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I

urbanMetrics inc. (“uMi”, “urbanMetrics”) is pleased to provide
the Town of Penetanguishene (“Penetanguishene”, “the Town”)
with this Market Gap Survey and Analysis, which provides an
external, independent review and assessment of the Town’s
retail and service commercial market—focusing specifically on
the downtown area.

This study is intended to identify retail and service categories
which are under-represented (i.e. the market gaps), and identify
the ways and means the Town of Penetanguishene could provide
leadership through policy and investment to help close the

gap(s).

Ultimately, this study provides the foundational backdrop

and the actions that the Town should champion to help
support the existing business community and help facilitate
private investment, and new business  formation along Main
Street and the Waterfront area

It has been a pleasure to conduct this study on your behalf and
we are excited to discuss the results of our findings with you.

Respectfully submitted,
urbanMetrics inc.

T st

Peter Thoma Megan Easton
Partner, MCIP, RPP, PLE Project Manager
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1.0 Introduction
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urbanMetrics inc. (“uMi”, “urbanMetrics”) has been retained by the Town of
Penetanguishene (“Penetanguishene”, “the Town”) to conduct a Market Gap
Survey and Analysis, which provides a review and analysis of the Town’s
commercial and retail market—particularly the downtown area.

This study builds upon the work of other recent Town-led initiatives, most notably;
(i.) Penetanguishene Business Retention and Expansion Study (BR&E), and

(ii.) Penetanguishene Community Strategic Plan 2019-2023.

The purpose of this Market Gap Survey and Analysi sis to identify
and determine the strength and weaknesses of the local retail

market to support and bolster ongoing BR&E efforts . This report
IS intended to provide local insight sand specific action able
items that the Town can lead or support to help improve
commercial tenancy along Main Street, including the  retention
and attraction of diverse businesses , especially those which
support the day-to-day needs of residents and help drive greater
visitation from tourists, transient boaters and cottagers .

The findings - and details included herein - have been developed through a series
of steps, including: (i.) outreach with the local business and resident community of
Penetanguishene, (ii.) municipal benchmarking with other comparable Ontario
communities, and (iii.) professional market research carried out in Penetanguishene
by the urbanMetrics consulting team.
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1.1 Background

Business retention, community satisfaction and a unique sense of place are key
priorities for the Town of Penetanguishene based on the Town’s new Official Plan,
later adopted Community Improvement Plan, and the more recent establishment of
the Economic Advisory Committee. The adoption of the Business Retention and
Expansion (BR&E) Study—which centered on determining the strengths and
challenges faced by local businesses—further validated this priority, emphasizing
the Town’s focus on support and retaining local business.

Furthermore, the Town of Penetanguishene has formally adopted a position that
supporting local businesses was a top priority in their 2019-2023 Community
Strategic Plan. under the Economic Goal. Specifically, this goal acknowledges
importance of retaining and expanding existing businesses in the Town, and a
commitment to establish “full commercial occupancy” within the Town’s
commercial core.

The impetus for this Market Gap and Survey Analysis study came
directly out of these overarching policy initiatives and Town
dire ctions.

Specifically, this study resulted from a Town Request for assistance in determining
the current strengths and weaknesses of the Town’s retail and commercial
market—mainly those Downtown—such that they could more effectively identify
and prioritize specific action items to use to support, retain, and attract existing
businesses and the longevity of the commercial core more broadly.

Strategic actions that will:
1. Support existing businesses;
2. Increase commercial occupancy; and,
3. Attract new commercial establishments to core areas of the Town.

The intent is that the action items included in this report will help inform and
substantiate the intent of the BR&E, while also helping achieve a healthy
sustainable community, business sector, and downtown core.

urban
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1.2 Approach

The approach used by urbanMetrics in undertaking this study has been
summarized below. From the outset of this study, public input has been a
fundamental component of our analysis.

