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Tate Economic Research Inc. 
Commercial Retail Gap Analysis – Town of The Blue Mountains 

Introduction 

The retail offering is an integral part of any community’s fabric. It allows for residents 
to fulfill daily needs, purchase specialty items and encourages community interaction. 
In the Town of The Blue Mountains, the retail offering also serves a broader audience 
of seasonal residents and tourists. The Corporation of the Town of The Blue 
Mountains (“Town”) is embarking on a Commercial Retail Gap Analysis to support an 
Economic Development Strategy that will guide the Town’s Economic Development 
priorities going forward. 

Background & Mandate 

Conducting a retail gap analysis, where one examines gaps in the retail environment 
by analyzing the retail supply and demand through the lens of store categories, is 
typically an effective tool for assessing the adequacy of the retail offering in a 
community. 

However, the retail environment is undergoing a significant paradigm shift in how 
retailers view their stores and the way people purchase and consume retail goods and 
services. These changes necessitate a more nuanced examination of retail gaps in 
the market. 

Retail and service uses within a community are typically categorized into a Retail 
Hierarchy. The retail hierarchy can be used to describe the physical form of retail as 
well as the function of the retailers. 

The retail hierarchy is a fluid concept and is adaptable to urban and rural locations. In 
larger urban areas, the retail hierarchy includes an array of shopping centre types 
from super regional malls down to street nodes. The types of retail included within 
these nodes range from national department stores to local boutique shops. 

In smaller communities, the retail hierarchy is “flatter” in terms of diversity of retail 
types and tenants. Typically, the population is not great enough to support some of 
the more specialized retailers. 

In the past, most store categories have remained separate and distinct. As an 
example, a hardware store would only sell hardware items or a grocery store would 
only sell groceries. However, in the current retail market there is a significant blurring 
of retail channels. Recent changes in retailing have resulted in a tendency to create a 
‘one stop’ shopping experience to increase market share. Many retailers, which 
previously offered specific product lines, now offer a much wider range of 
merchandise. 

In addition, retailer innovation such as e-commerce is having a profound impact on 
how retailers service markets. While these innovations may not be experienced 
equally in all communities, they are having an impact on the way retailers view their 
store networks and decide where to allocate development dollars. 
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Tate Economic Research Inc. 
Commercial Retail Gap Analysis – Town of The Blue Mountains 

The net result is that the retail function versus the store category is just as important 
when conducting a retail gap analysis. 

Study Approach 

In order to conduct this Commercial Retail Gap Analysis, TER has conducted the 
following tasks: 

• Review of Official Plan and Background Reports; 

• Examination of Retail Trends and Best Practices; 

• Inventory of Retail, Service and Vacant Space; 

• Analysis of Customer Location Data; 

• Delineation of a Trade Area; 

• Population Forecasting; 

• Examine Trade Area Socio-Economic Characteristics; and, 

• Quantify Trade Area Demand and Retail Commercial Gaps. 

Covid-19 and the Current State of Retail 

At the time of writing this report, we are in the midst of a global pandemic. The Covid-
19 pandemic is a health crisis with significant economic implications. The impact on 
retailers has, and continues to be, significant due to the restrictions on movement and 
the temporary closure of non-essential retailers and services in an effort to stop the 
spread of the virus. Many retailers and services will not be able to withstand the 
prolonged slowdown of the economy and will not reopen. 

When people are uncertain, they pause on spending. Consumer confidence and 
associated discretionary expenditures after the 2008 financial crisis took almost 19 
months to surpass pre-crash levels. There are varying opinions on how long it will take 
consumer expenditure to rebound as economies start to re-open. The reality is that 
the path to recovery is uncertain. 

Here is what we do know. It is our opinion that the pandemic will not result in any 
structural changes to the retail market that were not already occurring pre Covid-19. It 
is our opinion that the fundamentals that have made the Town an attractive place for 
retailers and service providers will remain unchanged post Covid-19. Some trends, 
such as the adoption of e-commerce, will be accelerated relative to their previous 
rates. 
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Tate Economic Research Inc. 
Commercial Retail Gap Analysis – Town of The Blue Mountains 

Figure 1-1: Canadian Monthly Retail Sales (x 1,000) 

Source: Tate Economic Research Inc. based on Statistics Canada. Table 20-10-
0008-01 Retail trade sales by province and territory (x 1,000) 

Unfortunately, there may be stores, some of which may have been mainstays in the 
Town, that will not re-open. The inability to reopen will result from issues relating to 
operating costs, inability to mitigate the impacts through e-commerce, curb-side pick-
up, etc. The pandemic may also result in hastening the closure of some stores that 
were already struggling in the pre Covid-19 retail environment, which was challenged 
by changing consumer demographics and technology. 

The Town of The Blue Mountains determined the need for this Commercial Retail Gap 
Analysis prior to the pandemic. It is our opinion that this report is even more important 
in these challenging times as it can serve as a guidepost when emerging from the 
pandemic and assisting landowners and retailers in navigating a return to success. 

Covid-19 and the Current State of Retail – September 2020 Update 

This report was researched and written in the March / April 2020 at a time when much 
of the Province was locked down. Due to Covid-19 related delays, this report is being 
presented to the Economic Development Advisory Committee in September 2020. 
The Town requested an update to our Covid-19 and the Current State of Retail 
observations given the passage of time from finalizing the report in April to presenting 
the report in September. 

Based on field observations in September 2020 and our professional judgement, the 
following provides an update to our Covid-19 assessment: 
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Commercial Retail Gap Analysis – Town of The Blue Mountains 

• For the most part the Town has faired well with respect to retail vacancies. Our 
inspections in September 2020 have not indicated a significant change from the 
April 2020 levels. 

• We would draw a distinction between the Town fairing well and retailers fairing 
well. The potential for additional closures remains high. We anticipate that there 
may be a number of inventory issues for non-food retailers as summer comes 
to an end and the potential for the inability to appropriately stock stores for the 
winter due to cash flow issues. 

• Similarly, food oriented retailers and restaurants will face potential head winds 
with the colder weather approaching and the inability to offer outdoor seating 
for more cautious customers. 

• Over the longer term, the outlook for retail in the Town is positive.  It has been 
influenced by remote working trends brought on by Covid-19. Anecdotally, we 
understand that many seasonal residents are increasingly converting to 
permanent residents with the ability to effectively work remotely. The resulting 
benefit to the retail environment will be positive as long as there is still a 
sufficient number of tourists and seasonal residents who typically have a higher 
discretionary spend then permanent residents. 

Overall, the observations and recommendations presented in Section 8 of this report 
remain valid. 
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2 Retail Trends 

The retail environment is undergoing a significant paradigm shift in how retailers view 
their stores and the way people purchase and consume retail goods and services. 
Retailer innovation such as e-commerce, and changes to consumer shopping 
behaviour are at the leading edge of this paradigm shift, as summarized below. 

Food Retail. Grocery stores are the next community hubs.

Long Term Leases. Long leases are less disrable from the retailer 

perspective and over time landlords will have to adapt.

What is Happening?

What are the main reasons behind the rapid change in the retail environment?

Real EstateTenant Types
Transitioning from a place to sell to a place to be Transitioning from development mode to redevelopment mode

Commercial Land Values. The increasing attractiveness of multi-family 

and industrial development coupled with a decreasing demand for 

commercial space has reduced the relative attractiveness of commercial 

land.

Sidewalks. Ground floor activation in mixed use developments is difficult, 

resulting in sterilized sidewalks. This is increasing with infill on main streets.

Neighbourhood and Community Enclosed Malls. These malls are where 

the MIDDLE retailers were the main traffic generating tenants.

Unfocused Retail Strips and Plaza's. Retail strips and plaza's will have to 

evolve to accommodate changes in tenants / form / function. There are a 

finite number of drug stores, liquor stores to anchor developments. Lazy 

leasing will not win.

Traditional Financial Metrics. Measuring productivity via simple sales per 

square foot will not accurately capture the value of a tenant.

L
o

s
e

rs

Harmonized Retail. Retailers that deliver a homogenous experience 

across all channels that blurs the lines between customer needs. 

The Middle. Retailers in the middle of the market were caught off guard 

with generational shifts and e-commerce.

Experiential Retailers. Retailers that have transitioned from a place to buy 

to a place to be. Embracing the inspirational, memorable, instagramable 

customer experience. 

Ethnic Retailing. Capitalizing on the needs of growing demographics, with 

particular emphasis on food. 

W
in

n
e

rs

Independent Retail Hustlers.  Retailers who have embrace diversification 

in both retail offering and use. 

Boring Retail. Physical retail is not dead but boring retail is. 

