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INntroduction

The City, working with J.C. Williams Group and IBl Group has completed
a Citywide Retail and Commercial Study of Calgary to better understand
current conditions and future needs. This study focuses on the
commercial uses related to retail and services.

The key objectives achieved by this study include:

® Understanding the character and dynamics of the varied commercial
areas and their potential for retail growth.

® Supporting key objectives of Calgary’s Municipal Development Plan:
emphasizing and supporting retail concentrations in activity centres
and main streets to ensure Calgary residents have convenient access
to goods and services city wide.

= Qutlining a strategy to support retail and commercial success
in Calgary.

This report summarizes the key findings and supported
recommendations of the consulting work. It is organized into three main
sections, and supporting appendices: Section 1 provides an overview

of the findings and conclusions of the City wide Retail and Commercial
Study and Strategy; Section 2 outlines and evaluates background and
existing conditions in Calgary, including eight sector profiles detailing
key socio-economic characteristics, retail supply and submarket data.
This section also reports on how City policy and planning processes affect
different types of retail; and Section 3 outlines the general principles

for successful and viable retail and commercial development and
redevelopment and translates strategic objectives into recommendations
that can be pursued through specific actions.

This research is currently supporting policymakers on local area planning
projects.

In this study commercial refers to an area of the city in which the
primary land use is commercial activities, which includes shops,
restaurants, and personal services. Retail refers to retail stores,
shopping malls, and shops.
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Introduction

Overview of the Retail and Commercial Study

Goals and Strategic Objectives

The goal of this study is to help with the planning of retail areas in Calgary’s
developed areas in alignment with the Municipal Development Plan and
city growth needs. It will provide the City’s planners with additional tools
to evaluate development proposals, as well as inform broader land use
planning, economic and business decisions. Further, the existing retail

and commercial data is intended to provide guidance to local businesses,
industry and community groups.

Key Research Findings

Calgary'’s growing population, with higher than average household
incomes make it particularly attractive to retailers and retail real
estate developers. Compared to the rest of Canada, Calgary and the
whole of Alberta present an important opportunity, especially for
retailers who sell moderate to lower priced products to a mass market.
However, with a population of just over one million, Calgary is still a
second choice for many very specialized or luxury retailers who prefer
larger metropolitan areas so that they can build more than a single
retail location. A number of these kinds of retailers currently operate
successfully in Calgary.

Based on length of shopping trips, residents are generally well served
by their shopping options. This is further confirmed by the fact that
generally residents are shopping within Calgary for their convenience,
food, goods and service purchases . When they choose to shop elsewhere
it is online or outside of the country for non-grocery purchases. The
concern about extensive outflow to the surrounding region appears
to be unwarranted.

Online shopping at this time is at a relatively low level in Calgary but
it can be expected to grow at a higher rate as online options improve.
Purchases from outside of the country are becoming more accessible to
shoppers. Calgary’s younger, male residents are expected to lead the way
in on-line shopping.
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Introduction

While the City is working on providing non-driving alternatives to
local residents, such as better transit options and improved walking
streets, it is clear that shopping locations must provide adequate
accommodation for cars, at least in the short to mid-term in order
to be successful. However, residents’interest in outdoor, casual
lifestyles suggests that they will be amenable to pedestrian oriented
improvements to shopping locations.

With a total of 36 million square feet or 31 square feet of retail
commercial space per capita, Calgarians are well served by the
existing retail space. They enjoy a full offering of merchandise and
services within a short distance from where they live with the possible
exception of those living in the West and Southeast sectors where retail
selection is more limited.

The retail industry is a highly competitive market. Based on the supply
and demand analysis, many retailers and developers are not producing
sales per square feet at an overall Canadian industry standard.

The Calgary Municipal Development Plan has identified a series of
activity centres and main streets ideal for growth and development. The
level to which retail plays a role in these districts varies widely from one
to the other. Districts that have a significant amount of existing retail

can play very different roles within Calgary’s retail structure- from local
convenience to destination shopping. It is important that the City
identify where retail is an important factor and focus on these areas.
It is also key to consider the unique characteristics and development
opportunities relative to policy development and context within these
areas, rather than treating all districts the same.

Strategy Summary

Calgary has many advantages when it comes to attracting and retaining
commercial retail business. A young, growing population with strong
earning potential contributes to the city’s retail and commercial
attractiveness. Through strategic planning programs and investment
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in identified areas such as main streets and activity centres, The City
continues to foster retail and commercial business.

The study identified that maintaining strong retail and commercial
services in Calgary will require:

= Monitoring data to inform planning and investment in strategic
locations.

