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Executive Summary 
A balanced mix of retail and service variety is an important part of a healthy and thriving community.  This 
mix often indicates growth and prosperity, attracts new residents and visitors and in turn makes a town 
more appealing to those seeking investment and business opportunities.   
 
So how do small towns and independent retails compete, and are bricks and mortar establishments still 
relevant? What type of retailers does a town need to attract to ensure that both locals and visitors are 
spending money locally? 
 
Politicians and Economists agree that small businesses are the backbone of the Canadian economy. An 
updated 1report released in June 2016, from Innovation, Science & Economic Development Canada notes 
that small businesses account for 98% of businesses in Canada. These firms contribute more than 30% to 
Canada’s gross domestic product, and employ more than 8 million Canadians (70.5% of total private sector 
labour force). While small businesses span many industries, the retail industry represents the largest 
segment in Canada with 142,565 firms employing almost 2 million individuals. 2While there are a large 
number of small retail businesses operating in Canada, the top 124 retail organizations still control 75% of 
the non-automotive retail sales.  Nevertheless, small businesses play an integral role in Canada by 
establishing and maintaining employment opportunities, serving consumers and driving and shaping local 
economies and communities.   
 
There is still a 3need and want for a physical place to shop and more independent retails are adapting 
the 3.1multi-channel retail model.  This model will allow them to create 4innovative and creative solutions 
allowing them to operate both in a physical location as well as online, maintaining a larger customer base 
and sales from smaller footprints and/or number of physical storefronts.  Location is becoming more 
relative and increasingly niche retailers are choosing a physical location in a destination like Gravenhurst.  
 
Local shopping is a complex topic that has a number of paths.  The most commonly considered paths 
include: public sector promotion and private sector adjustments.  Public sector promotion includes many 
common programs that the Town and its partners have implemented such as the Gravenhurst Dollar 
Program and Shop Local Marketing campaigns.  Private sector adjustments include specific retailers 
making changes such as increasing product offerings or changing their marketing tactics.  Understanding 
what effects a consumer’s decision to buy is important; this study hopes to capitalize on those 
things.  5Some of the factors that effect a consumer’s decision to purchase are: 

• Price and quality of product 
• Situational factors 
• Personality factors 
• Perceptions 
• Clusters 

 
This report will provide a comprehensive overview of our current local and regional retail market and 
highlight growth and investment opportunities in Gravenhurst.  Furthermore the report will look at the 
areas that are open for investment based on the needs and wants of area consumers and outline why the 
Gateway to Muskoka is an ideal place invest as we continue to grow into the future.  Be Part of the Bigger 
Picture!  
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Report & Data Methodology 
Retail attraction has been part of Gravenhurst’s work plan for many years.  In order to create focus the 
efforts of this retail attraction and to become more efficient, it was determined that a Retail Mix and Gap 
Analysis should be developed.  This Analysis is important to developing specific attraction initiatives for 
new targets in our largest and most profitable sector, Retail, for the coming years. 
 
This review was developed and written by the Town of Gravenhurst’s Economic Development Team in 
consultation with community stakeholders and the general public. Findings will examine a number of local 
observations and create data driven conclusions for assist in validating local observations voiced previously 
in various forums.   
  
Local data for this study was collected through a number of public engagement activities.  These activities 
included a public meeting and a number of different surveys completed both online and in person. When 
available, existing regional studies and data sets from other levels of government and organizations were 
used to develop the recommendations contained within this report.  
 
The responses to the various methods of survey have provided the results of this document with a 
representative sample size.  The margin of error for the results is approximately +/- 4.99% and the 
confidence level of 95%.  This data was calculated using an estimated population if 12,500 people with the 
total number of response recorded at 374.   
 
Visitor data from various sources has been included.  Through this report it was noted that not enough 
sub-regional visitor data exists to support the recommendations at the end of this report.  As a result of 
the lack of data available more specific data on visitor spending habits and trends will be available at this 
end of 2018 and over the following two years as part of the Visitor Information Collection Program.  In 
addition to assisting in the key performance indicators of this report this data will help better identify 
wants and needs of the visitor demographic.  The information gathered will also assist with tourism 
marketing, development and investment attraction in the future. 
 
The objective of this document is twofold; first to compile a comprehensive inventory of local businesses 
and second to create a number of data driven recommendations to focus retail and investment attraction 
activities.  In addition to the existing inventory within the local retail areas, a regional trade area was 
established to extract valuable consumer data important to retail investors. Information related to 
available land and retail space was also included to identify specific real estate opportunities, when 
pursuing attraction targets.   
 
For the purpose of this study, the regional area and population demographics will include the District of 
Muskoka, as a whole, as well as the Township of Severn and the City of Orillia because of their proximity, 
current consumer leakages impact but also potential consumer draw, through unique retail offerings not 
currently available in their municipal boundaries. 
 
This report is structured to include various parts: 1) Information on the existing regional trade area 
including demographics and population; 2) Retail inventory, both local and regional; 3) Consumer needs 
and demand; and 4) Conclusion and recommendations. 
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Sourced data and information compiled for the purpose of calculating and projecting demographic 
statistics for this report are from a number of local and regional studies and reports. These have been 
noted throughout this document and links can be found in the Appendices and Reference section. 
 

Project Background 
In 2013, Gravenhurst was in the midst of undertaking a Downtown Revitalization (DR) project.  This project 
created a Strategic Action Plan that would be used to guide changes and improvements to the downtown 
core over the following two years of implementation.  Goal 6 of this plan stated “Address and improve the 
current downtown business mix by refining and promoting identified business opportunities”.  During the 
process of the DR project, many different projects were completed to draw in more investment.   While 
the implementation of this project was completed in 2016, the values and direction of the DR project 
continued as an ongoing project led by the new economic development division.  
 
In December of 2015, Council adopted a new Community Strategic Plan that identifies five strategic goals 
and carried the values and direction as the DR project recommended, for all of Gravenhurst over the next 
5 years: 

· Build economic and employment opportunities, through a more diverse economy with more year 
round employment opportunities; 

· Build a safer, healthier and more environmentally sustainable community; 
· Build partnerships, connections and connectivity; 
· Build cultural capital; and 
· Provide better municipal service. 

 
A number of programs were developed during this time that have continued to give Gravenhurst relevant 
sub-regional data including the annual business review survey and the business directory development.  
Now that there is a critical mass of this sub-regional data available it was time to start using this data to 
focus the efforts in relation to retail attraction.   
 
Based on feedback from citizens and regional data compiled from a variety of sources, work began on this 
report, which focuses not only on retail supply, demands and opportunities in the commercial core, but 
also the highway commercial area as its expected future growth will drive redevelopment, expansion and 
demand further into our rural areas off this main transportation route connecting Northern and Southern 
Ontario.  A map of these areas can be found in the appendices.  
 

3.1.  ANNUAL BUSINESS SURVEY 

The Annual Business Review is a Business Retention and Expansion (BR+E) survey program that was 
developed in 2015 and is continued on an annual basis.  This program serves a variety of uses, however 
relevant the retail gap it allows the economic development team to gather data on various aspects of 
the businesses in the community including annual sales trends, employment figures, and current 
struggles.  In all three years of the survey, the lack of local shopping was a common perceived 
challenge for businesses within the retail trade in Gravenhurst. 
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3.2. PUBLIC CONSULTATION 
A variety of public consultation methods were used in order to obtain the prospective from many types 
of respondents who make up our diverse and widespread consumer profile. 
 
On October 4, 2017, the Economic Development Team, in consultation with the Gravenhurst Chamber 
of Commerce (The Chamber) and the Gravenhurst Business Improvement Area (GBIA) held the first 
community economic development forum, which provided an opportunity to directly engage citizens 
and business owners through a facilitated question and answer session.  Specific questions regarding 
retail gaps were presented to the more than 50 people in attendance.  
 
In addition to the facilitated public forum, an online survey was launched between October and 
December 2017 to obtain feedback from local consumers.  Local consumers are those that shop in 
Gravenhurst and can include those that live, work or visit Gravenhurst.  The marketing of this survey 
was specifically created to reach the broader regional catchment area of consumers living between 
Huntsville and Orillia.  Special consideration was given to targeting seasonal residents and visitors who 
primarily reside throughout the rest of Ontario.  The response rate provided us with a statistically 
representative population of consumers in the Gravenhurst area with a margin of error of =/-4.99%.   
 
In November 2017 to ensure public consultation would both receive a statistical representative sample 
and to ensure that the youth demographic was reached, a separate electronic consumer habits survey 
was released and marketed directly to students of Gravenhurst High School.  Students spending habits 
are different from those of adults, and it was important to consider this as part of our data analysis.    
 
Both online surveys incentivized respondents through the “Shopping Bags Contest” which offered a 
chance of winning 1 of 3 $100 Gravenhurst Dollar shopping sprees.  Three local winners were randomly 
chosen from the completed entries and were given their prizes the week prior to Christmas. 
 
Results and analysis generated though public consultations are outlined in the Consumer 
Demographics & Demands section on pages 21-34. 
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Retail Trade Area 
Our Retail Trade Area goes beyond the 
borders of Gravenhurst and encompasses 
communities approximately 30 minutes to the 
north and south along Hwy 11, being 
Huntsville to Orillia.  
 
Within this trade area there are 3 major 
shopping centres, Bracebridge to the North, 
Gravenhurst centrally located and Orillia to 
the south.  The other 2 regional shopping 
destinations make up approximately 65% of 
our shopping leakages. 
 
In April 2013, the Town of Gravenhurst 
completed a Market Data Report during the 
Downtown Revitalization program. Although 
the trade area outlined in that report is 
significantly smaller and focused on the 
downtown, it does provide some baseline and 
comparable for this analysis. 
 
6The Ministry of Transportation (MTO) defines 
Annual Average Daily Traffic (AADT) as the 
average twenty four hour, two-way traffic, for the period January 1st to December 31st.  In 2016, MTO 
completed their most recent traffic count calculations for Highway 11. The Highway 11 Corridor between 
Severn Bridge, and the Gravenhurst 169 exit make up approximately 15.8 kms and had a total traffic count 
of 24,300 AADT. 
 
Muskoka Rd/Hwy 169, which makes up the main arterial roadway through the Town of Gravenhurst and is 
the primary route for seasonal residents of Bala, Torrance & Muskoka Lakes, etc. was determined by the 
District of Muskoka to have an AADT count of 6,340, during the summer traffic counts increase. 
 

4.1.  POPULATION & VISITORS 
The District of Muskoka is made up of six separate lower-tier municipalities; Bracebridge, Georgian 
Bay, Gravenhurst, Huntsville, Lake of Bays and Muskoka Lakes.  The total permanent population for the 
District, 7based on 2016 Census is 60,599. During the peak months (May – October) the region sees an 
influx of seasonal residents which more than doubles its population base.   
 

8In March 2018 the District of Muskoka released “The Second Home Study”. This study provides 
relevant information on those that own second homes in muskoka. This study estimates the seasonal 
population at 81,907, residing in a total of 22,879 second homes. The permanent and seasonal 
population totals combined, sum a current overall population of 192,291 within the Retail Trade Area. 
 

Figure 1 – Retail Trade Area 
 



Retail Mix & Gap Analysis – Town of Gravenhurst, ON Page 6 

It’s no secret that Muskoka, and Gravenhurst, is considered one of the top Ontario destinations and 
the District of Muskoka sees an average of 4 million visitors annually, according to a 2016 report from 
the Ministry of Tourism, Culture and Sport.  The vast majority (95%) of visitors are originating south of 
Gravenhurst, reaching Gravenhurst’s municipal boundaries first, hence the tagline – Gateway to 
Muskoka. 
 
Gravenhurst is geographically positioned as the most southern major shopping area for the District. 
Gravenhurst is the third largest municipality by population with just under 13,000 permanent and 
12,000 seasonal residents.  It offers the 913,455 residents of the Township of Severn, who are within 
the 15min catchment area, an alternative destination for shopping, entertainment and recreation and 
is in close proximity to the City of Orillia, with a population of approximately 1031,000 permanent 
residents.  
 
Although Orillia and Bracebridge are major shopping destination on their own, we know that 
consumers seek variety and unique experiences which they are willing to travel for.  This simple fact 
provides further opportunity and reason to capitalize on new and unique offerings and makes 
Gravenhurst an ideal place to set up shop for those seeking business and investment opportunities. 

 
Municipality Permanent Pop. Seasonal Pop. 

Bracebridge 16,010 7,246 
Georgian Bay 2,499 16,513 
Gravenhurst 12,311 11,327 
Huntsville 19,816 7,009 
Lake of Bays 3,167 11,720 
Muskoka Lakes 6,588 26,992 
Severn 13,455 116,510 
Orillia 31,128 0 
 104,974 87,317 

12Annual Visitors (2014)  2,892,933 

Estimated Total Consumer Base:  104,974 3,067,567 
 
 

 AGE & GENDER SUMMARY 

Area Age Range Total Male Female 
Muskoka 0 to 14 years 7,625 3,940 3,690 
 15 to 19 years 3,055 1,510 1,545 
 20 to 29 years 5,830 3,080 2,750 
 30 to 49 years 12,630 6,395 6,240 
 50 to 64 years 16,020 7,900 8,115 
 65 to 74 years 8,735 4,345 4,380 
 75 and over 6,720 3,045 3,660 

Total:  60,615 30,215 30,380 

     
Orillia 0 to 14 years 4,400 2,250 2,150 
 15 to 19 years 1,585 790 790 

Figure 2 – Retail Trade Area Population Table  
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 20 to 29 years 3,910 1,920 1,995 
 30 to 49 years 6,760 3,275 3,485 
 50 to 64 years 7,075 3,225 3,855 
 65 to 74 years 3,605 1,655 1,955 
 75 and over 3,785 1,480 2,310 

Total:  31,120 14,595 16,540 

     
Severn 0 to 14 years 1,880 970 910 
 15 to 19 years 750 410 345 
 20 to 29 years 1,360 655 700 
 30 to 49 years 2,955 1,475 1,470 
 50 to 64 years 3,660 1,770 1,885 
 65 to 74 years 1,805 930 875 
 75 and over 1,060 530 535 

Total:  13,475 6,740 6,725 

     
Trade Area Total:  *105,210 51,550 53,645 

 
 
*”Population Totals” noted in individual community Census Profile – 2016 (Census Subdivisions) are less than the total number 
when each age category is added up individually.  For example, the Township of Severn notes a Total Population of 13,455 but 
when all age range figures are added up the total is equal to 13,475.  These small inconsistences in each municipality’s profile 
results in a difference of 236 permanent residents.  When using the “Trade Area Total” figure in calculations they will be rounded 
to the nearest thousand, being 15,000 for uniformity. 