Mediocrity. Digital has put the power in the hands of the consumer. Digital 

accessibility kills mediocrity.

Food & Beverage. Food stores that have diversified their offerings to 

appeal to the rising demand for unqiue food offerings, home ready meals 

and home delivery.

Health & Wellness. Retailers who have embraced the emerging 

healthy/active lifestyle. 

Unique Physical Spaces. Physical spaces that are instagramable, 

memorable and encourage inspiration. 

Discount / Off Price. Retailers who have embraced quick product turnover 

in order to stay in style and on trend. This has nullified the impacts of e-

commerce by keeping the incentive to visit a store and partake in the 

"treasure hunt".

The Store as Media. Encouraging brand awareness and immersion 

through simultaneous physical and digital engagement.

Transactional Retailers / Commerce. The future is relationship 

commerce. 

Inflexible Retailers. Retailers that didn’t adapt to generational changes and 

advancements such as fast fashion.

Active Main Streets. Dense urban environments creating demand inner city 

and inner suburb traditional mainstreet for commercial uses.

Super Regional Malls. The benefactor of the diverging retail market and 

the need for social interaction.

P
ro

vin
c
ia

l
/ M

u
n
ic

ip
a
l 

In
te

n
s
ific

a
tio

n
 

P
o
lic

ie
s

AGE OF 

CONSUMER 

CHOICE

Generational Shifts Shrinking of the Discretionary Wallet Digital / e-commerce

This figure provides an overview of the main influences  
that are driving change within the overall retail 
marketplace, and outcomes these influences are 
having on tenancy and real estate. 

Not all of these influences or their outcomes will apply 
to the Town of The Blue Mountains. Throughout this 
Section, TER has highlighted the key retail trends 
which are likley to have significant influence on the 
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Central Trends 

This section of the report examines the broader trends within the retail industry, from 
distribution (digital/e-commerce), customer preferences, as well as changing 
demographic and generational shifts that are having profound impacts on the physical 
retail environment. 
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Retail Trends Summary 

As shown throughout this section, the significant paradigm shift in the retail 
marketplace has resulted in significant change to the tenant mix of traditional retail 
streets and shopping centres. However, despite these market shifts, the retail 
fundamentals for successful retail streets, such as footfall traffic, door spacing and 
street widths still apply, and if anything, are more important then ever. These retail 
trends have helped inform our recommendations. 
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Tate Economic Research Inc. 
Commercial Retail Gap Analysis – Town of The Blue Mountains 

3 Town of The Blue Mountains Retail Hierarchy and Function 

This section of the report examines the distribution and function of the retail and 
service space within the Town. 

Retail / Service Function Explained 

The function of a commercial area can be defined in various ways. From a retail 
market perspective, function is typically defined through the amount and type of 
tenants and their position within the retail hierarchy. 

Typically, the retail function of an area may evolve over time as the surrounding 
residential areas gentrify or new retail space is developed. The evolution of main 
streets is continuous. This evolution can generally be characterized as a shift to 
entertainment, services and convenience retail. 

With respect to retail function, retail developments, main streets or nodes typically 
contain two types of tenants: 

1) Specialty / Destination retailers; and, 

2) Convenience / Local retailers. 

Each type of tenant and the goods and services it provides can have a different 
function within the market. This function is described below. 

Specialty / Destination Retailers and Service Providers 

• Destination retailers provide “higher order” goods and services. These goods 
and services are purchased infrequently.  These retailers draw shoppers from 
a larger trade area or, conversely, shoppers are willing to travel longer 
distances to shop at these stores. Specialty / destination retailers are in 
regional centres or specialized main streets, which are smaller in number and 
spaced further apart; 

• Generally, destination retailers sell comparison goods, which are products 
that consumers often compare prices and other attributes before deciding (i.e. 
appliances, cars and clothing). Typically, retailers of comparison goods tend 
to locate near one another such as shopping malls for clothing or automotive 
parks for cars; and, 

• Destination services such as some doctors, travel agents, etc. are similar in 
function to destination retailers. Restaurants, depending on the type, can also 
act as destination services and attract customers from a wide area. 

Convenience / Local Retailers and Service Providers 

• Convenience retailers provide “lower order” goods and services. These goods 
and services are purchased frequently and are more common in nature. 

Page | 14 



     
         

 

 
   

 
  

 

 
   

   
  

  

  

    
    

      

      
    

   
    

   
 

    

    

Tate Economic Research Inc. 
Commercial Retail Gap Analysis – Town of The Blue Mountains 

Generally, from a retail supply perspective, convenience / local retailers are in 
neighbourhood, community sized centres and strip plaza’s, are more common 
in number and are near residential population for ease of access; and, 

• Supermarkets and pharmacies are typically considered convenience retailers. 
There are several services, such as fast food or sit-down restaurants, hair 
dressers and banks, that are also considered convenience services. These 
retailers and services typically have localized trade areas and serve the local 
population on a frequent basis. 

Town of The Blue Mountains Commercial Context 

The Town of The Blue Mountains comprises 287 square kilometres of land located on 
the south western shoreline of Georgian Bay. The majority of this area is considered 
rural, composed of agricultural uses and escarpment area with several small hamlets. 

Urban Areas are situated along the shoreline of Georgian Bay and include, from west 
to east, the communities of Lora Bay, Thornbury, Clarksburg, Camperdown, Craigleith 
and the Blue Mountain Village Area. There is a limited amount of retail commercial 
space dispersed throughout the rural area, with the majority of space concentrated 
within the urban communities. Figure 3-1 indicates the Urban Area and primary 
communities within the Town. 

Source: Tate Economic Research Inc.; Basemap: Town of the Blue Mountains Map Book 2019 

Figure 3-1: Town of The Blue Mountains 
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Tate Economic Research Inc. 
Commercial Retail Gap Analysis – Town of The Blue Mountains 

Thornbury is the main Urban Area in the Town. Thornbury includes a mix of low and 
medium density residential uses and a broad retail commercial offering including a 
traditional main street, supermarket and a drug store. 

The Blue Mountain Village Area is separate from the local retail commercial hierarchy. 
It is characterized as a resort community with high density residential uses and a retail 
village. The Blue Mountain Village Resort Area Core (“Blue Mountain Village”) is 
privately owned and operated, offering a curated selection of retail commercial uses. 

South Georgian Bay Tourism 

Downtown Thornbury, Ontario 

Thornbury Retail Context 

The community of Thornbury is the primary concentration of retail commercial space 
and population in the Town. Approximately 40% of Town residents live within a 10 
minute drive of the Thornbury main street. The Official Plan permits retail commercial 
uses within the following designations: Commercial Corridor, Downtown Area, Urban 
Employment Area and Bruce St./Marsh St. Corridor. The majority of retail commercial 
space is located within the Downtown Area 
designated lands primarily located on Bruce 
Street and Highway 26 (Arthur Street / King 
Street). 

Figure 3-2 on the following page provides a 
summary of the inventory of retail 
commercial space in Thornbury. 

Trip Advisor 
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Figure 3-2: Thornbury Inventory of Retail and Service Space 

Source: Tate Economic Research Inc. 
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The following observations are made with respect to the inventory of retail and service 
space in Thornbury: 

• There is approximately 255,000 square feet of retail and service space in 
Thornbury, representing approximately 55% of all space within the Town, 
including Blue Mountain Village; 

• There is 136,000 square feet of retail space in Thornbury which accounts for 
53% of the total space and 57% of the occupied space; 

• Of the 136,000 square feet, two retail stores, Home Hardware and Foodland, 
account for 50% of the space; 

• The remaining space is split between all the retail categories with the exception 
of general merchandise and department stores; 

• Many of the stores in these categories are characterized by higher end product 
offerings, such as C&G Wood Furniture, Loft Art Gallery and Furbelows, among 
others; 

• Service space represents 41% of the total space in 
Thornbury and 43% of the occupied space; 

• The largest category of service space is Food 
Services and Drinking Places. The majority of these 
establishments in Thornbury are locally and/or 
independently owned with only two major chains, Tim 
Hortons and New Orleans Pizza. Well known local 
establishments include McEwan Group’s Fabbrica, 
The Grey, Bruce Wine Bar and the Cheese Gallery, 
among others; 

• The vacancy rate in Thornbury is 6%. Vacancy rates in balances markets 
typically range between 5.0% and 7.5% and, 

• Approximately 75% of retail commercial units in Thornbury are less than 2,000 
square feet. 

