-
west outskirts of town, Moncton rezoned an
empty field earmarked for residential con-
struction and turned it into a shopper’s par-
adise at the request of such big-box retailers
as Costco and Wal-Mart. The city is even
actively lobbying for a Canadian Football
League franchise—or, at the very least, an
exhibition game next summer.

Other projects have had more concrete
results. Take Molson’s decision to build in
Moncton—its sixth brewery, after closing
two others in Barrie, Ont., and Regina,
Sask., during Dan O’Neill’s six years at the
company, first as COO and then CEO.
Sure, Molson officials say they took a look
at Moncton’s “rich tradition in history”
and “cultural diversity.” But what they
don’t mention is that five years ago Monc-

T here’s more business going on Peterborough, Ont.—a community of 125,000 people, 90
minutes northeast of Toronto—than its sleepy pastoral setting would suggest. Siemens Mill-

tronics, a subsidiary of the German electronics and electrical engineering giant, for example,
announced in September that it’s transferring one of its production lines there from California. “It’s
just nine or 10 jobs, but it’s engineering jobs and high-tech jobs,” says Jay Amer, general manager
of the Greater Peterborough Area Economic Development Corp. Other companies, including
General Electric and PepsiCo’s Quaker division, the city’s two largest employers, have recently
added manufacturing and food processing jobs, and five new call centres have opened since
2000, including those of the German airline Lufthansa, AmeriCredit Financial and MCCI, creating
at least 1,600 positions. It all goes a long way to explaining why Peterborough’s unemployment
rate decreased to 4.2% from 9.2%, between 2002 and 2003. 

Tim Barrie, president of auto parts supplier Merit Precision Molding, attributes the influx of jobs to
the formation of the area’s Economic Development Corp. in 1999. Its current focus is the auto parts
and food processing industries, but a recent initiative funded by all three levels of government might
turn Peterborough into a beehive of DNA-related research and business activity. If successful, the
Greater Peterborough Region DNA Cluster—a private-public partnership involving Trent University
and Fleming College—could spin off 5,500 jobs for the region in the next 10 to 25 years.

So far, all this activity hasn’t meant a longer commute to work for people such as Barrie, who is
easily able to go home every day for lunch. But if Peterborough isn’t careful, there may be some
traffic gridlock in its future. CLAIRE GAGNÉ

TOPS IN ONTARIO
PETERBOROUGH IS AGGRESSIVELY WOOING NEW BUSINESS INVESTMENT

ton constructed a new water treatment
plant that ensures a sweet supply of
beer’s primary ingredient—and the
brewer will need every drop, given the
proposed plant has an annual capacity of
250,000 hectolitres (that’s three million
cases of 24). “There’s no way a brewery
would look at a location that didn’t have
excellent water,” says Mitton. “We did
that on our own, a public-private part-
nership that we invested in without other
government funding.”

Of course, to entice Molson to come
to Moncton, New Brunswick kicked in a
few freebies, most notably a forgivable
loan of $3.5 million to help build the
brewery and create 40 new jobs within
three years of commencing operations—
a handout that, not surprisingly, has ran-
kled Moosehead supporters. But New
Brunswick has never been shy about
adding to the corporate kitty. Canadians
won’t soon forget the $23 million Mal-
colm Bricklin cadged from the province
to support his ill-fated sports car scheme.
Now New Brunswick—whose biggest
city, Saint John, is the 28th largest in
Canada—just has to find a few more
believers. “If people have information
that was dated from four or five years ago,
then they don’t have the full picture of
what is in New Brunswick today,” Pre-
mier Bernard Lord says. “Our govern-
ment has worked very hard to balance the
books. There have been some major
shifts in tax policy in the last four years in
the province.”

