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Introduction

The Town of Gravenhurst is currently undertaking the development of an Economic Development

Strategic Plan. In doing so, the Town aims to continue building on its existing assets ultimately
becoming a fully integrated community of choice for residents, businesses, students and visitors by
emphasizing the high quality of life found in the city. Related to this Strategic Plan process, the
Town is also conducting a Retail Gap Analysis. This Retail Gap Analysis is structured to best
understand the strengths and weaknesses of the local retail sector. To do so, the report is broken
into six distinct sections, beginning with a broad view of the retail sector and its future outlook
across Canada, before narrowing to more granular data focused on the Town of Gravenhurst.

The first section provides a review and analysis of trends within the retail sector that allows for an
evaluation of what impact new technologies might have on traditional brick-and-mortar retailers.
Specifically, an assessment of how retailers across Canada are merging traditional experiences
with new experiential retail opportunities is presented to identify ways in which Gravenhurst
retailers can continue to successfully operate.

Next, the second section relies on national-level industry data and future projections to provide a
comprehensive assessment of retail trade into the future. This section identifies key demand factors
for the sector alongside an assessment of the supply chain and key purchasing sectors. Although
individual retailers and local sectors will invariably face unique situations, having a broad
understanding of the factors and determinants that help shape retail trade will help the Town better
adapt to shifting trends.

The third section focuses on Gravenhurst, beginning with an assessment of local demographic
(population, income) statistics. This information is presented with a focus on how these figures
impact the retail trade sector. From there, an analysis of spending patterns and the demographic
profiles of Gravenhurst residents is presented, again with a distinct focus on how this impacts the
retail trade sector.

The fourth section presents a similar spending pattern and demographic profile, focused
specifically on visitors to Gravenhurst. Given the significant transient and visitor population to
Gravenhurst, this unique demographic has considerable impact on the local retail sector.

Finally, the fifth section profiles Gravenhurst's retail trade sector from a supply-side angle,
assessing total jobs, levels of concentration relative to provincial and national benchmarks, industry
outputs and business counts. Further calculations including shift share analysis - which measures
the local impact on job growth/decline - are included to provide an understanding of local impacts
on the retail trade sector.

September 2024 NMCSWEENEY |1
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Section six presents a breakdown of the qualitative findings from consultations with Gravenhurst
residents, retailers, and community organizations. The section outlines the consultative process
undertaken, an analysis of Gravenhurst's retail-related strengths, challenges, opportunities, and
aspirations, and concludes by outlining key retail-relevant actions from the Strategic Plan.
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1.  Historic Trends

This section begins with an assessment of the impact COVID-19 as had on the retail sector and its
potential long-term impacts. There is then a shift to a discussion as to whether these trends are
new or merely a continuation of already observed changes, before framing the discussion in terms
of "needs"” versus "wants” shopping. Next, “experiential” shopping is defined alongside a discussion
of its benefits and how it relates to retailers post-COVID-19.

1.1.  The Changing Nature of Retail Due To COVID-19

The COVID-19 pandemic significantly altered the way retail stores have operated. During the first
half of 2020 retail sales plummeted, with businesses hampered by significant uncertainty in the
market and uncertain timelines regarding a return to normalcy. Fortunately, however, many of the
revenue shocks were relatively short-lived. As Figure 1 shows, while there was a precipitous drop in
retail sales from February 2020 ($21.3 billion in retail sales in Ontario) to April ($13.9 billion), by June
2020 sales were back to February levels ($21.3 billion). Though Ontario retailers faced more
volatility through the end of 2021, a steadier pattern has since emerged with seasonally-adjusted
monthly sales between $24.5 and $25.3 billion from January 2022 through May 2024,

Figure 1: Seasonally-Adjusted Retail Trade Sales, Ontario, January 2020-May 2024 ($ Billions)
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Source: Statistics Canada. Table 20-10-0008-02 Retail trade sales by industry.
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Although the low sales figures brought on by the pandemic were relatively short-lived, retailers
nevertheless felt the need to adapt their businesses more aggressively than other sectors.
Specifically, whereas approximately half of all businesses (regardless of the sector) "added new
ways to interact with or sell to customers” during the pandemic, four out of every five retailers
(80.2%) adapted in this way. Retailers were also more likely to have to increase maintenance costs
and alter their products or services offered to customers, compared to other sectors (Table 1).

Table 1: COVID-19 Adaptation Methods by Retailers

Percentage of Percentage of all

Adaptation Retailers that Businesses that
Adapted Adapted

Added new ways to interact with or sell to

80.2% 49.0%
customers
Increased maintenance costs 44.0% 23.0%
Altered products or services offered to customers 36.7% 27.4%

Source: Statistics Canada. Table 33-10-0250-01 Changes made by businesses to adapt to the COVID-19
pandemic, by business characteristics.