 PROJECTIONS 

It is estimated that the permanent population of both Gravenhurst, and the District of Muskoka 
as a whole, will continue to grow steadily each year.  The District of Muskoka growth strategy 
estimates Gravenhurst’s growth at approximately 1% per year.  Recent data suggests that this 
number has grown as high as 2% in the previous couple of years. 13Trends show that more and 
more young professionals and families are leaving the City and moving north for the promise of 
jobs, cheaper housing and better quality of life.  With fibre internet infrastructure being extended 
to rural communities you can now do business from anywhere and many are choosing to do so in 
places like Gravenhurst that have a better work, life balance and a closer sense of community.  
Additionally, the Districts of Muskoka’s Second Home Study noted that 411 (12.2%) survey 
respondents have plans to make their second home their permanent home in the future, and an 
additional 869 (25.8%) are considering it.  137 of those were second home owners in 
Gravenhurst. 
 
This District of Muskoka takes a strong role in managing future growth.  In Jan 2014, they 
published a Phase II update to the 14Muskoka Growth Strategy which estimates population 
increase by a total of 35,200 between 2011 and 2041, for both permanent and seasonal 
residents.   
 

Figure 3 – Retail Trade Area Age & Gender Table 
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Since updated populations figures for both types of residents were compiled in 2016 the chart 
below compares those current figures (Census Profile 2016 for Permanent Population and 
Muskoka Second Home Study - 2017 for Seasonal Population) with the 2041 projections. 
 
Population Projections for the Township of Severn was pulled from the Ward Boundary Review – 
Aug 2016.  This analysis was completed by the same consultant (Ward & Associates) that 
produced the Muskoka Growth Strategy and the Orillia Ward Boundary Review – 2017. It’s 
expected that Severn will see a moderately to strong population growth and shifts over the next 
decade with 82 percent of that growth being in the West Shore/Cumberland Beach (61%) and 
Ardtrea (21%) communities which are within the 15min consumer catchment area.  However, the 
Ward Review only estimates population projections to 2026, for both permanent and residential 
residents.  To do a more accurate comparison, population estimates were further calculated to 
2041 using an average increase of 11% each decade (2016-2026). This includes the Census 4% 
undercount to account for probability of leveling within time frame or 1.25% per year for the 
additional 15 years.  It should be noted that the seasonal population accounts for approximately 
1/3 of the total population base.  With all this taken into consideration it’s estimated that by 
2041 Severn will see a total population increase of 27,073. 
  
The City of Orillia, as noted above, cited population projections most recently during their 
own 15ward boundary review exercise.  That report which was adopted by Orillia Council 
February 12, 2017 estimates by 2026 the population of Orillia will have increased to 39,800.  This 
totals a population increase of 16% (approximately 5,600 people) within 9 years (2017-2026).  
Since Orillia has very few seasonal residents the total increase is reflected under the Permanent 
Population section only in the chart below. Like with the Township of Severn, population was 
further calculated to estimate population in 2041. Using the calculated percentage increase 
between 2016 and 2026, being an increase of 3% each year for an additional 15 years, for a total 
of 62,007 by 2041. 
 

Municipality Permanent Pop. Seasonal Pop. 
 2016 2041 2016 2041 

Bracebridge 16,010 23,100 7,246 8,100 
Georgian Bay 2,499 4,500 16,513 17,600 
Gravenhurst 12,311 17,300 11,327 13,600 
Huntsville 19,816 26,400 7,009 6,800 
Lake of Bays 3,167 4,400 11,720 13,900 
Muskoka Lakes 6,588 8,600 26,992 33,600 

District of Muskoka: 60,391 84,000 81,907 94,000 
Severn 13,455 18,058 6,510 9,015 
Orillia 31,128 62,007 0 0 

Total Estimate Pop.: 104,974 164,365 87,317 102,615 
 

 
Residential development growth and future readiness can already be seen in the number of 
executed Residential Building Permits and Draft Plan Approved developments over the last 10 
years (2008 – 2017).  In total, 634 new residential dwellings have been created.  Currently, there 
are 12 Draft Approved subdivision/condo developments which can meet some of the estimated 
future demand.  In addition to new builds conversions of seasonal dwellings to permanent 

Figure 4 – Retail Trade Area Population Projects 2016 - 2041 
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dwelling are not tracked.  Over the past ten years the Town’s building department has made 
some notes of areas where previously seasonal homes are being converted to year-round 
residents however there is no tracking mechanism in place for these conversions.  
 

 Last 10 Years Proposed 
Single Family Dwellings 388 1,295 
Seasonal Dwellings 246 160+ 

Total: 634 1,455 
 
 

+ indicates single family seasonal dwelling units (one-off cottages that are difficult to estimate). 
 

The Gravenhurst Official Plan, Section B – Growth Management sets out growth provisions 
between 2016 and 2041, in accordance with the following estimates: 
 

 Percent 
(%) 

Units 
Required 

Gravenhurst Urban Centre 65 1500 

Rural, Rural Settlement Areas and 
Waterfront Areas 32 745 

Waterfront Areas – anticipated conversions 
from seasonal to permanent 3 65 

Total  2320 

Source: District of Muskoka Growth Strategy, 2013 Phase 2 Update, January 10, 2014, 
Watson & Associates Economists Ltd. 

 
 
To recognize the continued growth in the seasonal/second home market, it’s estimated that up 
to 460 units by 2041 will be required, primarily in the Waterfront Areas and in resort related 
residential developments. The Official Plan also supports employment growth and aims to 
accommodate and estimated 1,690 new employees by 2041, of which 8% will be expected to 
work at home; 14% will be industrial; 13% will be institutional and 65% will be commercial 
population. 

 
Gravenhurst is not only looking for the private sector to invest in commercial development but 
also residential assets.  To support the growth of a healthy and diverse economy over the coming 
years, an increase of residential dwellings is needed, and requires different types and levels of 
housing in that mix.  
 
Both the District of Muskoka and the Town of Gravenhurst are looking for private investment in 
both attainable and affordable rental developments as there is a high demand for units in the 
region which has a less than 1% vacancy rate, making it extremely difficult to house those looking 
for rentals.  The low vacancy rate on rentals affects businesses ability to attract workers from 
outside the area and continue to increase the population.  

Figure 5 – Proposed Gravenhurst Residential Dwelling Units 
 

Figure 6 – Future Growth & Residential Building Needs 
 



Retail Mix & Gap Analysis – Town of Gravenhurst, ON Page 10 

4.2.  INCOME  
The 2016 Census indicates that the Average total income of permanent economic families in 
Gravenhurst was $89,056 before taxes and 75,498 after taxes. 

 
Statistics Canada (2016) cites 49,720 permanent residents (82%) of the total population, being 15 years 
or older, earn after-tax income within the District of Muskoka.  The chart below references Total - 
After-tax income groups in 2015 for the population aged 15 years and over in private households, in 
addition to income for seasonal residents within the District of Muskoka.  Seasonal population data 
was provided from the District of Muskoka’s Second Home Study and extrapolated based on the 
estimated seasonal population data.  
 

Municipality Income Range Permanent Pop. **Seasonal 
Households 

Bracebridge    
 $0 -$49,999 9,340 119 
 $50,000 to $99,999 2,500 451 
 $100,000 and over 350 1555 

Total Combined After-Tax Income:  $756,548,230 $290,649,881 

Georgian Bay    

 $0 - $49,999 1,730 177 
 $50,000 to $99,999 395 960 
 $100,000 and over 85 3412 

Total Combined After-Tax Income:  $68,349,690 $636,449,823 

Gravenhurst    

 $0 - $49,999 7,545 171 
 $50,000 to $99,999 1,685 564 
 $100,000 and over 210 2636 

Total Combined After-Tax Income:  $276,398,725 $497,110,953 

Huntsville    

 $0 - $49,999 12,585 97 
 $50,000 to $99,999 3,190 516 
 $100,000 and over 445 1558 

Total Combined After-Tax Income:  $500,997,775 $294,883,567 

Lake of Bays    

 $0 - $49,999 2,075 175 
 $50,000 to $99,999 545 668 
 $100,000 and over 170 2604 

Total Combined After-Tax Income:  $94,149,615 $514,392,447 

Muskoka Lakes    
 $0 - $49,999 4,220 248 
 $50,000 to $99,999 1,220 1357 
 $100,000 and over 330 3724 

Total Combined After-Tax Income:  $197,749,160 $657,144,018 

Severn    
 $0 - $49,999 3,550 n/a 
 $50,000 to $99,999 2,480 n/a 
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$100,000 and over 375 n/a 
Total Combined After-Tax Income: $357,649,350 

Orillia 
$0 - $49,999 20,165 n/a 

$50,000 to $99,999 5,190 n/a 
$100,000 and over 490 n/a 

Total Combined After-Tax Income: $712,696,885 

*Estimated Regional Income Subtotals: $2,964,539,430 $2,890,630,689 

Total Combined Regional Trade Area After-Tax Income: $3.4 Billion 

*Conservatively Estimated, total population income was calculated using the lower end of each Census After-Tax income category (i.e.
$10,000 – $19,000, $10,000 was multiplied by the number of residents for that category.)  This same rational was applied to seasonal
income figures.

**Seasonal Pop. Income data for municipalities within the District of Muskoka was sourced from their Second Home Study 2017 which 
obtained responses from 3,444 Seasonal residents.  As a statistically valid sample, these data points were extrapolated using the 
number of seasonal homes to get an estimated income of all seasonal residents.  It its unknown if respondents provided their pre or 
post tax figures when answering this question. 

4.3.  SPENDING 
The 2015 Tourism Data Report, noted previously, indicates that approximately 4 million visitors each 
year, who visit the District of Muskoka, spend $391 million ($129 per person), which is 2% of total 
visitor spending in Ontario.  As expected the majority of expenditures went towards Accommodations, 
Food and Travel. Gravenhurst has various different roofed and non-roofed commercial 
accommodations including bed & breakfast, campgrounds, resort experiences and hotel/motels. 
Further work should be completed with accommodations to discuss year round vacancy rates and 
determine if additional beds should be attracted to support increased tourism demand.  

When it comes to Seasonal Resident Spending, the District of Muskoka’s Second Home Study 
estimated an average of $18,428 in annual per household spending and yielded an approximate annual 
economic impact of $421 million. 

Statistics Canada, in Dec 2017 released its most recent update to the 16Survey of Household Spending 
(2016).  Since comparative data is not available for localized spending of permeant residents, we opted 
to use spending averages outlined in the Household Spending service to calculate estimates.  

 Consumer Annual Spending 
Permanent $1.54 billion 
Seasonal $421 million 
Visitor $391 million 
Total Annual Spending: $2.4 Billion 

On average, households spend the majority of income on 3 basic need categories; shelter (29.0%), 
transportation (19.2%) and food (14.1%) for a total of 62%.  This leaves 38% for all other expenditures 
such as clothing and accessories, household furnishing, entertainment, etc.  If we include additional 

Figure 7 – Retail Trade Area Income Table 

Figure 8 – Retail Trade Area Spending Table 
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spending and food spending using the conservative After-Tax income totals in the above Retail Trade 
Area Income Table, permanent resident consumers spend approximately $ 1.54 billion on products and 
services annually.   
 

4.4.  REGIONAL SUPPLY & GAPS 
Over the previous 10 years retailers have expanded their commercial footprints with large scale 
storefronts in both Orillia and Bracebridge. Many “big box” stores associated with large retail 
developers of RioCan and SmartCentres have been established around the Regional Trade Area such 
as; Home Depot, Walmart, Staples, and SportsCheck. Large scale commercial operations such as the 
ones previously mentioned have population and regional trade area thresholds that have to be met in 
order to justify opening of a new store.  Identical development is unlikely to occur in Gravenhurst given 
its proximity to these two centres, however there are a number of large scale retailers that could be 
interested in Gravenhurst that are not located in one or both of the other regional markets.  More 
recently, we are seeing an influx of small-scale retail establishments popping up in various 
communities as entrepreneurs seek new markets or expansion.  Many of these small businesses offer 
similar or identical products to those at “big box” locations and can be used to fill a gap.  
 
As part of the public consultation respondents identified that affordable yet “trendy” clothing, shoes 
and accessories for youth and young professionals is not adequately available within the entire trade 
area.  Currently most respondents are traveling to Barrie to shop for these items.  Additionally, used 
clothing is limited, and with the closing of Good Will, its competitor, Value Village has monopolized the 
market. Other than in Orillia, there is a lack of affordable, 24-hour fitness centres.  The average cost for 
a membership in Muskoka is $60 per month, compared to Orillia which has multiple low cost/24-hour 
fitness centres at an average monthly cost of $30, some as low as $10. 

 
The Gravenhurst RioCan development, being located at the south end, adjacent to the Highway 11 
interchange, is a prime location to anchor medium and large scale retail opportunities for the entire 
region and surrounding communities.  Large scale developments such as RioCan cater to large national 
chains, however they will allow independents and regional chains to establish within their areas.   
 
Although not in Gravenhurst, the introduction of Costco in Orillia brings increased consumer traffic 
from the north all year round, and brings additional traffic from the East and West within a closer 
proximity to Gravenhurst.  This development is expected to bring additional investment to the Orillia 
area and continue to build out shopping clusters.  It is not reasonable to consider based on population 
that there will be an expansion of this chain further north at this time.  
 
