
MARKET GAP & SURVEY 
ANALYSIS 





urbanMetrics Inc. 
 
15 Toronto Street, 
Suite 602 
Toronto, ON 
M5C 2E3 
 
T: 416 351 8585  
Toll Free: 1 800 505 8755 
E: pthoma@urbanmetrics.ca 
E: measton@urbanmetrics.ca 
 
urbanMetrics.ca 

RE: Market Gap & Survey Analysis – Downtown 
Penetanguishene (Penetanguishene, Ontario) 

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.

urbanMetrics inc. 

https://urbanmetrics.ca/


Contents 

  

  

  

  

  

 

 

  

  

 

  

  

  

 

 

 

 

 

 

  

  

  

  

 

 

  

 



  

 

 

 

 

 

 

 

 

 



Figures 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://urbanmetrics.sharepoint.com/sites/Data/Shared%20Documents/Client%20Folders/2022/2022-0058%20-%20Town%20of%20Penetanguishene%20-%20Market%20Gap%20Analysis/+Report/+Archive/(2023.02.17)%20FINAL%20Penetanguishene%20Market%20Gap%20Survey%20and%20Analysis%20RELEASE.docx#_Toc127536099
https://urbanmetrics.sharepoint.com/sites/Data/Shared%20Documents/Client%20Folders/2022/2022-0058%20-%20Town%20of%20Penetanguishene%20-%20Market%20Gap%20Analysis/+Report/+Archive/(2023.02.17)%20FINAL%20Penetanguishene%20Market%20Gap%20Survey%20and%20Analysis%20RELEASE.docx#_Toc127536111


1.0 Introduction 



The purpose of this Market Gap Survey and Analysis is 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 insights and specific actionable 
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. 



1.1 Background 

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

 

 

 



1.2 Approach  

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





2.0 Trade Area Profile 



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.  

• 

• 

• 

• 

• 

2.1 Trade Area Delineation 

Customer Origins (Mobile Analytics) 



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.  



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.

 

Trade Area 

• 

 

• 

• 

• 



• 

• 

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



2.2 Population 

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. 



2.3 Demographics 

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 



Income Characteristics 



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 this situation may 
change as more seasonal residents transition into more 
“permanent” residents, the importance of growing visitation, and 
increasing the dwell-time of those visitors within the downtown 
on each trip will be critical to any efforts to re-energize the 
downtown.  



3.0 Market Sounding

 

 



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 respect to improvements they would like to see in the Town’s 
downtown, including the composition of businesses and the types of 
services and amenities that would improve overall visitation.   

3.1 Public Survey  





3.2 Summary of Key Findings from 
Residents / Visitors 

Seasonal Visitation Patterns 



Attraction to Downtown Penetanguishene  

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.  



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 Downtown as a 
unique location for shopping, gathering, events or activity.  

 



Consistent with previous findings, survey responses suggest that 
enhancing Downtown Penetanguishene as a shopping destination, with 
more events and activities, will help draw people to the area. It is an 
unfulfilled function of the Downtown that residents hope to see moving 
forward.

Downtown Penetanguishene’s Existing Function 



 



Primary Drawbacks 



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.



 

 

 

Intended Function 



• 

• 

• 

• 

• 

• 

• 

• 

 



Suggested Improvements 





 

 

 

 

3.3 Summary of Key Findings from 
Business Owners 

• 

• 

• 

• 



• 

• 

o 

o 

o 



4.0 Commercial Structure  



Downtown Penetanguishene is distinguished as the service and 
cultural centre of the Town, together with the Waterfront it is 
intended to be an active area of the community that boosts a 
diversity of retail/commercial services and rich architectural 
variety.  

• 

• 

• 

• 

• 

4.1 Downtown Inventory 

Downtown Penetanguishene currently supports an estimated 
264,500 square feet of retail and service commercial space. In 
relative terms this amount of space would be equivalent to two 
large big-box store such like home improvement store (i.e., Home 
Depot) or a department store (Walmart).  





The Town has recently committed to a more restrictive approach related to 
commercial-to-residential conversions in the downtown. This includes the 
Town’s new comprehensive Zoning By-law (2022-17), which only permits 
dwelling units above a ground floor commercial use in the Downtown.  



Based on our assessment of the current composition of land-uses in 
Downtown Penetanguishene, we would advocate for a strong policy 
orientation that ensures that commercial storefronts conversions—
particularly those situated at-grade with direct frontage on Main Street—
should be avoided, or at least temporarily (say for the next 5 years).  