= Adopting a more comprehensive approach to planning commercial
retail areas city wide; this includes prioritizing areas for redevelopment
where market strength optimizes business success.

m (Creating incentives and other tools that focus on supporting mixed-
use development projects. This includes, building more certainty into
planning processes, particularly related to development costs.

®m Rewarding proposed developments or redevelopments that meet
City goals, and established criteria, through a streamlined planning
process.

m Continuing to investigate and recognize the essential factors that
make retail commercial development viable and successful in Calgary,
in particular adequate parking.



Existing Conditions

The study started with a thorough evaluation of Calgary’s retail V Figure 1: Retail Spending Patterns
market and recent trends. This includes an online survey, comparative
evaluation of main streets and activity centres for their retail viability
and strengths, and an examination of The City’s planning and processes
related to retail development.

i

Survey Data 7% online

An online survey was conducted in September 2014 with 500 respondents

6% in stores
who lived and/or worked in Calgary. Key findings from the survey include: :

outside Canada

= Calgary does not have significant outflow of retail sales. When it
comes to grocery shopping, there is almost no sales leakage either to
other parts of Alberta or online shopping.

4—— 5% in stores in Alberta

4% in stores in Canada
= Calgarians shop close to home. AImost half of all trip distances

measured are 4 km or less with residents of the South and Southeast
sectors having the highest proportion of shorter trips. The highest
proportion of longer trips (+10 km) was found in the West sector or
among respondents who live outside of Calgary.

78% in stores in Calgary

= Most Calgary shopping trips are made in a car. Travel by car is as high
as 93% to power centres. Even pedestrian oriented shopping streets
are mostly reached by car despite the fact that many are within walking
distance of local neighbourhoods. The exception is the downtown where
only 49% of shopping trips are made by car.

= Free parking is a priority. Regardless of what kind of retail location or
shopping centre residents are visiting, the majority put free parking as
their highest priority compared to other issues like wide selection of
retailers.

= Online shopping does not appear to be a major concern for Calgary
retailers and shopping centres at this point. Only 7% of non-grocery
sales were reported to be currently made online. However, more than
two-thirds of Calgary residents report searching online for deals and 42%
making online purchases regularly (at least every three months).

= More than half of Calgarians strongly value a casual, active, healthy
lifestyle. Shopping areas that reflect these values are more appealing
to residents.
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Existing Conditions

Inventory

The primary goal of this inventory is to establish a consistent series of
economic land-use related data for planning and development projects
and programs. The aim is also to make this data accessible to Business
Revitalization Zones (BRZs) and local business, industry and community
groups.

The data for the study was collected from June 2014 to November
2014. A summary of key data points are noted in the sections below.
More extensive detail on the data and geographic locations for the
study is contained in the full data reports. The full reports are available
electronically on the Planning and Development website.

Socio-Economic Factors
Based on City of Calgary estimates, the population of Calgary is expected
to grow from 1.149 M in 2014 to1.343 M in 2024.

At the time of the Study (2014), retail sales growth rate in Alberta was
6.6% compared to a national average of 2.5%*. Retail growth rates in
Alberta over a five year period have far exceeded national averages. This
has been driven by the following socio economic factors:

= High population growth rates: 2.2% annual growth rate in Calgary.

= | ow unemployment rates: 4.4%* in Calgary compared to a
national rate of 7%.

= Relatively high average household income: $81,500.

* Additional-more recent data related to retail sales in Alberta and other socio economic factors
is provided in Appendix F.
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V Figure 2: Retail Trade Sales, Percent Change (period-to-period)
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Retail Snapshot of Calgary

An extensive retail inventory has been conducted. The inventory includes
eight geographically organized sector profiles that represent Calgary’s
retail and commercial activity. Submarket data includes retail types,
supply and locations. It provides a framework for comparisons and
cross-references among various socio-economic indicators. Snapshots of
the eight sectors and a map indicating their geographic boundaries are
provided in Appendix A.

Some key facts about the retail industry in Calgary include:

= QOver 36 million square feet of retail space dedicated to selling
merchandise, food services and other services.

= Qverall average of 31 square feet of retail space per capita.

® Space is broken out into retail merchandise, convenience retail; e.g.,
grocery, food services; e.g., restaurants, and other services; e.g., personal
such as dry cleaners, as shown below.

® \acancy rate at 3%* is very low.

= Areas with greatest proportion of destination shopping include
Centre and South.

= Highest amount of shopping centre space is located in large retail
power centres: 8.9 million square feet or 24.5% of all space compared to
superregional malls at 5.9 million square feet or 16% of all space.

m  Activity centres (as designated by the City’s Municipal Development
Plan) account for 8.5 million square feet or 23% of space — have a higher
proportion of retail merchandise and lower proportion of food services.

= Main streets account for 8.8 million square feet or 24.3% — have a higher
proportion of food services and lower proportion of retail merchandise.