Figure 1-1: Market Gap Survey and Analysis Approach

LAUNCH INVESTIGATE ANALYZE REFINE REPORT
« Start-up Meeting + Background + Downtown « Consolidate ¢« Opportunity
« Establish Project Research Benchmarks and Review Prioritization
Team Relations + Demographic « Conduct Mobile Surveys » Circulate Draft
« Communication Profile & Analytics Survey Research Action Plan
Protocols Business Trends « Conduct + Opportunity » Prepare and Issue
« Background * Prepare Research - (1) DT |dentification Final Deliverable
Review Commercial Business Survey, « Deliver Findings
Inventory & (1) DT Resident
Structure Survey
+ Proposed Retail « Per Capita Space
/ Commercial Analysis

Developments

This study identifies specific retail/service commercial categories
that are either under -represented/absent or over -represented in
the Downtown . Theintent is to identify and anticipate potential
future needs or changes.

This study has relied on outreach and engagement with various community

stakeholder to ensure it accurately reflects the unique market needs and
characteristics of the community.
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Figure 1-2: Downtown Penetanguishene, Key Market Area
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2.0 Trade Area Profile
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To effectively identify opportunities for business attraction and
economic development in Downtown Penetanguishene, it is
important to fully understand the orientation, and key socio-
economic characteristics of customers that provide ~ or should
provide ~ routine customer support for downtown merchants .

urbanMetrics has identified five primary market segments for retail and service
commercial establishments operating in the Town of Penetanguishene, those
being:

1 Town residents;
Regional residents;
Tourists/Seasonal residents;

Business Owners; and,

= =2 = =1

Local workforce.

2.1 Trade Area Delineation

A Trade Area represents the geographic extent from which the majority of
shoppers and associated customer expenditure support are derived for a given
retailer, commercial node or community. As such, the Trade Area identified herein
is intended to capture the surrounding population which is most likely to shop for
goods and services within the Town. In effect, it identifies the Town of
Penetanguishene’s core customer base.

Customer Origins (Mobile Analytics)

To determine customer origins to the Downtown, a mobile analytics survey was
conducted by urbanMetrics to better understand and inform the size and shape of
the Trade Area for Downtown Penetanguishene. This research has been used to
inform the geographic reach and commercial drawing power of existing shops and
services situated in Downtown Penetanguishene'.

T For the purposes of this analysis Downtown Penetanguishene was defined as the area designated
“Downtown and Waterfront Area” in the Town of Penetanguishene Official Plan - Schedule A.

urban
Metrics




Market Gap & Survey Analysis - Downtown Penetanguishene (Penetanguishene, Ontario) | 8

It is important to note that mobile analytics data captures a representative
segment or sample of total visitation to a given geography. This capture is based
on a range of mobile applications installed on individual devices. Therein, the
figures presented in this report are provided in percentage terms, as they
represent a reasonable approximation as to the macro-level geographic origin of
visitors, but do not present a comprehensive view of total visitation in absolute
volume terms. For the purposes of this analysis, data collected is based on full year
2021 visitation patterns which was the last full year of data available at the time of
collection.

Generally speaking, the total market influence attributable to
Downtown Penetanguishene extends over a wide area, well
beyond any precise geographic boundary that can be drawn.  The
results of our mobile -phone analytics survey provide some
important insights  about the geographic extend and drawing
power of existing commercial facilities that are in Downtown
Penetanguishene.

Below we have highlighted the share of visits that come from individuals residing in
the Town of Penetanguishene.

As illustrated, some 43.2% of visits to Downtown Penetanguishene originate
from local (Penetanguishene) residents. Some 42.8% of visits occur from
residents from other parts of Simcoe County (including, most notably, Tiny
Township, Tay Township, and Midland). In essence, about 85% of all total visits to
downtown are traced to residents living in Simcoe County. The remaining ~15%
of visitors are from beyond Simcoe County including the Greater Toronto Area and
beyond. These customers represent both casual visitors and seasonal residents
with cottages or other recreational-type properties in the area.

For comparative purposes, we have also examined the market draw for nearby
Downtown Midland?. This data was similarly collected and based on full year 2021
visitation patterns. Our research shows that some 57.1% of visits to Downtown
Midland are made by people living in Midland. An additional 33.6% of visits are
made by residents living elsewhere in Simcoe County (including 7.0% of which

2 For the purposes of this analysis Downtown Midland was defined as the area designated
“Downtown” in the Town of Midland Official Plan - Schedule C.

urban
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come from residents of Penetanguishene), meaning a total 90.7% of visits to
Downtown Midland are made by residents living in Simcoe County.