These forced adaptations, alongside other pandemic-related realities, have led to analysts calling
COVID-19 an "evolutionary bottleneck" that will “upend retail as we know it"? “significantly disrupt”
the sector® and potentially lead to a “great reset"*and “new normal”® in how retail business is done.
Potential adaptations and adjustments by retailers include a shift to e-commerce, a greater
emphasis on “place-based” organizations (i.e.,, main streets or business improvement districts) to
support business resilience and a more significant embrace of technological supports in stores.
Although many see COVID-19 as a catalyst for these potentially seismic shifts in consumer
engagement, others argue that this is merely a continuation (or slight updating) of previous retail

trends.

' Brookings Institute. 2020. COVID-19 Will Upend Retail but there are Steps we can Take to Save it.
2 McKinsey & Company. 2021, Sporting goods 2021 The next normal for an industry in flux.

8 KPMG. 2021. The Realities of Retailing in a COVID-19 World.

4 We Forum. 2021. The Great Retail Reset.

5 Pew Research Center. 2021. Experts Say the ‘New Normal’ in 2025 Will Be Far More Tech-Driven,
Presenting More Big Challenges.

September 2024 nMCSWEENEY | 4
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1.2.  Catalyst or Continuation?

During the COVID-19 pandemic, e-commerce became a crucial tool for retailers to reach
consumers that were unable or unwilling to shop in person. At the same time, when e-commerce is

measured as a percentage of total retail sales, it becomes clear that brick-and-mortar shopping is
still vastly superior in terms of total sales.

Specifically, Figure 2 demonstrates that before the pandemic (January 2017 through 2019) e-
commerce represented 2.5% to 4% of total sales. While that number spiked at the height of the
pandemic to 11% of total sales, by late 2021 that total had returned to approximately 5% of all sales.

Since 2021, that number has risen slightly to approximately 6% of national retail sales. While the
total figure is rising, it's clearly still quite minimal.

Figure 2: E-Commerce as a Percentage of National Retail Sales, January 2017-April 2024
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Source: Statistics Canada. Table 20-10-0072-01 Retail e-commerce sales.

Compared to January 2017 (2.5% of sales) it is clear that e-commerce has increased (ranging from
5.7% to 6.1% during the early months of 2024. Still, however, e-commerce in May 2022 only
represented approximately $0.06 out of every $1 spent by retail consumers. Therein, though
shoppers are more likely to shop online in 2024 than they were in 2017, it appears that the trend is

more of a continuation of pre-pandemic growth of online shopping, rather than a complete
paradigm shift brought on by COVID-19.

September 2024 n McSWEENEY |5
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At the same time, although shopping remains a predominantly in-person experience, research on
retail goods is now more consistently done online, a trend that is expected to continue to grow
significantly. Specifically, a 2019 study noted that approximately 4-in-5 shoppers research their
product online before purchasing, regardless of whether their end purchase was made in-store or
online®. Moreover, according to Export Development Canada, already by 2018, 45% of Canadians
visited a store’s website before purchasing in a brick-and-mortar store.” Additionally, the
relationship between in-store and online engagement is not a one-way street. For those who
purchase goods online, 36% noted that they prefer to be able to browse in-store before purchasing
online to ensure that they like the fit and feel of the product.

As with any shift in dynamics, it is likely that local stores embracing both models (brick-and-mortar,
or entirely online) will outperform those who chose to embrace one in lieu of the other. Stores
finding the most success through the pandemic were those who integrated a positive online
experience with enhanced in-person experiences, a reality that is likely to continue.

1.3. Needs vs. Wants Shopping

Deepak Chopra, former President & CEO of Canada Post, suggests that the struggle between
brick-and-mortar shopping and e-commerce must be understood through a different dynamic -
needs vs. wants shopping.2 Chopra defines needs shopping as those purchases that are a chore for
people, as they represent shopping trips to pick up necessary goods - groceries, diapers for new
parents, new shoes to replace ones that are worn out, etc.

Wants shopping, on the other hand, represents shopping that a consumer chooses to do because
they desire the experience (i.e., “retail therapy”, shopping for enjoyable hobbies, etc.). Needs
shopping is easily replaceable online, as this shopping is considered a hassle and the
seamlessness of an online experience (and delivery) eases its burden on the consumer. In contrast,
much of the enjoyment from “wants” shopping comes from the experience itself. In this way,
shopping for these goods online is not as enjoyable an experience and e-commerce therefore will
not eat into this category of in-person retail. For this reason, it is imperative for brick-and-mortar
retailers to change their experience and consumer engagement model to ensure that their business
is seen as a "wants” shopping experience, rather than a necessary chore. This trend was already
underway prior to the pandemic, with many stores embracing “experiential shopping.” This is
especially relevant when considering Gravenhurst's retail sector, given the significant number of

6 GE Capital Retail Bank. 2019. Shopper Research Study.

7 Export Development Canada. 2018, Best of Both Worlds: Combining the Physical and Digital Retail
Experience.

8 Webinar. "Has COVID delivered the death of retail or just kickstarted a vibrant renewal?” Feb 24, 2021,
Brock University.

