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INTRODUCTION  
A vibrant, growing, prosperous Halifax is an essential part of the fabric of Nova Scotia. And while we might feel 
confident in our story and who we are, it is imperative that we position Halifax in the right way on the world 
stage to succeed in the long term. Attracting new business, investment and talent is critical to the success of 
Halifax’s Economic Growth Plan. That’s why the Halifax Partnership has committed to connecting the voices of 
Halifax—whether it’s business or the public sector, educators or innovators—and providing the tools you need 
to share the Halifax story with confidence and precision. 

SELLING HALIFAX ON A GLOBAL SCALE 
Today, cities compete on a global scale. Skilled, educated talent can live and work around the world (sometimes 
even from their living rooms). Businesses are looking to improve their bottom lines by finding cost effective 
locations. It’s a big world to compete within, and not every city is London or New York (nor should they try 
to be). But every city needs to identify those special, unique qualities that help drive the kind of investment, 
growth and opportunities it’s looking for. 

Halifax has done just that. We’ve identified what makes our city an unexpectedly great place to do business, and 
a part of that story is the strength of our communities. We have a unique combination of people and place, and 
we need to work together to share these advantages with the people and organizations who matter most to us. 

We don’t have to wait for people and business to discover us. It’s time to take Halifax to the world. 

THE OPPORTUNITY 
Halifax is in a unique position today. 

There is considerable momentum in our city. The current development landscape, business growth and political 
atmosphere have all contributed to a positivity and feeling of momentum within influential communities. 

But, the international community isn’t aware of Halifax, particularly from a business perspective. We have a 
great story to tell, and there are few preconceived ideas to overcome. In many cases, Halifax has a blank slate 
with target audiences or stakeholders from a reputation and awareness perspective. 

We’ve also learned that when companies are expanding or relocating, Halifax often isn’t considered because our 
population hovers just under 500,000. But as our city continues to develop, we know that our population and 
available office space will both increase. 

We also have an opportunity to differentiate ourselves from other offerings within the Canadian marketplace. 
As a small, but vibrant coastal city, we are unique within our country, and have particular competitive 
advantages—talent, location, cost and our ocean advantage—that other locations cannot claim.



WHY A SELL HALIFAX GUIDE BOOK  
There are many people, businesses and organizations that leave our shores to connect with their industries 
around the world. Whether it’s within the private sector, recruiting students for our post-secondary institutions 
or speaking on behalf of our hard-working public servants, Halifax has many voices sharing unique perspectives. 

But, we’re not always telling a cohesive, consistent story about our city. Nor do we always feel confident that we 
have the best, most up-to-date or relevant information. 

This document, and the Sell Halifax Toolkit, intends to address that. We all have a role to play in selling Halifax 
to the world. By working together, every voice becomes stronger. This guide will help us show up on the 
international stage with strength and clarity, and support the city as we strive to grow business, jobs, population 
and our region in a strategic, sustainable and productive way. 





THE SELL HALIFAX PARTNERS
This guide is for anyone who wants to be a part of the momentum in our city and sharing our story with the 
world. 

Our list of partners below is just the beginning. As this program grows and changes along with our city, the Sell 
Halifax Team will evolve as well. 

TEAM HALIFAX

• Private sector, including any business that 
is looking to grow outside our borders or 
looking to attract talent:

• Universities and colleges 
• Developers
• Halifax Partnership

• Trade Centre Ltd. 
• Destination Halifax
• NSBI
• ACOA 
• Waterfront Development 
• Halifax Gateway

CONNECTION TO HALIFAX’S ECONOMIC GROWTH PLAN  
Halifax’s prosperity relies on many partners and organizations working together towards a common goal. This 
international positioning connects directly to the goals and pillars in Halifax’s Economic Growth Plan, and builds 
upon our competitive advantages to accelerate population and economic growth over the next five years

This positioning simply provides additional context, language and information for target audiences, so all of our 
efforts are aligned whether our audiences are local, national or international.  

VISION

Halifax needs to grow to be the vibrant, prosperous, capital city we all envision. That is why we set a long-term 
vision to grow Halifax’s population to 550,000 and GDP to $30 billion by 2031. This is a growth agenda that 
would nearly double our current population growth rate to 1.7% and substantially increase our GDP growth to 
2.9% per year. 

We will need to attract more immigrants and hold on to more of the 2,000 who arrive here each year. It means 
finding a place in the workforce for more of the 5,800 international students that study here annually. And it 
means retaining the 1,300 young professionals that leave the province each year in search of opportunities to 
build their career. 