Clarksburg & Other Retail Context 

In addition to Thornbury, there is retail commercial space located elsewhere 
throughout the Town. There is retail commercial space dispersed along Highway 26, 
in Cragleith (Excluding Blue Mountain Village) and in the Town’s Rural Hamlets. In 
addition, there is a concentration of retail commercial space in Clarksburg. Figure 3-3 
on the following page provides a summary of the inventory of Clarksburg and the 
balance of the Town, referred to as “Other Town”. 

Yelp 
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Figure 3-3: Clarksburg & Other Town Inventory of Retail and Service Space 

Source: Tate Economic Research Inc. 
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The following observations are made with respect to the inventory of retail and service 
space in the Clarksburg and Other Town area: 

• There is approximately 103,000 square feet of retail and service space in the 
Clarksburg and Other Town area, representing 22.3% of the total space in the 
Town, including Blue Mountain Village; 

• Clarksburg is located 2 kilometres south 
of Thornbury. It is characterized by a 
small main street extending from Clark 
Street to the Beaver River, with an art 
oriented focus supported by galleries 
such as the Ironworks Art Centre, Marsh 
Street Gallery, Matilda Swanson 
Gallery, Lara Lee Gallery, and the 
Artbank Collective; 

• There is approximately 54,000 square 
feet of retail space in the Clarksburg and Other Town area which accounts for 
53% of the total space and 56% of the occupied space; 

• Miscellaneous Retail is the largest category of space with over half of the 
category consisting of art focused establishments. The remaining space is 
characterized by sports and recreation stores such as Squire Johns and Blue 
Surf; 

• Service space represents 41% of the total space and 44% of the occupied 
space; 

• The largest category of service space is Other Services which is characterized 
by a variety of uses including renovation and design services; 

• The vacancy rate in Clarksburg and Other Town is 6.8%. Vacancy rates in 
balances markets typically range between 5.0% and 7.5%; and, 

• Approximately 65% of units are less than 2,000 square feet. 

Blue Mountains Village Retail Context 

Blue Mountain Village is located approximately 15 kilometres east of Thornbury, in the 
community of Cragleith, near the Town / Collingwood boundary. It is a retail 
commercial village operated by Blue Mountain Resort with a curated tenant mix 
primarily comprised of restaurants and clothing stores. Blue Mountain Village is 
oriented to, and supported by, tourists visiting the resort. 

Figure 3-4, on the following page, provides a summary of the inventory of Blue 
Mountain Village. 

Google Maps 
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Figure 3-4: Blue Mountain Village Inventory of Retail and Service Space 

Source: Tate Economic Research Inc. 
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The following observations are made with respect to the inventory of retail and service 
space in Blue Mountain Village: 

• The Blue Mountain Village is 
composed of approximately 
103,000 square feet of retail and 
service space, representing 22% of 
the total space in the Town; 

• Retail commercial space is located 
within a resort village in mixed-use 
resort condo buildings; 

• There is approximately 37,700 
square feet of retail space in Blue 
Mountain Village which accounts 
for 37% of the total and occupied space; 

• Blue Mountain Village has a limited variety of retail categories, with the majority 
of space occupied by Restaurants & Bars, Clothing, Shoes & Accessories, 
Miscellaneous Retail and Convenience & Specialty Food Stores; 

• Service space represents 63% of the total and occupied space; 

• Food Services and Drinking Places 
represent approximately 60% of the retail 
and service space within Blue Mountain 
Village. There are 29 eating and drinking 
establishments in Blue Mountain Village 
with a mix of chains and local 
establishments. National chains include 
Sunset Grill, Wild Wing, Pita Pit, Beaver 
Tails and Starbucks, among others; 

• At the time of conducting this report there were no vacancies in Blue Mountain 
Village; and, 

• Approximately 62% of units are less than 2,000 square feet. 

Town of The Blue Mountains Retail Hierarchy and Function Conclusions 

Thornbury is the main retail area in the Town, providing goods and services to local 
residents. Thornbury has a convenience oriented function with a range of retail and 
service tenants including supermarket, drug store, restaurants, furniture, clothing, and 
others. Clarksburg has an art oriented function, known for its art galleries and antiques 
stores. Clarksburg does not function as a retail node serving the daily needs of 
residents. Blue Mountain Village is owned and operated by Blue Mountain Village 
Resort. As such, retail commercial space primarily serves visitors of the resort. 

Blue Mountain Village 

Grey County Tourism 
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4 Customer Draw Analysis 

This section of the report examines the customer draw of the various retail areas 
within the Town. 

Customer Draw 

TER has utilized cellular location services data from smartphones to identify the 
customer draw of the following retail and service providers: 

• Downtown Thornbury; 

• Clarksburg; and, 

• Blue Mountain Village. 

The cellular location services data is anonymized, permission-based data collected 
from location enabled mobile devices. Each smartphone has a Unique Device ID and 
a Common Evening Location (“CEL”). The Unique Device ID represents an identifier 
for each specific device, and the CEL is derived from where each device spends the 
majority of its time at night. Information was gathered between January 1, 2019 and 
December 31, 2019.1 The results of this analysis are shown in Figure 4 -1, below, and 
examined in greater detail in this section of the report. 

Figure 4-1: Cellular Location Services Data Summary 

Distribution of Customers

Downtown 

Thornbury Clarksburg

 Blue Mountain 

Village

Town of Blue Mountains 32% 35% 2%

Municipality of Meaford 8% 9% 3%

Other 4% 8% 2%

Total 45% 52% 6%

Town of Collingwood 7% 10% 6%

Other 6% 6% 4%

Total 13% 16% 11%

Greater Toronto and Hamilton Area 20% 18% 51%

Other 23% 15% 32%

Total 100% 100% 100%

Grey County

Simcoe County

Source: Tate Economic Research Inc. 

1 The determination of CEL/CDL uses multiple observation points across months of time, IP screening 
and other methodologies to ensure a high degree of confidence in distinguishing between residents and 
visitors. 
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4.1.1 Customer Draw – Thornbury 

To determine the customer draw of downtown Thornbury, TER has examined cellular 
location services data for the east side of Bruce Street South from Highway 26 to 
Louisa Street East. This includes a range of retail and service space, including 
clothing stores, restaurants and personal services. Thornbury has a strong local draw 
with a significant support from visitors and seasonal residents. Downtown Thornbury 
draws approximately 45% of its customers from within Grey County, 77% of which are 
located within the Town. Thornbury’s tourist draw is represented by 23% of customers 
originating from the GTHA. 

Source: Tate Economic Research Inc.; Basemap: ESRI ArcGIS 

Figure 4-2: Thornbury Cellular Location Services Data 
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4.1.2 Customer Draw – Clarksburg 

TER has examined cellular location services data for the Clarksburg main street. This 
analysis includes a range of retail and service tenants including furniture, art gallery, 
performing arts centre, and other services. This analysis indicates that Clarksburg has 
the strongest local draw of all locations examined, with 35% of customers originating 
from within the Town and 52% from within Grey County. Clarksburg has a significant 
draw from the Greater Toronto and Hamilton Area (“GTHA”) which is supported by its 
status as a destination for art galleries and studios. 

Figure 4-3: Clarksburg Cellular Location Services Data 

Source: Tate Economic Research Inc.; Basemap: ESRI ArcGIS 
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4.1.3 Customer Draw – Blue Mountain Village 

TER analysed cellular location services data for The North Face, located within Blue 
Mountain Village. The North Face was examined because it is located within a free 
standing building, the majority of retail commercial space within Blue Mountain Village 
is located in mixed-use buildings, which cannot be accurately analysed using cellular 
location data. Blue Mountain Village has a wide customer draw with approximately 
50% of customers originating from the GTHA and only 6% of customers coming from 
within Grey County. 

Figure 4-4: Blue Mountain Village Cellular Location Services Data 

Source: Tate Economic Research Inc.; Basemap: ESRI ArcGIS 
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Customer Draw Analysis Summary 

The retail main streets in Thornbury and Clarksburg generally have wide and 
dispersed geographic customer draws. The exception to the dispersed customer draw 
is within the Town of The Blue Mountains which accounts for approximately a third of 
customers who are primarily concentrated within a small geographic area consisting of 
an approximate 10 minute drive time of downtown Thornbury. Thornbury is the best 
proxy for the Town, due to its retail commercial function and the presence of locally 
serving, convenience oriented tenants. Thornbury draws approximately 45% of its 
customers from Grey County, with the largest concentration being the Town. 

Page | 27 



     
         

 

 
   

  

  
   

   
 

   

 
      
 

   
  

    

  

Tate Economic Research Inc. 
Commercial Retail Gap Analysis – Town of The Blue Mountains 

5 Trade Area Socio-Economic Demographic Analysis 

TER has examined socio-economic data from Statistics Canada and Environics 
Analytics to develop a profile of Trade Area residents. Based on the concentrated 
customer draw within the Town of The Blue Mountains, TER has used the Town 
boundary for the Trade Area socio-economic analysis. 

