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\ AMALYSIS
Winnipeg| Garden City (R) Calgary| Deerfoot City (R) Laval| Centropolis/Galeries (R)
Winnipeg| Kildonan Place (R) Calgary| South Centre Mall (R) Laval| Mega-Centre Notre-Dame (F
Markham| First Markham Place (R) Winnipeg| St. Vital Shopping (R) | Calgary| Sunridge & Marlborough (| Rosemere| Fauborg Boisbriand (R)
North York| Centerpoint Mall (R) ‘ ‘ Saint-Laurent| Place Vertu (R)
Richmond Hill| Hillcrest Mall (R) |
Thornhill] CF Promenade (R)
Toronto| Fairview Mall (R)
Variable Thl 2NdTA  3rdTA  4thTA TAol1stTA TAol/2nd TAoli3rd TA TAol /éth TA
Group Variable Description (Col2) Values C\c;mpare Compare Compare oCompare T;A Compare oCompare oCompare
alues  Values  Values (% Change) (% change) (% change) (% change)
(Col) (CoB)  (Col4)  (Col5) (Colé)  (Col?)  (Col®)  (Col9) (Col0)
1. Raw 1|Geo Advantage Sub-Region 28.1k 336k 212k 29.2k -15.6 -16.3 +32.3 -3.9
;La:e A€ st Adjacent SubRegion 620k 851k 1141k 695k | 414 | 272 | 457 -108
3)2nd Adjacent Sub-Region ~ 36.7k 497k 782k 206k -157 = -26.1 -:
2.TotPop  4]2019 Tot Pop 1267k 168.3k 2136k 119.3k = -30.6  -247 6.2
3.Demo 11|2019 Med Age 43.0yr 396yr 38.7yr 426yr -0.1 +8.6 +11.0 1.0
graphics 1512024 Tot Pop 104.9% 106.0% 111.3% 1050%  -3.1 -1.0 5.8 0.1
13[2029 Tot Pop 109.8% 112.2% 123.7% 1100%  -6.1 2.1 -11.2 0.2
14|Age 0-19 16.9% 243% 250% 232% -153 = -30.7 -326 274
15|Age 20-39 312% 269% 272% 240% +174  +162  +149 | 300
16|Age 40-59 268% 263% 286% 280% 5.2 +1.6 6.4 4.3
17|Age 60+ 246% 212% 175% 237% +26  +159 = +40.6 3.6
4.Day 1912019 Tot Day Pop 1413k 1455k 2024k 1420k 379 29 302 05
Population 5915019 Day Pop Home 488% 584% 538% 459% +7.3  -164 94 6.4
2112019 Day Pop Home 0-14  9.9% 21.1% 202% 150% -163 [ 528 | 509 | -33.8
2212020 Day Pop Home 1564  3.9%  2.7% 33% 29%  +57 | +440 +176 328
232021 Day Pop Home 65+  16.5% 17.3% 119% 147% +184  -50 [ 4383 118
2412019 Tot Day PopWork ~ 51.2% 416% 462% 542%  -6.1 +229  +10.9 55
5lncome 252019 Avg HH income $100k $101k $140k $101k  -14.2 1.1 -28.2 0.3
26[2024 Avg HH income $112k $121k $167k $115k  -13.8 7.9 -33.1 2.7
27]2029 Avg HH income $127k $146k $203k $133k -134  -136 - 4.9
6.Labour  29|2019 Labour Force 512% 558% 56.4% 552% -1.3 -8.2 -9.3 -7.2
302019 Unemploy Rate 86% 126% 145% 11.9% +113  -320 - -27.6
7.Total HH  31]2019 Tot HH Owned 609% 724% 764% 638% -131  -16.0  -20.3 4.6
32]2019 Tot HH Rented 391% 276% 236% 362%  +30.7 | +421 | %657 82
33/2019 Tot HHs 520k 628k 724k 464k = -224 172 = -282 12.1
8.Education 40[2019 No cert, dip, degree 86 % 149% 14.0% 15.0% -17.7
412019 App, trades, diploma 2.7 %  5.9% 62% 116% 7.6 | 553 | 574
42]2019 College, diploma 149% 173% 176% 182%  -65 143  -155  -186
43|2019 Univ Bach degree+ 434 % 185% 193% 19.1% @ +20.0
9.Shelter  44|Average Home Value $1051k $351k $501k $427k 2.0
45|Avg Rent Paid $5258 $2486  $3014 $3626 | +38.0 [AAEN 745
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1. Complexity and Double Countin Figure 1: Toronto ICSC Radii Trade Area
The problem with conventional trade area
defintions is that they can't explain and
quantify the complex nature of mobile
consumer purchases across multiple trade
areas. Figure 1 shows the overlapping radii
trade areas that are necessary to account for
consumer purchase behavior. This creates a
double counting problem, which in turn, makes
it virtually impossible to accurately calculate
useful and comparable trade area metrics.

Shopping Centre Buffers
3 Super-Regional 15 km Buffers
&) Regional 10 km Buffers

E Community 5 km Buffers
] Neighbourhood 2.5 km Buffer

2. Accuracy: Trade Area Size & Shape
The second problem is that the size and shape

of the trade area assumptions largely
determine the final solution. Figure 2 compares | Figure 2: Consumer Spend by Greater Toronto Trade Areas
the consumer spend by trade area between Modeled &
the Exceed model (green points) and radii Ranked
sized by the ICSC (blue points). In Figure 3,
the green points represent the model results,
and the blue points represent modeled results
plus 1 city block. These graphics reveals how
important trade area definition is to the overall
analytical solution.

1 1csc Radius

Consumer Spend

3. Why it Works

3.1 Explains complex consumer behavior:
Layers allow the model to quantify the complex
nature of consumer purchase behavior from
multiple stores and shopping centre
destinations. Each layer represents the
consumer decision to shop at a specific class
of shopping centre (defined by ICSC). See e 0 B Mocelsd s O ?‘&fﬁ'&igk
Figure 4.

3.2 It's Accurate: The model imposes
accuracy with a system approach that
completes supply & demand by individual trade
area while accounting for surpluses and
leakages. The combined intersect between
layers creates sub-regions representing an
equation of consumer shopping choices
(Figure 5). The equation can now be calibrated
and effectively allows for accurate
measurement and comparison of all
opportunities across Canada, without double
counting. Figure 4: Layered Consumer Shopping Decision Equation

3.3 Adaptable: The number of layers in the
model is flexible. It means that new layers can Total Consumer Purchases e sse o
be inserted to include unique retailers like \_—f
Costco and Outlet Malls.

3.4 Big Data: Our partnership with_Manifold
Data Mining gives us access to consumer

Consumer Spend

Individual Canadian Retail Trade Areas
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demand data to populate our trade areas: ::E;:::L . e sas e
Geo-demographic, household spending, B
consumer product and media usage, Community —

consumer purchase behavior, shopping Purchases Intersection of Layers =
patterns, psycho-graphic and lifestyle cluster Shopping Decision Equation
data all created at the 6-digit postal code level. :':rif::;‘;’h“d N-1674 + R-118 + SR-173