VALUE PROPOSITION 

Economic development is grounded on leveraging and building upon existing strengths and assets.  
Halifax’s unique features are:

OCEAN ADVANTAGE 
Halifax is a hub for oceans related R&D, business, defence and tourism. Our city is home to Maritime Forces 
Atlantic and hundreds of scientists engaged in ocean R&D at Dalhousie University, Defence Research and 
Development Canada, the Bedford Institute of Oceanography, Nova Scotia Community College and numerous 
marine companies. Twenty per cent of all research and development businesses in Nova Scotia are in the area 
of ocean technology. The ocean drives our economy and provides competitive advantages in key sectors like 
ocean technology, defence and advanced manufacturing, and transportation and logistics. 



EDUCATION/INNOVATIVE COMMUNITY 
Halifax is a smart city. Our six universities and three community college campuses provide a steady stream 
of skilled and educated graduates, attract young people from around the world, and support numerous 
knowledge-based industries including financial services, ICT, life sciences and ocean technology. In addition to 
providing an educated workforce, universities also account for 74% of R&D spending in Nova Scotia. 

EXCELLENT RURAL/URBAN LIFESTYLE 
Halifax is a great place to live, work and play. Residents enjoy life and work in more than 200 rural, urban and 
suburban communities that boast a variety of businesses, dining, nightlife, and arts and entertainment options. 
There are few places in the world where you can get from the boardroom to the beach in less than 30 minutes. 
Halifax is one of them. Our enviable combination of urban amenities and rural and natural beauty offers an 
excellent quality of life for current and prospective residents and businesses. 

GOALS AND TARGETS 

1. Promote and Maximize Growth 
(Grow Halifax’s GDP to $22.5 billion 
by 2021) focuses on making it 
easier to do business in Halifax and 
capitalizing on our best economic 
opportunities.  

2. Attract and Retain Talent (Grow 
Halifax’s labour force to 271,000 
by 2021) is aimed at holding on to 
immigrants, international students 
and recent graduates and making the 
best use of our available workforce. 

3. Make Halifax a Better Place to Live 
and Work (Grow Halifax’s population 
to 470,000 by 2021) hones in on 
improving and showcasing our 
quality of life, both for its own sake 
and to attract residents, workers, and 
business to the city. 

4. Align Economic Development 
ensures that the city and 
province’s economic development 
organizations, policies, and programs 
are in alignment and pushing in the 
same direction toward our shared 
economic goals for Halifax and Nova 
Scotia.

ALIGNMENT AND COLLABORATION 

Halifax’s Economic Growth Plan will inform and shape 
municipal decision-making and activity over the next five 
years. It will guide the activities of the Halifax Partnership 
and other economic development agencies, and it will 
influence and align stakeholders to support Halifax’s 
economic growth. The success of this plan will depend on 
collaboration among individuals, businesses and agencies.  

• The Halifax Partnership is leading the economic 
growth plan implementation and is the 
coordinating body responsible for tracking and 
monitoring progress against goals and objectives. 
The Partnership’s Board of Directors provides 
oversight and strategic guidance on the ongoing 
implementation of the plan. 

• The Mayor and members of Halifax Regional 
Council and the Community Planning and Economic 
Development Standing Committee provide oversight 
and ensure alignment to the municipality’s programs 
and economic priorities. 

• Ongoing engagement from provincial and federal 
partners, the private, post-secondary, arts and culture, 
and not-for-profit sectors, and communities at risk is 
also critical to successfully implementing the plan.

Halifax is a great place to live, work, and play. We all want 
to do everything we can to help our city prosper.  
This is where we start. 



IMPORTANT POINTS OF CLARIFICATION  

1. Our promise distills what we offer our target audiences, and clarifies  
and communicates what makes Halifax special. 

2. Our story supports the promise by highlighting the features that distinguish 
us from other marketplaces. It showcases how we fulfill our promise. 

3.  Halifax’s value propositions are the four specific elements that make up 
our brand story. These are our differentiators that align with our overall 
economic development and growth plan. 

4.  Every value proposition has a series of proof points that support its  
authenticity and provide tangible evidence to share with target audiences.  

This document is intended to be a helpful guide to anyone who plays a role selling, representing or marketing 
Halifax outside our region to attract business, people, jobs or other opportunities. 

It is designed to ensure that our messages align to support a broader story, and to ensure we are not duplicating 
efforts, but instead reinforcing the Halifax brand around the world with our target audiences. 

This is not a new Halifax brand, visual identity or tagline. This positioning should illuminate and clarify how to 
speak about our city, especially from a business perspective. This is the business case for Halifax. 



HALIFAX’S POSITIONING 

OUR PROMISE

Grow your business in a place where people want to be.