Indeed. Five years ago, New Bruns-
wick had Canada’s highest corporate
tax rates. Now it boasts the second-low-
est in English Canada. The province
also has no payroll taxes, as well as the
lowest small-business tax rate (2.5%),
and the highest threshold of what is
defined as a small business, at $425,000
of taxable earnings. Those figures will
move to 1% and $500,000 by 2007. Still,
Lord knows that’s not enough, so the
province’s business development arm
also spends about $25 million a year on
various campaigns. For example, in
October the premier led a diplomatic
and economic development mission to
France, and he rarely misses an oppor-
tunity to promote New Brunswick’s
strengths to the rest of Canada. In fact,
he personally made a point of visiting
Molson’s O’Neill to improve Moncton’s
chances. “I love getting involved in
these files,” says Lord. “I find it makes a
difference and I enjoy it.” 

If New Brunswick is on the upswing,
Moncton seems to be the city taking the
biggest advantage. It now has the province’s
highest number of businesses and
employees, and its largest retail market.
But Mitton knows his city can’t get com-
placent—especially since foreign invest-
ment into Moncton has now slipped to
below even the Atlantic Canada average.
Aside from the usual website and eco-
nomic development activities, Moncton
advertises heavily in various regional,
national and international publications,
and is promoting the establishment of a

Halifax-Moncton growth corridor. 
All that work has won many fans,

including Derek Oland, CEO of Moose-
head Breweries. “Moncton is clearly the
economic leader for New Brunswick and
for the Maritimes,” Oland said during a
speech to local business leaders last year.
“While government and its institutions
support other cities extensively, Greater
Moncton has gained an international rep-
utation as the city that pulled itself up by
the bootstraps.” And as our survey shows,
Moncton is certainly ready to give the rest
of Canada a kick. 

Edmonton may be well-known for its proximity to Alberta’s oilsands, but it’s far from a
one-horse town. The bustling community of 990,500 seems to have more economic

development than it knows how to handle—$76.4 billion of regional investment is
planned in the Greater Edmonton area over the next decade. “We’re one of the lowest-
cost places in the world to do business,” says Myron Borys, vice-president with the
Edmonton Economic Development Corp. Edmonton is not only the best place to do busi-
ness in Western Canada, according to our survey, it’s the country’s top-ranked major city. 

But it takes more than cheap rent to attract business, and Borys brags Edmonton has
one of the country’s most educated workforces—not surprising given it’s home to 11 post-
secondary institutions. That talent pool is what attracted Dell Inc. to set up a customer
contact centre in Edmonton, which will generate about $600 million in economic benefits
over the next two decades, according to the Edmonton Economic Development Corp.

It doesn’t hurt that no other province can match Alberta’s low corporate and personal
tax environment. But Mayor Stephen Mandel says he’s committed to establishing closer
ties to the business community and hopes to establish Edmonton as a regional opera-
tions base for more sectors than just the oilsands.

The challenge will be stretching the city’s tight labour market. With a 5.1% unemploy-
ment rate, one of the lowest in Canada, there aren’t a lot of workers to go around. But
Edmonton actually sees the high demand as an advantage. Asks Borys: “Do you want to
go to a depressed region and it’s got 30% unemployment, or do you want to go where we
have one of the fastest-growing, highly skilled workforces, and a lot of investment and
activity going on?” BECKY GUTHRIE

BEST IN THE WEST
EDMONTON TOPS OUR RANKING OF THE COUNTRY’S BIGGEST CITIES



BY ANDY HOLLOWAY

I t’s all too easy to poke holes in Molson Inc.’s recent
business plans, particularly in light of the proposed
merger with Adolph Coors Co., which as yet has failed

to win over shareholders. The company’s latest gambit,
though—a $35-million state-of-the-art brewing palace in
Moncton, N.B.—actually makes a lot of sense. Moncton is
centrally located in Molson’s hitherto weakest sales territory,
the Maritimes; it has a bilingual workforce that must appeal
to the Montreal-based brewer; and it provides proximity to
the U.S. northeast, a prime market for beer exports. But
Moncton is also the best place to open a business in Canada
outside Quebec, according to a new Canadian Business
study. Not bad for the sleepy little town of 120,000, most
noted for its aptly named tidal bore, and Magnetic Hill, a
natural optical illusion where cars appear to roll uphill.