4.2 Market Analysis 

Per Capita Space Analysis 

• 

• 



• 

Existing 2022 Market Conditions  

As detailed below, there is an undersupply across a number of key 
retail/service commercial categories in the Downtown. Most notably, there 
is a discernable lack of Furniture, Home Furnishings & Electronics Store 
and Apparel and Accessories Stores. Consistent with the findings from the 
survey, these categories represent immediate opportunities to diversify 
local retail opportunities.  

There is also a visible lack of Convenience and Speciality Food Stores, which 
contrasts what many survey respondents indicated was an oversupplied 
store category in the Downtown.



 

Total Net 

New 

Space 

Required

Study Area Population (Current) 10,400

FSR

Convenience & Specialty Food 5,170

BWL

Beverage Stores -23,500

NFSR

Apparel and Accessories 6,940

Furniture, Home Furnishings & Electronics Store 10,520

General Merchandise 4,250

Miscellaneous Retailers -730

Pharmacies & Personal Care -1,600

SERVICES

Finance, Insurance & Real Estate 2,100

Food Services & Drinking Places 5,050

Health Care -400

Personal Care 3,410

Cultural, Entertainment & Recreation -12,940

Other Services 3,040

Categories



Except for Beer, Wine and Liquor (BWL) Stores and Cultural, 
Entertainment and Recreation Services, our analysis indicates that 
Downtown Penetanguishene—as it is structured today— most store 
categories have sufficient opportunity for expansion and the addition of 
new space. 

As emphasized by respondents, the issue is not a lack of need, or desire for 
downtown shops and services. Rather, the main issue is that the 
downtown lacks choice and high-quality shopping experiences to 
substantiate a trip by residents to the downtown. 



Total Net 

New 

Space 

Required

Study Area Population (2031) 11,600

FSR

Convenience & Specialty Food 6,170

BWL

Beverage Stores -22,300

NFSR

Apparel and Accessories 8,350

Furniture, Home Furnishings & Electronics Store 12,420

General Merchandise 6,130

Miscellaneous Retailers 870

Pharmacies & Personal Care 200

SERVICES

Finance, Insurance & Real Estate 4,500

Food Services & Drinking Places 8,730

Health Care 1,550

Personal Care 5,240

Cultural, Entertainment & Recreation -11,260

Other Services 4,330

Categories



4.3 Comparison to Other Downtowns 



Existing vacancy in Downtown Penetanguishene today, reflects 
feedback from the local community about key improvements, and 
the need to draw people to the Downtown through a greater 
provision of shops, restaurants, and services. This is particularly 
heightened in the northern end of the Downtown towards the 
waterfront area.   



• 

• 

• 



The Downtown Situational Assessment 

▪

▪

▪

▪

▪

▪

▪

▪

▪

▪

▪
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▪

▪

▪

▪

▪

▪

▪



5.0 Action Plan 



The intent of this Market Gap Survey and Analysis, was to identify 
the strengths and weaknesses of the local retail market in support 
of the BR&E. Based on our review and findings, below we have 
provided specific action items that the Town of Penetanguishene 
can use to support commercial occupancy and retention in the 
Downtown going forward.  

 

 

 

Actions Resulting from the Market Gap Survey & Analysis 

 



1. Branding/Re-branding Downtown Penetanguishene as a 
Distinct Destination 

 

 

 

 

2. Ongoing commitments to prioritize public investments that 
improve the look and feel of Downtown Penetanguishene.  

 



 

 

 

 

3. Improve Downtown’s Connectivity with the Waterfront and 
Discovery Harbour/King’s Wharf 

 



 

 

4. Create a More Cohesive Retail Streetscape 

 

 

 

 

 



5. Develop a Targeted Business Recruitment Campaign 

 

 

 

 

 



Appendix A North American Industry 
Classification System (NAICS) 











Appendix B Per Capita Analysis 



Typical 

Space 

Per 

Capita 

(Sq Ft)

Total 

Space 

Required 

by 

Residents   

(Sq Ft)

Target 

Captur

e

Space 

Required 

(Sq Ft)

Inflow

Total 

Warranted 

Space

(Sq Ft)

Less: 