= The retail mix of activity centres and main streets vary widely, with some
having destination retail roles where others have almost no retail role.

* See Appendix F for updated data.

Existing Conditions

WV Figure 3: Per Capita Space by District
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WV Figure 5: Retail Forms and Supply

Power Centres 24.5%
Main Streets 24.3%
Activity Centres 23%
Super Regional Malls 16%
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Existing Conditions

Supply/Demand Projections

In order to review the total Calgary market, a set of assumptions were
developed using existing data and projections as well as the retail
industry standards of sales per square foot and data from the survey of
Calgary shoppers. The estimates for current level of supply and demand
as well as projected levels to 2024 were calculated. Based on the mid-
range of retail productivity, the following conclusions were made:

® Calgary is currently supplied with an abundance of retail; there is
currently more retail space than projected demand. The highest
surplus of retail supply exists in the food services category, with some
available demand in the convenience/grocery categories.

® Despite high levels of supply, the current vacancy rate is very low
which suggests that developers and retailers are accepting lower-
than-standard sales productivity rates.

m By 2024 there will be enough demand for an additional 1.4 million
square feet but there is still projected to be an oversupply in the food
services category.

Calgary City Wide - Retail and Commercial Study

Strengths in the Calgary Market

Calgary has many advantages when it comes to attracting and retaining
commercial retail business. These include:

Calgary is appealing to retailers and developers. A young, growing
population with strong earning potential contributes to the city’s
attractiveness.

Calgary is growing. Based on City of Calgary estimates, the population
of Calgary is forecast to grow to 1.343 M by 2024.

Alberta retail sales have grown faster than the national average.

Calgary has a relatively high average household income. $81,500 is
above the national average.

Most Calgarians are well-served by existing retail space. However, the
West and Southeast sectors have the potential to be better served.

Activity centres and main streets are successful retail locations with
opportunities for growth. The City has taken key steps to foster retail. The
dynamics and characteristics of these areas vary widely though; the City
should identify where retail is key.



Existing Conditions

Challenges Facing the Calgary Market

Despite its competitive advantages, Calgary must deal with a number of
challenges to sustain and grow businesses in some strategic locations.
The following factors should be considered for retail success in Calgary:

® Calgary has a surplus of retail space and is oversupplied in some
categories. The highest surplus is in food services (such as restaurants),
while convenience/grocery is slightly undersupplied.

® Car access is very important in the short- to mid-term. Mobility
options are improving and can be coupled with active, healthy
lifestyles to strengthen car-free retail choices.

The retail industry is a highly competitive market. Retailers may plan to
“grow into” a space and/or developers are making space appealing by
lowering costs to attract retailers. For many retailers, sales per square feet
are below the Canadian average. While this situation has kept vacancy
rates relatively low, there are some potential negative consequences:

® Developers must keep their building costs as low as possible, which
makes them much more sensitive to any requirements for design
enhancements or delays in project approvals.

m Qverall, the market could face increased vacancies if retailers require
better sales productivity or if new developments attract retailers to
move their stores from older developments.

® The most vulnerable shopping areas are non-grocery anchored
neighbourhood and community centres that are primarily service
retail. Without an anchor that draws consistent traffic and with little
incentive for reinvestment, these centres could become run-down and
unattractive compared to newer centres. It also means that developers
have less cash flow to invest in improvements to existing properties.

These issues can make redevelopment more of a challenge in
established areas.
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Existing Conditions

Trends

To continue building on the city’s retail success, it is important that
Calgary businesses stay informed about global and future trends. The
study outlines the current market context and trends.

The ever changing nature of retail makes planning for retail challenging.
Some of the issues that Calgary will face from these changes include:

Scale - trends affecting scale include blurring of categories (retailers
looking for growth in categories that have not traditionally
been found in their stores, e.g. drug stores increasing food
sections) that drive larger stores or urban development which
pushes more downsized versions. E-commerce may also drive
small locations if retailers stock less but could also result in
larger locations if the retailer fulfills their online orders from
their stores.

Form - e-commerce will likely challenge the power centre form
as many consumers will find the same or more selection
online with a more convenient shopping experience. Urban
development will also impact retail form as developers have
to find ways to create more compact developments for
smaller development sites.

Function - the trend of blurring categories makes measuring supply/
demand accurately for merchandise like food difficult.

Other trends such as the fluctuating Canadian dollar, a slowdown in the
economy and competition from major malls and suburban power centres
could present challenges to main streets and community serving retail
areas.