Setting up a 250-person business in Moncton costs
$3.6 million less than doing the same thing in Vancouver—
Canada’s most expensive and worst-performing English-
speaking city, according to our survey, which examined the
operating costs of doing business (salaries and benefits, con-
struction costs, utilities, taxes, travel and equipment costs),
the cost of living, economic growth and crime rates in each
of the country’s 40 largest metropolitan areas, plus Charlot-
tetown. (This year’s survey separated out English-Canadian
and Quebec cities, reflecting their differences in culture,
business climate, laws and corporate appeal.) 

Not that it’s all doom and gloom for big cities. Even
Vancouver’s economic fortunes, along with those of British
Columbia, are on the verge of a revival thanks to a pro-
business government elected three years ago. In fact, Van-
couver attracted two of the most coveted U.S. corporate
relocation projects last year: eBay Inc. set up a support cen-
tre in Burnaby, and JPMorgan Chase & Co. opened a
major financial services office. Toronto, meanwhile, is get-
ting Apotex Inc.’s $627-million expansion of its generic drug
manufacturing business, and CanWest Global Communi-
cations Corp. is looking to build its media headquarters in
the Big Smoke rather than in its hometown of Winnipeg.

Business operating costs are typically lower in places such
as Moncton, Saguenay, Que., and Peterborough, Ont., and
so is the cost of living. There are also more esoteric advan-
tages, such as greater accessibility to local politicians, better
labour relations and being a star employer in a smaller pond.

Whatever the incentive, corporations are choosing
seemingly out-of-the-way locations for many of their new
projects. For example, Bank of Montreal picked Barrie,
Ont., for a new data centre that could provide up to 600
jobs by 2008. Hot nutriceutical manufacturer Fortius
Canada Inc. stepped out of Calgary to join Charlotte-
town’s burgeoning biotech cluster. And Sun Life Assur-
ance Co. is setting up a call centre in Lethbridge, Alta.,
even though it initially thought the city, some 170 kilome-
tres south of Calgary, would be too small. John Boyd, pres-
ident of site location consultant Boyd Co. Inc. in Prince-
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ton, N.J.—which assisted in our Best Cities
ranking—says Sun Life’s move is a text-
book example of why big companies are
moving into smaller locations. “Higher
labour productivity, lower turnover, and
greater community involvement are all
reflective of smaller-market cities,” says
Boyd. “Smaller-market cities are also more
likely to provide the level of cost reduc-
tions necessary to write off the significant
and escalating upfront costs associated
with a move.” That is an important consid-
eration, since moving a mid-sized business
can cost up to $7.5 million in employee
relocation, severance and incentive pay,
and consulting fees. 

Blake Hutcheson, president of real
estate firm CB Richard Ellis in Toronto,
notes some businesses have to be in certain
cities, regardless of the cost, though. The
hottest office markets in Canada right now
are in downtown Calgary, Vancouver and
Toronto—all expensive places to operate a
business. “If you make a decision to be in
Canada and you have to be in Toronto
because you’re in the financial services
industry, then it becomes a competition
between downtown or some of the city’s
peripheral areas,” Hutcheson says. There’s
often “a psychological barrier,” he adds, in
looking further afield to places such as Barrie
or Hamilton.

Nevertheless, Molson, like Sun Life, also
decided to go small—and chose Moncton
over a larger Atlantic city. It’s just one of
many businesses that have recently picked
Moncton. Others include Irving Personal
Care Ltd., owned by the Irving family,
which opened a $60-million baby-diaper
manufacturing plant in June; and Shur-
Gain, a division of Maple Leaf Foods,
which is building a $15-million feed mill.
It’s a far cry from the 1970s and 1980s when
Moncton lost the CN Rail shops, which at
one point employed more than a quarter of
its workforce, Swift’s meat packing plant and
a bunch of other companies. Now, the city is
far more diversified than its call-centre days
of the 1990s, with manufacturing job
growth currently keeping pace with call-cen-
tre employment. 