Plans to redevelop Hwy 11 and the Gravenhurst 169 interchange to accommodate increased traffic 
flow have been proposed by MTO.  The new design and infrastructure would redirect traffic off the 
highway in front and behind the current RioCan development. The introduction of a “major traffic 
generator” at this site would likely speed up the need for redevelopment of the interchange.  It is 
important that the Town continue to work with RioCan or any future owner to look at how to develop 
this area. 
 
As the trade area continues to increase in population, the demand for retail options will also increase 
and Gravenhurst is a prime location.  Instead of trying to mirror each other, communities should look 
regionally and complement existing offerings and fill gaps. 
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Local Trade Areas & Retail Inventory 
Gravenhurst is large in land mass and mostly rural and surrounded by lakes and rivers.  This is one of the 
aspects that make it an attractive place to live and do business.  Most of the retail activity is located in the 
urban core and more service and manufacturing/retail along the Hwy 11 Corridor. 
 

5.1.  LOCAL LAND USE 

The Town of Gravenhurst 17Official Plan was adopted by Council on December 20, 2016. The Plan 
allocates land use, directs municipal services and facilities to guide development for the future to 
direct what Gravenhurst should grow to over the next 20 years.  Councils are expected to review 
and/or update this plan to address any new challenges or direction, regularly.  All development 
approvals within the Town must conform to the policies contained in the Official Plan. These policies 
are implemented through the Town's 18Comprehensive Zoning By-law, which was adopted in 2010 
(Zoning By-law 2010-04).  This By-law is also expected to be reviewed and updated to reflect changes 
to the Official plan and changing land use planning policy. 
 
In addition to the Official Plan itself, three separate schedules were created to visually identify land 
use, those are; Schedule A: Land Use, Schedule A-1: Land Use and Schedule B: Natural Heritage and 
Development Constraints.  Each of these schedules can be found on the Towns website, along with the 
Plan document. 
 
The Town, in an effort to foster an “open for business” approach, will consider different ways in which 
the zoning by-law permits retail in appropriate areas.  As policies change this document should be 
considered.  
 

OFFICIAL PLAN – COMMERCIAL DESIGNATIONS 

C7.4 CENTRAL BUSINESS DISTRICT AREA 
 

The  Central  Business  District  Area  shall  be  the  focus  of  retail, office, employment, institutional 
and cultural land uses within the Gravenhurst Urban Centre. Higher density residential 
development is encouraged in the Central Business District Area provided that ground floor uses on 
Muskoka Road 18, Brock and Bay Street (east of Mary Street) and the immediately adjacent side 
streets remain commercial.  Medium and high density residential uses are permitted in the Central 
Business District Area through intensification and redevelopment.  
 
C7.5 GATEWAY COMMERCIAL AREA 
 

The general area surrounding the interchange of Highway 11 and Muskoka Road South has been 
designated for larger scale retail uses oriented to automobile traffic.  Permitted uses include larger 
scale commercial uses.  Smaller commercial uses may be permitted as part of a comprehensive 
development but not as stand-alone buildings. 
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C7.6 HIGHWAY COMMERCIAL AREA 
 

In general, Highway Commercial Area uses should be limited to large lots having generous frontage 
on a major vehicular route leading to or moving around the Central Business District Area. Uses 
permitted in this designation include, but are not limited to, automobile related sales and service, 
restaurants, hotels and motels, recreational vehicle sales and service and small-scale industrial uses 
servicing the automotive or recreation market. 
 
C7.7 URBAN MIXED USE WATERFRONT AREA 
 

The Urban Mixed Use Waterfront Area designation includes lands known as the Muskoka Wharf, 
located on Lake Muskoka. This area will develop as a mixed use area including a range of 
commercial uses servicing the residential and tourist markets as well as medium and high density 
housing. This area will also be characterized by a large amount of public open space located on the 
shoreline. Public views and access to the waterfront shall be protected.  

 
 
ZONING DEFINITIONS/CATEGORIES 
 
The Town of Gravenhurst Zoning By-law 2010-04 sets out 
a number of zones which permit Commercial Retail 
operations.  The following five zones are primary in 
supporting retail within the local trade areas: 
 
COMMERCIAL CORE ZONES    (C-1) 
COMMERCIAL SERVICE ZONES   (C-2) 
COMMERCIAL HIGHWAY ZONE   (C-3) 
COMMERCIAL SPECIAL PURPOSE ZONE  (C-4) 
COMMERCIAL GATEWAY ZONE  (C-6) 

 
 

5.2.  LOCAL RETAIL AREAS 

Gravenhurst is made up of two commercial areas the Commercial Core and the Highway Corridor 
(Appendix A & B).  The Commercial Core encompasses the Town’s major arterial roads from the South 
Entrance off Hwy 11 through the Historic Downtown, West along Bay St to Muskoka Rd 169 including 
the Muskoka Wharf and to the East along Bethune Drive to Industrial Drive.  Hwy 11, although runs 
through Gravenhurst, only its southern route to the 169 Hwy Exit was included in this study as Land 
Use along the northern stretch of Hwy 11 through Gravenhurst is zoned to accommodate industrial 
type development to support aerospace and airport development. Additionally, our intention is to 
increase retail offerings in the heart of Gravenhurst and to pull consumers off the highway into town.   
 
Using the completed annual business survey, in coordination with the local business directory staff 
complied and verified a list of current retail businesses and services. 
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 COMMERCIAL CORE 

The Commercial Core is made up of the prime retail areas within the urban centre of Gravenhurst, 
being:  

· South Shopping Plaza (RioCan);  
· Historic Downtown;  
· Bay Street;  
· Southern portion of Bethune Drive; and  
· The Muskoka Wharf.  

 
These area’s each related to a specific commercial zoning provision and permits specific 
commercial uses in each  

 
The Commercial Core (C-1) Zones encompass the Historic Downtown and the Bay Street corridor 
which connects the downtown to the wharf, supporting traditional small – mid size retail such as 
clothing and apparel, food and establishments, home décor, entertainment, etc. 
 
The Commercial Service Zones (C-2) lies just beyond the commercial core the east, along Bethune 
Drive and promote service establishments, like professional offices, health services, vehicle or 
service repair shop, processing and or fabrication facilities, etc. 

Figure 9 – Local Retail Areas (Available in the Appendices) 
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The Commercial Special Purpose Zone (C-4) prescribes retail at the Muskoka Wharf, similar those 
uses in C-1 & C-2 Zones, however repair and manufacturing or assembly are not permitted, 
however a Craftsman shop with is small scale and custom commodities by nature, created and 
retailed in the same location is permitted.  
 
The Commercial Gateway Zone (C-6) is specific to retail operations in the South Shopping Plaza and 
supports larger “Big Box” and chain vendors commonly grouped together.  The operations are 
usually larger traffic generators and or have active shipping/delivery needs which require easy 
access and proximity to highway off ramps.  

 
At the time of this study the retail area contains approximately 977,000 sqft of total commercial 
space.  Of that,  

· 27,844 sqft is made up of Homebased Businesses.  
· 273,685 sqft is occupied with Information and Public Services (i.e. Churches, Medical, 

Financial, Professional, etc.). 
· 98,439 sqft is vacant unit space (for lease & For sale). 
· 45 acres is vacant land to support new investment or redevelopment. 

 
Currently, Gravenhurst has an average vacancy rate of approximately 10% being 6.3% For Lease 
vacancy and 3.7% For Sale vacancy. However, not all space is necessarily ready for occupancy, 
requiring major building improvements or redevelopment. In fact, Gravenhurst has very few 
average sized (1000-2000 sqft) turn-key units available with most storefronts being occupied. 
When the vacancy rate is adjusted to remove buildings requiring major/structural improvements or 
redevelopment the vacancy rate drops to more accurate vacancy rate of 4.6%.  This vacancy rate is 
consistent with the national average noted in 19TD Canada Trusts 2017 Canadian Commercial Real 
Estate Outlook. 
 
The Commercial Core also has approximately 45 acres of vacant commercial land to develop build-
to-suite operations.  Lots range from 21 acres to 0.2 acres in size, there is something to meet every 
developer’s needs. 

 

 HIGHWAY CORRIDOR 

As its name suggests, retail inventory in this area is situated on either side of Highway 11 which 
runs North to South and connects Northern Ontario to Toronto/GTA as it expands to Hwy 400 and 
then into Hwy 401.  
 
The Commercial Zone (C-3) permits traditional retail operations as well as recreational, 
construction, service and warehousing uses. 
 
This area contains approximately 413,309sq.ft. of commercial space. Of that approximately: 

· 38,218 is vacant unit space. 
· 198 acres of vacant land awaiting new investment or redevelopment. 

 
A number of buildings along the highway are derelict and in disrepair and could be torn down and 
the land redeveloped rather than investing in repairs.  This presents a unique opportunity for build 
to suit establishments that will travelers are seeking and rural residents are seeking, including 
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business that offer employment opportunities.  The Ministry of Transportation’s (MTO) proposed 
expansion and redevelopment plans may create barriers to immediate redevelopment, however 
Hwy 11 is prime location for visibility and it is possible to develop/redevelop sights that meet 
require provisions such as appropriate set back, which would accommodate the future expansion.  
It is currently unlikely that the MTO will provide any additional commercial entrances onto the 
highway at this time. The proposed highway expansion will call for controlled access meaning all 
existing commercial entrances will be removed and all existing buildings, that are retained, will 
have entrances onto the proposed service roads on the east and west side of the new highway 
location.  Highway visibility will still be available, however new marketing will need to be 
considered as potential customers will have to get off at the newly developed interchanges.  
 
As available land and buildings continue to become limited in the Commercial Core, expansion will 
be seen along the Highway and within the many village communities located throughout rural 
Gravenhurst. This will include not only residential but also commercial, industrial and mixed-use 
investments. 
 
The Economic Development Team currently maintains an active Building and Property Inventory 
online as well as an internal list of privately unlisted and potential investment opportunities. 

 

5.3.  RETAIL INVENTORY 

In total, the number of business within Gravenhurst’s geographical boundaries exceeds 550. The 
majority of the retail businesses, like most communities, operate within urban centre. Currently 
there are 283 retail/service businesses operating in the Commercial Core.  Gravenhurst has a high 
number of professional services such as Lawyers, accountants, insurances providers, etc. and a 
number of these services are located within the Downtown BIA.  As space becomes scarcer, the 
Town should consider encouraging service based businesses to locate on side streets to allow a free 
flow of retail traffic along the main streets. 

 

 

 

 

 

 

 

 

 

 

 



Retail Mix & Gap Analysis – Town of Gravenhurst, ON Page 18 

RETAIL INVENTORY BY CATEGORY 

 
Figure 10 – Number of Retail by Type 

 

Number of locations in each Retail Type 
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RETAIL INVENTORY BY AREA 

 

 
Categories have been condensed to determine size by retail or service type than the specific articles they sell.  
 
*In the case of the Entertainment sector noted above, square footage ratios do not accurately represent volume or need.  The 
seasonal outdoor drive-in is spread over many acres of land which distorts the total square footage associated with this sector. 

Figure 11 – Retail Type per Area 
 

* 
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RETAIL INVENTORY BY VOLUME 

Type of Store 
Existing 

Inventory 
(Sqft) 

Existing 
Inventory 

(%) 

Number 
of Stores 

% of 
Number 

of 
Stores 

Average 
Store Size 

Automotive Parts, Tools and Accessories      31,976  2.3% 4 1.3%      7,994  
Nursery, Green House        2,383  0.2% 1 0.3%     2,383 
Building Materials, Garden Supply, Hardware      25,352  1.9% 6 1.9%      4,225  
Clothing & Fashion Accessories      19,544  1.4% 7 2.2%      2,792  
Computer, Phone, Electronics and Accessories        3,046  0.2% 2 0.6%      1,523  
Convenience and/or Gasoline Service Stations      31,606  2.3% 12 3.8%         2,634  
Cultural/Tourism Attraction      40,344  2.9% 7 2.2%         5,763  
Drink Establishments      22,210  1.6% 2 0.6%      11,105  
Entertainment    125,460 11.5% 4 1.3% *2121      
Food and Drink Establishments      75,401  5.5% 33 10.4%         2,285  
General, Department and Wholesale Merchandise    113,522  8.3% 4 1.3%      28,381  
Grocery Stores       92,976  6.8% 2 0.6%      46,488  
Health and Beauty Products & Services      42,126  3.1% 21 6.6%         2,006  
Hobbies, Toys & Games, Books        3,000  0.2% 1 0.3%         3,000  
Home Décor, Furnishing, Appliances and Wares      85,594  6.3% 16 5.0%         5,350  
Liquor Store      17,804  1.3% 2 0.6%         8,902  
Automobile Sales and/or Service      20,430  1.5% 3 0.9%         6,810  
Pet Food, Products & Services      14,112  1.0% 7 2.2%         2,016  
Shoes Store            300  0.0% 2 0.6%            150  
Specialty Food      17,835  1.3% 10 3.2%         1,784  
Specialty Other      14,161  1.0% 5 1.6%         2,832  
Sporting Goods and Equipment      25,753  1.9% 8 2.5%         3,219  
Recreational Vehicle Sales and/or Servicing        8,370  0.6% 5 1.6%         1,674  
Construction and Building Services      53,855  3.9% 21 6.6%         2,565  
Financial Services      18,569  1.4% 7 2.2%         2,653  
Information or Public  Services      73,110  5.3% 17 5.4%         4,301  
Medical Services      18,809  1.4% 13 4.1%         1,447  
Personal and Household Services      45,890  3.4% 8 2.5%         5,736  
Professional Services      55,082  4.0% 28 8.8%         1,967  
Sports, Recreation, Leisure       47,999  3.5% 4 1.3%      12,000  
Transportation        5,765  0.4% 3 0.9%         1,922  
Accommodations      88,931  6.5% 13 4.1%         6,841  
      Vacant Units - Core      58,896  4.2% 28 8.8%         2,032  
Vacant Units - Hwy Commercial      38,218  2.8% 11 3.5%      3,474  

TOTALS: 1,338,429  100% 317 100%       5,895 

 

* Average Store Size (8484/4) is based on the Drive-In’s snack bar building footprint at 1212sqft, not the entire lot area figure 
which was used to calculate the Entertainment total existing Inventory (Sqft). 