September 2024 n McSWEENEY |6
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visitors to the area who are looking for entertainment in their experience. By capturing this “wants”
shopping crowd and providing a pleasant experience that cannot be captured onling, the local
retail sector may be able to thrive in this mixed online-offline shopping world.

1.4. Experiential Shopping

Experiential shopping is defined as a retail experience that provides an immersive and shareable
experience prioritizing consumer engagement over specific sales. The pre-pandemic rise of
experiential shopping helps support Chopra’s arguments regarding needs vs. wants shopping, as
experiential retailers have made an effort to transition shopping that would potentially be
considered “needs"” shopping into an experience that warrants consumers “wanting” to make the
journey into the brick-and-mortar location. Notably, before COVID-19, when assessing brick-and-
mortar locations, experiential retailers and other services were consistently replacing stores that
were more focused on expedient sales.® Some examples of experiential retail strategies include:

P Home improvement stores offering “do-it-yourself’ classes.

P Appliance or grocery stores that offer interactive cooking classes, wine bars or other home
product demos.

P Sporting goods stores that incorporate new technology to allow consumers to “test drive”
equipment,

P Clothing retailers with high-tech fitting rooms that enable shoppers to see what an item of
clothing would look like in different sizes, colours, styles and so forth.

Specific examples of retailers that have shifted their store strategies include:

P Lululemon, where some stores offer free yoga classes in stores.
b Patagonia, which connects consumers in-store with group-led hikes.

P Marvel: Avengers STATILO.N, an immersive half-exhibit half-store that tours the world
and allows fans to become “fully immersed in the Marvel fictional world”, further
connecting the Marvel brand to potential consumers,

These examples align with the above arguments that a positive experience will encourage
consumers to remain shopping in-store, while those stores focused on quick sales and a lack of
consumer engagement have a service that is easily replaceable online. The ability to quickly and
painlessly transition "needs” shopping from an in-person hassle to a stress-free online experience
means that many traditional shopping trips will be done virtually. Brick-and-mortar retailers can

9 SPUR. 2018. How New Approaches to the Storefront are Reviving Retail,

September 2024 n McSWEENEY | 7
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fight back, however, by changing their traditional point-of-sale-centric model into one that offers
unique experiences. Again, the Town of Gravenhurst can lean heavily into this experiential model
given its tourist and seasonal cottage population that is looking to enjoy atypical experiences away
from their main homes. In assessing the local retail sector and how to support engagement, the
Town should consider ways to enhance the experience of consumers outside of the physical retail
store, perhaps through placemaking or other initiatives that extend the length of time a consumer
may stay in the downtown core.

Digestive
Health
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2. Future Industry Projections

Though the retail sector is undoubtedly changing, many of the underlying realities (i.e,,
demographic demand factors, suppliers and buyers) remain the same. This section profiles the
retail trade sector on a national scale. Using a broad lens, the key demand factors for the sector
and future projections for those factors are assessed. Following this, an assessment of the supply
chain and key purchasing sectors for the sector is provided. Although individual retailers and local
sectors will invariably face unique situations, having a broad understanding of the factors and
determinants that help shape retail trade will help stakeholders better adapt to shifting provincial,
national and international trends.

2.1. Demand Factors

Retail trade in Canada is most directly impacted by changing consumer behaviour and
demographics; demand factors include population growth, leisure time, the consumer confidence
index and per capita disposable income.

3.1.1.  Population Growth

Population growth helps drive demand for retail products because it widens the scope of
customers that a business can attract. A smaller population supports fewer retail stores, while a
growing population helps businesses across all retail sub-sectors.

Broadly, Canada'’s population growth rate is projected to continue at a rate of approximately 1.24%
from 2023 to 2028. Ontario, meanwhile, is projected to grow at a much faster rate (approximately
6%). This substantial population growth across the province will help many retailers find a stable
consumer base to support their business. Within Gravenhurst, growth is similarly strong, as noted
above, with the local population projected to approach 16,000 residents by 2033.°

0 Manifold SuperDemographics 2023.

September 2024 n McSWEENEY |9
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3.1.2. Leisure Time

Similar to the consumer confidence index, leisure time is important to many retail subsectors
because increased leisure time allows consumers to spend their disposable income. Those with
less leisure time will find spending their disposable income more difficult.