Ask Moncton Mayor Lorne Mitton why
his city is getting all the corporate interest
and, like every other municipal official in
Canada, he starts talking about the
lifestyle advantages and hard-working
locals. “The No. 1 thing is our quality of
life,” he says. “It’s the people, in my opin-
ion, that make this city.” Although proba-
bly true, it’s a common refrain. Nearly
every region in Canada has access to an
educated talent pool, nearby universities
and some form of recreation. 

Actions speak louder than such general-
izations, though, and Moncton has made
significant strides in taking control of its des-
tiny. For example, four years ago the city
spent $2 million on a tract of downtown land
so it could better attract the types of busi-
nesses it wanted. While tenants have been
slow in moving in, Rogers Communications
has set up a call centre, and Mitton is hop-
ing a provincial courthouse, convention
centre, another hotel and more housing will
be built in the next five years. On the north-
west outskirts of town, Moncton rezoned an
empty field earmarked for residential con-
struction and turned it into a shopper’s par-
adise at the request of such big-box retailers
as Costco and Wal-Mart. The city is even
actively lobbying for a Canadian Football
League franchise—or, at the very least, an
exhibition game next summer.

Other projects have had more concrete
results. Take Molson’s decision to build in
Moncton—its sixth brewery, after closing
two others in Barrie, Ont., and Regina,
Sask., during Dan O’Neill’s six years at the
company, first as COO and then CEO.
Sure, Molson officials say they took a look
at Moncton’s “rich tradition in history”
and “cultural diversity.” But what they
don’t mention is that five years ago Monc-

T here’s more business going on Peterborough, Ont.—a community of 125,000 people, 90
minutes northeast of Toronto—than its sleepy pastoral setting would suggest. Siemens Mill-

tronics, a subsidiary of the German electronics and electrical engineering giant, for example,
announced in September that it’s transferring one of its production lines there from California. “It’s
just nine or 10 jobs, but it’s engineering jobs and high-tech jobs,” says Jay Amer, general manager
of the Greater Peterborough Area Economic Development Corp. Other companies, including
General Electric and PepsiCo’s Quaker division, the city’s two largest employers, have recently
added manufacturing and food processing jobs, and five new call centres have opened since
2000, including those of the German airline Lufthansa, AmeriCredit Financial and MCCI, creating
at least 1,600 positions. It all goes a long way to explaining why Peterborough’s unemployment
rate decreased to 4.2% from 9.2%, between 2002 and 2003. 

Tim Barrie, president of auto parts supplier Merit Precision Molding, attributes the influx of jobs to
the formation of the area’s Economic Development Corp. in 1999. Its current focus is the auto parts
and food processing industries, but a recent initiative funded by all three levels of government might
turn Peterborough into a beehive of DNA-related research and business activity. If successful, the
Greater Peterborough Region DNA Cluster—a private-public partnership involving Trent University
and Fleming College—could spin off 5,500 jobs for the region in the next 10 to 25 years.

So far, all this activity hasn’t meant a longer commute to work for people such as Barrie, who is
easily able to go home every day for lunch. But if Peterborough isn’t careful, there may be some
traffic gridlock in its future. CLAIRE GAGNÉ

TOPS IN ONTARIO
PETERBOROUGH IS AGGRESSIVELY WOOING NEW BUSINESS INVESTMENT

ton constructed a new water treatment
plant that ensures a sweet supply of
beer’s primary ingredient—and the
brewer will need every drop, given the
proposed plant has an annual capacity of
250,000 hectolitres (that’s three million
cases of 24). “There’s no way a brewery
would look at a location that didn’t have
excellent water,” says Mitton. “We did
that on our own, a public-private part-
nership that we invested in without other
government funding.”