Figure 12 – Retail Type Percentages per sqft 
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5.4. VACANCY  

FOR LEASE 

Gravenhurst has continued to see more and more investment each year.  Currently, there are 26 
vacant units for lease.  Within the RioCan retail complex there is approximately 144,500 sqft of 
prime commercial land waiting for development.  This is in addition to 36 other vacant properties 
within the Commercial Core which could be sub-divided, repaired or redeveloped to support 
retail and service businesses. 

FOR SALE 

In the Commercial Core there are currently 8 commercial properties for sale, two being over 
10,000sqft in size and would be ideal for mixed use developments or attraction space. 
There are a number of vacant properties along Hwy 11 however, appropriation of many lands are 
currently in process in anticipation for the Hwy redevelopment.   Any purchase would be with the 
intention of future investment and development. 

 
 

Consumer Demographics & Demands 
Gravenhurst is an area that continues to grow in population and market sales. Recent statistics taken from 
a number of large data sources mixed with local knowledge suggest that this growth has been faster in 
recent years.  Gravenhurst is located in the Muskoka Region, which is a heavily populated tourist and 
second homeowner destination. These seasonal numbers can often skew year-round needs and demands.  
For the purpose of this study, our focus is on year-round consumer gaps. 

6.1.  FACILITATED ROUND TABLE 

The Q & A session held as part of local economic development engagement on Oct 4th was attended by 
more than 50 local residents whose demographics ranged to include community leaders, business 
owners and members of local service clubs. We posed the following questions to the group:  
 

 What retail or services do you feel are missing in the Town of Gravenhurst?  
- Do you believe there is year-round demand; and   
- Identify a specific store from that sector that you believe would be a good fit. 

 
107 responses were provided.  Shoe Store(9), Clothing(9) Restaurants(9), and Home Décor Store (5) 
were the top 4 identified gaps currently in the community.  A number of comments cited specifically 
related to entertainment/tourism opportunities like Hotels, Glamping or Movie Theatre as well as a 
general need for unique yet affordable clothing options for the whole family.  Residents also want to 
see more variety in food offerings with an emphasis on global cuisine/flavours such as Indian and Thai.  
Food trucks and a deli were also specifically noted.  
 
The suggestion of a Medical Clinic simulated in-depth discussions with a number of groups, including 
the need for walk-in/after-hours services, testing and imaging service for bloodwork and ultrasounds, 
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which are not readily available locally.  Currently a large number of residents are forced to go to 
Bracebridge or Orillia for these services.  This need was also reiterated in the District of Muskoka 
Second Home Study – 2017 with 11% of respondents noting that health care services limit the time 
spent at the cottage.  The same services cited by local residents are also top of the list for seasonal 
ones. 
 
Most of the suggestions were identified as being sustainable year-round and a few well known chains 
were specifically identified as examples of missing or wanted franchises. However, a number of 
respondents cited the exclusion of “big box stores”, not wanting to take away from the 20small town 
charm and uniqueness of local independent retailers. 

 

6.2.  CONSUMER SHOPPING BAGS SURVEYS 

The online “Shopping Bags” survey contest received overwhelming interest with over 3,700 clicks to 
the survey and 374 (just over 10%) completed profiles.  Findings are based on the completed 
responses. The number of responses represents approximately 3% of the total population of year-
round residents in Gravenhurst and 1.5% of the total population, including seasonal residents who 
mainly reside here between May and November.  The survey and the other methods of community 
engagement provide a statistically viable sample. 
 
Prior to reviewing the data it is of interest to note that 21women for the most part are the primary 
purchasers for a family household, spending an estimated 18 Trillion dollars worldwide each year, in 
addition to driving 70 to 80% of all consumer purchases. So it was no surprise that the majority of 
respondents to our survey, 311 or 83%, were woman. 58 were Male and 5 preferred not to say.   

RESPONDANT AGE PROFILE 

The majority (80%) of respondents fit the following profile:  full-time working age, female and 
most likely responsible for their own purchases, in addition to those of their spouse and/or 
children’s needs. Further analysis below will better outline age versus income versus purchasing 
to determine which consumers are spending the most and on what. 
 
 

 

 

 

 

 

 

 

 

3% 

42% 

38% 

17% 

Age of Respondents 

Aged 18 - 24

Aged 25 - 45

Aged 46 - 65

Aged 65 +

% of total respondents in that age group 

Figure 13 – Age of Respondents 
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RESPONDANT LOCATION PROFILE 

It’s important to understand where respondents reside in order to understand the rationale and 
impact of their answers.  The majority of respondents being 298 or 80% are in fact residents of 
Gravenhurst proper and 356(95%) are within our regional consumer catchment area between 
Huntsville and Orillia.   
 

Drive Time Respondents Home Location 

15 mins (P1P) Gravenhurst = 271 
(P0E) Kilworthy = 27 

30 mins 

(P1L) Bracebridge = 27 
(P1H) Huntsville = 4 
(P0B) Port Carling = 10 
(L3V) Orillia = 11 
(L0K) Severn = 6 

1 hr 

(L4N) Barrie = 1 
(P0A) Elmsdale = 1 
(P0C) Rosseau = 4 
(L0L) Elmvale = 1 

2 hrs 

(M8Z) Etobicoke = 1 
(M3N) North York = 1 
(L5N) Mississauga = 1 
 (L1M) Whitby = 1 
(L1H) Oshawa = 1 

2+ hrs 

(N2H) Kitchener = 1 
(N1C) Guelph = 1 
(K0M) Woodville = 1 
(P0P) M'chigeeng = 1 
(N0N/14020) Unknown = 2 

 

  

 RESPONDANT HOUSEHOLD PROFILE 

The needs and wants of single adult households verse those with children can be very different.  
Identifying who our majority consumers are will also assist in planning for the future.  For the 
purpose of this study, adult children still living at home would be considered adults and are 
reflected in the 3 and 4 Adult Households.  Alternatively, these households could be made up of 
primary adults and aging parents. However these households represent only 16 of the 374 
responses. While the survey received 374 respondents due to the makeup of households these 
surveys account for approximately 1,000 people due to family size.  
 
 
 
 
 
 
 
 
 

Figure 14 – Regional Trade Area Map  
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 RESPONDANT INCOME PROFILE 

We asked respondents to provide their annual Household Income, after taxes and deductions to 
determine their net take come amount, a more accurate income profile of consumers and 
potential spending ability. Results from the survey provide a similar estimate to the one provided 
by Statistics Canada.  Total income of the community is estimated in Figure 7 to be $276,398,725 
annually. 
 
 

(94) 31% 

(135) 45% 

(74) 24% 

Households with Children 

Youth (13 - 17)

Children (2 - 12)

Infants (0 - 12 months)

Figure 16 – Number and Age Households with Children  
 

Figure 15 – Number and Makeup of Respondent Households 
 

(37) 
10% 

(29) 
8% 

(132) 
37% (119) 

33% 

(23) 
7% (10) 

3% 
(6) 
2% 

Repondent Households 
Single Person

Single Parent

2 Adult

2 Parent

3 Adult household

3 Adults, with children

4 Adult household

(#) % total number and percentage of respondent 
households with children in that age group 

(#) % total number and percentage of 
respondent household sizes 
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RESPONDANT LOCAL SPENDING  

To determine local spending habits in Gravenhurst we asked survey takes to tell us what products 
or services they are currently purchasing in Gravenhurst.  
 

 

 
 

We also asked respondents to breakdown what percentage of their income is spent on non-
essential items such as entertainment, sports and recreation, hobbies and gifts, house wears, 
additional clothing, shoes and accessories, etc.  The majority being 338 or 90% spent between 
10% and 25% of their total budget on extras. The total amount of potential non-essential dollars 
by respondents, which is equal to about 3% of the total year-round population, spends between 
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$10,000 - $30,000
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(216) 18% 

(212) 17% 

(153) 13% 

(99) 8% (149) 12% 

(83) 7% 

(216) 18% 

(67) 5% 

(7) 1% 
(16) 1% 

Purchases in Gravenhurst 

Dining - Eating out

Only the basics - Food, Clothing

Home and Garden

Health & Beauty

Entertainment - Boat Cruise, Shows, Events

Gifts or Souvenirs

Recreation & Sports - Gym, Sports Equipment

None - I do not shop in Gravenhurst

All - I do all my shopping here

High End/Luxury Items

Figure 17 – Respondent Annual Income 
 

Figure 18 – Respondent Purchases in Gravenhurst 
 

(#) % total number and percentage of respondent’s 
purchases type of in Gravenhurst 
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$4,096,450 and $7,104,250 annually. We estimate that the total amount of all year-round 
residents would spend upwards of $236,808,333.  However, we know that a large percentage of 
this total is being spent outside of Gravenhurst.  This does not account for visitor or seasonal 
resident spending.  

 
 

 

 

 

 

 

 

 

The 2017 Second Home Study provides information on Second home owners spending.  Currently 
about $6,738 is spent per second home in Muskoka on common household items with $11,690 
being spent on major purchases.  Respondents to the survey noted where they were spending 
this money.  Gravenhurst was seeing approximately 24% of the common household purchases 
while 21.1% of the total major purchases are conducted in Gravenhurst.  Below is a chart with 
estimated annual spending occurring in Gravenhurst.   

Spending Type Total Muskoka 
Spend 

Total Spend in 
Gravenhurst 

Common Household Purchases $154,158,702 $36,998,089 
Major Purchases $267,455,510 $56,433,113 
Total Annual Spending: $421,614,212 $93,431,202 

 

RESPONDANT SPENDING LEAKAGE 

Leakages occur when consumers purchase products from outside of the municipal area; this 
includes purchases made in the retail trade area, outside the retail trade area and through 
sources such as e-commerce.  As stated previously there are a number of factors that can affect a 
consumers decision on where and when to purchase a product.  It should be noted that gaps can 
be filled by established businesses that expand product lines to meet customer demand.  
Reducing leakages by expanding offerings means more money staying in the local economy and 
often results in increased income from outside spending as regional consumers have a closer or 
additional choice option. This can also apply to e-commerce based spending.  

The three largest local leakages cited by local survey respondents are Footwear, Entertainment 
and Luxury Items.  Both Footwear and Entertainment is being satisfied within 15-20mins but 
respondents are traveling 60+ mins for Luxury Items.   

Figure 19 – Respondent Non-essential Spending 
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Figure 20 – Household Spending 
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For the most part local consumers are traveling 15-20min, likely to Orillia or Bracebridge for the 
bulk of their shopping needs.  Both shopping destinations provide retail products that are 
unavailable for people within Gravenhurst and have established shopping clusters. When 
focusing on retail attraction, municipalities including Gravenhurst should focus on retail 
establishments that mitigate existing retail leakages. 

 
 
 

RESPONDANT WANTS AND OPPORTUNITIES 

As outlined in the Leakages Section, many residents are leaving the area to purchase specific 
items or experiences.  The wants and needs of those shopping in Gravenhurst have a level of 
consistency for both visitors, seasonal and permanent guests. Footwear, Bulk/discount Items and 
Women’s Apparel were all noted as wants and needs in the area that corresponds with the 
leakages noted above.  
 
In addition to the above, 83 “other” comments were received.  A full list of these comments can 
be found in the appendices. In most cases the answers fell into one of the other predefined 
categories but were specifically named.  A Movie Theater, Book Store, Bulk Barn, Walmart, 
Discount groceries like No Frills, Heathy/Natural Food Store and different types of fashions 
brands were the most noted.  
 
While many respondents provided input into what they are looking for, not all opportunities will 
have a market share needed to survey with the consumer demands.  Respondent’s wants and 
needs are similar to those of other small towns, being that they want things to do and have a 
need for both variety in options and year-round affordability for the basics. As Gravenhurst 
continues to grow, the need for variety will continue to increase. 
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Figure 21 – Respondent Spending Leakages 
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6.3.  YOUTH SHOPPING SURVEY  

Students at the Gravenhurst High School were polled regarding their specific shopping habits.  A total 
of 40 responses were received, although 6 where complete by faculty over the age of 20, those 
answers were removed being outside of this surveys scope and target, as to not skew the data. The 
number of qualified responses represents 11.1% of the current student population of 306 provides a 
margin of error of approximately +/-15%. 
 
We were encouraged to find that the majority of respondents (69%) had their own jobs and were 
independently contributing to the local economy. 

 
YOUTH SPENDING 

Students on average spent approximately $471.88 per month on Food, Entertainment, Clothing, 
etc. which represents a total of $1,732,743.36 annually.  Of that annual total 38% or $660,791 is 
local spending. We also asked our youth, How far do you travel for your favourite products and 
store? 

0 50 100 150 200 250

105 

155 

126 

94 

85 
59 

93 

105 
34 

37 
219 

27 

35 

180 

38 

70 

83 

Number or respondents who selected the type of retial 

What is missing in Gravenhurst 

Other, please specify

Specialty/Niche

Luxury Items

Bulk/Discount

Health and Beauty

Home Improvement & Gardening

Footwear

Toys and Games

Grocery

Hobbies, Crafts/Art supplies

Home Decor, Furnishings & Electronics

Sporting Goods

Entertainment, Sport & Recreation

Children's Apparel

Men's Apparel

Woman's Apparel

Restaurant

Figure 22 – What Retail items are missing in Gravenhurst 
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· There is an estimated $1,071,952 dollars of leakage happening with high school students 
in Gravenhurst.  

· Most Youth (80%) purchased Clothing (16) and/or Shoes (13) in Barrie.  Zero (0) said they 
purchased clothes locally and only six (6) said that they purchased footwear in 
Gravenhurst.  Clothing was also the most purchased item for those who answered yes to 
shopping online. 

· When it comes to Entertainment, most Youth(11) are choosing Orillia. 

· What is purchased locally is Food/Lunches(25), which represents an approximate average 
of $1,200 per year per student or $367,200 into the local economy.  

· Toys and Games as well as Home Décor items, a large percentage of youth said they do 
not purchase these items (28), however those that do are purchasing these types of items 
locally.  