Town of The Blue Mountains Urban / Rural Divide 

Within the Town boundary, TER has differentiated between the “urban” and “rural” 
areas of the Town, as illustrated in Figure 5-1, based on Dissemination Area (“DA”) 
boundaries. 

Figure 5-1: Socio-Economic Analysis Boundaries 

Source: Tate Economic Research Inc.; Basemap: ESRI ArcGIS 

The current population of the Town is approximately 7,500 persons, approximately 
80% of whom are located within the urban areas. Figure 5-2, below, shows the historic 
population of the Town based on Urban and Rural areas. 
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• The Urban / Rural divide has increased over the past 15 years. This increase is 
a function of a significant increase in the urban population as opposed to a 
decrease in the rural population; 

• Between 2006 and 2019, the rural population has remained relatively stable at 
approximately 1,475 persons; 

• Between 2006 and 2019 the urban population has increased by approximately 
1,300 persons or 28%; and, 

• In addition to the permanent population of 7,500 persons in 2019, the Town 
also adds approximately 8,900 seasonal residents. 

Figure 5-2: Historic Urban / Rural Population 

Source: Tate Economic Research Inc. 

Town of The Blue Mountains Socio-Economic Characteristics 

The following section examines socio-economic characteristics of the Town. Figure 5-
3 summarizes the key socio-economic characteristics for urban and rural residents 
within the Town. 

Figure 5-3 indicates the dominant Prizm5 profile for urban and rural residents. The 
Prizm5 profile is a segmentation tool which classifies Canada’s neighbourhoods into 
68 unique lifestyle types by integrating geographic, demographic and psychographic 
data. This tool creates a comprehensive picture of residents and customers according 
to their shared demographic, lifestyle and behavioural traits. 

• The dominant Prizm5 profile of urban residents is ‘Emptying Nests’, 
representing approximately 57% of households. 
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Figure 5-3: Socio-Economic Summary 

Source: Tate Economic Research Inc. 
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• In this Empty Nest category, the Prizm5 description is that nearly one-third of 
adults are of retirement age but report comfortable incomes. University and 
college educated, they enjoy cultural activities, going to ballet and opera 
performances, community theatres and film festivals. They like to keep up with 
the trends by attending exhibitions, particularly craft, cottage, investment and 
travel shows. In terms of shopping behaviour, these residents are 
discriminating consumers with lower rates of buying on impulse. 

• The dominant Prizm5 profile of rural residents is ‘Country Acres’, representing 
approximately 42% of households. The Prizm 5 description of this category 
states these are one of the nation’s most affluent rural lifestyles, a collection of 
middle-aged and older couples and families. Many earn average incomes from 
a mix of jobs in agriculture or blue-collar professions. These households like 
shopping at big-box stores but don’t distinguish between bricks and mortar 
locations and buying online. These households emphasize products that are 
practical and easy to use, and thus, have little brand loyalty. 

Figure 5-4, below, indicates the income distribution within the Town and relative to its 
surrounding communities. One of the primary differentiating factors between urban 
and rural households is income. The average income for urban households is 
approximately 23% greater than that of rural households ($144,000 vs $117,000 per 
year). 

This analysis indicates an uneven income distribution within the Town. High income 
households are disproportionately located within the Town’s urban areas, with the 
highest income DA’s being composed of the communities of Cragleith and 
Camperdown. 

Figure 5-4: Income Distribution 

Source: Tate Economic Research Inc.; Basemap: ESRI ArcGIS 
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TER has examined household spending on major categories in comparison to Grey 
County. Figure 5-5, below, shows average household spending, on a category basis, 
as an index to the County. This analysis indicates that both urban and rural 
households in the Town spend more on the examined categories than the average 
County household. However, as a result of the uneven income distribution within the 
Town, urban households have significantly higher expenditures when compared to 
rural households. The results in Figure 5-5 are not surprising, as it is assumed that the 
higher income levels equate to greater spending in retail categories. 

Figure 5-5: Household Expenditure Index to Grey County 

Source: Tate Economic Research Inc. 

In addition to the expenditure index, of interest is also the distribution of expenditures 
in the urban and rural households when compared to Grey County households. As an 
example, urban households spend $392 per household on Horticultural Services, 
Snow and Garbage Removal. This represents 0.216% of their total expenditures. 
Conversely Grey County households spend $168 per household which represents 
0.154% of their expenditures. The conclusion is that expenditures on Horticultural 
Services, Snow and Garbage Removal represent 41% more of the total expenditures 
in urban households when compared to Grey County households as a whole. The 
conclusion from this data is that this category of service is relatively more important in 
the urban households. This could be for a number of reasons. It could be required 
more, or it could be valued more. 
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Figure 5-6 highlights some of the relevant retail and service categories where the 
urban and/or rural expenditures are greater than 10% when compared to Grey 
County. 

Figure 5-6: Household Expenditure Distribution Index to Grey County 

Source: Tate Economic Research Inc. 

Variable Town - Urban Town - Rural

2019 Total Household Expenditure 100% 100.0%

2019 Exterior Painting or Staining 141% 120.3%

2019 Horticultural Services, Snow, Garbage Removal 141% 113.3%

2019 On-Line Services 124% 95.1%

2019 Regular Child Care in the Home 133% 153.2%

2019 Housekeepers, Cleaners, House-Sitters 130% 91.3%

2019 Health Care Practitioners in the Home 148% 89.3%

2019 Other Eye Care Goods, Non-Prescription Eyewear 136% 99.4%

2019 Rugs, Mats, Under Padding 129% 102.4%

2019 Works of Art, Carvings, Other Decorative Ware 170% 86.3%

2019 Linens 111% 102.3%

2019 Other Household Furnishings 131% 95.0%

2019 Maintenance, Repairs of Household Furnishings, Equipment 200% 135.1%

2019 Home Theatre Systems 126% 66.6%

2019 Maintenance, Repairs of Electronic, Communications Equip 76% 119.0%

2019 Computer Software 141% 85.6%

2019 Tablet Computers 115% 95.5%

2019 Rental, Maintenance, Repairs of Recreational Equipment 63% 137.5%

2019 Cameras, Accessories 174% 67.3%

2019 Bicycles, Parts, Accessories 202% 71.3%

2019 Motorcycles 112% 62.3%

2019 Truck Campers 292% 273.5%

2019 Non-Motorized Watercrafts 187% 66.6%

2019 Motorized Watercrafts 302% 78.4%

2019 Women (Aged 15, Over): Jewellery 162% 93.1%

2019 Clothing Gifts: Non-Household Members: Women, Girls 119% 87.4%

2019 Clothing Gifts: Non-Household Members: Men, Boys 124% 92.4%

2019 Laundry, Dry-Cleaning Services 145% 77.3%

2019 Textbooks, School Supplies 64% 165.3%

2019 School Supplies 54% 113.8%

2019 Textbooks 73% 208.9%

2019 Newspapers 111% 102.2%

2019 Magazines, Periodicals 124% 100.4%

2019 Services Related: Reading Materials 78% 115.0%

2019 Alcoholic Beverages 114% 97.6%

2019 Alcoholic Beverages Served On Licensed Premises 131% 107.6%

2019 Self-Made Alcoholic Beverages 171% 102.8%

2019 Improvements, Alterations: Owned Principal Residence 140% 155.1%

Measures if 

the average 

dollar 

expenditure 

as a percent 

of Total 

Expenditure 

within the 

Urban and 

Rural Areas is 

above or 

below the 

same for 

Grey County

The following observations are made with respect to Figure 5-6 and the underlying 
data: 

• Many of the rural over-weighted expenditures (i.e. over 110%) are in the non-
retail and service categories; 
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• Many of the urban over-weighted expenditures (i.e. over 110%) are in the 
service and home maintenance categories; and, 

• From a commercial retail gap analysis perspective, the over-weighted 
expenditures in Works of Art, Carvings and Other Decorative Ware, Linens, 
Other Household Furnishings, Camera’s and Bicycles are noted. 