Figure 2-1: Customer Origins, Downtown Penetanguishene v. Midland
Penetanguishene Midland

Elsewhere, 14.0% Elsewhere, 9.3%

Penetanguishene

,43.2% Rest of Simcoe,

EEN

Rest of Simcoe Midland, 57.1%

42.8%

SOURCE: urbanMetrics inc., based on ESRI mapping software.

Consumer patterns highlighted above in  Figure 2-1, show that Downtown
Penetanguishene does not serve as an attraction for Town residents .
Downtown Penetanguishene attains more visits from persons living outside
the Town, including in Simcoe County and beyond , than from its local

population . By comparison, Downtown Midland effectively draws some 57% of its
visitation from local residents. It serves as a more local function and attraction to
residents.

Trade Area

A Trade Area for our analysis has then been defined. In addition to the results from
the mobile analytics survey, this Trade Area has also been informed by a number of
other factors, including:

1 The competitive environment and presence of retail establishments
elsewhere in the Town of Penetanguishene and other nearby downtown
areas (e.g., Midland);

1 The customer origins information detailed above;
1 Local and regional characteristics of the area;

1 Geographic distance and travel times;

urban
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1 Natural and man-made barriers that may inhibit or restrict the ease of
movement for customers; and,

1 The access characteristics of the site, including the accessibility and visibility
of Downtown Penetanguishene provided by the local and regional road
network.

For the purposes of this analysis, we have conservatively
estimated that the Trade Area is comprised of the entire Town of
Penetanguishene.

As a relatively small lower-tier municipality within Simcoe County, that is
distinguished by its character, and range of housing and employment
opportunities, this area represents the primary area from which retail stores and
services in Downtown Penetanguishene should derive the majority of their
customers.

Additional market support is also generated from occasional expenditures of
customers living outside of the Trade Area (commonly recognized as ‘inflow’).
These customers typically include visitors, seasonal residents, motorists, boaters,
and individuals who may work in the Trade Area but live elsewhere.

Figure 2-2: Trade Area (Town of Penetanguishene)

Downtown
Penetanguishene

SOURCE: urbanMetrics inc., with ESRI mapping software.
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2.2 Population

Figure 2-3 below details the population of the Town of Penetanguishene (the
“Trade Area”). As shown, the current (2022) population of the Town is estimated at
10,410 persons. This represents an increase of some 1,220 persons since 2016 and
an additional 70 persons since the 2021 Census.

The Town of Penetanguishene is forecast to achieve a population of 11,600 persons
by 2031, representing modest growth of some 1,190 persons from today.
Consistent, moderate growth is anticipated for the Town beyond 2031, with the
population forecast to reach 14,390 persons by 2051.

Population growth in the Trade Area to 2051 highlights potential future market
available to retail and commercial establishments in the Town—and particularly in
the Downtown. However, the projected residential population of the Town in the
shorter term planning horizon represents the more immediate market that can
support, strengthen, and revitalize the Downtown. As such, we have focused our
analysis included herein on shorter term population growth anticipated in the
Town, or growth anticipated in the Town to 2031.

Understanding the size of the Trade Area population to 2031 will
be a key aspect of guiding the continued success of commercial
enterprises in Downtown Penetanguishene.

Figure 2-3: Historical, Current and Future Population

Historical Current’ Forecast
2011 2016 2021 2022 2026 2031 2041 2051
Town of Penetanguishene 9,320 9,190 10,340 10,410 10,840 11,600 12,980 14,390
Average Annual Growth -26 230 70 132 152 138 141
Average Annual Growth Rate -0.3% 2.5% 0.7% 1.3% 1.4% 1.2% 1.1%

SOURCE: urbanMetrics inc., based on Growth Forecasts and Land Needs Assessment (March 2022) prepared
by Hemson Consulting Limited for the County of Simcoe, including Addendum to the Hemson Growth Forecast
(May 2022). Population numbers referenced have been adjusted for net undercoverage.

TPopulation based on Statistics Canada Census data (adjusted for net undercoverage), Growth Forecasts and
Land Needs Assessment, and Canada Mortgage and Housing Corporation Housing Completions data.
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2.3 Demographics

The figures below demonstrate key characteristics of the Town of
Penetanguishene, relative to the Province of Ontario.