 

 

YOUTH WANTS AND OPPORTUNITIES 

As important as it is to know what and how much consumers in specific age groups are 
purchasing, it is just as important to know where, to determine spending leakages due to specific 
products or services not adequately represented in the current retail mix. 
   
For our local youth, their wants and mostly needs are related to clothing, food and 
entertainment.   Although only 4% identified Restaurants as a missing element, most of their 
money is being spent on food and this presents an opportunity for investment in culinary 
ventures.  From the comments received, healthy but fast, on the go options are being sought 
(Starbucks, Juice/Smoothie Bar).  
 

Figure 23 – Number of youth respondents purchasing specific local products 
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6.4.  SHOP LOCAL PRECEPTION VS REALITY 
 
LOCAL PRECEPTION 

A common complaint received from year-round residents, through various public consultations 
including the online surveys, is that the cost to purchase groceries in Gravenhurst is significantly 
more expensive than offerings in neighbouring communities such as Orillia and Bracebridge.   We 
heard that a large number of local consumers were driving as far as 60-80 kms or 20-30min to 
Orillia weekly to do their grocery shopping.  Even with the 22cost of gas and wear and tear on 
one’s vehicle driving further on a weekly basis, they say it’s still cheaper to purchase everyday 
food items outside of local stores. In addition to the price differences, consumers also feel that 
there is further price inflation during the peak summer period between May and October 
because of the seasonal influx of both residents and visitors.  Despite this feeling there is no 
evidence to prove that costs increase during the high season, however availability of items does 
change.  
 
To determine if the claim was perception or reality a comparison of Gravenhurst groceries stores 
to those in Orillia and Bracebridge was conducted, taking into account the cost of travel outside 
the local area.  The comparison weighed the question of the cost of an average grocery bill for a 
family of 3. This exercise is meant to determine if diving to a neighbouring municipality with 
lower food prices is really more cost effective.  
 
We picked 7 common dinner meals which would be similar to an average household with two 
busy adults and 1 child.  Our grocery list contains items to create those 7 dinners in addition to 

Figure 24 – What products or services are youth missing in Gravenhurst 
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lunches and breakfast for each member of the family using pantry and freezer staples that are 
commonly used. 
 

 

D
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w 

W
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Family’s meal week long meal plan based on shopping list: 

1. Traditional Spaghetti Pasta with meat and tomato sauce 

2. Tacos with sides including sour cream 

3. Fish sticks, Fries and Garden Salad 

4. Soup and Salad/Grilled Cheese 

5. Frozen Pizza 

6. Chicken Breast, Rice and Veggie 

7. Pork shop, Potatoes, Veggie 

 

LOCAL REALITY 

We compared 5 groceries stores in total, looking at the total amount of the shopping bill and cost 
of gas prices and vehicle maintenance.  Note that purchases were based on cheapest everyday 
price; sales/promotional prices were not used in order to be consistent across the board, since 
sale pricing changes often.  However ever we realize as often times families are on a tight budget 
and must make the most of each dollar they would likely pick the product on sale if it was the 
cheapest. 
 

1 head lettuce: 2 pkg of Ground Beef 12 cup pkg Yogurt 
1 head of Broccoli 1 pkg of Chicken Breast (3-4) 1 package of Sliced Cheese 
1 pkg of mushrooms 1 pkg of Pork Chops (3-4) 1 sm container of Sour Cream 
1 bunch of Celery 200 gms of Turkey Deli Meat 1 container of Coffee (920-950g) 
1 bag of Apples (3 lb) 3 cans Soup 1 jar Peanut Butter 
1 Cucumber 1 box of Crackers 1 box of Cereal (regular size) 
3 Tomatoes 1 pkg of Spaghetti Pasta 1 box Granola bars (5-6) 
1 bag of Carrots 1 can of Pasta Sauce 1 pkg Juice Boxes (6-8) 
1 bag of Onions 1 sm bag of Rice (350 -600g) 1 Taco Kit (includes wraps/shells) 
1 bag of Potatoes (10 lb) 1 bottle of Salad Dressing 1 bag of French Fries 
1 pint Berries Dozen eggs 1 pkg Fish Sticks 
6 Bananas 1 lg carton of Almond Milk (2Lt) 1 Frozen Pizza (Lg) 
1 Loaf of Whole Wheat Bread 1 Bag of 2% Milk (4Lt) 3 cans of Frozen Juice 
1 pkg of Bacon 1 contain of Margarine (850g) 1 container of Ice Cream (1.5 -2 L) 

Figure 25 – Shopping List Items for cost comparison 
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The results of our experiment are outlined in the chart above and DO confirm in this instance that 
perception is actually reality when comparing strictly costs, and that in some cases it is cheaper 
to drive outside of Gravenhurst than shop for groceries locally.   
 
The average cost difference between the Highest Food Trip in Gravenhurst and Lowest Overall 
(Sobeys - Walmart Bracebridge) shopping trips is $16.10/wk, $69.77/mth & $837.20/yr. 
 
When purchasing groceries however, there are other considerations that may outweigh one 
factor over another.  In order to factor in maintenance and depreciation on a vehicle, mileage 
was calculated using the 2017 Automobile allowance rates set by Canada Revenue Agency for 
Ontario.  
 
When conducting comparisons on similar products, quality and personal preference is not 
factored into the final result. Currently Sobey’s and Independent do not price match, which 
would provide local residents an incentive to shop at their store instead of traveling. Lower prices 
would also allow those with lower income and/or limited transportation to have access to better 
quality and quantities of food.  
 
Although calculations based on square foot per person, indicates additional grocery store space is 
not needed, there is a need for less expensive quality/fresh food options to reduce consumer 
leakages of grocery products.  
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6.5. Business Thresholds and Highest Impact 
Local perception and business viability are not always connected.  Local shoppers may think that a 
store would do well in their town, however statistics may show that the business would be unable to 
sustain itself given the population and patterns within the retail trade area.  Below is some evaluation 
with regards to population thresholds, retail businesses and average sales per sector 
 

Sector/Sub-
Sector 

Populatio
n 

Threshold
† 

Population 
Threshold 
regional 

trade area‡ 

# in 
Retail 
trade 
area 

# in 
Graven
hurst 

Average 
Revenue†† 

Average 
Profitability 

†† 

Leakage 
occurring? * 

Viability of 
additional 

stores 
(number of 

stores) 
Footwear 5,756 20,426 16*** 0 $1,019,750 3.5% High Yes (~1-2) 

Bulk/Discount N/A N/A 3 0 $923,000 2.0% High Yes (1) 
Women’s Apparel 3,856 12,643 26 5 $1,250,500 3.3% High Yes (3-4) 

Men’s Apparel 12,198 45,747 14 4 $964,250 4.3% High Yes (1) 
Youth Apparel 8,027 29,105 14 1 $1,107,375 3.8% High Yes (1) 

Children’s Apparel 9,574 18,633 12 4 $887,500 2.0% Low Maybe (.5) 
Restaurant** 751 N/A 120 31 $1,030,750 3.2% Low Yes (?) 

Hobby/Art Supply N/A 17,085 7 2 $934,000 5.4% High Yes (1) 
Home 

Décor/Furniture 5,915 12,530 28 15 $1,059,250 4.9% Medium Yes (1-2) 

Bookstore 15,236 41,478 4 0 $949,250 3.4% High Yes (1) 
Health/Beauty 4,355 11,923 40 7 $1,201,750 7.5% Medium No 

Home 
Improvement 7,936 15,818 15 4 $2,120,250 3.2% Low No 

Toys/Games N/A 17,085 4 1 $934,000 5.4% Low No 
Grocery 1,348 3,575 7 2 $1,364,750 1.8% Medium Maybe (.33) 

Sporting Goods 6,535 44,973 4 2 $1,153,750 3.9% Medium Yes (1.33) 
Entertainment N/A N/A 16 13 $739,250 7.6% High Yes (2-4) 
Specialty Food 

Service N/A N/A 8 5 $923,000 2.0% High Yes (1-2) 

Gym/Fitness 6,535 44,973 21 3 $815,250 6.7% Low Maybe (.33) 
Pet supplies/store 4,355 11,923 14 3 $1,144,000 3.9% Low No 

Fuel/Gas 1,672 N/A 28 7 $1,688,750 2.1% Low Yes (1) 
Home & Office 

Supply 5,468 40,424 3 0 $1,127,250 5.1% High No 

 
 
*Leakage numbers are based on the percentage of respondents noting that they are spending money outside of Gravenhurst is 
a specific sector. High(70-100%) , Medium(50-69%), Low(0%-49%) 
** - It is clear from the data that new styles and offerings are of interest in the restaurant industry.   
*** - Not all businesses in the retail trade specifically sell shoes, some are general apparel or merchandise stores.  
† - Thresholds based on a survey completed by Heritage Canada 
†† - Data retrieved from Canada Revenue Agency Small Business data portal 
‡ - Thresholds based on data from the United States Department of Community Development 
 
The data above is intended to give a general understanding of the room available in each high level sector.  There 
are many opportunities and considerations (see below) that may affect the number of businesses that are able to 
succeed from each sector.  Increased traffic, destination status, sub-sectors, marketing and fads/trends will all effect 
the calculations above.  Like all things in life, retail business does not exist in a vacuum and it is affected by outside 
pressures.   

Figure 27 – Retail Sustainability Thresholds 
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7.1  OPPORTUNITIES AND OTHER CONSIDERATIONS 

ACCOMMODATIONS AND ATTRACTIONS 
 

Visitor spending in Gravenhurst accounts for nearly the same 
amount as the spending of our permanent population.  With that 
in mind a focus on visitor spending should be considered.  An 
evaluation of tourism assets would be beneficial to help 
determine the ability to increase spending.  

 
With only two traditional hotels and a handful of scattered 
B&B’s, motels and a few privately owned campgrounds, 
Gravenhurst does not have the needed facilities to host a large 
event or conference (500-1000 people).  The lack of formal 
accommodations limits the number of visitors which can stay 
overnight as well as potential shoulder-season events which 
would provide economic spin-offs to the community.  A limited 
amount of roofed accommodation. 

 
Muskoka and Gravenhurst are rich with natural beauty and landscapes, which attracts visitors from 
all over the world each year.  However, additional attractions could leverage the “slow” winter 
seasons if they are able to offer entertainment, relaxation or family fun outside of the summer 
months.  Such attractions would provide year round jobs for local and regional residents and 
provide further entertainment options for both permanent and seasonal residents. 
 

There are numerous physical locations that 
these new attractions could be located however 
proximity to the commercial core should be 
considered when working attracting these types 
of investment.  Additional work could be 
completed by a sub-regional tourism or 
destination marketing body to further leverage 
some of the assets for visitors that would further 
encourage spending.  

 
EXPERIENTIAL RETAIL 
 

Everyone understands that the retails sector is undergoing a 
significant transition, not only locally but across the 
world.  26Emerging trends in 2018 indicate healthy growth 
of approximately 3.8% in the retails sector.  Adoption of 
advanced technologies is providing much of this growth, 

however the development of experiential retail is also 
playing a factor in its growth. Successful retail 
establishments today are not only providing products and 
services but also “things to see and do”. Consumers are 
spending their money on the social or entertainment 
experience that these places offer.   
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Remember picking (eating) fresh strawberries with your family 
at the local farm? Agri-Culinary and Agri-Tourism continues to 
grow in popularity driven by fresh, local food movements and 
millennials, now that they are raising families, what to pass on 
those simple traditions and memories to their children.  
Gravenhurst has an abundance of rural land that could support 
small scale and artisan agri-production and value-add retail 
offerings. At one time Gravenhurst had many local farms and a 
new movement would reconnect that history. Fresh local produce and products would further 
enhance and expand the iconic farmers market, provide and inspire current and new food retailers 
and attract foodies to Gravenhurst.  

 
HEALTH AND WELLNESS 
 

Consumers are now more than ever, conscious of what 
they put on and into their bodies as well as impacts to 
the environment. They want healthy fresh food choices, 
physical activities in nature, natural and ecofriendly 
products and places to relax and unwind.  This way of life 
resonates with both residents and visitors of Muskoka.  
While not specifically retail, there is a need for medical 
services both traditional and holistic approaches to 
support Gravenhurst’s growing population.   

 
POP-UP SHOPS 
 

The Town of Gravenhurst should consider 
supportive policies related to Pop-Up shops, 
especially in the shoulder and winter seasons.  
Pop-up shops are a great way for retail 
companies to test their products in an area 
without a huge upfront investment. Pop-up shops 
are usually set up in a conventional store front or 
a stand-alone kiosk/building for short periods of 
time, mostly as individual stores but can also be part of a collaborative grouping.  It should be noted 
that the recent success of the Muskoka Shipyards shows the demand for pop up locations.  

 
 
REINVENTING THE ONE-STOP SHOP 
 

All though the traditional mall design is no longer 
popular; consumers do like options all in one 
convenient place. The reinvention of the one-stop 
shop is a collaborative shared space of many 
smaller businesses under one roof and they may or 
may not be related.  This model has proven 
successful in Gravenhurst already and more of 
these types of retail collaborations will open up the 
market and access to variety of products for 
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consumers, more start-up/entrepreneurial space and opportunities to test markets and products 
without a large initial investment, and a lower cost of doing business for the individual business 
owners.  
 
RETAIL ATTRACTION TARGETS 
Based on the date presented throughout this report below are the top 14 priority retail targets 
sectors broken down into high, medium and low impacts.  High impact targets will have the largest 
effect on all three spending categories (visitor, second home owners and permanent residents), 
medium impact targets will have effect on two of the spending categories and low impact categories 
will have effect a single category.  It should be noted that even if a sector is included as a low Impact 
it will have profound impact on spending in the area.  
 
