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1.0
INTRODUCTION

The firm of Malone Given Parsons Ltd. (MGP) and market consultant Jeryl
Jaque were retained in the latter part of February, 2001 by First Pro Shopping
Centres to undertake a market study in the Town of Huntsville and its
surrounding market area.

The consultants were asked to carry out research and analysis and assess the
market support for a commercial development proposed by First Pro in
Huntsville and evaluate the potential impact of that project on the Town’s
established commercial structure.  It was requested that the results of this
research, analysis and evaluation process be documented in a report for
submission to the Town’s staff and Council.

First Pro Shopping Centres plans to construct a “new format” retail centre on a
site situated in the northwestern part of the Town’s urban area at the intersection
of Highway 11 and Highway 60.

The proposal contemplates the construction of a Wal-Mart department store and
a relocated and expanded Your Independent Grocer store together with limited
amounts of additional commercial space on a site parcel of approximately 27
acres. 

First Pro Shopping Centres is one of the most active commercial development
organizations in Canada.  It has developed and operates new format shopping
centres in communities throughout the Province of Ontario and has the expertise
and experience required to carry out a development project of this nature.

Malone Given Parsons Ltd. (MGP) is a Markham, Ontario based consulting firm
specializing in urban planning and retail market related matters. Consultant Jeryl
Jaque has engaged since 1972 in a consulting practice specializing in retail
market analysis, the evaluation of demand and support for retail development
and the evaluation of the competitive effects and positive and negative impacts
of such development on community commercial structures and community
economies.

While work on this market study was in its initial stages MGP consultants were
advised that the Town had engaged a team of legal and consulting experts to
provide assistance with technical aspects of the approvals process for the First
Pro Shopping Centres application and an expansion proposal being submitted by
the Huntsville Mall.  At a meeting at the offices of the Town’s legal counsel
Steven Zakem on June 21, 2001, Scott Morgan, the market consultant engaged
to conduct Peer Reviews of market studies submitted to the Town, proposed that
the MGP consultants and Huntsville Mall consultants, Kircher Research
Associates (KRA), conduct field research work such as inventories and surveys
on a co-operative basis.  It was agreed that the consultants would do so and
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would share and exchange information regarding basic market factors.

Some of the field research, survey results and basic market factors employed in
this particular report, therefore, may have been adapted from materials or
information produced by or in conjunction with Kircher Research Associates.
Where necessary, minor departures from MGP definitions and methodology
have been accepted in accordance with the co-operative approach that has been
followed.

It should be noted that, while the authors of this report are aware that a
Huntsville Mall expansion proposal is under discussion, there has been
insufficient information available regarding a concept plan and tenant mix
details for that project to incorporate it as a prospective development in this
study.  MGP is aware that KRA is in the process of conducting a market study
for the Huntsville Mall and expects to be in a better position to evaluate that
prospective project when their market study becomes available.

Another potential project which is in the process of being designed and
formalized is a planned expansion of the Huntsville Canadian Tire store at its
present location at King William Street East.  A preliminary look at site concept
information suggests that the proposed store improvements will not result in
substantial increases in retail space.  More details will be forthcoming when this
proposal is brought forward for municipal approvals.

The MGP market study documented in this report utilizes the best data currently
available and addresses all subjects and issues which have been anticipated by
the consultants.  The peer review process in which the Town’s consultant will
evaluate the contents and findings of this report is, however, somewhat of an
interactive process.  New information may also be forthcoming with respect to
the Huntsville Mall expansion proposal.  If required, MGP consultants will
provide and discuss supplementary information and calculations, address new
issues or elaborate on subjects in this report.

The next report section comments briefly on the Town of Huntsville in a general
context. 
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2.0
OVERVIEW

The Town of Huntsville is a municipality situated in Ontario’s Muskoka
District whose primary urban area serves as a commercial and business centre
for a surrounding region encompassing the northern part of the District of
Muskoka and adjoining areas in the District of Parry Sound and Haliburton
County.

The municipality itself is comprised of a large rural area within which the main
Huntsville urban area and several small urban communities (Port Sidney,
Utterson, Melissa) are situated.  The Town’s current population is in the order
of about 18,600 with residential development and population increases
anticipated over both the short and longer term planning periods (see map
opposite).

Huntsville is the largest community and centre of commerce between the Town
of Orillia (south), the City of North Bay (north) and Parry Sound (west).  The
Town’s strategic central positioning along Highway 11, the most important
highway route linking northern and southern Ontario contributes to its
importance as a regional centre.

Another important characteristic which has and will continue to influence the
Town’s nature, it’s economy and its role as a service centre, is its central
positioning in the midst of an area of such natural beauty that it has become a
seasonal home for a large population in addition to permanent residents.
Huntsville and it’s vicinity are also a destination or travel stop for hundreds of
thousands of tourists and recreational visitors every year.