The pandemic significantly increased the amount of leisure time for many Canadians; however, this
was a short-term adjustment. The economic recovery has reduced unemployment substantially
and leisure time is expected to largely remain the same or decrease slightly compared to pre-
pandemic levels. In the medium to long term (post-2028), however, Canada’s ageing population is
likely to stimulate growth in the average number of hours spent on leisure, as more Canadians
transition to retirement. As such, the average leisure time for Canadians is expected to increase
after 2028. Perhaps this creates opportunities for niche retailers, especially in Gravenhurst given its
appeal to travelers exploring leisure activities.

3.1.3. Canadian Consumer Confidence Index

Consumer confidence is critical to the success of retailers because the more confidence consumers
have in the general outlook of the economy, the more likely they are to spend money rather than
invest in long-term savings.

Since 2000, the consumer confidence index has gone through two periods of substantial decline:
during the financial crisis (circa 2008) and the COVID-19 pandemic (2020-2023). However, outside
of shocks, consumer confidence has generally risen, a trend that is projected to continue to
improve over the medium to long term, through the end of the decade. Other factors including
lowering interest rates are expected to prop up consumer confidence through into the 2030s,
suggesting that this factor will be a positive in terms of shaping retail demand. As can be seenin
Figure 3, after a period of instability, consumer confidence is expected to rise steadily to an index
above 100 and approaching 110 by 2031.

Figure 3: Consumer Confidence Index Percentage Change, Canada, 1982-2031
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Source: IBIS World 2024.
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3.1.4. Per Capita Disposable Income

Per capita, disposable income is critical to many retail outlets as this measure assesses income
after payment of taxes and other necessary costs. While some retailers (i.e., grocery stores) are less
subject to disposable income volatility due to the necessity of the goods they sell, many others (i.e.,
hobby, furniture, consumer electronics, recreational vehicle stores, etc.), sell goods that rely on
consumers having the money they are willing to spend on non-necessity goods. This is especially
true in the Town of Gravenhurst, where many stores sell goods to visitors who require significant
disposable incomes to afford to travel (or own a cottage) in the Town.

Per capita disposable income has remained at a steadily increasing pace in Canada and Ontario
over the past 30 years. Through multiple shocks in the last twenty years (the financial crisis and
COVID-19), per capita disposable income has been successfully propped up through a combination
of overall growth and government spending. As such, the overall outlook is strong, projecting
average annual increases of between 1.4% and 1.8% in per capita disposable income from 2025
through 2031. Once again, these projections suggest a strong future market for the retail sector
(Figure 4).

Figure 4: Annual Percentage Change in Per Capita Disposable Income, Canadian Residents, 1990-2031

10

Growth
(o]

-10
1990 1992 1994 1996 1998 2000 2002 2004 2006 2008 2070 2012 2074 2016 2018 2020 2022 2024 2026 2028 2030

Source: IBIS World 2024.
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3.1.5. Overall Future Demand Outlook

After a transitory period of turbulence during the COVID-19 pandemic, the underlying demographic
realities of Canadian and Ontario consumers suggest that the retail sector is poised for a strong
period of growth. The previous section illustrated that there are shifting realities to the nature of
how retail business may be conducted, but the general trends regarding consumer demand in
retail products appear strong. Compound growth from 2025-2030 is projected to be 1.43%
annually, showcasing strong growth in the sector. As can be seen in Figure 5 below, Canada's retail
sector was hurt considerably during the 2020 pandemic but rebounded significantly from 2021 to
2023 and is expected to see steady annual growth (between 1% and 2% annually) through 2031.

Figure 5: Retail Sales, Total ($ Billion) Sales and Growth (Percentage), Canada, 2014-31
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2.2. Supply Chain for the Retail Sector in Ontario

Specific suppliers of retail goods are dependent on the subsector, as each subsector (i.e,, clothing
retailers, hardware stores, auto parts, grocery stores, etc.) relies on specific goods being available.
Generally, they fall within one of three categories:

1) Goods producers (i.e, frozen or snack food producers, natural goods extractors, mills, etc.).
2) Manufacturers (i.e, auto parts, batteries, furniture, apparel, etc.).

3) Wholesalers of manufactured and natural goods.

Key purchasers for the retail sector can be likewise separated into two categories:

1) End consumers.

2) Businesses relying on consumer goods (i.e, electricians, restaurants, auto mechanics, hotels &
motels, etc.).

2.3. Retail Sector Assessment

Overall, many of the factors influencing retail trade in Canada appear positive when projecting into
the future. While the sector has experienced an incredibly turbulent time during COVID-19, the
underlying data suggest that the medium to long-term outlook will stabilize due to positive
demographic factors including an increase in disposable income, more leisure time for Canadians
as the population ages and a strong consumer confidence index.