Of course, to entice Molson to come
to Moncton, New Brunswick kicked in a
few freebies, most notably a forgivable
loan of $3.5 million to help build the
brewery and create 40 new jobs within
three years of commencing operations—
a handout that, not surprisingly, has ran-
kled Moosehead supporters. But New
Brunswick has never been shy about
adding to the corporate kitty. Canadians
won’t soon forget the $23 million Mal-
colm Bricklin cadged from the province
to support his ill-fated sports car scheme.
Now New Brunswick—whose biggest
city, Saint John, is the 28th largest in
Canada—just has to find a few more
believers. “If people have information
that was dated from four or five years ago,
then they don’t have the full picture of
what is in New Brunswick today,” Pre-
mier Bernard Lord says. “Our govern-
ment has worked very hard to balance the
books. There have been some major
shifts in tax policy in the last four years in
the province.”

Indeed. Five years ago, New Bruns-
wick had Canada’s highest corporate
tax rates. Now it boasts the second-low-
est in English Canada. The province
also has no payroll taxes, as well as the
lowest small-business tax rate (2.5%),
and the highest threshold of what is
defined as a small business, at $425,000
of taxable earnings. Those figures will
move to 1% and $500,000 by 2007. Still,
Lord knows that’s not enough, so the
province’s business development arm
also spends about $25 million a year on
various campaigns. For example, in
October the premier led a diplomatic
and economic development mission to
France, and he rarely misses an oppor-
tunity to promote New Brunswick’s
strengths to the rest of Canada. In fact,
he personally made a point of visiting
Molson’s O’Neill to improve Moncton’s
chances. “I love getting involved in
these files,” says Lord. “I find it makes a
difference and I enjoy it.” 

If New Brunswick is on the upswing,
Moncton seems to be the city taking the
biggest advantage. It now has the province’s
highest number of businesses and
employees, and its largest retail market.
But Mitton knows his city can’t get com-
placent—especially since foreign invest-
ment into Moncton has now slipped to
below even the Atlantic Canada average.
Aside from the usual website and eco-
nomic development activities, Moncton
advertises heavily in various regional,
national and international publications,
and is promoting the establishment of a

Halifax-Moncton growth corridor. 
All that work has won many fans,

including Derek Oland, CEO of Moose-
head Breweries. “Moncton is clearly the
economic leader for New Brunswick and
for the Maritimes,” Oland said during a
speech to local business leaders last year.
“While government and its institutions
support other cities extensively, Greater
Moncton has gained an international rep-
utation as the city that pulled itself up by
the bootstraps.” And as our survey shows,
Moncton is certainly ready to give the rest
of Canada a kick. 

Edmonton may be well-known for its proximity to Alberta’s oilsands, but it’s far from a
one-horse town. The bustling community of 990,500 seems to have more economic

development than it knows how to handle—$76.4 billion of regional investment is
planned in the Greater Edmonton area over the next decade. “We’re one of the lowest-
cost places in the world to do business,” says Myron Borys, vice-president with the
Edmonton Economic Development Corp. Edmonton is not only the best place to do busi-
ness in Western Canada, according to our survey, it’s the country’s top-ranked major city. 

But it takes more than cheap rent to attract business, and Borys brags Edmonton has
one of the country’s most educated workforces—not surprising given it’s home to 11 post-
secondary institutions. That talent pool is what attracted Dell Inc. to set up a customer
contact centre in Edmonton, which will generate about $600 million in economic benefits
over the next two decades, according to the Edmonton Economic Development Corp.

It doesn’t hurt that no other province can match Alberta’s low corporate and personal
tax environment. But Mayor Stephen Mandel says he’s committed to establishing closer
ties to the business community and hopes to establish Edmonton as a regional opera-
tions base for more sectors than just the oilsands.