High Impact 

· Footwear 
· Women’s apparel 
· Youth’s apparel 
· Restaurant 
· Bookstore 
· Specialty Food Service 
· Entertainment 

 
 Medium Impact 

· Bulk/Discount 
· Men’s apparel  
· Fuel/Gas 

 
Low Impact 

· Children’s apparel 
· Hobby/Art Supply 
· Home Décor/Furniture 
· Sporting Goods 
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Conclusion and Recommendations 
The Town of Gravenhurst recognized the existence of retail and service gaps for both year-round and 
seasonal residents as well as visitors and took the initiative to identify and develop a plan which will 
included targeted attraction material and initiatives to balance and sustain the market and increase the 
variety and accessibility of retail and service offerings.  This report is intended to create a list of proposed 
strategies to allow for enhanced service delivery related to retail attraction.  
 
The Regional Trade area’s 104,974 Permanent Residents spend approximately $1.1 billion on products and 
services annually, its second home owners contribute an additional $93.5 million and an additional $391 
million is contributed in visitor spending.  Even if a retail attraction strategy helped new and existing 
businesses attract half a percentage point of this spending back into Gravenhurst they would see an 
additional 8 million dollars in growth.   
 
Despite being the smallest of the three shopping centres within the retail trade area, Gravenhurst has 
something to offer to the shopper looking for a slower pace, a quicker trip and an overall better 
experience. Gravenhurst, in order to grow itself into a larger shopping destination requires more 
availability and variety of products and services to support current and future demand and compete 
directly with other shopping districts within 30 to 60 minute radius. 
 
With the importance and need for local vendors to support a strong and 
growing economy, new innovative and global “mom and pop shops” are 
appearing, and more importantly thriving.  These retailers are not only selling 
their wears but also creating the experience today’s consumers are expecting. 
Gravenhurst should continue attracting these new types of retail 
entrepreneurs looking to pave their own way or finally making their passion 
their business, who sees the value in an authentic product that is unique yet 
affordable and in the loyalty of their customers.   
 
Large retailers should not be overlooked, these corporations are looking for high traffic, high volume 
consumer locations and have calculated minimum population thresholds which need to be met in order 
for a place to be considered.  When considering which to attract, Gravenhurst should leverage the District 
of Muskoka and the Regional Trade Area as a whole, population and income levels are within range to 
support a regional anchor store.  Consideration should be given to large retailers that are not currently 
within the defined trade area. This analysis has identified specific regional gaps that Gravenhurst should 
look to capitalize on when seeking a large traffic generator. 
 
Availability of “turnkey” retail space between 1,000 – 2,000 sqft is limited and there are a number of 
dilapidated or un-rentable buildings and storefronts, which if renovated or redeveloped, would provide 
new retail spaces and/or residential units to fill current retails gaps and downtown housing opportunities. 
Gravenhurst should continue to work with property owners and attract new investment and life these 
locations but also look to the future and develop initiatives to create new commercial opportunities. 
 
Often times, in an seasonal economic climate, we look to cater to those with large disposable incomes, 
however we forget it’s vital to have a workforce at all levels of income to support economic growth, 
specifically in the Retail Sector; those making six figures are not the ones serving you dinner at your 
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favorite restaurant or making you your morning coffee and breakfast sandwich at the local drive through. 
This also means providing adequate and affordable housing, services and retail variety to meet that 
demographics needs locally and/or having the ability to pull workforce from surrounding areas.  
Gravenhurst should consider this when developing initiatives for current and future growth.  Employees 
are more likely to spend money in a community that they work in.  

Gravenhurst has a strong and growing brand which is fostering an emerging brewing subsector and 
innovative cooperative retail models. There is the availability for current and future investment prospects 
as well as a steady residential growth.  Below are a number of recommendations based on the research in 
this report, below each recommendation are a number of potential strategies: 

1. Reduce retail leakage by an average annual amount of 1.3% from the permanent population 
(estimated yearly economic impact increase of $1,872,048)

a. Proactively work to attract retail noted in the opportunities section above
b. Provide information to local retailers to allow them to strategically market and adjust their 

product offerings to meet what each category of spender is considering.
c. Work with partners to create an atmosphere and program gathering spaces to attract 

additional shoppers to the core and to convince them to stay longer.

2. Contribute to increase visitor spending in the region, with an anticipated average annual 
increase of  1.6% per year (estimated yearly economic impact increase of $6,256,000)

a. Development of a tourism investment action plan, in partnership with tourism stakeholders 
to attract new private investments.

b. Market and package existing assets to promote Gravenhurst as the home of 
visitors Muskoka experience

c. Develop new experiences with existing assets

3. Increase the amount of total spending done in Gravenhurst by seasonal resident’s in common 
household products by 3% (24% to 27%) and major purchases by 1.9% (21.1% to 23%) by 2023.

a. Work with partners to market Gravenhurst to second home owners that are already in the 
area through projects such as visitor information services and events

b. Provide a comprehensive business directory for second home owners to get a 
good understanding of the products available in the region throughout the year.

4. Support adjustment and redevelopment of commercial spaces to meet private sectorrequirements
a. Advocate with building owners to invest in buildings to increase the viability and visibility 

of their property.
b. Advocate with large vacant commercial owners in regards to subdivision of buildings to 

promote the more heavily demanded 1000-2000 sq. ft. locations
c. Take a proactive approach to long sitting vacant properties by leveraging municipal assets 

such as the strategic property reserve. 
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 SCHEDULE A – QUESTION 9 “OTHER” STORES

 Respondents: 3704  Status: Closed 

 Launched 
Date: 

09/15/2017  Closed Date: 12/11/2017 

9. What type of retail store do you think is missing in Gravenhurst and/or surrounding the
area?

8. Bakery/Coffee Shop on Main Street

11. movie theater

12. 
Use Costco for bulk, Beckers for shoes, Joseph's in Orilia for men's clothing, Walmart for 
household linens etc. 

19. 
Kids winter wear, natural food, books!!, trendy clothing for young professionals, home decor 
(simply cottage-ish), educational products 

21. Bulk barn, Walmart, decent not over priced toy store

26. more bulk options - able to bring your own refillable containers

27. No frills

28. Fast food

37. Books, cinema entertainment, vegetarian restaurant, sushi, health store

38. book store

45. Fabric, quality wool,

56. Bag your own groceries like No Frills or Food Basics

58. Specifically plus size fashion!

61. We need Cottage Cravings back on the main street.

64. 
Disappointed that we lost the Bulk Barn. Wish we had a Michaels and Chapters, or a Curryâ€™s 
art store. 

67. book store

73. Would love an A&W restaurant...Teenburger & root beer...mmmm..

75. A store like once upon a child or an indoor children's playground (like in McDonald's)

85. Large dept. Store & Stores for Computer supplies/ink, and fabricsetc.

95. Book store (new books or used books)

96. Bookstore

97. need more choices for clothing and footwear



98. Many of these are offered on a limited basis but the selection is limited and sometimes expensive. 
 

99. 
Books store, new and gently used. Specialty food ( cheese etc..) shop, Wine and tapas or hors 
d'hoeuvre bar, Cafe'-patisserie, small sushi restaurant.  

111. costco 
 

113. Winners 
 

114. BIG SIZE MEN`S STORE 
 

117. Costco 
 

118. Book Store. 
 

119. cheese shop; butcher 
 

122. footwear, reasonably priced/quality ladies clothing, discount pet products 
 

138. Health food less waste grocery shopping, discount grocery 
 

139. Walmart 
 

146. Bowling Alley 
 

147. [No Answer Entered] 
 

148. rental car company 
 

156. more affordable clothing stores and more variety for restaurants 
 

163. dicount grocery store such as No Frills or .Price Chopper 
 

165. DISCOUNT GROCERY 
 

166. M&M's, Winners? , miss Bulk Barn 
 

171. Locally raised fish and food 
 

173. 
There are some good shoes and outer wear sources in Town and I use them when I can, but I 
buy only top quality shoes.  

177. Movie theatre 
 

181. Affordable fitness / gym 
 

182. An additional gas station in the east end. Maybe w auto detailing and a coffee shop attached 
 

186. Bookstore and Health Food store and restaurant, and more baby and children's stores 
 

200. But reasonably priced. For locals, not rich tourists 
 

204. Lee Valley 
 

205. Cheese shop, butcher, linens, area rugs, more patios!!!!! 
 

206. would love to see a metaphysical shop like the circling hawk in Burks Falls 
 



208. Combination bulk / health

220. good quality casual affordable clothes and shoes

222. 
Cheaper grocery store. Gas station at north end with diesel open 24 hrs! Place for teenagers to 
enjoy 

229. HEALTH PRODUCTS

230. 
We need more stuff like a bowling alley again movie theatre and stuff for the younger people its 
all based on the older people I’m thinking of moving away again so my family has things to do 

231. Night life, live music, movies, bowling

232. furniture

234. Woman's Consignment Shopping - mid to high end, good quality

238. Online Showrooms supported by customer marketing services with fulfillment

247. Diesel fuel

251. Something to create more employment

255. Shoe

268. Discount Groceries!

273. Fine art and craft supplies. And Office Supplies

281. book store high end retail like walmart, home depot etc

282. 
Decent places to eat for breakfast and lunch. As the current options arenâ€™t places I would 
choose to eat at. 

288. Natural, holistic health food choices

290. another Tim Hortons

298. 
small grocery store that older and disabled can get around, bulk and cheaper prices for families in 
one 

305. We need a retail store that has everything. Like a small wallmart.

307. winners clothing store

309. Example, went to buy a simple D Ring binder. Could not find one in town.

310. Value village, bulk barn, health food store, outdoor gear shop similar to MEC, fabric and crafs

311. 
Bulk barn, health food store, value village, movie theatre, bowling, outdoor gear shop like MEC, 
more options for eating out -vegan options, ethnic cuisine 

315. 
although not retail - need for medical specialities vs having to travel out of town..what's up with 
the upper floor of drs office sitting vacant all these years 

316. I dont want to look like an overpriced Marks work wearhouse clone

317. Book Store

318. Shoe store. Shoe repair. Arcade for kids. Bowling. Movies



325. Home Hardware Canadian Tire Beer Store LCBO

326. How about another antique store

330. There needs to be better Resturantâ€™s! Especially ones offering breakfast

333. 

I think Gravenhurst would benefit from a movie theatre (Cineplex or Silvercity). It would bring 
new jobs for locals and the cineplex in orillia has a lot of business from Muskokians, myself 
included. We don't usually go to Norwood theatre in bracebridge as it's to small and over priced. 

A cineplex or Silvercity would do very well in Gravenhurst. 

336. swiss chalet, a no frills, bulk barn, best buy,



 SCHEDULE B – Q 10 ‘OTHER COMMENTS”

 Respondents: 3704  Status: Closed 

 Launched 
Date: 

09/15/2017  Closed Date: 12/11/2017 

10. Please provide us with any other comments or suggestion.

1. Should have included online shopping somewhere in this survey.

2. 

The places we do have are not affordable, and the things that are affordable are often of very poor quality. I 
have started to do a lot on internet shopping because it is convenient and I can get the quality that I want 
with out having to drive 40 minutes down the highway. Most internet sites offer free shipping to make it 
even more convenient. 

3. 

Groceries are often not fresh or competitively priced compared to Orillia. I realise we may not have the 

population to justify a shoe store. Would love a health food store like Muskoka Natural Food Market. Love 
dining out but we have no Indian restaurant or place like Wabora in Bracebridge. Love Blue Willow because it 
is unique and Dock of the Bay but they need to change their carpet as it looks really shabby. Wished shops 
stayed open from early morning to late at night on Wednesdays when we have the Farmers Market. The rest 
of the time most shops don't need to be open until noon but in return stay open late - say till 8pm in the 
summer. Make the town more pedestrian friendly - sidewalk cafes, section off part the main street to have 
event space all summer. Link the downtown to the Wharf and to south end. A convention centre that can 

host 1000 people say near the Canadian Tire would give retail a real boost. Convert Kinsman park from 
mosquito trap to bigger play park with small train tracks, more kids entertainment and even a maze to walk 
through would make a big difference. 

4. 

Shop as much as possible at local stores, muskoka bay clothing, shipyard stores, tea stores and little trend 
stores.  

Need more entertainment like a small movie theatre 

5. 
It must be really tricky to get this figured out, since so many businesses are trying their best to offer 
whatever it's of niche markets they can. Good luck!!! 

6. 

A better waterfront experience would be appreciated, ideally the retail wharf should have been on the 

opposite side of the road, leaving the waterfront more appealing for recreational activities, in my opinion. 
Bring in some unique cool pop ups from Toronto or other cities to the Wharf, I believe this is a missed 
opportunity. Something like this may attract more to the area, something cool area like Port Carling. A 
butcher shop, saw dust brewery shop at the wharf, the bakery from town should have a pop up on the wharf 
too! Just some thoughts :) 

7. 
Other sit down restaurants  
Cheaper groceries  
Ciniplex or some movie theatre besides the drive in. 

8. 

Reusable Revolution is a movement happening in Muskoka, trying to get businesses on board with allowing 

the public to bring their own reusable containers in an effort to cut back on our community's waste. This is a 
huge gap that this movement is trying to close. Currently there are shoppers going elsewhere because other 
communities allow this. Please feel free to contact me for more information. We're looking forward to 
working with businesses on this initiative. 

9. 
It would be great if someone could educate Sobeys on the disgrace of the plastic bags that they attempt to 
push on people at the cash. 

10. I like the selection this town offers. I only go to Walmart if necessary noe

11. 
I belive in supporting small business and would be happy to not leave muskoka for all my shopping. I do feel 
the option lack. Clothing stores have styles not appropriate for people in there 30's of any quality and 

appropriate for careers. Ethnic and more natural food options are hard to find. 

12. Having a cinema here would be amazing.



13. 
Any good quality but accessibly priced clothing and shoes - for children and adults - are largely if not 
completely unavailable in Gravenhurst. This is a niche that is missing and could be successful if filled. 

14. We do the majority of our shopping in Orillia at No Frills and Value Village.

15. 

I own 4 lakefront properties in muskoka and other land in residential area. Gravenhurst dictÃ¢tes lower 
revenue for our rentals. Splash pad is closed, restaurants are poor, there is no sense of where the town 
starts or ends or where to walk. Other towns in muskoka have flourished. Mis-management and poor 

planning have led to this outcome. Holding council meeting on Wednesdays and Thursdays gets only local 
opinion which has led us down this path. Bracebridge has flourished and we watched....we then tried a 
wharf, Pitiful. We are contemplating other regions such as blue mountain which has year round options and 
is better run 

16. 
I would like to see a movement toward being more environmentally responsible. Total ban on plastic water 
bottles, plastic bags. Let's be a leader. Let's reduce packaging. 