With an average age of 49 years old, Penetanguishene residents
are generally older than the province as a whole, with a significant
share of persons aged 55 and older

The older demographic of residents which currently comprise the Town may
influence the types of shops and services that are in greatest demand and
ultimately have greatest potential for success overtime.

Figure 2-4: Population by Age

17.1%

15.8%

13.8%
12.9% 12.9%
11.9%
11.4%
11.0 10.7% 11.2%
| | | I |

15.5%

14.1%

10.6%

8.9%

5.6% g oo
I I2.4%

Oto 14years 15to24 25to0 34 35to 44 45t0 54 55to 64 65to 74 75t085 85yearsand
years years years years years years years over

B Penetanguishene @ Ontario

SOURCE: urbanMetrics inc., based on 2021 Statistics Canada Census Data.

The older age of the population base — with relatively low number of children and
youth — generally yields smaller household sizes, which are summarized in the
figure below.
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Single-detached housing is the most significant form of occupied housing in the
Town; however, we would note this is largely based on the type and format of
housing present in the Town rather than an indication of housing preference.

Figure 2-5: Housing Characteristics

Occupied Housing Household Size

68.1% 39.7%

2.7%
3.6% 29.5%
6.5%
31.2%
24.6 14,3089% 15.0%
11.2 0.9%

5.5% 9.2% 5.3%
4.7%5.
mm - 0.0%05% ]

Single-detached Semi-detached Row house Apartment Other 1 person 2 persons 3 persons 4 persons 5 or more
house house persons

M Penetanguishene @ Ontario W Penetanguishene  @Ontario

SOURCE: urbanMetrics inc., based on 2021 Statistics Canada Census Data.

Income Characteristics

As a basis for determining the current and future retail expenditure potential of
Trade Area residents, we have reviewed per capita income levels based on
Statistics Canada Census 2021 data. For comparison purposes, we have also
indexed these per capita income levels to the Provincial average.

As indicated in Figure 2-6, there is substantial variation compared to the Provincial
average with respect to the per capita income level in Penetanguishene. At
$35,728 per capita, Penetanguishene’s per capita income level falls approximately
25.3% below the provincial average.
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Figure 2-6: Per Capita Income

Town of Province of

Penetanguishene Ontario
/_...—II /_...—II

[e] [e]

$35,728 $44,755

SOURCE: urbanMetrics inc., based on 2021 Statistics Canada Census Data.

Because of market size and relatively low per -capita income
levels, increasing the volume of inflow from non - trade area

customers will be a critical component of success for all

commercial interests in the downtown . While t his situation may

change as more seasonal residents transition into more

t 78 AL KZKz, 182YzU0ZKzYuvr zTZ1z At §8zLK

mcreasmg the dwell -time of those visitors within the downtown

on each trip will be critical to any efforts  to re-energize the

downtown.
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3.0 Market Sounding
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Input from the local community has been critical in helping identify ways
to strengthen the local retail/service commercial environment, support
existing businesses, increase commercial occupancy, and attract new
commercial establishments to the Town of Penetanguishene .

Local residents, business owners, and visitors, were  asked to provide their

insight with respectto  improvements 7z TZ &t wgyYUUTt UzazZrz74g71 YZ:
downtown, including the  composition of business esand the types of

services and amenities that would improve overall visitation.

The following subsections provide an overview of the key findings and analysis
from the surveys administered and have been used to contextualize local needs
and provide guidance regarding the retailers and commercial services that should
be targeted by the Town going forward.

3.1 Public Survey

A community-wide survey was launched on October 25th, 2022. The survey ran
until November 16", 2022. In total, some 242 responses were received during this
period, a relatively high level of participation considering the time frame for the
survey, and size of the Penetanguishene community.

The survey was hosted on the Connect Penetanguishene website. It was also
promoted online and via social media and was made available at Town facilities
such as the townhall, the library, and the arena. Further, Town Staff helped
promote the survey through in-person invitations to members of the local business
community of the duration of the survey period.
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Figure 3-1: Total Survey Responses (n=242)
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SOURCE: urbanMetrics inc.

The survey was created to encourage widespread communication from a variety of
community members, including mainly those highlighted in Figure 3-2. It focused
on identifying the existing strengths and weaknesses of Downtown
Penetanguishene by garnering insights from the most prominent users of the
space. Evidently, 89% of respondents indicated they were a resident, while only 11%
noted they were a business owner. This may—in part—be due to the likely situation
that many business owners are also residents of the Town, which we have
attempted to reconcile in the survey through the repetition of key questions.