The challenge will be stretching the city’s tight labour market. With a 5.1% unemploy-
ment rate, one of the lowest in Canada, there aren’t a lot of workers to go around. But
Edmonton actually sees the high demand as an advantage. Asks Borys: “Do you want to
go to a depressed region and it’s got 30% unemployment, or do you want to go where we
have one of the fastest-growing, highly skilled workforces, and a lot of investment and
activity going on?” BECKY GUTHRIE

BEST IN THE WEST
EDMONTON TOPS OUR RANKING OF THE COUNTRY’S BIGGEST CITIES
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English Canada
1 Moncton/Riverview/Dieppe, N.B.* $20,019,183 70.27 2.7 -0.3 10,085
2 St. John’s, Nfld. $19,591,404 68.09 2.2 0.7 6,918
3 Cape Breton, N.S.* $19,810,166 72.20 2.7 0.4 8,068
4 Charlottetown* $19,069,821 74.47 2.7 -0.1 14,344
5 Edmonton $20,659,943 73.89 4.4 0.0 11,553
6 Peterborough/Smith/Ennismore/Lakefield, Ont.* $20,627,236 75.41 2.4 -5.0 8,133
7 Winnipeg $20,139,200 76.40 3.5 -0.1 12,258
8 Saint John/Quispamsis, N.B. $20,289,607 71.44 2.6 1.2 8,358
9 Kelowna/Central Okanagan, B.C.* $20,291,303 77.65 3.8 -1.2 15,232

10 Halifax $19,700,491 78.85 3.3 -0.8 9,785
11 Hamilton/Burlington, Ont. $22,010,078 75.82 2.9 -0.8 7,134
12 St. Catharines, Ont. $21,699,109 75.31 2.1 -0.5 7,514
13 Belleville/Quinte West, Ont.* $20,457,837 77.55 2.4 -0.3 12,328
14 Kamloops, B.C.* $20,708,973 76.58 3.8 0.3 18,570
15 Chatham/Kent, Ont.* $20,674,341 74.60 1.1 1.7 7,275
16 Nanaimo, B.C.* $20,843,043 73.93 3.0 2.0 18,223
17 Barrie/Innisfil/Springwater, Ont.* $20,737,755 79.12 3.3 -0.7 9,603
18 Greater Sudbury, Ont. $21,278,357 79.47 3.7 -0.4 6,966
19 Saskatoon $20,441,557 78.23 2.3 -0.2 15,911
20 Regina $20,583,111 79.05 4.6 0.3 17,094
21 Thunder Bay, Ont. $20,682,667 78.41 0.1 -0.7 9,295
22 Oshawa/Whitby/Clarington, Ont. $22,562,139 77.50 0.4 -1.6 6,100
23 London, Ont. $21,979,968 77.44 2.9 -0.1 8,187
24 Guelph, Ont.* $22,180,266 77.19 2.8 0.3 6,424
25 Abbotsford/Mission, B.C. $20,482,327 82.39 3.4 0.3 14,163
26 Calgary $21,826,208 82.42 4.2 -0.4 7,712
27 Kingston/South Frontenac, Ont.* $21,691,024 79.83 2.2 -0.7 7,229
28 Windsor, Ont.* $22,523,393 77.60 0.4 -1.0 7,942
29 Kitchener/Cambridge/Waterloo, Ont. $22,141,020 77.19 0.1 0.3 6,252
30 Brantford, Ont.* $21,709,717 78.66 2.0 -0.5 10,654
31 Victoria/Saanich, Ont. $21,907,418 85.14 3.3 -1.0 11,549
32 Prince George, B.C.* $21,535,764 80.60 3.5 -0.3 21,452
33 Ottawa/Gatineau, Ont. $21,917,783 93.18 3.1 -0.4 6,687
34 Sarnia/St. Clair, Ont.* $22,024,288 77.95 1.1 0.3 6,806
35 Toronto $23,291,510 100.00 5.3 0.3 5,742
36 Vancouver $23,648,268 93.80 2.7 -0.5 12,409