A more detailed description of trends is provided in Appendix B.
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City Planning Policy and Process Conditions Review

A range of policies, finance mechanisms and land use regulations
influence the development and redevelopment of commercial space in
Calgary. The study evaluates various indicators including the duration
of the approval process, commercial development activity, property/
business tax rates and business alliances to assess the ease with which
retail development occurs. A more detailed overview of this review is
outlined in Appendix C. Key findings include:

® |tis evident that The City has maintained and even improved its
processing efficiency related to commercial development and
building permit applications, an effort that supports all types of
retail activities.

= Urban development costs in established areas vary considerably
based on the specific context of the site and development aims; this
can be a barrier to infill redevelopment.

Existing Conditions

= |n Calgary, property tax is a flat rate based on assessment value rather

than by area and as such does not provide an incentive to locate in a
specific area. The City has made efforts to reduce taxes for businesses
(currently lowest rates in past ten years); however, existing system
favours large scale retail and dispersed development over local retail
and compact development.

An evaluation of commercial permit activity, based on four size
categories, indicates that there is considerable interest in centrally
located development, which, by nature, is smaller in scale than in
outer suburban locations. This interest in initiating central city retail
and commercial activity suggests that there are already a number of
incentives (from both the City and market) to locate centrally and that
barriers to do so are not insurmountable.

Business Revitalization Zones (BRZs) play a valuable role in not
only supporting local retail, but in establishing a strong connection
between community building and economic growth.
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City Planning Policy and Process Conditions
Review Outcomes

In summary, based on the evaluation of existing conditions, the study
has not recommended any significant changes to planning policy or
development application process practices. The study, however outlines
three areas of focus to sustain retail viability and improve support for
retailers and retail developers. Recommendations are as follows:

® Review and monitor retail viability & success relative to existing policy
context and update or amend where necessary.

m |dentify cost-effective opportunities to work with and support local
actors in promoting local and small scale retail activities.

® Review existing mechanisms to exchange knowledge, information and
data among City of Calgary departments. Consider additional ways to
promote and coordinate the exchange of tacit knowledge within and
across business units and departments.

Calgary City Wide - Retail and Commercial Study

Retail Impact Study Review

The study provides guidance for developing a more rigorous retail
impact review process and criteria for proposed large scale retail
projects.

The Study recommends two alternatives for consideration:

Alternative 1: A Retail Impact Review. Decision based on a number of
factors such as amount of existing retail in the area and
better defined parameters for overall demand.

Alternative 2: Merit/Evaluation System Review. Looks at total
community benefit resulting from development, based
on a pre-determined strategy. Points are assigned
based on the likely benefit to the community where
development is to be located.

Good Practices and Support Tools

The study also provides six case studies from across Canada on how
incentives have been used in various jurisdictions to support desired
development. This report provides an overview of the approaches,
programs and tools in Appendix D which likely have the best
transferability to Calgary.



3 Future Action Areas

Focusing on strengths in the market - key areas of opportunity

The study identifies dynamic retail areas and ultimately the factors that
determine their successes. These principles will continue to be used

in planning programs underway to support successful and dynamic
commercial areas and streets.

Retail Principles for Strong Retail Cores and

Vibrant Main Streets

Certain characteristics support
all retail areas. Safety, cleanliness,
sales growth and favourable
socioeconomic conditions are

important factors for retail success.

Retail on main streets benefit
from a number of overarching
characteristics. Area management
that supports the interests of

local retailers is key, as is good
design and planning (length of the
street, retail on both sides, quality
streetscaping). Effective parking
management is also important.

Individual site characteristics
play a key role as well. The length
and depth of frontage storefront
presentation, store design and
layout, parking and attractive
outdoor spaces play important
roles in supporting retailers.

The right mix of retail amenities
can contribute to success.

A specialized focus, variety of
retailers (e.g. merchandise, food
& convenience) and the quality of
the retail are key factors.
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Future Action Areas

Balancing broader economic
factors contributes to success.
The total amount of retail space
should reflect demand, as

should retail rents. A balanced
concentration of competitive and
supportive retailers encourages
economic sustainability as well.

Success requires more than just
retail. Walkability and transit
access, additional anchors (e.g.
libraries, venues) and residential
uses that support retail are also
important.

While no retail location or individual site can have a high rating on all of these factors, the more of these factors that are in place or are planned to be built
in, the more likely the area will serve the target customers and the local community well. In addition, these factors will help ensure that the retailers who
occupy this space will be successful.

WV Figure 6: Principles highlighted for successful, quality retail redevelopment/district

The complete list of the principles and factors used for the evaluation and identification of retail development and areas is outlined in Appendix E.
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Key Areas of Opportunity

Main streets and activity centres were evaluated and categorized
based on their potential for retail. For the analysis, data was collected
and evaluated for main streets and activity centres identified in Calgary’s
Municipal Development Plan. Various considerations, including the
existence of high quality, appropriately located and scaled retail,
surrounding community residential densities, development patterns that
allow for intensification, adaptation and mixed-use, proximity to high
quality transit service, among other things, were evaluated for each area.