17. 
Need more upscale quality restaurants 
Need more vegan choices 

18. 
I would love to do more shopping locally. Especially clothing for my children. It seems all we really have is 
walmart in bracebridge. 

19. 

Stop running people out of town who are qualified to hold a position. I had a friend apply to Harvey's and 

she never heard back from them. A couple days after the store opened she took her son in for a meal and 
two locals were telling the franchisee that "arent you glad you didnt hire her? Look how fat she is!"  
You want a town that has stores - but you dont even have the staff to maintain the ones you do have 
(example Tim Hortons with the drivethru shut down during the long weekend) - and when you have qualified 
people in your town who can do the job, locals chase them out. Well done. And the woman Im talking about? 
20 years in Hospitality, Tourism Management Diploma from Georgian - experience both here and in Europe 
where she supervised wait staff at the Royal Albert Hall and the Natural History Museum for special 

functions!! - she tried for seven years to get employment and thats the way locals treated her - not to 
mention the abuse her kids went through. Because shes not "local" enough? Seriously? It isn't what stores 
the town needs - the business culture needs to change. Gravenhurst is still stuck in the mindset of "I hate 
tourists". And for what? Because she doesn't want her kids or anyone else's growing up around the drug 
dealers? Wow. Kind of like the mixed race couple who was run out for the colour of their skin. It was even in 
the papers!  

Educate your populace on whats important. It could be a great town. There is such great potential in the 
town. Its too bad small minded people wreck it for families who want to make a difference. 

20. 

Love Gravenhurst, would love to see more kids ages 6-12 Outdoor Activity areas, a skate park that is 
suitable for younger ones would be ideal. Shops wise NO Frills or Food Basics would be amazing!! Sobeys 
and Terrys is too expensive in the Summer. Winners has a great range of different clothes for all age ranges. 
A good show shop for Kids and Adults like Beckers would be great OR Pay Less Shoes as I go to Orillia for 
shoes. 

21. There isn't a decent affordable family sit down restaurant anymore, only fasts foods type.

22. 
I do shop in Gravenhurst, but only minimally. Never ladies clothing. Drive to Barrie or Toronto for art 
supplies. 

23. 
Stores and restaurants close too early. ie. Cdn Tire closes at 6 pm each night before Christmas. How are 

working parents supposed to shop local? 

24. 
Would have liked to have a Walmart here instead of Bracebridge. Hope we do get a Dairy Queen here. Would 
like more variety in restaurants. 

25. I know I can't be a contest winner, but thought I would still share some thoughts. :)

26. 

I hope the government sees that allowing the town to welcome the Chinese International school into the old 
Muskoka Centre building would be better than arguing and letting it decay. If we want to talk about more 
businesses coming, then having the school would mean there would be more people to support local 
business.  
I am also looking to start my own business in town, so that is a specific business I would like to see (artisan, 

not storefront though).  
I would also like to see a business for youth art classes, because I see the influence the arts have on 
childrenâ€™s lives - plus a way to support the many lower income families to access programs. 

27. 

We love shopping in Gravenhurst as the main street is so convenient. We have a routine and shop both 
sides of the street, looking for women's clothes, household items (Stedman's!), music supplies 
(Currie's!)and vintage items. We 



buy groceries at YIGs. What we miss is a cinema (much as we love Currie's), a place that sells quality 
affordable footwear, a store for accessories, and a book/newspaper/paper supplies store; I really miss The 
Book Store. 

28. 
I think we need a family restaurant. 

I think we need an A&W restaurant. 

29. 
I wish the 'loop bus' would run earlier in the day and 5 days a week. 
Really miss the movie theater as well. 

30. 

It would be great to have a child friendly restaurant with an indoor play ground and a good 2nd kids clothes 

and toy store.... Possibly an early years centre that has toys and books you can borrow and return (they did 
that in Midland) 

31. 
Now and then it is totally frustrating to find I cannot find something I need in Gravenhurst, so I just can't 
have it because I don't drive. I have to do without the item 

32. We live in an area surrounded by water but we have no just a fish and chip restaurant.

33. Nice quality work and casual wear that is affordable. I cannot currenly purchase clothing in Gravenhurst.

34. 
Majority of my shopping is done outside of Gravenhurst. We travel to Bracebridge, Orillia, Barrie and 
Newmarket for most of our shopping (clothing, footwear, sports equipment, baking supplies, craft supplies, 
vacation bookings, etc.) 

35. really like the Saan and Applause toy store.

36. 

for the middle income young residents,as well as hospital issues The town needs to be more frugal such as 

replacing signs ie gull lake now has 2 signs back to back, putting huge planters in wrong places, we are 
catering to the rich well forgetting about residents! 

37. I would love to see these types of retail available on Main Street

38. 
Would help local shopping if all residents could have a discount card for year-round use - so (downtown) 
stores could still jack up or keep their higher prices for tourists only. 

39. N/A

40. There may be an opportunity to value-add missing products or services with local existing businesses.

41. 
Being a small town with no factories or good paying jobs we need to focus on the people who live here and 
what they can afford Not everyone is fortunate enough to spend money freely 

42. 

I have had a lot of people visit Gravenhurst and all they can find for souvenirs are clothing, etc that say 
"Muskoka" on them. We need someone to sell "Gravenhurst" souvenirs. One person said that they would be 

interested in purchasing a drink/can cozy with "Gravenhurst" on it, and others wanted clothing. That is a 
niche that is missing. 

43. 
Overall,the shopping has become much better in the past 10 years. I understand the challenges that any 
shopkeeper would face. I will try to shop locally when possible. 

44. 

Whenever I want to purchase a book or even just browse new selections, I have to go to either Bracebridge 

or Orillia to find used copies or even as far as Huntsville to purchase new books. Having a local bookstore 
(perhaps even with the option to have additional books shipped right to a Gravenhurst shop) would definitely 
be a reason that I would shop in Gravenhurst!  
I would also be interested in having a social center of sorts for young adults (ages 20 to 30). Most local 

activities are targeted at either young children or seniors, and I don't want to have to travel extensive 
distances just to meet people my own age. 

45. 
Services that are offered in Gravenhurst (grocery, clothing) are not reasonably priced, leaving me and my 
family to travel outside of Gravenhurst both for convenience and better prices. In terms of literature, I'm 
travelling from Huntsville to Bracebridge to Orillia searching for a good read. 

46. 

We could try to encourage the type of retail suitable for evening gatherings, such as a wine bar with 

specialty tapas / hors d'hoeuvres or light fare.  A quality cafe and pastries/desserts, also open into the 

evening, giving cottages and residents somewhere to go.  Perhaps a co-operative of artisan food producers 

for prepared refrigerated and frozen take-aways, preserves, with the possibility of a Marche'style eat-in 

area. It could operate with a centralized POS with 



someone to manage. Location and seasonality are obvious issues to facilitate.  
A small Sushi Restaurant Chain looking to expand beyond Toronto/GTA . Research and target potential 
businesses. THere needs to be a benefit to their investing in our community. 

47. 
THERE IS NOWHERE CLOSE TO GET ANY SHOES, BATHING SUITS AND FAMILY CLOTHING AT A GREAT 

PRICE WE TRAVEL TO BARRIE ORILLIA 

48. We need an outdoor mall with plenty of parking and stores!

49. 

The reason i dont shop in Gravenhurst is it is a pain to go back north on the highway. I rather hit an 

overpass and go. Instead of heading down a slow 2 lane highway especially in the winter. With a newborn i 
like to do my shopping and head out as quickly as i can. 

50. 

there are no stores that represent our native culture...every tourist i've hosted, and many i have met and 
spoken to, are bewildered by the fact that they cannot find native museums or stores to purchase items/art 
to take home. i also don't want to drive to another town to purchase clothes, shoes, health foods and 
reasonably affordable groceries. I would much rather support my own community. 

51. Family dinning that isn't a franchise. Local owned. Great if they source local as well

52. a really good Chinese buffet or fish & chips restaurant would be nice

53. I have found it's usually cheaper to shop in Orillia or Barrie...Toronto is the best

54. 
Perhaps this survey could have addressed what people are buying online but I appreciate the need to keep it 

short! 

55. 
loosen up the rules around development......add incentives for stores to open here or even stay here. 
Council must move with the times 

56. 

when there is an event on at the opera house, for example why are all the stores closed and not stay open 
until the show goes in....lots of people with time to kill just window shopping when from out of town and its 
a missed opportunity. We need access to medical services ie speciality and diagnostics locallty...those 
shopping dollars are heading to bracebridge or orillia 

57. 
Everything seems to shut down so early, makes it hard to drive up if you think things might be closed. I'd 

rather go to Orillia. We live in between the two 

58. Groceries are too expensive in Gravenhurst. Si much unemployment and fiod is expensive

59. would like to see a pool hall. A place with live music and dancing other then the albian...

60. 
It's sad to see so many vacant stores in Gravenhurst. I hope more stores fill the gap and bring in more 

revenue for the town. 

61. 

Gravenhurst would be a perfect spot for an outlet Mall similar to the Tanger outlet in Innisfil. It's right in 
between Huntsville and Barrie and can cater to those who live in Muskoka all year long and the many visitors 
we get throughout the seasons. Perhaps near the Muskoka airport which would also boost the appeal of 
using Muskoka airport for short flights from Toronto like FlyGTA is doing from Billy Bishop to Simcoe 
Regional 

62. 

We have had many restaurant options in Gravenhurst. While people keep asking for more, I find most of 
those people who complain, don't go out to eat! "Shipyard" has been a good addition to our town.  
There have been complaints about the service people not being as friendly as they should to our tourists 

(and locals) If we want people to return, the service needs to be excellent. 

63. More options for clothing would be great.

64. 
I would like to see more stores that offer the option to bring your own bags or containers to purchase fruits, 
vegetables, grain products, nuts, etc.... 

65. We need affordable clothing stores that are good quality. We lack that for clothes and shoes.

66. 
Would also be nice to have a craft store and where you could make crafts and maybe beauty items.. bath 
bimbs, creams lip balms... somewhere you can take kids to create or create gifts for people. 

67. 

Personally I shop in Bracebridge or Orillia as there are more options, I use Walmart as they will price match 
and save me money. There is also a greater selection of stores and restaurants.  



living. We agree tourists maintain are financial incomes during May to October and then prices seem to 
adjust to the locals. We will continue to shop in Bracebridge and Orillia until opportunities arise and the 
affordability of products is available in Gravenhurst, we would love to support our community. As seniors 
with fixed income price flexibility matters a great deal. 

68. We certainly have enough restaurants. And I don't think we need any box stores like Walmart.

69. Should also have online for the 7th question.

70. 
We need a grocery store that sells some basic items cheaper. Both Your Independent Grocer and Sobeys are 
way over priced.We need these mainly for seniors and low income people. Bracebridge has one with Food 
Basics. 

71. 
Come to Gravenhurst at least weekly ...love the free on-street parking, streets ape, and the BIA initiatives. 
The loss of Stedmans's will be huge should a buyer not be found especially for Seniors in the area and at 
Gravenhurst Manor 

72. 
Grow plants above fish tanks. Fish feed off the plant roots safely, while fertilizing the plants. We have a few 
empty buildings that could be used for this. 

73. 
The new speciality stores in Town are helping to make Gravenhurst a destination Town. Arts and cultural 
events are a draw also. 

74. 
Would love to be able to take my family out to see a movie every so often. Growing up in Gravenhurst there 

used to be a theatre and I loved it. 

75. 

My husband and I enjoy spending every Saturday morning together for breakfasts out but we really miss 

having a Cora's or Denny's to choose from. Special occasions are always spent at The Keg or a Red Lobster 
but we have to travel to Barrie to enjoy any of these. That is just too far. 

76. 
I realize chain stores don't represent what Gravenhurst is trying to represent, but it comes down to either 
keeping shoppers in town with what they want and need or losing those dollars to another town. 

77. 

Need housewares - HomeSense. Need another bakery / bagel w deli. Need a chain restaurant like Jack 
Astros or Montanas. Need a mani/pedi studio that's reasonably priced (ie under $50 for both). What about 
M&M's outlet? Need fresh produce and butcher shop year round. Need sporting goods store that also seeks 
clothing for hunting, fishing, snowmobiling, Water sports. We are the "gateway to Muskoka". Maybe a 

naturopathic Dr. and organic store centre. Need to attaract a major industry to the town similar to Midland. 
What about Royal Homes? Maybe we make something "muskoka lakes creamery"? 

78. 
Sure hope Stedman stays! or is replaced by a similar version. Also hoping there will be more development at 
the north end of Gravenhurst too. I like a lot of the changes I am seeing so far. 

79. Gravenhurst is a nice place to shop but I find a lot of places are now catering to the cottagers and not locals

80. 
Both grocery stores don't offer the savings you get by going to a No Frills or Food Basics.  
We should have a store that north (Bracebridge/Hunstville) or Orillia doesn't have so we could get flow 
traffic from more north and south. 

81. This is a great town nonetheless

82. 

Its a shame that Bulk Barn closed down. Would be nice to have something that would cater to a bigger 

crowd. Something that sells more unique items, would attract tourists that are looking for something for the 

cottage.  
Being a local, would be great to have something to do, like a bowling alley or movie theater. (I constantly 
get asked what there is to do on a quiet night) Even Activities each year arent broad enough to interest too 
many people in the activity book and a lot of things arent advertised so no one knows about them. Things 
through the Legion, or private organizations. 

83. 

Gravenhurst is a town that feels like it is primarily centered around people who are 35+. A vast majority of 
the shops,events,and recreation are geared towards the older generations. There needs to be a place 
focused and marketed well for people of younger generations. It would be neat to have an arcade or a 

burrito place or even just a trendy space young people can hangout or rent and have a good time. 