OUR STORY

Talent. Location. Cost. It’s not any one of these competitive business advantages in particular, but the 
combination. Together, in one place.

Projected to have one of the fastest growing economies in Canada, Halifax is the vibrant, prosperous 
capital of the East Coast. Companies large and small see Halifax as a connected, innovative, and 
affordable city for themselves and their employees. Halifax has prime office space in a thriving city that 
is strategically positioned for global markets and has a growing, talented workforce. Come and put down 
roots in our beautiful, affordable communities. 

Low business costs, a highly educated workforce, our ocean advantage, and thriving industry sectors 
means Halifax provides all of the right ingredients for businesses to succeed and grow.



OUR KEY VALUE PROPOSITIONS

TALENT

Key Message:

People are the heart of any business and Halifax has one of  
the most educated workforces in North America.  

The Proof: 

• Concentration of universities and colleges in the city

• Volume of start-ups and activity of start-up community

• Number of annual graduates and post-secondary education rate within the workforce

• New and established research facilities 

• Size/retention of workforce and skilled labour

• Relevant programs at universities and NSCC 

• Affordable talent costs for business

• Immigration and capacity to bring in senior talent

Example Key Messages: 

• Our seven universities and colleges, each unique, attract young people from around the globe.  
They provide a steady stream of skilled and educated graduates who go on to support numerous 
knowledge-based industries.

• In the Banham Group’s 2015 Top 25 Canadian ICT start-ups, Halifax had more than any other Canadian city.

• MIT selected Halifax as their first Canadian jurisdiction to implement the prestigious Regional 
Entrepreneurship Acceleration Program (REAP). 

• 70% of the city’s workforce has a post-secondary degree or certificate, among the highest rates in Canada.

• Halifax is home to outstanding research facilities, including Dalhousie University, The Bedford Institute of 
Oceanography, Environment Canada Meteorological Service, the IWK and QEII Health Centres, and more.

• Halifax has among the longest average job tenure and fewest work stoppage days lost per capita among all 
Canadian provinces.

Who Needs to Know: 

Research community, growing and expanding businesses, key executives, site selectors, development 
community, and international students. 



LOCATION

Key Message: 

A regional hub city, Halifax offers a combination of urban amenities, 
rural natural beauty and connections to global markets.

The Proof: 

• Proximity/access to major North American and European cities 

• Connections to broader international trade community (e.g. Europe) 

• Key partnerships between cities and markets around the world

• Largest Atlantic Canadian city and regional hub of economic and cultural activities

• Talent and employee retention rates 

• New or proposed infrastructure improvements

• Mix of urban, suburban and rural communities and amenities 

• Accessible green space 

Example Key Messages: 

• Located on North America’s East Coast, Halifax is a strategic location for moving goods in and out of North 
America, traveling to and from international destinations, or delivering services across European, North 
American and Caribbean time zones.  

• For generations, the region has been a gateway for the movement of goods. We are the first Canadian 
port from Europe and the last exit point from Canada—a prime gateway to and from the North American 
marketplace.

• Halifax is two hours closer geographically by air to Europe than any other North American destination, and 
closer to New York and Boston than it is to any other major Canadian city.

• In Halifax, you can live and work in more than 200 rural, urban and suburban communities and swim at 33 
beaches, shop at nine farmers’ markets, visit 65 art galleries, stroll through 61 parks, and party at one of the 
largest Pride Festivals in Canada.

• The Halifax Gateway includes the Halifax Stanfield International Airport, the International Port of Halifax 
(including two super post-Panamax container terminals), CN Rail, a strong logistics and warehousing 
sector, and excellent Class 1 highway infrastructure. 

• There are few places in the world where you can get from the boardroom to the beach in less than 30 
minutes; Halifax is one of them.

Who Needs to Know: 

Transportation and logistics experts, growing and expanding businesses, key executives, media, development 
community, and international students. 



COST

Key Message: 

Halifax is the best deal in Canada. We have all the infrastructure  
of a larger city at lower cost per square foot.

The Proof: 

• Cost of doing business analysis and ranking

• Competitive cost of both office space and industrial real estate

• Housing and cost-of-living statistics

Example Key Messages: 

• KPMG’s Competitive Alternatives study ranked Halifax 8TH out of 111 North American cities for 
overall business competitiveness. We came in 6TH for lowest overall operating costs.

• We offer Class A office space for less than $20 a square foot in new build commercial space 
throughout the urban core. 

• We have major industrial infrastructure close to downtown in the largest business park east of 
Montréal at $7.90 a square foot.