Neighbourhood retail streets and centres were broken down into
categories: local and destination dominant areas as well as transitioning
areas. Local dominant areas tend to serve local surroundings and are
convenience retail-oriented. Destination dominant areas attract shoppers
from beyond the local trade area.

Main streets and activity centres have varying characteristics that
support or discourage retail and commercial growth. Strategic
choices, based on existing commercial activities, population and
accessibility can be made to take full advantage of commercial and retail
activities.

The study concluded that retail and commercial activity is well-
balanced across the city. Targeted development can enhance this
balance where necessary.

Future Action Areas
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Future Action Areas

Retail Priorities

Using an evaluation model based on the principles described, the
City-designated main streets and activity centres were evaluated and
categorized based on their potential for retail. Map 1 Retail Priority Areas
and Figure 7 shows the main streets and activity centres with the most
favourable retail conditions. Those areas that are designated as local
dominant tend to include more convenience oriented retailers. The areas
that are designated as destination dominant tend to attract shoppers
from beyond the local trade area. Usually these areas have some unique
appeal that make a longer shopping trip worthwhile.

The evaluation model that generated the rankings for all of the
mainstreets and activity centres are meant to inform goals for particular
areas. It is important to emphasize that these rankings can change

with the entry or exit of significant retailers or new developments

so these evaluations are meant to be dynamic as new information
becomes available. However, the principles of what makes a strong retail
environment do not change dramatically.
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V¥ Map 1: Retail Priority Areas

Stowfoot
Bowness
Montgomery
16 Ave. NW/NE
Kensington
17 Ave. SW/SE
Westhills
37 Street SW
14 Street SW/NW
Marda Loop
Downtown
Shawnessy

1 Street NE

Activity Centres

Corridors & Main Streets:
Destinations

Corridors & Main Streets:
Local

32 Ave.NE

Centre Street
Sunidge
36 Street NE

1 Ave. NE
Inglewood

Downtown Beltline
4 Street SW

17 Ave SE

£hinok

Macleod Trail SE

Anderson



Future Action Areas

WV Figure 7: Main Streets and Activity Centres with most favourable retail conditions

Main Streets

Activity Centres

Note: It should also be noted that these evaluations relate to retail/commercial only.

Calgary City Wide - Retail and Commercial Study




Future Action Areas

Key Challenges:
Reducing Retail Development Risks

Some of the common barriers to retail development are outlined below
with some mitigation strategies. While The City may not be able to
implement these strategies directly, we can influence many of them
through the decisions that we make, e.g. supporting the development of
Business Revitalization Zones.

Low retail rents and small market sizes can be addressed through
multiple strategies. Local area management (e.g. BRZ), an anchor
activity, lower retail development costs, more residents and improved
accessibility can improve the economic health of local retail.

A safe setting is key to successful retail. Increasing the reality of safety
(e.g. police presence) and feeling of safety (e.g. lighting) are important
factors for vibrant retail areas.

Attractive built form can enhance retail. Non-public uses can be
regulated, while new retailers can be directed towards dense blocks.

Quality is key. Local area management, high standards and regular
improvement and maintenance eliminate this barrier.
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Retail Strategy Objectives

Aligned to Calgary’s Municipal Development Plan direction and other
corporate goals, the study identifies three strategic objectives for the
Calgary retail and commercial strategy.

These are:

= A high quality in retail environments - Create and/or reinforce settings
where people want to spend time.

® Good access to retail that meets the needs of Calgarians.

m Use existing infrastructure in the most efficient ways possible. Where
possible, maximize returns on existing investments, rather than
building new infrastructure.

These strategic objectives, along with the key findings from this study
directed the recommendations for specific actions outlined in the
next section.

Future Action Areas
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Future Action Areas

Recommended Approach and Actions

In order to implement the strategy described above, The City is already or
should undertake efforts in three areas that affect retail and commercial
business growth and prosperity. These include:

Make it easy and attractive to do business in Calgary by
providing technical and other support to existing & new

retail and commercial businesses.

1.1 Better Support development proposals that meet City
goals.

Explore and develop policies, land use regulations and finance
mechanisms that support retail and commercial developments at specific
geographic locations. This includes:

= |nvestigate opportunities to support and reduce uncertainty
related to mixed-use development. Monitor and provide
information detailing total costs of recent development projects on
main streets and activity centres to gain more awareness related to
expected overall development costs of redevelopment and share
with industry. Continue to consult with industry to better understand
desired incentives and to reform regulatory hurdles that inadvertently
restrict retail development in mixed-use projects.