Trade Area Socio-Economic Demographic Analysis Summary 

There is a clear consumer profile dichotomy in the Town between the urban and rural 
populations. The urban population is significantly wealthier and comprises almost 80% 
of the population. While we recognize that both groups contribute to the economic and 
social well-being of the Town, from a commercial gap analysis, the dominant demand 
generator is the urban population. The characteristics of this population will be taken 
into account when assessing the gaps in the market and providing recommendations. 
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6 Stakeholder Input 

A key part of any retail study is understanding the local perspective. TER has been 
provided with the results of the Economic Development Public & Resident Survey and 
the Economic Development Business Community Survey, conducted from September 
3, 2019 to March 3, 2020. The survey was undertaken as input into the Economic 
Development Strategy 2020 – 2025. This survey has provided TER with insight into 
local resident and business perspectives, opinions and priorities. This section 
summarizes the relevant survey results which have been incorporated into this report. 

TER has extracted themes and opinions related to the retail commercial structure of 
the Town, as summarized in the chart below. One overriding theme is the lack of 
affordable retail and service offerings, especially as it relates to groceries and clothing. 
However, there are diverging opinions related to the introduction of national chains 
and affordable retailers, such as Dollarama, into the market. While some residents 
desire affordable chain retailers, other believe it threatens the overall character of the 
Town. 

The resident and business surveys identify strategies to encourage business 
development and diversification. Both residents and businesses identified increased 
community engagement and municipal programming as a strategy to support 
economic growth. Other strategies include increased marketing / promoting, tax and 
business incentives and one-on-one business support. 

Resident Survey Summary

Main Challenges Of Living In The Town of The Blue Mountains

Cost of Living Responses indicated a high cost of living in the Town attributable to several factors 

including a lack of affordable retail. Responses indicated difficulty finding affordable 

retail especially with respect to supermarkets. Respondents choose to shop in 

Collingwood and other surrounding communities where there are affordable options.

Business Offerings There is a lack of diverse and affordable business offerings. Many residents stated 

that many shops offer high end retail which attacts tourists but is not appealing to local 

residents. There is a desire for retail offerings that are catered to the local community.

Medical Care Respondents emphasized poor access to healthcare services within the Town, 

including family doctors and medical labs. Residents must travel outside the Town to 

access these services. This is of parrticular concern to older residents.

Businesses That Would Thrive In The Town of The Blue Mountains

Variety of Types There were a variety of business types idenitified including: Eco-friendly businesses, 

light industrial, technological, retail, food and beverage, etc. 

National Brands There is a mixture of local acceptance towards national brands locating in the Town, 

for example Costco. In addition, there is consensus on the desire for affordable retail 

in the Town but residents are also opposed to discount franchise stores such as 

Dallarama. 

Supermarket Residents believe another suprmarket in the Town would provide residents with more 

affordable grocery options and reduce the need to shop out of Town.
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Business Survey Summary

Advantages Of Doing Business In The Town of The Blue Mountains

Natural Environment Attributes of natural environment that are an advantage of investing in the Town 

including strategic location, natural beauty, outdoor activities, trails, sustainability, and 

climate

Economic Development Opportunities for growth, tourism, less competition, entrepreneurial advantages, and 

return on investment are an advantage of doing business in the Town.

Quality of Life Examples of quality of life include culture/history, four season town, recreation and 

leisure opportunities, sense of community, work-life balance, and retirement 

community.

Vision For The Town of The Blue Mountains Economy Over The Next 5 Years?

Affordable Living Residents hope that affordable housing, retail options, food and hospitality are options 

available over the next 5 years. Some residents are concerned they will not be able to 

live in the Town in 5 years.

Community Initiatives Residents envision engagement opportunities such as events, festivals and 

recreational activities. This includes more services for kids and enhancing the 

Farmers Market. 

Economic Development Residents expect growth in the Town's economy over the next 5 years including 

diversification, well paying jobs and no shoulder seasons. Need support for tourist, 

agriculture and small businesses. 

Expansion of 

Businesses & Services

Residents envision more businesses and services to meet the growing demands of the 

Town such as accomodation, medical and healthcare services, schools, educational 

opportunities, libraries, private services and counseling services. Residents feel the 

Town is too reliant on tourism and hope diversification in everyday, year round 

businesses and services will be available. 

Actions To Support Local Economy And Businesses 

Economic Development Town could offer grants, tax incentives and reduce red tape for new businesses to 

start-up in the area. One-on-one business support and communication for businesses 

already established in the Town. Promotion and marketing could be undertaken to 

attract full-time younger families to the area. Another action is to promote start-ups 

and create a hub for new businesses and entrepreneurs.

Infrastructure & 

Transportation

Signage for visitors, traffic management, traffic lights on Highway 26, increased 

parking in commercial areas, public transit throughout the Town connecting to other 

municipalities and more sidwalks for walkability.

Tourism Promotion of the entire Town, not just Blue Mountain Village, as a four-season 

destination to attract customers and new business ventures. 

Goods And Services Not Available In The Town

Respondents mentioned they travel to Collingwood for goods and services that are unavailable or unaffordable 

in the Town. Residents also traveled to Barrie, Owen Sound and Meaford for goods and services. The most 

mentioned goods and services purchased outside of the Town are clothing and groceries. Other categories 

mentioned include fast food and ethnic food, sporting goods, office supplies, big box retailers, healthcare, 

fitness and leisure, nail salon, auto services, banking, and education programs.
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Disadvantages Of Doing Business In The Town of The Blue Mountains

Affordability Affordability topics include attainable housing, cost of living, commercial rent, and 

rental prices of homes.

Economic Development Economic development topics include over-development, shoulder seasons concerns, 

inconsistent visitor rates, and potential development of bix box/franchises.

Employment Employment issues include unemployment, finding skilled labour, low paying jobs, 

staff retention and seasonal job demands. Infrastructure is insufficient to support 

workers coming from other municipalities. 

Infrastructure The main issue related to infrastructure is transportation. There is no reliable and 

affordable method for transporting workers and visitors to businesses. Other issues 

include signage, parking, water and sewage, sidewalk maintenance andtraffic on 

Highway 26.

Policy Respondents raised concerns over Municipal policies as a disadvantage to 

conducting business in the Town. High taxes, red tape, by-law's, business permit 

costs and development fees are issues hindering business in the Town.

Population Limited population and an aging demographic especially in the mid to long term.

Employee Recruitment And Retention Contributing Factors

Affordability Issue pertaining primarily to attainable housing, cost of living, commercial rent, and 

high prices of products.

Employment Challenging to find young workers due to low wages, seasonal employment demands 

and transportation.

Infrastructure Challenging for employees to commute to the Town if they live in other communities. 

This is exacerbated by affordability issues making it difficult to recruit skilled 

employees. 

Roles And Actions To Support Local Economy And Businesses

Affordability Establishing an attainable and fair housing market is an action the Town can take to 

support the local economy and businesses.

Business Support Providing businesses support such as funding, tourism initiatives and events to 

generate traffic. Certain areas neglected due to focus on main areas and some 

businesses express lack of inclusion in the current business improvement area 

format.

Community Engagement Community engagement such as events, marketing and networking events to generate 

traffic and support business. In addition, partnerships should be developed between 

businesses and the Town.

Infrastructure Signage, transportation services, pedestrian friendly, traffic, and safety.

Municipal Red Tape Lower taxes, changing by-laws and reducing permits and development fees could 

support local businesses. 

Page | 37 



     
         

 

 
   

 

Tate Economic Research Inc. 
Commercial Retail Gap Analysis – Town of The Blue Mountains 

Page | 38 



     
         

 

 
   

  

   
 

 

   

  
      

 

     

    
 

    
 

 

  
    

  

   
  

  

   
 

 
  

   

  
   

    

   
   

  
 

 

Tate Economic Research Inc. 
Commercial Retail Gap Analysis – Town of The Blue Mountains 

7 Quantitative Gap Analysis 

This section of the report examines the commercial gap analysis from a quantitative 
perspective. The results of this analysis along with the findings in the rest of the report 
will inform our recommendations. 

Background Methodology and Assumptions 

In order to quantify the commercial gap in a market place, the expenditure potential is 
balanced against the supply of space. In order to conduct this analysis, the following 
methodology was utilized: 

• TER calculated the 2019 Town of The Blue Mountains population; 

• TER calculated the per capita expenditures for various retail categories based 
on Statistics Canada Retail Trade data. Specifically: 

o Statistics Canada provides Retail Trade data for the Province as a 
whole. TER converts this data to per capita expenditures for various 
retail categories; 

o In order to translate these Provincial figures to the Town, TER uses 
regression equations to account for the differential in income between 
the Province and the Town; 

o TER then adjusts the per capita incomes to account for expenditures 
that are made on-line. The result is a set of per capita expenditures for 
Town residents that are made at “brick and mortar” stores; 

• The per capita expenditures are multiplied by the population of the Town 
resulting in the expenditure potential for the various retail categories; 

• The expenditure potential is then converted to square feet using industry 
accepted sales per square foot standards. The result in the amount of the retail 
space that can be supported by Town residents; 

• The amount of supported space is then measured against the existing supply of 
retail commercial space to assess whether there are gaps in the market place 
from a quantitative perspective; and, 

• TER also conducted a service space gap analysis using per capita ratios 
calculated by TER through an examination of hundreds of inventories 
conducted across the province. For this analysis, TER calculated the per capita 
ratio of the existing service space and then compared that to the target amount 
based on the industry standards. 