Figure 3-2: Survey Participation

Community Members Age

18t0 25
3%

26to 34
9%

Business Owner I 12 responses 351;‘,;4
s

45to0 54

0 responses 100 responses 200 responses 300 responses 12%
n =213

SOURCE: urbanMetrics inc.
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3.2 Summary of Key Findings from

Residents / Visitors

Below we have highlighted the key findings and many of the ‘recurring themes’
from the survey exercise that has been conducted as part of the Downtown
Penetanguishene Market Gap Survey and Analysis.

Seasonal Visitation Patterns

Visitation to Downtown is clearly impacted by seasonality, with heightened
frequency (or visitation) associated with warmer months of the year. Some 47% of
respondents indicated that they visit the Downtown rarely or never in the “colder
months”. This is particularly noteworthy considering some 79% of respondents
indicated they live within—or within walking distance of—the Downtown.

Figure 3-3: Visitation Patterns

140

120

100

80

60

40

20

57%

46%

40%
29%
14%
7% 7%
- o |
Daily Regularly Rarely Never
B Warmer Months (Spring / Summer / Fall) m Colder Months (Winter)
n =208 n =209

SOURCE: urbanMetrics inc.
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Attraction to Downtown Penetanguishene

When survey respondents were asked to indicate what draws them to Downtown
Penetanguishene, the three most common responses were:

1 2 3
Waterfront Shopping Getting from
AtoB

o [)

The role of the Waterfront as a primary reason people are drawn to the Downtown
is consistent with trends in seasonality highlighted above, where daily and weekly
visitation was more frequent in the summer months.

As detailed in Figure 3-4, the Waterfront also ranked above any
retail/service commercial function, experiential or shopping component
of Downtown Penetanguishene as shown below.

Figure 3-4: Residents & Visitors - Reasons they are Drawn to the Downtown

Getting from A to B / Passing Through
Dining & Drinks

Personal Appointment

Events / Programming

Just Browsing

Visiting Friends / Family

Live Downtown

Work

Other

Business Meeting

SOURCE: urbanMetrics inc.
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The limited retail and service function of Downtown Penetanguishene was echoed
in terms of what respondents felt Downtown Penetanguishene was a good place
for. Although 18% of people identified that they were drawn to Downtown
Penetanguishene for shopping (shown above), a significant 50% of respondents
indicated that they do not believe it is a good place to shop (as shown in Figure
3-5). Similarly, some 37% of respondents felt that the Downtown is not a good
place to access important services.

These findings clearly illustrate where
potential improvements and gaps exist. There
is an opportunity to introduce a new supply

of shops and services, including a variety of @
new and diverse options. SHOPPING

Figure 3-5: Penetanguishene, a
Good Place for...?

n =204

Figure 3-4 and Figure 3-5 have also ——

highlighted that residents and visitors of
Penetanguishene are not drawn to the 0 50 100
Downtown for browsing, events,

programming, or personal appointments SERVICES =S

(less than 10%). Others elaborated to suggest — B Disagree
the area lacked good options, does not have — =204

a unique draw, or noted that existing ]

strengths were tied to the docks and boating 0 50 100

opportunities, rather than potential
commercial opportunities.

SOURCE: urbanMetrics inc.

Respondents indicated that the existing draw of Downtown
Penetanguishene is largely tied to the Waterfront ~~ and
waterfront related experiences . Existing retail and service
options are limited and do not  distinguish the Dow ntown as a
unigue location for shopping, gathering , events or activity.
Survey respondents were then asked what community functions they felt the
Downtown should fulfill for residents and visitors. A shopping destination for
residents, was the most popular response among survey responses, some 19%,

followed by a place for the Town’s festival/events, and a place for recreation and
leisure activities.

urban
Metrics




Market Gap & Survey Analysis - Downtown Penetanguishene (Penetanguishene, Ontario) | 21

Figure 3-6: Ideal Community Functions for Downtown Penetanguishene
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SOURCE: urbanMetrics inc.

Consistent with prev ious findings, survey responses suggest that
enhancing Downtown Penetanguishene as a shopping destination, with

more events and activities, will help draw people to the area. Itis an
unfulfilled function of the Downtown that residents hope to see moving
forward.