= Supporting more efficient business planning regulation and
processes in priority areas to reduce the developers’ costs. Support
initiatives that remove barriers to redevelopment and that can reduce
the time for developments that further City goals to get approved.
The process should include all departments, not just planning,
since roadblocks from other city departments can delay preferred
developments.

» City initiated land use redesignations within planning priority
areas as identified through the mainstreets program support this
recommendation.

Calgary City Wide - Retail and Commercial Study

1.2 Maintain and expand support for neighbourhood &
community serving businesses.

Identify cost-effective opportunities to work with and support local actors
in promoting local and small scale retail activities, Business Revitalizations
Zones are a leading example. Explore and encourage a range of
development models, and policy and regulation reform where necessary,
to encourage flexibility and new businesses in key locations. In areas where
new policy and regulation are developed, ensure that the unique nature of
different communities retail areas is reflected in planning initiatives.

1.3 Review City fees.

Investigate development fees, specifically for smaller scale commercial and
retail redevelopments within neighbourhood and larger community serving
retail and commercial areas.



2 Pursue comprehensive, integrated planning tied to City

goals and investment.

2.1 Prioritize areas for redevelopment.

Continue to focus on identifying, planning and investing in strategic
priority areas. The best place for retail redevelopment is where there is
already strong retail.

2.2 Improve access to updated information.

Review existing mechanisms to exchange knowledge, information and
data related to retail success. Consider additional ways to promote and
coordinate the exchange of knowledge, based on data and finding of
study.

2.3 Recognize where there are needs for greenfield retail
development.

From the research, the sectors of the City that appear to have unmet

needs are the West and the Southeast, which both have lower square
footage per capita and relatively higher projected population growth rates.
Additionally, review how new retail development is justified. Develop a
more comprehensive Retail Impact Review process for proposed large scale
retail projects.

Future Action Areas
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Future Action Areas

3 Commit to ongoing research, exploration and monitoring

to inform planning, support innovation and respond to
needs of the evolving market.

3.1 Continue to monitor retail trends and retail
development, measure results and make
improvements.

To make the most of the extensive research and analysis conducted for
this study, continue fine-tuning and measuring the results. Review and
monitor retail viability & success relative to existing policy context and
update or amend where necessary.

B Update the retail inventory

The retail inventory delivered by this study is one of the most detailed

in Canada. It allows City departments to analyze retail data on the
amount of retail, size of spaces, and the category of retailers by detailed
geographic areas. The issue about retail is that it is always changing.
Retail markets are in a state of constant change however. Regular
updates will ensure that metrics for success remain focused and relevant.

New retailers are always entering markets and other retailers are leaving.
Since this is a particularly dynamic time for the retail industry, it will be
important to continue to update the inventory at least every three years.
The inventory will be an important tool in providing data to measure
commercial achievements.

B Track commercial development projects

Develop a template for all City departments so that data collected

will be comparable. The template will relate directly to the metrics so
development size, location, etcetera must be collected in the same
manner. A clear set of consistent definitions should be created to ensure
uniformity of the data.
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3.2 Continue to review main streets and activity centres.

The evaluation model and noted principles provided in the study helped
prioritize areas for commercial development. The factors are dynamic
however; and should be revisited on a regular basis. In order to make the
most of the work that has been done, continue to make improvements
and then measure performance against pre-set metrics.

B Establish metrics that define what success looks like and the role
that main streets and activity centres will play in achieving it.

Metrics that can be used include the number of mixed use projects,
percent of City’s retail in retail focus areas, number of new infill projects,
share of development that is infill or mixed use, increase of retail in focus
areas and total cost of development projects in focus areas. These metrics
will help the City assess what programs are successful and which ones are
not. Without clear measurements the success of programs will be based
on opinion not fact. Metrics for achievement will ensure that financial
investments that the City makes pay off.

3.3 Consider the need for parking to support retail.

Developments with inadequate parking will be challenged to attract
shoppers and will likely fail. This may change in the future but for now
parking is essential for retail developments.



Conclusions

The Retail Commercial Study and Strategy will help inform City
development projects and policy development programs. Moving
forward, the recommended approach is to work with City staff to
implement identified actions. This will be accomplished by offering
opportunities to further share key findings and data in the study and
building support for:

Developing collaboration capacity: raising awareness about the vital role
of retail and commercial development in community building.

Integrating planning approaches and strategy: Calgary already

has comprehensive planning and broader corporate strategies that
recognize links among urban form, land use and infrastructure. This
Study highlights best practices and strategic priority areas for integrated
planning opportunities and capacity to build on this.

Research and information sharing: drawing on research and data to
support a retail sector that grows and develops, and is able to respond
quickly to challenges as they arise.