Page | 39 



     
         

 

 
   

   
 

    
   

 

  
  

   
  
   

    
  

 

   
  

  
   

  

 

  

 
   

 

  

      
   

  

     
 

     
 

    
   

 

Tate Economic Research Inc. 
Commercial Retail Gap Analysis – Town of The Blue Mountains 

There are a number of assumptions that are made with respect to the gap analysis. 
Specifically: 

• The gap analysis does not take into account the retail space in Blue Mountain 
Village. This space is specialized and performs a specific function that is 
distinct from the remainder of the Town. 

• We have made the simplifying assumption that inflow=outflow. Generally, this 
implies that all of the expenditures made by Town residents are spent at 
retailers and service providers in the Town. Conversely, it also means that 
nobody who resides outside of the Town spends any of their retail and service 
expenditures in the Town. In practice we know that this is not true. We have 
anecdotal, as well as cellular data evidence, that indicates that Town residents 
shop in Collingwood and other areas as well as people who live in other areas 
shop in the Town. 

Without conducting an expenditure survey, it is difficult to establish whether 
there is a net inflow or outflow of dollars into / from the Town. Certainly, given 
the seasonal population there may be the expectation that there is a net inflow 
into the Town. However, this should be balanced with the outflow of 
expenditures that likely occurs in the off season. 

For these reasons, TER has made the simplifying assumption that 
inflow=outflow. 

Gap Analysis Results 

Figure 7-1, on the following page, illustrates the results of the gap analysis. It should 
be noted that the gaps identified in this analysis are based on the quantitative 
analysis. The final recommendations in this report take into account the inventory 
function, socio-economic character, stakeholder results and TER professional 
judgement. 

The following observations are made with respect to the gap analysis: 

• The dark blue bars represent categories where a deficit of space exists in the 
Town. This indicates that demand exceeds supply and is defined as a gap in 
the market. 

• The light blue bars represent categories where a surplus of space exists in the 
Town. This indicates that supply exceeds demand. 

• The hashed blue bars represent categories where a there is currently no gap 
under the analysis assumption of inflow=outflow. However, there could 
potentially be a gap if the assumption is changed to account for a net inflow of 
expenditure due to seasonal and tourist expenditures. 
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Figure 7-1: Quantitative Gap Analysis 

Source: Tate Economic Research Inc. 

7.2.1 Categories With Gaps 

• There are five categories of retail and service space in which demand exceeds 
supply. In other words, there is a gap in the following categories: 

1) General Merchandise – 33,500 square feet; 

2) Furniture, Home Furnishings, and Electronics – 16,200 square feet; 

3) Clothing and Accessories – 16,100 square feet; 

4) Services: Personal – 11,300 square feet; and 

5) Pharmacies and Personal Care – 6,800 square feet. 

• If addressed, the gaps represent a significant increase over the existing space, 
as illustrated in Figure 7-2. 

• There are five categories where there could potentially be a moderate gap in 
the Town: 

1) Services: Financial, Insurance, Legal & Real Estate; 

2) Beer, Wine, Liquor; 

3) Supermarkets; 

4) Services: Medical & Dental: and, 
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5) Convenience & Specialty Food. 

• The gaps in these categories are more convenience oriented. 

Figure 7-2: Quantum of Gap Analysis Space versus Existing Space 

+137% 

+163% 

+138% 

+74% 

Source: Tate Economic Research Inc. 

7.2.2 Categories with No Gaps 

Figure 7-1 also illustrates the categories that do not have gaps: 

1) Services: Eating & Drinking; 

2) Building & Outdoor Home Supplies; and 

3) Miscellaneous Retail Space. 

These categories have sufficient amount of space from an expenditure and per capita 
space perspective. 

Quantitative Gap Analysis Summary 

The largest gaps exist in the retail categories as opposed to service categories. These 
categories (General Merchandise, Furniture etc., Clothing and Accessories) have, in 
recent times, been susceptible to impacts from e-commerce and have had difficulty 
gaining bricks and mortar traction. 
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Observations, Strategy and Recommendations 

This section of the report provides a summary of findings and professional 
observations from the preceding analysis and provides a set of recommendations with 
respect to the Town’s retail gap analysis. 

These recommendations focus on the Town of The Blue Mountains, excluding Blue 
Mountains Village. This Village space is specialized and performs a specific function 
that is distinct from the remainder of the Town. Furthermore, while the performance of 
the resort components has an impact on the overall success of the Town, it is our 
opinion that the success of the Thornbury and Clarksburg’s retail areas are not 
dependent on the success of the Blue Mountain Village retail. 

Summary of Findings 

In terms of the current function of the retail and service space, the Town of The Blue 
Mountains is atypical for smaller towns. 

Retail / Service Function 

• The retail environment is healthy in terms of vacancy rate. 

• The retail and service offering is positioned within the middle / upper middle 
segments of the market and is characterized by a number of independent 
boutique stores and services. 

• The tenant mix is functional and provides a level of service to the surrounding 
population. There are no clear gaps in the market with the exception of a 
general merchandise store; 

• There are a mix of convenience and specialty stores. The convenience oriented 
stores such as Foodland, LCBO and Pharmasave provide general coverage 
within their respective categories. The specialty oriented stores cater to the 
local community as well as the seasonal residents. 

• Over half of the retail and service space is retail oriented. This ratio of retail to 
service space is atypical and represents a greater emphasis on retail space. 

• Based on our assessment of the businesses, there are a mix of long 
established and new businesses. There is also a high level of market 
knowledge in terms of retail trends and the understanding of experience. 

• In the Retail Trends section, the diverging retail market and the “missing 
middle” was discussed. The Town of The Blue Mountains is unique in that it is 
able to maintain a higher end offering which is atypical of non VECTOM2 

2 VECTOM markets are Vancouver, Edmonton, Calgary, Toronto, Ottawa and Montreal. 
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markets. Typically, the path of least resistance in smaller markets is to cater to 
the value end of the spectrum as there are a number of retailers (characterised 
mostly by General Merchandise stores) that are willing tenants. 

Customer Demographic 

• The population in the “urban” areas of the Town along the shoreline have 
increased by 27% since 2006. 

• This increase in population has been accompanied by a high average 
household income. 

• Many of the current residents are transplants from large urban areas and 
appreciate a curated level of retail and service that provides similarities to their 
original retail areas. 

Recommendations 

❖ Whether intentional or organic, the overall function of the retail and service mix 
within the Town is directed towards the middle and upper middle clientele 
demographic; 

❖ We recommend that this direction continue and that the Town, Chamber and 
BIA continue to foster an environment where independent boutiques and 
services feel valued and welcome; 

❖ While we recognize that there is a segment of the market that can benefit from 
value oriented retailers, expanding the breadth of value oriented retail in the 
Town will be limited by the population demand; 

❖ The permanent population of approximately 7,800 is not very large and cannot 
support some of the more common national tenants being requested in the 
business and resident surveys. This would include a Canadian Tire store or an 
additional supermarket which would not likely be warranted at this time; 

❖ There are opportunities in the market based on the expenditure profile of the 
population. These opportunities are within the following categories: 

o General Merchandise; 

o Furniture, Household Furnishings and Electronics; 

o Clothing & Accessories; 

o Personal Services; and, 

o Pharmacies & Personal Care. 
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While these gaps exist from an expenditure point of view, we would caution that 
many of these categories are also susceptible to the impact of e-commerce. 
Therefore, in terms of tenant recruitment, strong operators with multiple product 
lines and services (i.e. the Retail Hustle trend) should be sought; 

❖ The largest gap exists in the General Merchandise category. General 
Merchandise stores are typified by dollar stores, which based on our 
recommended direction would not necessarily be a fit in the market. However, 
there are a number of independent boutique types of General Merchandise 
stores that could occupy this category. Examples include Likely General 
(www.likelygeneral.com) and Good Neighbour (www.goodnbr.com). 

❖ There are specific stores that could be added / supplemented to the market: 

o An additional bike / recreational store; 

o An additional home furnishing / décor store; and, 

o A small electronics store (could also include a camera component). 