It is apparent residents and visitors are looking for opportunities and activities that
will activate and animate the Downtown, creating a destination for the local
community, visitors, friends and family.

Downtown PZKZztKOYzYTZKZ, YT JezYZ7zzKOT aYtl

Survey respondents were also asked to indicate if they felt the Downtown
provided enough ‘things to do’ for various segments of the population.

Respondents indicated that there was a general need to improve that quantity of
things to do for all age segments, with “Needs Improvement” as the most common
response across each population segment. However, it was most apparent from
the responses that people felt youth and adults were those with the least
opportunities for things to do Downtown.
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Figure 3-7: Things to Do in Downtown Penetanguishene
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SOURCE: urbanMetrics inc.

This is particularly noteworthy given the heightened level of responses from older
adults in this survey overall (i.e., 64% of survey respondents). To this end, Figure
3-7 also shows that some 10% respondents indicated that there was an “Above
Average” number of things to do for Older Adults. While this is arguably still a
relatively low rating, it signifies a potential strength of the Downtown market
relative to how to caters—or fails to cater to—other population segments.

These results mirror the feedback from respondents regarding the Downtown as a
destination for leisure and recreation activities. They suggest that there is an
interest and market opportunity to enliven the Downtown with new opportunities
and activities that will differentiate it from other market areas.
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Primary Drawbacks

Survey respondents were asked to indicate what they felt the Downtown’s existing
drawbacks were, with the “selection of retailers” being identified as the primary
disadvantage identified by respondents as illustrated below.

Another key and related

drawback identified was the lack 1 2 3

of “destination retailers” present  ggjection of State of No Destination
in the Downtown. Furthermore, Retailers Repair Retailers
the “quality of buildings” (state of Y 9
repair) was identified by 14% of m E-:-_- 9.::'
respondents as a key drawback of LT A~

the Downtown currently.

Other drawbacks identified by respondents included the terrain, and the quality of
retailers as shown in Figure 3-8. Respondents were notably less concerned about
branding, the existing state of safety and issues of seasonality.

Figure 3-8: Existing Drawbacks
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Parking
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Other 1%
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Based on feedback from local residents, and visitors, other major drawbacks to
Downtown Penetanguishene and/or challenges inhibiting the Town from retaining
and growing commercial base center on the lack of variety and selection in the
Downtown’s current commercial market.

Having investigated this further, respondents emphasized that currently there is an
oversupply of personal care services (hair salons) and cannabis stores as shown in
Figure 3-9. However, some 9% of respondents indicated “other” when asked about
overrepresentation Downtown.

Many respondents indicated that replacing vacancy with variety
was of greater importance than the potential oversupply of

select retail/service commercial categories . They more generally
noted that the area lacked variety, options, quality choices, and
restaurants or dining as shown.

Figure 3-9: Which Categories are Overrepresented in Downtown
Penetanguishene?

CANNABIS STORES ? OTHER
48% 9%

FY PERSONAL CARE m CONVENIENCE & SPECIALITY FOOD
21% 5%

SOURCE: urbanMetrics inc.

Furthermore, results mirror the feedback from the public regarding the need for
more shopping, and dining opportunities Downtown. While there have been some
recent additions in the restaurant/food-services space (e.g., Burrito Brothers,
upcoming Pizza Hut), these findings indicate that there are un-realized
opportunities for new restaurants and other food and beverage operators to locate
in the downtown area.

Like most other municipalities, “parking” was identified as a drawback of the
Downtown, though we would emphasize that only 7% of respondents reported it as
a concern.

Of those who did note parking issues, their primary concerns related to:
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1D The availability of parking;
2) The location; and,
3) The convenience of parking relative to their intended destination.

While parking was identified as a “drawback” to downtown visitation, the Town has
recently conducted a parking study throughout the summer months of 2020 to
2022. This study determined that parking spaces on and adjacent to Main Street
are generally underutilized with high availability rates along the Main Street.

Intended Function

When residents were asked what function the Downtown should fulfill, the most
common response was that it should be a place to shop. To this end, residents
have indicated that it would be useful to have more store options to make it a
more attractive shopping environment.