Existing 

Space

Total Net 

New 

Space 

Required

Study Area Population (Current) 10,400 A = B x C = D x E = F - G =

FSR

Convenience & Specialty Food 1.5 15,600 50% 7,800 10% 8,670 3,500 5,170

BWL

Beverage Stores 1.0 10,400 80% 8,320 20% 10,400 33,900 -23,500

NFSR

Apparel and Accessories 2.0 20,800 50% 10,400 15% 12,240 5,300 6,940

Furniture, Home Furnishings & Electronics Store 3.0 31,200 45% 14,040 15% 16,520 6,000 10,520

General Merchandise 2.5 26,000 50% 13,000 20% 16,250 12,000 4,250

Miscellaneous Retailers 2.0 20,800 50% 10,400 25% 13,870 14,600 -730

Pharmacies & Personal Care 1.5 15,600 70% 10,920 30% 15,600 17,200 -1,600

SERVICES

Finance, Insurance & Real Estate 2.0 20,800 70% 14,560 30% 20,800 18,700 2,100

Food Services & Drinking Places 3.5 36,400 70% 25,480 20% 31,850 26,800 5,050

Health Care 2.0 20,800 65% 13,520 20% 16,900 17,300 -400

Personal Care 2.0 20,800 65% 13,520 15% 15,910 12,500 3,410

Cultural, Entertainment & Recreation 1.0 10,400 70% 7,280 50% 14,560 27,500 -12,940

Other Services 2.5 26,000 30% 7,800 30% 11,140 8,100 3,040

Categories



Typical 

Space 

Per 

Capita 

(Sq Ft)

Total 

Space 

Required 

by 

Residents   

(Sq Ft)

Target 

Captur

e

Space 

Required 

(Sq Ft)

Inflow

Total 

Warranted 

Space

(Sq Ft)

Less: 

Existing 

Space

Total Net 

New 

Space 

Required

Study Area Population (2031) 11,600

FSR

Convenience & Specialty Food 1.5 17,400 50% 8,700 10% 9,670 3,500 6,170

BWL

Beverage Stores 1.0 11,600 80% 9,280 20% 11,600 33,900 -22,300

NFSR

Apparel and Accessories 2.0 23,200 50% 11,600 15% 13,650 5,300 8,350

Furniture, Home Furnishings & Electronics Store 3.0 34,800 45% 15,660 15% 18,420 6,000 12,420

General Merchandise 2.5 29,000 50% 14,500 20% 18,130 12,000 6,130

Miscellaneous Retailers 2.0 23,200 50% 11,600 25% 15,470 14,600 870

Pharmacies & Personal Care 1.5 17,400 70% 12,180 30% 17,400 17,200 200

SERVICES

Finance, Insurance & Real Estate 2.0 23,200 70% 16,240 30% 23,200 18,700 4,500

Food Services & Drinking Places 3.5 40,600 70% 28,420 20% 35,530 26,800 8,730

Health Care 2.0 23,200 65% 15,080 20% 18,850 17,300 1,550

Personal Care 2.0 23,200 65% 15,080 15% 17,740 12,500 5,240

Cultural, Entertainment & Recreation 1.0 11,600 70% 8,120 50% 16,240 27,500 -11,260

Other Services 2.5 29,000 30% 8,700 30% 12,430 8,100 4,330

Categories



Appendix C Inventory of Other 
Downtowns

 



Category Cobourg Smith Falls Lindsay Collingwood

BWL 3,800 0 2,100 6,400

6,400

FSR 7,800 7,500 40,200 119,100

Convenience & Specialty Food 5,000 7,500 8,300 23,300

Supermarkets & Grocery 2,800 0 31,900 95,800

NFSR 127,000 103,700 143,100 157,900

Apparel and Accessories 23,400 6,600 14,400 43,500

Building and Outdoor Home Supply 5,100 2,500 16,200 7,900

Furniture, Home Furnishings & Electronics Store 16,400 6,200 24,700 21,600

Miscellaneous Retailers 58,900 30,100 35,700 40,700

Pharmacies & Personal Care 23,200 29,900 28,800 21,700

Automotive 3,700 1,000 4,400

General Merchandise Stores 24,700 22,300 18,100

SERVICES 223,000 174,900 262,400 439,500

Finance, Insurance & Real Estate 54,700 29,600 40,700 92,300

Food Services & Drinking Places 62,800 42,900 50,900 77,700

Health Care & Social Services 35,800 20,000 40,000 104,600

Personal Care 24,600 21,800 26,300 52,400

Cultural, Entertainment & Recreation Services 7,600 7,800 53,100 22,100

Other 37,500 52,800 51,400 90,400

VACANT 59,200 58,300 16,900 31,400

Grand Total 420,800 344,400 464,700 754,300