❖ Anecdotally, it has been stated that the Town is unaffordable and that residents 
go to neighbouring municipalities to fulfill some of their shopping needs. Based 
on the cellular data and assessment of the inventory, this is likely correct. 
However, the Town has a very good foundation of stores and a reputation as a 
higher end shopping destination. This type of environment is sought after in 
many smaller communities and therefore, it is our recommendation to accept 
the demographic profile of the existing residents and cater to the majority of 
them, as there is not enough population based demand to support a broad 
range of retail and service offerings. 

❖ We recognize that there is concern regarding outflow of expenditures to 
neighbouring municipalities such as Collingwood and that our 
recommendations will do little to stem this outflow. However, the Town is also 
the recipient of inflow of expenditures. For example, the cellular data indicates 
that 18% of the Foodland customers originate in Meaford. 

❖ Finally, it is our opinion that the trend of “urban transplants” to the Town will 
continue and that the current retail offering will have even greater support in the 
future. 

Actions / Implementation Plans 

The actions / implementation plans identified in this section address the current 
realities of operating in the economic confines due to Covid-19 as well as provide 
plans over the longer term when the economy has stabilized. 

➢ Unfortunately, there will be some stores that may not be able to reopen due to 
the economic impacts of Covid-19. We would recommend that the Town, as 
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part of its economic development plan, prepare a summary of this report as a 
guidepost to future tenant types. This may include the preparation of a 
marketing brochure for the Town highlighting its strengths, such as the high 
income resident population. 

➢ There may be an opportunity for the Town to lease a vacant storefront and 
create a space for pop-up retail use from Toronto or Barrie. The program could 
be run through the BIA. The goal is to foster new tenants into the downtown 
through exposing them to the market during peak season. There could also be 
the opportunity for a permanent seasonal pop up such as SWS Boatworks 
Minett however within a non marina context. SWS Boatworks Minett is a full 
service marina on Lake Rosseau, located approximately a 2.5 hour drive north of 
Toronto. Retail uses at SWS Boatworks Minett include an LCBO, SWS Surf Shop 
and a snack bar. The marina has expanded on their retail offering by hosting a 
pop-up market in the summer. The pop-up market hosts a variety of retail and 
service tenants operating in shipping containers. The market features local and 
national brands such as Lululemon, Waxon Wax Bar, Saje Natural Wellness, and 
Poppys Collection. Throughout the summer, the market hosts a variety of events 
including live entertainment, waterski shows, yoga, and others. 

➢ Retail recruitment is a powerful tool. The Town or BIA could prepare a target 
list of stores in neighbouring municipalities that fit the criteria presented in this 
report. This would also provide landlords with options when looking to lease 
new space. 

➢ Some retail stores are downsizing due to retail economics. The Town is well 
positioned with respect to the current average size of retail units. However, if an 
application is presented to the Town for smaller units or subdividing space, the 
Town should balance their decision with the benefits to retail viability of smaller 
units. 

➢ Over the longer term, marketing plans should be developed that embrace the 
Town’s niche status and highlight high profile retail and services tenants such 
as Fabbrica. The existence of Fabbrica in Thornbury is a significant 
endorsement of the market from one of Canada’s most accomplished 
restauranteurs. 
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Appendix A – Technical Appendices 

The following appendix presents detailed inventory and analysis tables prepared as 
input into this report. 

Figures 
Fig A-1 – Inventory of the Town of The Blue Mountains 
Fig A-2 – Town of The Blue Mountains Historic and Forecast Population 
Fig A-3 – 2019 Town of the Blue Mountains Income Indices 
Fig A-4 – Per Capita NFBR Expenditure Estimates 2019 
Fig A-5 – Per Capita FBR Expenditure Estimates 2019 
Fig A-6 – Trade Area Non Food and Beverage Oriented Retail (NFBR) Expenditure 

Potential 
Fig A-7 – Trade Area Food and Beverage Oriented Retail (FBR) Expenditure Potential 
Fig A-8 – Trade Area Restaurants & Bars Analysis 
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Thornbury

Clarksburg & 

Other

Blue Mountain 

Village TOTAL TOWN

Nodes 1 2 3 1-3

Food & Beverage Retail (FBR)

Supermarkets & Grocery Stores 39,600 0 0 39,600 8.6%

Convenience & Specialty Food Stores 2,700 18,300 7,000 28,000 6.1%

Beer, Wine & Liquor 8,000 0 0 8,000 1.7%

Food & Beverage Retail (FBR) 50,300 18,300 7,000 75,600 16.4%

Non-Food & Beverage Retail (NFBR)

Department Stores 0 0 0 0 0.0%

General Merchandise 0 0 0 0 0.0%

Clothing, Shoes & Accessories 9,400 500 17,500 27,400 5.9%

Furniture, Home Furnishings & Electronics 6,600 5,200 600 12,400 2.7%

Pharmacies & Personal Care Stores 9,200 0 1,700 10,900 2.4%

Building & Outdoor Home Supplies 44,900 2,800 0 47,700 10.4%

Miscellaneous Retailers 15,100 27,200 10,900 53,200 11.5%

Subtotal Non-Food & Beverage Retail (NFBR) 85,200 35,700 30,700 151,600 32.9%

Service Space

Food Services & Drinking Places 34,000 11,000 61,000 106,000 23.0%

Personal Care & Laundry Services 7,500 700 2,800 11,000 2.4%

Financial, Insurance, Legal & Real Estate Services 9,800 2,200 0 12,000 2.6%

Health Care & Social Assistance Services 19,400 3,600 0 23,000 5.0%

Entertainment & Recreation Services 8,700 4,700 1,900 15,300 3.3%

Other Services 23,700 19,700 0 43,400 9.4%

Subtotal Service Space 103,100 41,900 65,700 210,700 45.7%

Total Occupied Retail & Service Space 238,600 95,900 103,400 437,900 95.0%

Vacant 15,900 7,000 0 22,900 5.0%

Vacancy Rate (%) 6.2% 6.8% 0.0% 5.0%

Total Retail & Service Space 254,500 102,900 103,400 460,800 100.0%

Percent Distribution 55.2% 22.3% 22.4% 100.0%

Source: Tate Economic Research Inc.
1) 

Based on inventory and site inspections completed by TER in March 2020. Rounded to the nearest 100 square feet.

Figure A-1: Inventory of the Town of The Blue Mountains 
(1

Percent 

Distribution

Figure A-2: Town of The Blue Mountains Historic and Forecast Population 
(1

2001 2006 2011 2016 2019 2022 2025 2028

Population 6,100 6,800 6,500 7,000 7,800 8,800 9,600 10,300

Periodic Growth 700 -300 500 800 1,000 800 700

Annual Growth % 2.3% -0.9% 1.5% 3.8% 4.3% 3.0% 2.4%

Source: Tate Economic Research Inc.
1) Population for the years 2001 - 2011 are based on The Town of The Blue Mountains Community Profile. Population for the 

years 2019 - 2028 are based on Hemson Consulting Ltd. Town of The Blue Mountains Development Charges Background 

Study (2019).
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Figure A-3: 2019 Town of The Blue Mountains Per Capita Income Indices (1

Total Income 

($Millions)

2019 Total 

Population

Per Capita 

Income

Index to the 

Province

Town of The Blue Mountains $464 7,527 $61,613 147.8

Ontario $607,165 14,566,547 $41,682 100.0

Source: Tate Economic Research Inc.
1) Based on population and income data obtained from the Environics Analytics 2019 DemoStats.

Figure A-4: Per Capita NFBR  Expenditure Estimates 2019

Non-Food & Beverage Retail 

Total Retail 

Sales ($ M) 
(1

Per Capita Distribution

Non-Department 

Store Distribution

Automotive $2,978 $204 2.9% 3.3%

Furniture, Home Furnishings and Electronics $13,504 $927 13.2% 15.1%

Building and Outdoor Home Supplies Stores $14,293 $981 13.9% 16.0%

Pharmacies and Personal Care Stores $18,798 $1,291 18.4% 21.0%

Clothing and Accessories Stores $14,964 $1,027 14.6% 16.7%

Department Stores $12,887 $885 12.6% n.a.

General Merchandise Stores (excluding Department Stores) $14,388 $988 14.0% 16.1%

Miscellaneous Retailers $10,665 $732 10.4% 11.9%

Total NFBR Expenditures $102,478.0 $7,035 100.0% 100.0%

Non-Food & Beverage Retail 

2019 E-

Commerce 

Adjustment 
(2

E-Commerce 

Omni-Channel 

Sales ($ M) Per Capita Distribution

Non-Department 

Store Distribution

Automotive 0.55% $16.40 $1.00 0.6% 0.7%

Furniture, Home Furnishings and Electronics 3.05% $411.90 $28.00 17.7% 18.2%

Building and Outdoor Home Supplies Stores 1.62% $231.50 $16.00 10.1% 10.4%

Pharmacies and Personal Care Stores 1.07% $201.10 $14.00 8.9% 9.1%

Clothing and Accessories Stores 5.40% $808.10 $55.00 34.8% 35.7%

Department Stores 0.43% $55.40 $4.00 2.5% n.a.