Quebec
1 Saguenay $18,558,196 69.63 3.0 -0.2 4,617
2 Sherbrooke $19,268,896 65.79 1.7 -0.3 7,138
3 Trois-Rivières $20,378,374 74.34 0.8 0.6 6,241
4 Quebec City $20,780,905 74.96 3.1 0.5 5,643
5 Montreal/Laval $22,169,713 88.42 3.1 1.1 8,416

Annual GDP growth Crime rate
operating Cost of forecast Unemployment per 100,000

Rank City costs living index 2004 (%) rate change people (2003)

THE BEST CITIES FOR BUSINESS
Moncton and Saguenay top our third annual ranking of the most advantageous places in Canada to set up shop

METHODOLOGY
The cities selected for the Canadian Business survey of Canada’s
best cities include the country’s 40 largest census metropolitan
areas, plus Charlottetown, in order to provide regional balance. We
ranked cities on five factors reflecting socio-economic health—the
variable operating costs of doing business, the cost of living, GDP
growth and the unemployment and crime rates. The final ranking
weights each factor based on a North American survey of more than
5,000 people rating the importance of various site selection criteria.

Variable operating costs were compiled by Boyd Co. Inc., based
on information residing in BizCosts, the company’s proprietary data
bank, which has been developed over the past 29 years through
field research and location analyses. Variable operating costs

include: payroll and benefits (current to Q3 2004) based on a repre-
sentative mix of 250 corporate office, technical and administrative
support personnel; the amortization over 25 years of the construc-
tion costs on a 35,000-square-foot mid-rise office space; local prop-
erty taxes; electric power costs; and travel costs. Equipment acquisi-
tion costs and relocation expenses were held constant as these
were not assumed to vary significantly by geography. Boyd also cal-
culated the cost of living index, using Toronto as a baseline of 100. 

GDP growth for 2004 was compiled using data from the Confer-
ence Board of Canada. Unemployment rates compare the difference
between 2002 and 2003 and come from Statistics Canada and local
governments; StatsCan provided the crime rate figures. The study
does not address balance-sheet issues, such as income tax and gov-
ernment incentives, because they are specific to each company.

* GDP GROWTH FOR THESE CITIES HAS BEEN ESTIMATED SOURCE: BOYD CO. INC., CONFERENCE BOARD OF CANADA, STATISTICS CANADA, LOCAL GOVERNMENTS
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growth and the unemployment and crime rates. The final ranking
weights each factor based on a North American survey of more than
5,000 people rating the importance of various site selection criteria.

Variable operating costs were compiled by Boyd Co. Inc., based
on information residing in BizCosts, the company’s proprietary data
bank, which has been developed over the past 29 years through
field research and location analyses. Variable operating costs

include: payroll and benefits (current to Q3 2004) based on a repre-
sentative mix of 250 corporate office, technical and administrative
support personnel; the amortization over 25 years of the construc-
tion costs on a 35,000-square-foot mid-rise office space; local prop-
erty taxes; electric power costs; and travel costs. Equipment acquisi-
tion costs and relocation expenses were held constant as these
were not assumed to vary significantly by geography. Boyd also cal-
culated the cost of living index, using Toronto as a baseline of 100. 

GDP growth for 2004 was compiled using data from the Confer-
ence Board of Canada. Unemployment rates compare the difference
between 2002 and 2003 and come from Statistics Canada and local
governments; StatsCan provided the crime rate figures. The study
does not address balance-sheet issues, such as income tax and gov-
ernment incentives, because they are specific to each company.

* GDP GROWTH FOR THESE CITIES HAS BEEN ESTIMATED SOURCE: BOYD CO. INC., CONFERENCE BOARD OF CANADA, STATISTICS CANADA, LOCAL GOVERNMENTS