As discussed throughout this section, these factors seeing positive outlooks is particularly
important for the Town of Gravenhurst. Considering the large influx of people the Town sees during
its peak seasons and that this is mostly driven by tourism and relatively wealthy people who own
cottages, the retail sector in Town therefore has a significant reliance on increasing disposable
incomes, leisure time, and consumer confidence.

Positively, the supply chain for the retail sector is relatively stable; traditional manufacturers, goods
producers and wholesalers remain as key suppliers while the sales are focused typically on the
end-consumer. While there are many shifting dynamics and challenging aspects of doing business
within the retail trade sector, the overall health and outlook of the sector appear quite positive.

September 2024 nMCSWEENEY |13
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3. Retail Trade Sector: Gravenhurst

In profiling the retail trade sector in Gravenhurst, this section has been broken down into three
parts. First, the data related to the job counts in the broad retail sector as well as various retail
subsectors is presented. Next, information on past, current and projected future job counts, as well
as location quotient to present these counts in context with provincial and national figures, is
provided. Also, shift-share analysis is used to estimate the impact of the local business climate on
future job projections.

Next is the transition to business counts, measuring the total number of businesses by retail
subsector and number of employees, before using a market threshold analysis to estimate which
retail business subsectors might have room for business growth locally. Finally, using sales, wages
and export data the overall size of the outputs of Gravenhurst's retail subsectors is assessed.

3.1. Retail Jobs in Gravenhurst

Retailers in Gravenhurst employed approximately 822 people in 2023, making it the second-largest
industry in Gravenhurst, behind construction. Between 2008 and 2023 retail trade saw total job
growth of 77 positions.

The industry shrunk from 2008 to 2013 (expectedly, given the financial crisis at the time impacting
discretionary income) by 48 jobs, but has since rebounded and grown, even seeing an increase
from 2018 to 2023 despite the impact of COVID-19.

Table 2: Retail Trade Jobs, 2012-2027, Gravenhurst

Year Jobs Increase

2008 745 ==
2013 697 -48
2018 788 91
2023 822 34

Source: EMSI Analyst 2024.1.
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We are further able to break the retail sector into subsectors to measure job counts. To that end,
Table 3 presents job counts for all retail trade subsectors employing individuals in 2023 in
Gravenhurst. As can be seen, grocery stores employ the most individuals within the retail trade
sector, representing 166 local jobs (20.3% of all retail jobs). Although this subsector saw a decrease
of 17% of total jobs between 2013 and 2023, the next five largest subsectors all saw job growth of at
least 39% of positions between 2013 and 2023.

In terms of largest total and relative growth, direct selling establishments grew from 20 positions in
2013 to 107 in 2023, job growth of 88 positions, or 449% overall.

Table 3: Jobs per Retail Trade Subsector, 2013 and 2023.

2013 -

Description ch?;z fgég 2023 %
Change

Grocery stores 199 166 -33 -17%
Building material and supplies dealers 80 131 51 64%
Other general merchandise stores 89 124 35 39%
Direct selling establishments 20 107 88 449%
Health and personal care stores 57 83 26 46%
Sporting goods, hobby and musical instrument stores 1 39 28 250%
Used merchandise stores 30 28 -2 -7%
Clothing stores 1 27 15 134%
Gasoline stations 58 20 -38 -65%
Automobile dealers 12 19 7 58%
Other motor vehicle dealers 39 19 -20 -52%
Department stores 13 16 g 22%
Other miscellaneous store retailers 16 15 -1 -6%
Specialty food stores 8 12 4 52%
Beer, wine and liquor stores 12 9 -3 -24%
Book stores and news dealers 0 3 3 N/A
Office supplies, stationery and gift stores 2 3 1 50%

Source: EMSI Analyst 2024.1.
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411. Location Quotient

While gross job count data tells a story about the size of local industry, it does not place the sector
within a relative scope. To measure the size of the industry relative to a benchmark region, we can
turn to location quotient data. Location quotient is used to measure the relative concentration of an
occupation; that is, it compares the percentage of jobs per occupation in the labour shed relative to
the total percentage of jobs in the same occupation in Ontario and Canada. A location quotient of
two means the labour recruiting area employs twice as many jobs in that occupation than is typical
in the nation. Such a high concentration shows that there is some momentum in growing or
attracting these jobs that is unique to the region.

Table 4 illustrates the relative concentration of retail trade subsectors within Gravenhurst, relative
to Ontario and the rest of Canada. Industries are considered to be concentrated if they have a
location quotient greater than 1.2. The importance of retail trade to Gravenhurst can be seen in that
seven subsectors each have location quotients of at least 1.2 compared to both the province and
country,

As can be seen, the three most heavily concentrated industries relative to provincial totals are:

P Direct selling establishments (13.52 times more concentrated locally than provincially).
b Building material and supplies dealers (3.49 times more concentrated).

b Other motor vehicle dealers (3.22 times more concentrated).