General Merchandise Stores (excluding Department Stores) 0.43% $61.90 $4.00 2.5% 2.6%

Miscellaneous Retailers 4.85% $517.30 $36.00 22.8% 23.4%

Total NFBR Expenditures 2.2% $2,303.60 $158.00 99.9% 100.0%

Ontario 2019 Population 14,566,547      

Source: Tate Economic Research Inc.
1) 

2) TER estimate based on Statistics Canada Table 20-10-0065-01.

2019

Based on full year 2019 retail sales by NAICS category provided by Statistics Canada, Retail Trade, Table 20-10-0008-01.
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Figure A-5: Per Capita FBR  Store Expenditure Estimates 2019

Food & Beverage Retail Categories

Total Retail 

Sales ($ M) 
(1

Per Capita Distribution

Supermarkets $30,884 $2,120 66.8%

Convenience Stores $2,433 $167 5.3%

Specialty Food Stores $3,488 $239 7.5%

Beer, Wine and Liquor Stores $9,440 $648 20.4%

Total FBR Expenditures $46,244.9 $3,175 100.0%

Food & Beverage Retail Categories

2019 E-

Commerce 

Adjustment 
(2

E-Commerce 

Omni-Channel 

Sales ($ M) Per Capita Distribution

Supermarkets 0.51% $157.5 $11.0 78.6%

Convenience Stores 0.51% $12.4 $1.0 7.1%

Specialty Food Stores 0.51% $17.8 $1.0 7.1%

Beer, Wine and Liquor Stores 0.10% $9.4 $1.0 7.1%

Total FBR Expenditures 0.43% $197.1 $14.0 100.0%

Ontario - Estimated 2019 Population 14,566,547       

Source: Tate Economic Research Inc.
1)

2) TER estimate based on Statistics Canada Table 20-10-0065-01.

2019

Based on full year 2019 retail sales by NAICS category provided by Statistics Canada, Retail Trade, Table 20-10-0008-01.
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2022 2025 2028

Province of Ontario - Average Per Capita NFBR Expenditures

Per Capital E-Commerce Omni Channel Sales $158 2.0% 3.5% 5.0% 6.5%

Per Capita Ground Related Sales $6,877 97.8%

Per Capita NFBR Expenditures 
(1

$7,035 100.0%

2019 Dollars ($Millions) 2019 2022 2025 2028

Trade Area

Income Index to Province 
(2

147.8          

NFOR Expenditure Index 
(3

111.5          

Per Capita  NFBR Expenditures 
(4

$7,845 $8,080 $8,315 $8,550

Per Capita E-Commerce Omni Channel Sales $175 $283 $416 $556

Per Capita Ground Related Sales $7,670 $7,797 $7,899 $7,994

Population 
(5

7,800          8,800          9,600          10,300        

Total NFOR Potential $59.8 $68.6 $75.8 $82.3

Trade Area

Automotive  $1.8  $2.0  $2.2  $2.4 

Furniture, Home Furnishings and Electronics  $7.8  $9.0  $9.9  $10.8 

Building and Outdoor Home Supplies Stores  $8.4  $9.6  $10.6  $11.5 

Pharmacies and Personal Care Stores  $11.1  $12.7  $14.1  $15.3 

Clothing & Accessories Stores  $8.5  $9.7  $10.7  $11.6 

Department Stores  $7.7  $8.8  $9.7  $10.5 

All Other General Merchandise Stores  $8.6  $9.8  $10.8  $11.8 

Miscellaneous Retailers  $6.1  $6.9  $7.7  $8.3 

Total  $59.8  $68.6  $75.8  $82.3 

Trade Area Warranted Space Square Feet Assumptions

Automotive  $280  $295  $320  $345 

Furniture, Home Furnishings and Electronics  $280  $295  $305  $320 

Building and Outdoor Home Supplies Stores  $300  $315  $325  $340 

Pharmacies and Personal Care Stores  $697  $730  $760  $790 

Clothing & Accessories Stores  $325  $340  $355  $370 

Department Stores  $400  $420  $435  $455 

All Other General Merchandise Stores  $255  $265  $280  $290 

Miscellaneous Retailers  $300  $315  $325  $340 

Trade Area Warranted Square Feet 
(6

Automotive 6,500          7,000          7,000          7,000          

Furniture, Home Furnishings and Electronics 28,000        30,500        32,500        33,500        

Building and Outdoor Home Supplies Stores 28,000        30,500        32,500        34,000        

Pharmacies and Personal Care Stores 16,000        17,500        18,500        19,500        

Clothing & Accessories Stores 26,000        28,500        30,000        31,500        

Department Stores 19,000        21,000        22,500        23,000        

All Other General Merchandise Stores 33,500        37,000        38,500        40,500        

Miscellaneous Retailers 20,000        22,000        23,500        24,500        

Source: Tate Economic Research Inc.
1) TER estimate based on Statistics Canada, Retail Trade.  
2) Repeated from Figure A-3.
3)

4)

5) Repeated from Figure A-2.
6) Warranted demand based on CSCA industry average sales per square foot levels.

Figure A-6: Trade Area Non Food and Beverage Oriented Retail (NFBR) Expenditure Potential

2019

Based on the income relationship between the Province and Study Area residents using the NFBR regression equation of  y= 70 +.3(x), where x is 

the income index. 

Forecast to increase at 1.0% per annum, excluding inflation. Rounded to the nearest $5.
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2022 2025 2028

Province of Ontario - Average Per Capita FBR Expenditures

Per Capital E-Commerce Omni Channel Sales $14 0.4% 1.2% 1.9% 2.7%

Per Capita Ground Related Sales $3,161 99.6%

Per Capita FBR Expenditures 
(1

$3,175 100.0%

2016 Dollars ($Millions) 2016 2022 2025 2028

Trade Area

Income Index to Province 
(2

147.8      

FBR Expenditure Index 
(3

105.7      

Per Capita FBR Expenditures 
(4

$3,355 $3,355 $3,355 $3,355

Per Capita E-Commerce Omni Channel Sales $14.8 $40.2 $63.8 $90.6

Per Capita Ground Related Sales $3,340 $3,315 $3,291 $3,264

Population 
(5

7,800      8,800      9,600      10,300    

Total FBR Potential $26.1 $29.2 $31.6 $33.6

Trade Area

Supermarkets  $17.5  $19.6  $21.2  $22.5 

Convenience & Specialty Food Stores  $3.4  $3.8  $4.1  $4.4 

Beer, Wine and Liquor Stores  $5.2  $5.8  $6.3  $6.7 

Total  $26.1  $29.2  $31.6  $33.6 

Trade Area Warranted Space Square Feet Assumptions

Supermarkets  $560  $570  $575  $585 

Convenience & Specialty Food Stores  $400  $405  $410  $420 

Beer, Wine and Liquor Stores  $1,220  $1,240  $1,255  $1,275 

Trade Area Warranted Square Feet 
(6

Supermarkets 31,500    34,500    37,000    38,500    

Convenience & Specialty Food Stores 8,500      9,500      10,000    10,500    

Beer, Wine and Liquor Stores 4,500      4,500      5,000      5,500      

Source: Tate Economic Research Inc.
1)

2) Repeated from Figure A-3.
3)

4)

5) Repeated from Figure A-2.

Figure A-7: Trade Area Food and Beverage Oriented Retail (FBR) Expenditure Potential

2019

TER estimate based on Statistics Canada, Retail Trade. 

Based on the income relationship between the Province and Study Area residents using the FBR regression equation of y= 89 + 

0.11(x), where x is the income index. 

Forecast to increase at 0.25% per annum, excluding inflation. Rounded to the nearest $5.
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Figure A-8: Trade Area Restaurants & Bars Analysis

2019 2022 2025 2028

Total Trade Area Restaurants & Bars Expenditure Potential 
(1

$22.2 $25.1 $27.4 $29.4

Trade Area Warranted Space Square Feet Assumptions 
(2

 $880  $920  $960  $1,000 

Trade Area Warranted Square Feet 25,500    27,500    28,500    29,500    

Source: Tate Economic Research Inc.
1) Based on Environics Analytics Household Spend Data.
2) Based on previous research and TER professional judgement. 
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