• The average sale price of a single family home in Halifax is $276,000, less than half what  
you’d pay in Toronto and a third of Vancouver’s price.

Who Needs to Know: 

Site selectors, key executives, growing and expanding businesses, development community, real estate 
organizations. 



OCEAN

Key Message: 

While many cities hug the ocean, we fully embrace it.  
The ocean is the reason people want to live, work and visit Halifax.

The Proof: 

• Size and reputation of ocean industries

• Examples of connection to the ocean (surf culture, students, marine trade, etc.)

• New or existing research opportunities and institutions 

• Number of researchers, businesses, employment rates, etc. 

• The new advancements and investments in the ocean sector (e.g. COVE, OFI)

• Cross-sector influence and integration 

• Federal marine defence hub and procurement opportunities for business

Example Key Messages: 

• Halifax is Canada’s Ocean City (CanadasOceanCity.com).

• Take advantage of the economies of scale in a thriving ocean sector, generating more than $4.5 billion annually. 

• As home to more than 40% of Canada’s military assets and 10,700 DND and Canadian Forces personnel, 
Halifax has a dynamic defence and security cluster largely focused on the marine environment. Our private 
sector strengths in this area include technologies related to military, search and rescue, surveillance, port 
security and system integration.

• The Centre for Ocean Ventures and Entrepreneurship (COVE) is a collaborative shared-use location where 
ocean technology companies can start, grow, and prosper.

• A Dalhousie-led international ocean-science collaboration (OFI) has attracted a total of $220 million in 
funding, an unprecedented investment in Canada’s ocean-science sector to create global leadership in 
harnessing the world’s ocean resources. 

• Nova Scotia is home to more than 480 ocean science PhDs and the 200 ocean-related companies employ 
more than 60,000 people.

• A shipbuilder since 1889, the Halifax Shipyard was awarded the $29 billion combat vessel contract under the 
National Shipbuilding Procurement Strategy—30 years of business. The yard currently has 1,100 employees 
and is committed to keeping more than 1,850 full-time equivalent positions in Nova Scotia. 

• Ocean technologies is one of the region’s largest advanced technology industries with high levels of 
R&D and innovation, highly skilled talent, and an export focus. It accounts for about one-fifth of all 
R&D performed by businesses in Nova Scotia. Key concentration areas are: acoustics, sensors and 
instrumentation; data, information and communications systems; marine geomatics; marine biotechnology; 
unmanned surface and underwater vehicles; and naval architecture  

Who Needs to Know: 

Research community, ocean sciences community, media, and key sector partners.  



SELL HALIFAX PROGRAM 
The Halifax Partnership and Mayor Mike Savage have launched the Sell Halifax Program to attract new 
investment and business to the city. The program includes presentations in key national and international 
markets and sales meetings with prospective investors.  

Toronto was the first Sell Halifax stop in June 2016, and it exceeded all expectations. Planning is underway to 
expand the program and visit other major cities in North America over the next year.

OVERVIEW 

Halifax’s Economic Growth Plan as set the city on a path to grow Halifax’s population to 550,000 and GDP to 
$30 billion by 2031. This is a growth agenda that would nearly double the current population growth rate to 
1.7%. To achieve Halifax’s economic growth targets, we need to promote and sell Halifax like never before. 

GOALS 

• Increase investment in Halifax

• Attract students and new talent to Halifax

• Increase awareness of Halifax in target markets

STRATEGIES

• Build Team Halifax to market and sell Halifax globally

• Provide Team Halifax with a toolkit to market and sell the city consistently and cohesively

• Provide Halifax companies with the Halifax business case to support the growth of their company locally

• In collaboration with private and public sector partners, amplify Halifax’s value proposition to position 
Halifax on the world stage and generate investment leads

• Use targeted visits to major centres in Canada and the United States to showcase Halifax’s value 
proposition 

• Leverage existing local, national and international relationships and cultivate new relationships in key 
markets

TARGET MARKETS

There are specific target markets the Sell Halifax program has identified in Canada and the US for 2016–17  
in-market events and meetings: 

• Toronto (initial visit June 2016, follow up visit in October 2016)

• Vancouver (around Cargo Logistics Canada conference in February 2017) 

• Boston (spring 2017) 



SELL HALIFAX TOOLKIT 

The online Sell Halifax Toolkit is designed to provide our local partners and Team Halifax champions with easily 
accessible and up-to-date marketing and sales information. 

The Toolkit is available at SellHalifaxToolkit.com. After signing up, you will be sent a password which will give 
you access to:

• This guide to support activities

• Halifax sales videos

• Presentation slides and templates

• High-quality Halifax image bank

• Key facts, statistics, messages and value 
propositions

• Sector Profiles: Oceans; Financial Services; ICT, 
Gaming and Interactive Media; Transportation 
and Logistics 

Toolkit members will be notified by email when new items are added or existing materials are updated.  
The Sell Halifax microsite is for Team Halifax champions.  