Relative to national totals, the three most heavily concentrated industries are:

b Direct selling establishments (2.59 times more concentrated locally than nationally).
b Used merchandise stores (3.21 times more concentrated).

b Building material and supplies dealers (3.07 times more concentrated).
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Table 4: Gravenhurst Location Quotient Data, 2023

el Provincial National
LQ LQ
Direct selling establishments 107 13.52 11.61
Used merchandise stores 28 2.96 3.21
Building material and supplies dealers 131 3.49 3.07
Other general merchandise stores 124 2.60 2.66
Other motor vehicle dealers 19 3.22 215
Sporting goods, hobby and musical instrument stores 39 1.98 1.60
Grocery stores 166 1.33 1.22
Health and personal care stores 83 114 114
Gasoline stations 20 125 0.75
Book stores and news dealers 3 0.86 0.74
Other miscellaneous store retailers 15 0.71 0.69
Beer, wine and liquor stores 9 0.70 0.59
Specialty food stores 12 0.51 0.53
Clothing stores 27 0.51 0.49
Department stores 16 0.38 043
Office supplies, stationery and gift stores 3 0.36 0.40
Automobile dealers 19 0.41 0.39
Total | 822 | 1.3 | 1.2

Source: EMSI Analyst 2024.1.

September 2024 “ McSWEENEY |17



ﬁ%@ﬁ Retail Market Analysis

GRAVENHURST Town of Gravenhurst

GATEWAY TO MUSKOKA

4.1.2. Shift-Share Analysis

The retail sector shift-share analysis compares the projected local employment growth/decline of
retail jobs in Gravenhurst from 2013 to 2023 to the projected employment growth/decline of that
industry within Canada, as well as the job growth overall for Canada. This tool can project the
expected change in jobs based on non-regional factors and compare it to the actual projected
change to present a competitive effect impact that isolates the impact of the local business/retail
ecosystem. More specifically, this analytical tool examines job growth/decline by attributing growth,
stability, or decline in industries over time to three forces:

P National economic growth: regional job growth/decline that is attributable to the growth,
stability or decline of the entire Canadian economy. Industries will be impacted positively
or negatively by the state of the Canadian economy and consumer spending at a national
level, external to any local factors.

P Industry growth: regional job growth/decline that is attributable to the growth, stability or
decline of that particular economic activity in the Canadian economy (with the economic
growth component removed). General industry trends are outside the influence of local
actors and are therefore removed from the local impact.

P Local economic growth: local job growth/decline that is attributable to the local economy
because it is growing/declining more or less quickly than jobs in the larger economy (with
the Canadian economic and industry growth components removed).

This tool, when correctly interpreted, provides greater descriptive power than the location quotient
method. It has been applied to North American Industry Classification Systems (NAICS) industries
using place of work statistics. Shift-share analysis allows the examination of changes through time
(trends) versus the static snapshot of location quotients.

Table 5 illustrates that, based on non-regional factors, the expected increase in jobs in
Gravenhurst's retail sector from 2013 to 2023 would be 51. Instead, the actual increase was 125 jobs,
suggesting that there are 74 additional positions of employment in retail trade over what would
have been expected.

Regarding positive local competitive effects, the impact is largest for the direct selling
establishments subsector. Though this subsector was expected to see a decline in three jobs due to
non-regional factors, its actual increase was instead 88 jobs, suggesting the local competitive effect
supported 91 additional jobs.
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Table 5: Shift-Share Analysis, Gravenhurst, 2013-2023

Sesaiiten 2013 2023 | Expected Pféif:d Competitive
Jobs Jobs Change Effect
Change

Direct selling establishments 20 107 -3 88 91
Building material and supplies dealers 80 131 1 51 50
St%(:;ing goods, hobby and musical instrument 1 39 1 28 57
Other general merchandise stores 89 124 19 35 16
Clothing stores 1 27 -1 15 16
Health and personal care stores 57 83 15 26 1
Automobile dealers 12 19 1 7 6
Department stores 13 16 -2 3 4
Book stores and news dealers 0 3 0 3 3
Specialty food stores 8 12 2 4 2
Office supplies, stationery and gift stores 2 3 -1 1 2
Jewellery, luggage and leather goods stores 4 0 -1 -4 -3
Furniture stores 4 0 0 -4 -4
Electronics and appliance stores 7 0 -3 -7 -4
Other miscellaneous store retailers 16 15 4 -1 -5
Beer, wine and liquor stores 12 9 2 -3 -5
Home furnishings stores 7 0 -1 -7 -6
Used merchandise stores 30 28 5 -2 -7
Florists 9 0 0 -9 -9
Automotive parts, accessories and tire stores 8 0 2 -8 -10
Other motor vehicle dealers 39 19 6 -20 -26
Grocery stores 199 166 2 -33 -35
Gasoline stations 58 20 2 -38 -40
Direct selling establishments 20 107 -3 88 91
Building material and supplies dealers 80 131 1 51 50
Sporting goods, hobby and musical instrument 1 39 1 28 27

stores

Source: EMSI Analyst 20241,
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4.1.3. Staffing Patterns