Much of this work is already underway. The strategy proposed goes
beyond developing local area plans and improving development
approval efficiencies and processes. Given the significant supply of retail
and commercial development there will be competing demands. The
strategy draws on research and data to illustrate a snapshot of Calgary’s
retail landscape and to provide insight of its retail potential and areas
of opportunity. There is a need to optimize planning decisions so that
outcomes are strategic and balanced, and support a competitive and
strong economy and at the same time community building and good
quality of life in our neighbourhoods.

Future Action Areas

Calgary City Wide - Retail and Commercial Study




Future Action Areas

Calgary City Wide - Retail and Commercial Study




4 Appendices

Appendix A — Sector Profiles

Source: J.C. Williams Group

V¥ Map 2:  Calgary Sector Profiles
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V¥ Map 3: Centre Retail Sector
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Key Socio-Economic Facts

= Significant population and high population growth.
= Smaller household Size + higher spending power.
= Young adult and older (empty nester) oriented.

= Varied household Incomes: low, moderate, high.

= High proportion of singles.

®  Largest employment sector including downtown.

E Retail Features

10m 5@ <

sq. ft. retail 2 m *

sq. ft. proposed retail

Significant 50

Destination Retail sq. ft. per capita 2024

Dominant food services and
e ; z 0% bars/nightclubs
-— i

(notably along Corridors)

(o) Vacancy
L | 13/0 6%

*Updated July 2016, City of Calgary



V¥V Table 1: Centre Retail Sector — Details

2014 Est. Population 181,425 1,149,389
2024 Proj. Population 215,841 1,343,453
Annual Growth rate (2014-2024) 1.75% 1.57%

Persons per families 2.7 n/a
Children per family 0.8 1.1
<14 years 10.7% 17.5%
15-24 13.2% 12.5%
25-34 19.9% 15.1%
35-44 15.5% 15.2%
45-54 14.7% 15.1%
55- 64 12.3% 13.0%
65+ 13.6% 11.6%
Average Age 4.5 39.2
<$20,000 17.1% 9.9%
$20,000 - $39,999 21.7% 16.7%
$40,000 - $59,999 18.8% 17.7%
$60,000 - $79,999 11.9% 15.0%
$80,000 - $99,999 7.9% 11.7%
$100,000 + 21.4% 29.0%
Average income ($) $50,658 $67,477
Median Income ($) $81,336 $91,029
Total Jobs 42%

Agriculture 3%

Industrial 42%

Warehouse 36%

Retail 33%

Private Services 52%

Government 63%

Education 29%

Married/Common law 47% 57%
Single (take out common law) 34% 28%
Widowed/divorced/separated 18% 15%
English 80% 69%
French 2% 2%
Non-official Languages 17% 29%

BEE Percentage Store Average
Square Footage|Square Footage Count Store Size

GAFO (General Merchandise, Apparel and Accessories, Furniture and Other Sales)

Furniture and Home Furnishings Stores 345,550 3.5% 121 2,856
Electronics and Appliance Stores 111.050 1.1% 47 2,363
Clothing and Clothing Accessories Stores 1,307,200 13.1% 368 3,552
Sporting Goods, Hobby, Book and Music Store 380,550 3.8% 121 3,145
General Merchandise Stores and Dollar Stores 754,950 7.6% 62,913

Total GAFO 2,899,300 29.1% m 4,334

Home Improvement, Building Material and Garden Equipment 282,200 2.8% 14,853

Mlscellaneous Stores 377,450 3.8% 1,756
m-m-

Food SerVIces

Food Services and Restaurants 1,802,550 18.1% 1,061 1,699

Bar and Night (Iub 228,850 2.3% 4,015
-!II-

Convenlence Retail

Food and Beverage Stores 632,500 6.4% 270 2,343

Liquor Stores 154,150 1.5% 79 1,951

Health and Personal Care Stores 293,300 2.9% 2,328
_

Personal SerVIces

Hair and Beauty Services 432,350 4.3% 360 1,201

Personal Household Services 66,550 0.7%
-E-

Financial And LE L
Financial and Insurance Services 265,350 2.7% 76 3,491
Postal, Courier, Telecom, and Cable Services 46,600 0.5%

Total Financial And Telecom 311,950 _ 2 456
Professional And Other SerVIces

Business Services 264,950 2.7% 149 1,778

Health Services 513,800 5.2% 283 1,816

Recreation Services 467,300 4.7% 82 5,699

Other Services 654,150 6.6% 307 2,131
-EI-

Vacant 569 150 5. 7% 2 587
m

Automotive 330 750 3,635

Gas Stations 22,500 900
———
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Appendices

V¥ Map 4:  Northwest Retail Sector
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Key Socio-Economic Facts

= Significant Population and Low Population
Growth, Stable Neighbourhoods.
= High Proportion Older Married Families with
Younger and Older Children.
= Predominantly Higher Household Income.
u

Low Employment except for Education Related
(University of Calgary).