Companies considering Halifax as a location for business should be directed to InvestInHalifax.com.

DIGITAL STRATEGY 

The Sell Halifax digital strategy supports, amplifies and leverages all in-person activities, and supports the 
Halifax’s positioning across the digital landscape. We have several objectives in the online space: 

• Create great, reusable, measurable, and shareable materials for those who are charged with selling Halifax 
as a place to live and work 

• Attract new Team Halifax champions to sell the city

• Generate interest and excitement for the value proposition and the materials that have been created to 
convey this value proposition

Once we arm our champions to sell Halifax, leads need to be transferred from hands to an appropriate follow-
up system that can be tracked and converted. Our digital strategy will also: 

•  On the Investor section of the Halifax Partnership site (InvestInHalifax.com), update forms to ensure 
content is appropriate for this audience

• Capture email addresses in an actionable place

• Enable follow-up with potential leads and contacts  

• Institute regular updates or outreach to contacts to continue to move them down the path to purchase  

DELIVERY AND MANAGEMENT – Led by Halifax Partnership 



DELIVERING THE HALIFAX STORY  
WHO SHOULD USE THIS GUIDE?

This Guide is a practical guide and resource for stakeholders in Halifax who play a role in marketing and selling 
Halifax nationally and internationally to attract talent, business and investment. 

The Guide can be used by local stakeholders (universities and colleges; tourism, business economic 
development organizations; and Halifax businesses) to ensure that marketing messages and activities are 
aligned and reflect the story Halifax wants to tell the world. 

THE HALIFAX BRAND 

This Guide is not intended to shift or alter the existing Halifax brand or visual identity. It should remain intact 
and consistent across platforms, and must be used according to the Halifax brand guidelines. 

The Sell Halifax toolkit does contain imagery and assets that can help you position and tell the Halifax story in 
your presentations or conversations. There are specific guidelines to using these assets to keep a consistent 
look, feel and use, while still remaining true to the overarching Halifax brand.  

Sector profiles and investment profiles – cannot be rebranded 

Halifax
TRANSPORTATION & LOGISTICS

2016 HALIFAX TRANSPORTATION & LOGISTICS PROFILE

PPT template – can be rebranded to include company and organization brands.  
 The Halifax logo should not be altered. 

Images – can be rebranded  

Halifax
Financial Services

2016 HALIFAX FINANCIAL SERVICES PROFILE 2016 HALIFAX ICT, GAMING & INTERACTIVE MEDIA PROFILE

Halifax
ICT, Gaming & Interactive Media

Halifax
INVESTMENT PROFILE

2016 HALIFAX INVESTMENT PROFILE

Halifax
OCEANS PROFILE

2016 HALIFAX OCEANS PROFILE



WORDS
• Our typeface/font selection is based on the Halifax Brand Book (preferred typeface = Alright Sans family).

• Headers/titles should be in all CAPS, blue and larger than body copy.

• All body should be laid out in a reasonable font size (8.5pt–10.5pt). 

• Try not to over use bullets.

• Factoids are to be selected from the copy or information that helps convey and support the primary idea or 
argument.

• Good factoids are impressive or memorable pieces of information that are of substantial importance.

PICTURES
• Images used should not be dated (old), should represent Halifax in a positive light, and be punchy and bold, 

bright and inviting. 

• Images in the Sell Halifax Toolkit image bank are to be used exclusively for marketing Halifax. 

• Photo accreditation, if necessary, will be noted on the photo.  

• Under no circumstance is it acceptable to steal/borrow an image from the internet without permission 
of the owner or photographer.

• Photos can be enhanced with a tilt-shift effect. This effect should not be over used.

• Factoids should be laid out within a related image (image not too busy and have enough room for factoids 
to be displayed adequately, inserted using the planes within the photo).



CONTACT US
If you have questions about this guide or the  
Sell Halifax Toolkit, or if you would like to add 
materials to the Toolkit, please contact:

Michelle Crosby 
Digital & Marketing Specialist     
Halifax Partnership
902.490.6335 • 1.800.565.1191    
mcrosby@halifaxpartnership.com

 
For questions about the Sell Halifax in-market  
visits and opportunities for your business,  
please contact:

Jason Guidry 
Director, Trade & International Activities     
Halifax Partnership
902.490.6115  
jguidry@halifaxpartnership.com





www.SellHalifaxToolkit.com