The map below illustrates the Town’s positioning in southern Ontario and the
substantial populations located within relatively modest  distances (shown by
millions within 50, 100, 150 and 200 kilometres based on 1996 census data)
conducive to summer and winter seasonal dwellings and recreational activity.
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Huntsville: Regional Context within Ontario



Category

Node 1: 
Historic 

Downtown 
Huntsville 

CBD

Subtotal Nodes 
1 & 2: 

Downtown 
Huntsville

Node 7: Main 
Street west of 

Downtown
Node 8: Other 

Huntsville

Subtotal 
Primary Study 

Area: 
Huntsville

Secondary 
Study Area

TOTAL 
STUDY AREA

Node 2: Other 
Downtown 
Huntsville / 

CBD Special

Supermarket 0 19,800 35,000 0 0 0 88,200 27,700 115,900
Other Food 11,500 5,400 0 3,000 0 0 20,500 10,600 31,100
FSTM 11,500 25,200 35,000 3,000 0 0 108,700 38,300 147,000
Department Store 0 0 88,100 0 0 0 88,100 0 88,100
General Merchandise 7,800 16,100 1,800 0 0 0 25,700 20,600 46,300
Pharmacy 27,400 0 6,500 10,400 0 0 44,300 2,800 47,100
Apparel & Accessory 24,800 8,000 13,600 0 0 0 46,400 3,800 50,200
Furniture, Furnishings & Appliance 27,400 16,900 0 1,400 0 6,400 52,100 16,600 68,700
Semi & Other Durables* 82,600 39,900 16,800 0 0 5,200 144,500 44,800 189,300
HAAS/TBA 1,800 12,700 0 0 0 0 67,000 0 67,000
DSTM 171,800 93,600 126,800 11,800 0 11,600 468,100 88,600 556,700
Other Retail 0 14,800 0 0 0 0 14,800 0 14,800
Second-Hand 5,400 5,400 0 0 0 0 10,800 0 10,800
Building Supply 4,600 0 0 2,700 0 40,000 47,300 6,000 53,300
Service & Office 70,000 95,300 7,900 14,300 11,000 0 215,000 0 215,000
Restaurant & Entertainment 53,800 51,400 4,800 15,700 17,300 8,400 151,400 0

0 0 0 43,000

132,900

151,400
0

1,192,000

43,000

TOTAL 341,800 304,000 174,500 47,500 28,300

0

60,000 1,059,100

Node 7: Main 
Street west of 

Downtown
Node 8: Other 

Huntsville

Subtotal 
Primary Study 

Area: 
Huntsville

Huntsville Retail/Commercial Inventory

Sorted by: Malone Given Parsons Ltd.

Huntsville Retail/Commercial Inventory
Summary by Category and Commercial Node

Node 1: 
Historic 

Downtown 
Huntsville 

CBD

Node 2: Other 
Downtown 
Huntsville / 

CBD Special

Node 3: 
Huntsville Place 

Mall
Node 5: 

Highway 60
Secondary 
Study Area

TOTAL 
STUDY AREA

Supermarket 0.0% 6.5% 20.1% 0.0% 0.0% 0.0% 8.3% 20.8% 9.7%
Other Food 3.4% 1.8% 0.0% 6.3% 0.0% 0.0% 1.9% 8.0% 2.6%
FSTM 3.4% 8.3% 20.1% 6.3% 0.0% 0.0% 10.3% 28.8% 12.3%
Department Store 0.0% 0.0% 50.5% 0.0% 0.0% 0.0% 8.3% 0.0% 7.4%
General Merchandise 2.3% 5.3% 1.0% 0.0% 0.0% 0.0% 2.4% 15.5% 3.9%
Pharmacy 8.0% 0.0% 3.7% 21.9% 0.0% 0.0% 4.2% 2.1% 4.0%
Apparel & Accessory 7.3% 2.6% 7.8% 0.0% 0.0% 0.0% 4.4% 2.9% 4.2%
Furniture, Furnishings & Appliance 8.0% 5.6% 0.0% 2.9% 0.0% 10.7% 4.9% 12.5% 5.8%
Semi & Other Durables* 24.2% 13.1% 9.6% 0.0% 0.0% 8.7% 13.6% 33.7% 15.9%
HAAS/TBA 0.5% 4.2% 0.0% n/a 0.0% 0.0% 6.3% 0.0% 5.6%
DSTM 50.3% 30.8% 72.7% 24.8% 0.0% 19.3% 44.2% 66.7% 46.7%
Other Retail 0.0% 4.9% 0.0% 0.0% 0.0% 0.0% 1.4% 0.0% 1.2%
Second-Hand 1.6% 1.8% 0.0% 0.0% 0.0% 0.0% 1.0% 0.0% 0.9%
Building Supply 1.3% 0.0% 0.0% 5.7% 0.0% 66.7% 4.5% 4.5% 4.5%
Service & Office 20.5% 31.3% 4.5% 30.1% 38.9% 0.0% 20.3% 0.0% 18.0%
Restaurant & Entertainment 15.7% 16.9% 2.8% 33.1% 61.1% 14.0% 14.3% 0.0% 12.7%
Vacant 7.2% 6.0% 0.0% 0.0% 0.0% 0.0% 4.1% 0.0% 3.6%
TOTAL 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%
*  Semi & Other durables includes the following categories:  Semi-durables, Other durables, Other DSTM and Computer & Office Supply.
Source: Town of Huntsville Consultant Corey Doyle, August-September 2001.