=

Retail Features

25

sq. ft. per capita

High retail merchandise specializing
in clothing and accessories and
general merchandise.

£211%

Low food services.

®s51%

1.2m*

sq. ft. soft proposed retail

24

sq. ft per capita 2024

Vacancy

1%

*Updated July 2016, City of Calgary



WV Table 2:  Northwest Retail Sector — Details

Retail Percentage Store Average
Square Footage Square Footage Count Store Size

GAFO (General Merchandise, Apparel and Accessories, Furniture and Other Sales)

Furniture and Home Furnishings Stores 268,100 6.2% 29 9,245

Electronics and Appliance Stores 107,750 2.5% 16 6,734

Clothing and Clothing Accessories Stores 492,950 11.3% 132 3,734

Sporting Goods, Hobby, Book and Music Store 194,450 4.5% 37 5,255

General Merchandise Stores and Dollar Stores 724,150 16.6% 65,832
_

Home Improvement, Building Material and Garden Equipment 291 800 6.7% 29 180

Mlscellaneous Stores 119,000 2.7% 2,532
_

Food Serwces

Food Services and Restaurants 403,750 9.3% 244 1,655

Bar and Night Club 66,300 1.5% 4,736
-}3-

Convenlence Retail

Food and Beverage Stores 663,100 15.2% 75 8,841

Liquor Stores 84,550 1.9% 25 3,382

Health and Personal Care Stores 188,450 43% 4,010
_

Personal Serwces

Hair and Beauty Services 131,700 3.0% 109 1 208

Personal Household Services 19,500 0.4%
-EE_-_

Financial and Insurance Services 91,450 2.1% 24 3,810

Postal, Courler, Telecom, and Cable Services 19,900 0.5%
2.6% _

Business Services 64,100 1.5% 37 1,732

Health Services 158,350 3.6% 87 1,820

Recreation Services 132,250 3.0% 20 6,613

Other Serwces 89,900 2.1% 1,729
__
-mm-

Vacant 45,700 1.0% 1, 693

Automotive 54 450 2 017

Gas Stations 16,700 18 928

TOTALALL | 4,428,350 | | |
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Appendices

V¥ Map 5:  North Retail Sector

Key Socio-Economic Facts
-@ m  Sizeable Population and High Population Growth.
= Young Families with Young Children.
= High Proportion Married Families with Young children.
= Mid to High Household Income.

= Low Employment.

.E Retail Features

Z O sq. ft. per capita

1.47m*

sq. ft. of proposed retail
F ~ 4 0 0/ Significant Retail
7A1 O Merchandise

&11%  Growing

residential area

Low food services.

Vacancy
sq. ftp?rcapé 2024 2 %

Retail geared to growing families.

*Updated July 2016, City of Calgary
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V¥ Table 3: North Retail Sector — Details

Retail Percentage Store Average
Square Footage Square Footage Count Store Size

GAFO (General Merchandise, Apparel and Accessories, Furniture and Other Sales)

Furniture and Home Furnishings Stores 81,200 3.0% 12 6,767
Electronics and Appliance Stores 55,500 2.0% 6 9,250
Clothing and Clothing Accessories Stores 156,350 5.7% 22 7,107
Sporting Goods, Hobby, Book and Music Store 107,150 3.9% 1 9,741
General Merchandise Stores and Dollar Stores 425,250 15.6% 38,659
_
Home Improvement, Building Material and Garden Equipment 244 550 9. 0% 34 936
Mlscellaneous Stores 71,150 2.6% 3,953
| Total Retail Merchandise | 14050 | 41.8% _

Food Services

Food Services and Restaurants 239,850 8.8% 131 1,831

Bar and Night Club 47,300 1.7% 4,300
_

Convenlence Retail

Food and Beverage Stores 506,550 18.6% 45 11,257

Liquor Stores 73,250 2.7% 22 3,330

Health and Personal Care Stores 117,200 43% 6,168
__

Personal Serwces

Hair and Beauty Services 63,450 23% 54 1,175

Personal Household Services 18,400 0.7% 1,227
n—-m_

Financial and Insurance Services 108,650 4.0% 28 3,880

Postal, Courler, Telecom, and Cable Services 11,600 0.4% 1,055
-EEE-_-E_

Business Services 13,150 0.5% 10 1,315

Health Services 132,150 4.8% 70 1,888

Recreation Services 75,900 2.8% 14 4,421

Other Serwces 131,100 4.8% 3,450
__
_

Vacant 49 100 1 8% 1 964
-E-

Automoti