The most common response was - by far - a desire for more clothing and
accessory stores. Secondary to this, residents, indicated interest in a new
downtown supermarket, book (hobby/craft stores). A new fuel station/car wash
was also identified as a good potential addition to the downtown.

Figure 3-10: Which store categories are underrepresented in Downtown
Penetanguishene?

CLOTHING & ACCESSORIES g BOOK, HOBBY, & SPORTS STORES

m 23% 1%
E SUPERMARKETS 444 FUEL STATIONS / CAR WASH
—s || 10%

SOURCE: urbanMetrics inc.

NOTE: Among those who selected “Other”, many listed clothing related store categories including menswear,
ladieswear, children’s wear and shoe stores. Affordable clothing or thrift stores were also emphasized by many
respondents, highlighting the form and function of clothing store being sought by residents and visitors.

A number of respondents also indicated “other.” When asked to elaborate, the
most common response was for additional restaurant options, including fine dining,
bars/pubs and cafes. Residents expressed an interest in seeing the following
additions to downtown:
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1 More Ethnic Restaurant Options - examples include a vegan or vegetarian
restaurant, Thai, Indian, Korean or Sushi restaurants. Quality as emphasized
as a key part of new restaurants, with indication that upscale restaurants
would be of added value to the Downtown.

1 More Café Options - Ideas suggested also included associated outdoor
eating, longer hours or a chocolatier.

1 Sport, Gift or Craft Shop - Such as a Bait and Tackle shop, local craft store,
boutique artisan shop

1 A Youth Activity Hub - Other related activities could include an arcade,
amusement hall or other creative play facilities

1 Bakery or Cheese Shop/Deli - Complement existing offerings at Foodland
with local products produced daily.

1 A Home Goods Store - Examples could include home décor or kitchen
supply stores.

1 A Thrift or Consignment Store
1 A Shoe Store

Finally, respondents were asked if there were specific businesses that they would
hope to see in Downtown Penetanguishene. Evidently, many of the prominent
responses were recognizable chain or franchise stores such as a McDonalds, a
Swiss Chalet and a Dollarama. Many also noted that they hoped to see an
improved, modernized LCBO outlet.

Figure 3-11: Specific Retailers Respondents Would Like to See...
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Suggested Improvements

As illustrated in Figure 3-12, reducing the number of vacant storefronts was
identified as the number one response by survey respondents when asked to
identify the most important improvements for Downtown Penetanguishene.

Adding new retail stores was the second most popular response, which speaks to
why it is important to be undertaking this retail market gap survey and analysis.

Finally, the third most popular response was supporting more events. Although
supporting more events is not directly related to the market gap and needs of
Penetanguishene it will be important for the Town to consider how events are
organized and delivered as part of future business and attraction initiatives.

Figure 3-12: Top Suggested Improvements for Downtown Penetanguishene

Reducing the number of vacant storefronts GGG 183%
Adding new retail stores IIIEEEEGEEEEE 15%
Supporting more events NI 12%
Increasing entertainment venues and evening activities INIIGGGNGNNNNNNNNNNNGEG 12%
New restaurants NN 11%
Offering more to appeal to younger generations NN 2%
Adding a new downtown anchor NN %
Diversifying the shops and services I 5%
Creating a more pedestrian-friendly environment NI 4%
Other M 3%
Improved store hours [ 2%
Adding a new public... Il 2%
Increasing the downtown population base Il 2%

Increased marketing Il 1%

SOURCE: urbanMetrics inc.
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Recognizing an overarching desire by residents and policymakers for a reduction in
the number of empty storefronts, there may be opportunity for the Town of
Penetanguishene to have greater influence over the health and future direction of

the downtown.

The Town, in conjunction with community and regional partners should pursue
municipally-funded projects that incentivizes brick and mortar business investment
(targeting new enterprise within a defined area (commonly known as a Community
Improvement Area (or CIP)). Alternatively the Town should explore
building/facade grants or tax rebates (targeting landlords and existing businesses)
which improve the appeal and safety of Main Street, while simultaneously restoring
the architectural and historical legacy of many downtown buildings which have
been obscured by decades of poorly executed renovations and material choices.

The Town, in our opinion, needs to play a more active stewardship role, enabling
landlords and tenants in the downtown and waterfront area to make impactful
business decisions that help support a more cohesive downtown visitor/shopper

experience.
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