Using staffing patterns, we can assess the occupations most frequently employed by retail trade
businesses. Four occupations (cashiers, retail salespersons, retail sales supervisors and retail and
wholesale trade managers) each independently account for over 10% of jobs within the sector
(Table 6). Together, these four sectors represent 64% of all jobs in the retail sector. Of the 11
“concentrated” occupations within the retail sector (those representing over 1% of jobs in the
sector), four saw a decrease in positions from 2013 to 2023, while seven saw growth rates above
20%.

Table 6: Staffing Patterns for Occupations with Over 1% of Total Jobs in Retail Sector

% of Total

Occupation J;Zfaliln

Sector
Cashiers 186 170 -16 -8% 21%
Retail salespersons 109 150 41 37% 18%
Retail sales supervisors 48 105 57 119% 13%
Retail and wholesale trade managers 107 100 -7 -7% 12%
Transport truck and transit drivers 1 31 20 187% 4%
s I 0w %
Pharmacists and dietitians 9 15 6 72% 2%
Customer and information services representatives 11 14 3 24% 2%
Longshore workers and material handlers 14 13 -1 -5% 2%
Food support occupations 19 1 -8 -41% 1%
Assisting occupations in support of health services 7 10 4 56% 1%

Source: EMSI Analyst 2024.1.
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3.2. Business Counts

Another measure of the retail sector's impact on the community is the number of businesses within
the sector. In December 2023 in Gravenhurst, there were 129 businesses in the retail trade sector.
Of these businesses, 64 are indeterminate (which typically suggests an individual with no
employees), while the majority of the rest (41 of 65 businesses, 63.2%) are small businesses with 1-
9 employees (Table 7).

Table 7: Retail Business Counts by Number of Employees, December 2023

1-9 Employees 41

10-49 Employees 18
50-99 Employees 4

100+ 2
Indeterminate (self-employed) 64

Source: Canadian Business Counts December 2023,

Breaking down this information further (Table 8), we can assess the number of retail businesses in
Gravenhurst by four-digit NAICS. The largest four-digit subsector in terms of the number of
businesses is Other miscellaneous store retailers, with 14 businesses, 6 of which have employees.
The other 8 businesses are defined as having an indeterminate number of employees, suggesting a
self-employed individual. Other miscellaneous store retailers refers to specialized merchandise
retailers that supply niche industries and therefore do not fall under other retail categories. This
includes art suppliers, auctioneers, home security equipment, swimming pols and hot tubs/saunas,
pet and pet supply stores, or party supply stores. For a complete breakdown, see the Statistics
Canada website.
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Table 8: Top Sectors by Business Counts, Retail Subsectors, December 2023

Business Size 1-9 10-49 °0-99 100+ | Indeterminate | Total
Employees | Employees | Employees

Other miscellaneous store retailers 8
Gasoline stations 7 0 0 0 5 12
Grocery stores 1 1 1 1 7 1
Building material and supplies dealers 3 2 2 0 4 n
Health and personal care stores 4 1 0 0 5 10
Other general merchandise stores 1 2 1 0 5 8
Direct selling establishments 2 1 0 1 5 8
Other motor vehicle dealers 4 1 0 0 2 7
Specialty food stores 2 1 0 0 3 6
emsgmmeseTetd oo o4 s
Efjst;(;nic shopping and mail-order 1 0 0 0 3 5
Used merchandise stores 0 1 0 0 4 5
Furniture stores 2 2 0 0 0 4
Clothing stores 2 1 0 0 1 4
Home furnishings stores 3 0 0 0 1 4
S;firc;es supplies, stationery and gift 0 0 0 0 3 3
Beer, wine and liquor stores 0 2 0 0 0 2
Automobile dealers 1 1 0 0 0 2
/;Lcj)trc;r;otive parts, accessories and tire 0 1 0 0 1 2
Florists 1 0 0 0 1 2
Electronics and appliance stores 0 0 0 0 2 2
Sporting goods, hobby and musical : 0 0 0 1 5

instrument stores
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1- 10-4
Business Size Y 0-49 °0-99 100+ | Indeterminate | Total
Employees | Employees | Employees

Vending machine operators

Shoe stores 0 1 0 0 0 1

Jewellery, luggage and leather goods
stores

Source: Canadian Business Counts December 2023.