100.0% 100.0%100.0%

Sorted by: Malone Given Parsons Ltd.

Huntsville Retail/Commercial Inventory
Distribution of DSTM/FSTM Space by Category

Category

Node 1: 
Historic 

Downtown 
Huntsville 

CBD

Node 2: Other 
Downtown 
Huntsville / 

CBD Special

Node 3: 
Huntsville Place 

Mall

Subtotal Nodes 
1 & 2: 

Downtown 
Huntsville

Node 5: 
Highway 60

Node 7: Main 
Street west of 

Downtown
Node 8: Other 

Huntsville

Subtotal 
Primary Study 

Area: 
Huntsville

Node 6: 
Highway 3

Secondary 
Study Area

TOTAL 
STUDY AREA

Supermarket 0.0% 78.6% 100.0% 0.0% n/a n/a 81.1% 72.3% 78.8%
Other Food 100.0% 21.4% 0.0% 100.0% n/a n/a 18.9% 27.7% 21.2%
FSTM 100.0% 100.0% 100.0% 100.0% n/a n/a 100.0% 100.0% 100.0%
Department Store 0.0% 0.0% 69.5% 0.0% n/a 0.0% 18.8% 0.0% 15.8%
General Merchandise 4.5% 17.2% 1.4% 0.0% n/a 0.0% 5.5% 23.3% 8.3%
Pharmacy 15.9% 0.0% 5.1% 88.1% n/a 0.0% 9.5% 3.2% 8.5%
Apparel & Accessory 14.4% 8.5% 10.7% 0.0% n/a 0.0% 9.9% 4.3% 9.0%
Furniture, Furnishings & Appliance 15.9% 18.1% 0.0% 11.9% n/a 55.2% 11.1% 18.7% 12.3%
Semi & Other Durables* 48.1% 42.6% 13.2% 0.0% n/a 44.8% 30.9% 50.6% 34.0%
HAAS/TBA 1.0% 13.6% 0.0% n/a n/a 0.0% 14.3%

100.0%100.0%
0.0% 12.0%

100.0% n/a 100.0% 100.0%

Sorted by: Malone Given Parsons Ltd.

*  Semi & Other durables includes the following categories:  Semi-durables, Other durables, Other DSTM and Computer & Office Supply.
Source: Town of Huntsville Consultant Corey Doyle, August-September 2001.

100.0%DSTM 100.0% 100.0% 100.0%

33,400
0

33,400
0
0
0
0
0
0

50,500
50,500

0
0
0
0
0

83,900

Node 6: 
Highway 3

0

Node 3: 
Huntsville Place 

Mall
Node 5: 

Highway 60

Node 4: 
Robinson's / 

Canadian Tire

0
2,000

600

0
0
0

0
0

600

2,000
0
0
0

16,500

0
0

19,100

Node 4: 
Robinson's / 

Canadian Tire

39.8%

Node 6: 
Highway 3

0.0%

Distribution of Retail/Commercial Space by Category

Category

0.0%
60.2%

0.0%

0.0%
0.0%
0.0%

0.0%
0.0%

39.8%

60.2%
0.0%
0.0%
0.0%
0.0%

0.0%
0.0%

0.0%
10.5%

3.1%

0.0%
0.0%
0.0%

0.0%
0.0%

3.1%

10.5%
0.0%
0.0%
0.0%

86.4%

0.0%
0.0%

Node 4: 
Robinson's / 

Canadian Tire

100.0%
0.0%

0.0%
0.0%

100.0%

100.0%
0.0%
0.0%
0.0%
0.0%

0.0%
100.0%
100.0%

0.0%
0.0%
0.0%
0.0%
0.0%
0.0%

100.0%
100.0%

19,800
16,900
36,700

0
23,900
27,400
32,800
44,300

122,500
14,500

265,400
14,800
10,800
4,600

165,300
105,200
43,000

645,800

Subtotal Nodes 
1 & 2: 

Downtown 
Huntsville

*  Semi & Other durables includes the following categories:  Semi-durables, Other durables, Other DSTM and Computer & Office Supply.
Source: Town of Huntsville Consultant Corey Doyle, August-September 2001.

Vacant 24,700 18,300 0

3.1%
2.6%
5.7%
0.0%
3.7%
4.2%
5.1%
6.9%

19.0%
2.2%

1.7%

41.1%
2.3%

0.7%
25.6%
16.3%
6.7%

54.0%
46.0%

100.0%
0.0%
9.0%

10.3%
12.4%
16.7%
46.2%
5.5%

100.0%