84. 
I have lived here my whole life. Ive seen many things come and go, we have the most beautiful town. We 
just need to add these stores to keep people here. 

85. 
The stores I shop at or order from that are not local are Walmart, Penningtons, Old Navy, Toys R Us, 
Leon's, Shoeper Store, Michael's, Winners, Bulk Barn.  



However, I don't necessarily want all these stores locating in Gravenhurst. I accept I need to go to other or 
larger centres for specialty sizes/items, greater selection and cheaper pricing. I moved from Kitchener-
Waterloo and miss access to some of stores there but am generally really happy with the stores/shopping in 
Gravenhurst (then go to Bracebridge & then to Orillia. Have ordered online from stores NOT in those 3 

places.  

I would love a Lee Valley store here and I think it would "fit" with Gravenhurst/Muskoka.  
I'd like an IKEA order/pickup mini store but that won't happen and would likely negatively impact local 
stores. 

86. 
Please make the Main Street a pedestrian village at least on weekends in the summer. Outdoor patios, 
outdoor sales off items from within the stores. Plus you need to connect the Wharf to downtown. I show my 
guests the Wharf from our boat and th n drive to Bala to spend our money. 

87. As above.

88. 

I think that all areas are well represented in Gravenhurst. Unfortunately, many people have a 

Walmart/Costco box store mentality. I buy few items, and prefer to support local, small business. When I do 
shop, I often bring my dog along. I have thought that a dog cooling station or similar area where people 
could drop off their pets while they shop, have dinner, etc., would be a good idea. It is a business I have 

considered many times. Maybe, more tourists would come in to town to shop, if they knew their pets would 
be looked after when the temps rise. Thanks for the opportunity to give my opinion. 

89. Ladies shoe store, amnd another ladies clotthing store.

90. professional clothing

91. 
Wendy's restaurant  

Kelsey's type restaurant 

92. 
Nice fine dining restaurant. Gas station in north end of town with diesel open 24hrs. Cheaper grocery store 
like no frills. A safe type of arcade for teenager with music similar to the old HOC ROC center. Maybe even a 
roller rink in the old IGA building. 

93. 
It would have been nice to have people shopping downtown Gravenhurst in the ad instead of some other 

town. 

94. 
You should just build a small with lots of different popular stores, give the kids a place to hang out so we 
don't have to go all the way to orillia or barrie 

95. 

NICHE STORES TO ATTRACT VISITORS, MUST HAVE LOW RENTS TO SUSTAIN FOR 12 MONTHS  
BOUTIQUE STORES, YOUNG ENTREPENEURS STARTING A BUSINESS  
HAVE GRAVENHURST LEAN TOWARDS AN ENTERTAINMENT DESTINATION TO ATTRACT THE YOUNGER 

GENERATION, SMALL RESTAURANTS WITH PATIOS / MUSIC  
MAKE THE EMPTY AREAS IN TOWN AN INVITING PLACE TO SIT, CHAT, WIFI, BUSKERS 

96. It would be nice if stores were open later.

97. 

See above.  
It would be so wonderful to see all the empty stores in Gravenhurst with tenants. Why is Bracebridge so 
successful in keeping a full component of stores in it's downtown core? If only one big name would come in, 

I'm sure more will follow. 

98. 

There is a new retail movement they is just getting underway that lends itself to be integrated into existing 

stores or established as a new format brand showroom and fulfillment centre for these brands. Retailers will 

not have to invest into significant inventory, but they will be able to help customers find products and 

services that they need with the help of interactive brand displays and trained store staff to know how to 

access the information customers want to see prior to making a decision.  

99. 

There are no decent places to buy clothing or footwear in town for your average person. The women's 
clothing store on the main street is grossly overpriced for the items in there. Bearwear is the only place to 

buy quality casual clothing for the family. A mix of stores on the main street ( look at Port Perry ) would also 
attract the tourists, right now everything is down at the bay. 

100. 
I have lived here all my life only to see stores, people and jobs leave. What We really need is places for 
people to work, stores will follow the money. 



101. 
There is no place to buy diesel fuel entering Gravenhurst, except for the Shell at S. Kahshe Lk. Rd., but its 
diesel tanks are usually empty. Consequently, I usually go on into Bracebridge. 

102. 
Right beside sobeys. Perfect for a winners or Walmart. Also better restaurants. A restaurant like the old 
station in Bracebridge would be perfect or Thai/Mexican would be amazing!!!!!! 

103. If you do not want to shop Walmart for kids, you have to go to Orillia or Barrie for clothes and shoes.

104. 
Winner's would bring people from communities near by to gravenhurst. Good prices and a variety of 
different items to buy...men and women cloths forward and household decor. 

105. 
As many of us are retiring in Gravenhurst and area from the city, it would be wonderful to be able to have 

some bigger stotres for clothing, footware and household items. Barrie is the closet to us. 

106. Sportscheck

107. 

I understand there are regulations with regards to the fire department but honestly there seems to be a 
mission to shut down many of the local businesses. Very sad. We are losing jobs, restaurants, living 
accommodations, etc. N. Perhaps a little more compassion and negotiation with the fire prevention inspector 
is in order. 

108. More good restaurants, and a discount grocery store would be great.

109. we need cheaper end grocery stores like no frills or food basics or a walmart

110. 

Gravenhurst needs affordable senior housing. Proper and affordable apartments. Some cannot afford a 
condo or want to live in an adult community like Pine Ridge and donâ€™t have to pay taxes!! They want the 

next stage, a rental where they are able to afford in a nice area, so they donâ€™t have the upkeep of a 
house, yet a space they can enjoy and feel safe. Gravenhurst has no such offering and they should. This is a 
seniors town and they should have choices where to live !! 

111. 
The only options are aœtravel or bestbuy in Gravenhurst.• A lot of these things I buy online. 
So 

112. 
Winners and Home Sense qualifies a lot of needs - health, sports, shoes, home decor, footing, organic health 
foods etc 

113. 

We also need another Timmie's...the one at the Gravenhurst Branch cannot hold the volume and waits can 
be up to 20 minutes or more...and sitting on the road to go through drive through is very stressful Also 
when my husband is shopping he often heads to princess auto ...pricing too high with our stores....they offer 

great deals 

114. 

Most people work all day. When we go to shop everything is closed so we go to Orillia or Barrie. The 
merchants cater to the tourist and if you are a local cal you are out of luck. The wage gap. Between tourist 
and locals is to big. Locals cant afford to shop in their own town. For example buying a dress is near 
impossible . There is one place that caters only to women’s clothing. And its prices are ridiculous There are 
no specialty size stores. My husband and is tall and I am xxl. Finding stuff to fit at a good price and quality 
is impossible in Gravenhurst. Grocery prices go up when the tourist arrive and never go back down. I must 
say though I have a great hairdresser here. Hair energy. 

115. 

Seems l will have major issues maintaining my home. I can not afford to pay for permits and put new 

shingles on as well l need windows as well. My pention X2 will barely cover basics. Maintance should be 

rewarded not p penalized especially on lowering comes. Our family has been here five generations. 

116. 

the stores in town do not have very many scooters to use, one each in grocery stores, so unless you have 
your own the are too big to get around. In Bracebridge most bigger stores have at least 2. Home Depot, 
Walmart, Food Basics, they are also a lot more helpful to older and disabled, which a lot of people in this 
town are. A lot of families shop in Bracebridge or Orillia because bulk is cheaper there. 

117. The survey is missing ages 12-24months

118. 
Being a resident of Gravenhurst for 40years I'm a little disappointed with the lack of entertainment for teens 
and adults. 

119. 
Grocery stores in Gravenhurst are too high priced. I usually travel to orillia or bracebridge instead to food 
basics or no frills. Many can't travel from the town for cheaper prices. 

120. The Bulk Barn was a great store and we ended up losing it



121. 

It's a whole lot of little things, really, that I can't find in town, which always surprises and annoys me 
because I don't drive and I have to depend on others to take me out of town to shop for something I need. A 
nice stationery store would be helpful. Looking for a D Ring binder, for example, ended up being a 
frustration. Lots of C Ring ones, and smaller D Ring binders, but no 3 inch D Ring binders to be found. I 

suppose it is because we are a smaller town and a lot of stores do not carry some items because the town is 
deemed not big enough to support carrying those items. I do get tired of being told how I need to go to 
Bracebridge or Orillia to get some things. And it is really annoying to go in the grocery store to get certain 
things and discover we don't carry that anymore, but the store in Bracebridge has it. I have to say as well 
that it was a travesty for this town when the Bulk food store pulled its business from our town, and now we 
are told we have to go to Bracebridge. 

122. We need to have a more well round range of stores in or closer to this small down

123. 

We need cheap groceries for everybody. Why can i buy a bag of spinach in Toronto for abuck and pay 4.99 
up here. Non competition has led to local residents paying premium prices year round. The dreaded cottager 

is rich but the folks that build their cottages have below avg wages in this area.  
We need affordable housing.  
the infrastructure locally needs paying attn to , yes, but it needs to address the widening gap between 
working people who make up a good portion of Muskoka population and the privileged holiday crowd. The 

idea that attracting more rrich privileged people to the area and keeping them here so they can spend their 
money "creating jobs " is foolish and the Trickle down " theory of economics which this idea reflects ahd 

been discrdited for more than half a century. 

124. 

Groceries are split between local and Costco, due to lack of selection and "at times outrageous prices" for 
less than fresh produce at the local grow. stores. The farmers market is great when dealing with the real 
farmers in summer.  
Sawdust City is a Godsend as a local pub, once they get food table service it will boom even more.  
I am led to believe, as I have heard from more than one of the local ladies, it seems the Gravenhurst 
women's stores cater to the cottagers too much and the prices are generally not affordable. With the only 
other option being "Giant Tiger" and a limited selection at Mark's hence the turn to shopping on line... 

125. 
Besides getting new stores we need to have some stores open later especially drugstores and grocery 

stores. Some people work late and need to be able yo get things they need 

126. Affordable internet provider for not just in town would be nice

127. 

I was speaking to some parents at an Early Years centre about what they felt was needed. They said they 
would like an indoor facility where they could go for an outing/ walking esp in the winter with their young 
children in strollers... a place that would protect them from the cold elements... or the heat in the summer  
Huntsville has an indoor mall and is popular. Orillia does also but I don't think it's very well designed. The 
idea is not to shop but to walk as a family INDOORS  
They actually thought an indoor track and/ or a place where kids could be active in a free or open 

exploration area. I was listening and thinking that the Grav. YMCA Does NOT have an indoor track as 
Bracebridge Sportplex has.  
I lived in Oakville and what was very popular was the Trampoline Centre. Classes for children, teens, young 
adults, adults of all ages and athletes took advantage of the facility. Events, parties and fundraising was held 
there  
I hope for a Centre that had trampolines for controlled use with trainers and lessons ... within a 4-6 lane 
oval track for a variety of users.... that could be used for walking, parents pushing strollers, wheelchairs, 

joggers, runners ... maybe special party/ function rooms to rent  

Perhaps with healthier food vendors/court that promoted yummy snacks and meals for the public and 

visitors to the Trampoline and Track Centre  

Are we talking about the area between Cdn Tire and Sobeys? I was disappointed that Costco did not come to 

Gravenhurst  

We residents always need to drive far for bigger anything- Bracebridge/Orillia. Can we not offer an attraction 

that would appeal to residents of nearby towns and that would require them to drive to us???  

I like the idea of an indoor facility where physical training can occur for all ages. The trampoline is adored by 

everyone; it requires caution and supervision. Let's have a Centre! Dancers, skateboarders, snowboarders, 

aerial skiers etc can all train on tramps...who knows what groups would come to Gravenhurst to train!! 

birthday parties can involve trampolines with leaders offering lessons-future lessons could result. Perhaps 

waking distance to GPS and GHS would benefit the students for regular visits  

Pine Grove Public in Oakville provided extra curricular in juggling and it was so successful that the students 

took their juggling acts on the road! A simple Program boomed into a hugely successful venture that boosted 

self esteem not to mention alertness and spirit! Let's put Grav on the map... The ONLY Town on Lake 

Muskoka...on a lake in all the Muskoka area!!!!  

  



Port Carling-river 
Bala-river  
I think that's our new Slogan .... replace The Gateway to Muskoka 
PS Hamilton has a great area by the water with a Williams Coffee House and an outdoors roller skate/ice 

skate non conventional rink ... bikes to rent too  

Enough from me 

128. 
Gravenhurst is closer to our cabin then Bracebrige. If Gravenhurst doesn't have i have to drive up north or 
go back to Orillia. 

129. The B.i.a. is a scam

130. 
I don't have a lot of extra money after household bills are paid, so I tend to purchase only the items and 
food that I really need. I usually find everything here in Gravenhurst and I especially like Giant Tiger..... 

131. 
We drive to Orillia or Barrie to do most shopping. Once there, we purchase groceries and any other items we 
may need for our home. Money not being spent in our community goes to these two cities. Gas cost is worth 
the long trip we make to spend our money. 

132. 

Affordable housing is a major issue in gravenhurst.. this town has the highest number of geard to income 

housing compared to bracebridge and Huntsville and yet it is still nearly impossible to find reasonable living 
arrangement for a family 

133. love the little town and the people are great, but i have to go to orillia for certain stores and stuff to buy

134. 
I curl at the Gravenhurst Culing Club and I am very surprised with the lack of finical support from the Town 
Office 

135. 
We need restaurants that cater to healthy food choices deliverable at a reasonable pricing structure, 
attracting all age groups. Our restaurants need to step up their cleanliness and service. They need to change 
the menu choices on a continual basis offering more interesting choices. 

136. 
There is a need to Promote local businesses and create an inviting atmosphere for businesses. 
A better support network for local businesses. 

137. 

I really only shop in gravenhurst of I have forgotten something and I'm in town for my kids programs. We 

are in gravenhurst at least 4 times a week for programming but all my big shopping is done in orillia and 
Barrie for specialty items. Most gravnehurst stores are too expensive for what they sell or are not to my 
taste for clothing and quality, even though it's cheaper, giant tiger, is a perfect example of this. 
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