3.21. Market Threshold Analysis

The Market Threshold Analysis uncovers what sorts of additional retail stores the area might be
able to support, based on the provincial threshold and considering the local size of the area
population. The theoretical capacity of the community is calculated by dividing the community’s
population by the number of people per business type in Ontario.

The theoretical capacity for retail businesses in Gravenhurst is:

Total population in the community

(Total number of Ontario businesses in industry X + Total population in Ontario)

The City of Toronto represents a concentration of businesses and people unlike any other place in
Ontario. For the theoretical threshold analysis, the Greater Toronto Area businesses and population
were subtracted from the Ontario figures to avoid inflating the threshold capacity of the rural area
in question. Table 9 evaluates the threshold capacity for retail industries (NAICS 44-45) in
Gravenhurst. Note that negative figures represent the magnitude of the potential gap in the number
of businesses.

Our threshold analysis calculations suggest that many subsectors of retail trade are above their
theoretical capacity in Gravenhurst. This does not suggest that the market is oversaturated; rather
it is a reflection of two key factors (among others not identified here):

1) The influx of non-permanent residents during peak times allows for Gravenhurst to
accommodate a larger number of retailers-per-permanent resident than other areas in
Ontario.

2) Visitors to Gravenhurst are likely spending considerable amounts of money in retail stores
in Gravenhurst, helping to support this sector even with a more minimal population.
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In terms of the subsectors with the most immediate per capita growth potential, there are two
fewer local health and personal care stores than the population estimates suggest Gravenhurst
could hold and three fewer clothing stores. Considering that all of the other most common
subsectors see considerable gaps between the current total and theoretical capacity in a positive
direction, that these stores have fewer current totals compared to their theoretical capacity
suggests that there might be considerable room for growth.

At the same time, this assessment is not suggesting the Town needs to see growth in these
subsectors. Shopping habits and availability of stores in surrounding areas must be considered and
taken into account. This should be seen as a suggestive analysis, not actionable directives.

Table 9: Threshold Analysis for Retail Subsectors, Gravenhurst, 2023

Ontario minus Greater
Toronto Area

Number of | People per | Theoretical | Current
Description
Businesses | businesses | Capacity Total

Gravenhurst

Other miscellaneous store retailers 3,995 1,575

Gasoline stations 2,495 2,521 5 12 7
Grocery stores 3,895 1,615 8 n 3
Building material and supplies dealers 1,786 3,523 4 11 7
Health and personal care stores 5918 1,063 12 10 -2
Other general merchandise stores 2,227 2,824 5 8 4
Direct selling establishments 2,721 2,312 6 8 3
Other motor vehicle dealers 694 9,062 1 7 5
Specialty food stores 2,108 2,985 4 6 1
Lawn and garden equipment and supplies stores 541 11,628 1 5 4
Electronic shopping and mail-order houses 1,735 3,626 4 5 1
Used merchandise stores 593 10,609 1 5 3
Furniture stores 814 7,728 2 4 2

September 2024 NMCSWEENEY | 24



ﬁ?ﬁ.@& Retail Market Analysis

GRAVENHURST Town of Gravenhurst

GATEWAY TO MUSKOKA

Ontario minus Greater
Toronto Area

Number of | People per | Theoretical | Current
Description
Businesses | businesses | Capacity Total

Gravenhurst

Clothing stores 3,277 1,920

Home furnishings stores 1,163 5,407 2 4 1

Office supplies, stationery and gift stores 1,0M 6,221 2 3 1

Beer, wine and liquor stores 786 8,007 2 2 0
Automobile dealers 2,464 2,653 5 2 -3
Automotive parts, accessories and tire stores 1,246 5,049 3 2 -1
Florists 564 11,161 1 2 1

Electronics and appliance stores 1,337 4,706 3 2 -1
Sporting goods, hobby and musical instrument stores 1,907 3,298 4 2 -2
Vending machine operators 156 40,325 0 1 1

Shoe stores 497 12,646 1 1 0
Jewellery, luggage and leather goods stores 775 8112 2 1 -1
Department stores 97 64,778 0 0 0
Book stores and news dealers 269 23,360 1 0 -1

Source: Statistics Canada 2021 Census and Canadian Business Counts December 2023.
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3.3. Industry Outputs

This subsection highlights the economic impact of retail trade in Gravenhurst. We can measure

that through three separate measures - sales, wages and exports. The first two measurements
assess the direct impacts in the community, while exports reflect sales made outside the region
that generate subsequent local economic activity.

Table |||

23.9

Table

Direct selling establishments

Building material and supplies dealers

Other

Gasoline stations

Other motor vehicle dealers

Used merchandise stores
Automobile dealers

Department stores

Clothing stores

Beer, wine and liquor stores

Other miscellaneous store retailers

Office supplies, stationery and gift stores

Source: EMSI Analyst 2024.1.

September 2024 nMCSWEENEY | 26

















































































