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AGENDA

1. Introductions, what business do you operate?
2. Goal of the info session
3. Review some highlights of the report and other surveys undertaken in 2010

4. Provide copies of Trends 2010 Market Research Report.
http://www.downtownwinnipegbiz.com/resource/file/DBIZ Trends 2010.pdf

5. Talk about where our downtown is headed from a development perspective
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Goal

To arm you with specific Information on
who your market Is, and what they are
buying, not buying and what they
would like to buy.
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Information Based on:

1. Series of intercept and web based public surveys of Residents /
Officer Workers / Others Downtown. Good sample sizes — 1000
/1600 people, across the downtown.

2. Traffic Market Analysis

Reports found on BIZ Web Page — Trends Market Research and Other
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DOWNTOWN WINNIPEG MARKET RESEARCH

Why do you love operating your
business
downtown?
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Why local retailers love downtown

A strong sense of community amongst local businesses

 Central location makes downtown a transit hub, bringing thousands downtown
* More than 72,000 office workers create density during business hours

A bustling entertainment crowd keeps the population thriving in the evening

» Safe and secure weather protected walkways offer convenience

« Downtown projects a strong worldwide brand and socio-economic image
 Positive momentum keeps flowing with both public and private investments
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Do you know who your Market is?
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Who Comprises the Downtown Market Place?

1. Residents, in and around downtown
2. Office workers and employees

3. Students

4. Tourists

5. Suburbanites
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Why people come downtown

Percent of Winnipeggers visit the downtown at
least once or more per Month (Probe Research).

2003 58 per cent
2009 74 per cent

Who comes downtown? Surveys show Winnipeggers love their
downtown and visit downtown to work, live, learn and play.

Top Reasons Why People Come

Working 25
Shopping 24
Entertainment 15
Business 11

Medical / Dental 14
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Residents — w 8
16,000 now live downtown 4 I 5 ) O O
Majority are renters > 85 percent
Low average family Income <$30,000
Low disposable income

e, ,' ost9 O O

with almost 400 underwayl!

50,000 residents around the downtown (inner city)
Majority are renters

Low average family Income <$30,000

Low disposable income

Growing and ever visible immigration population

downtown residents

new residential units since 2005
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Residents

Top Products Bought Downtown

115,800

Groceries 68% _ .

Dru 4% [ P downtown residents

Clothes 54% = T O O
oes 30% e oSt

new residential units since 2005
with almost 400 underwayl!

Top Services Bought Downtown

Banks 80%
Postal Services 58%
Hair 35%

Medical 30%
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Residents

Top Products NOT Bought Downtown

<10 urveyed
rnishings

Flowers / Plants
Fabric

Hobby Items
lecommunications

To

urch
Chiropractic Care
Printers
Physiotherapists
Framing

OT Bought Downtown

Opportunities

1.

Stronger Marketing and
Customer Service of
Existing Businesses

Business Expansion

New Business
Opportunities
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DOWN

Residents

Top Products Bought Outside of the
Downtown

>50 per cent Surveyed
Groceries
Clothes

> 30 per cent Surveyed
Shoes
Electronics

Opportunities

1.

Stronger Marketing and
Customer Service of
Existing Businesses

Business Expansion

. New Business

Opportunities
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Residents

Downtown residents were most willing
(66%) to consider buying products if they were avai lable
downtown
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Downtown Workers / Employees

Who are downtown workers?

«35% are under 35 years old

*65% are 35 to 65 years old

*72% earn more than $50,000 per year

*73% have graduated from college or
university

*65% have more than 30 minutes for lunch
*More than 50% shop multiple times per week

over /2,000 downtown workers in Winnipeg






Downtown Workers / Employees

What downtown workers spend money on




Downtown Workers / Employees

What downtown workers DON'T spend money on

>50 per cent
Groceries
Clothes

>30 per cent
Shoes
Electronics

Only 23 % of those living in
the suburbs working
downtown would buy
products if they were
available downtown

Consideration

5 minute rule

 They shop where they
live

» Selection



Students

1. U of W students spend over $9
million annually on goods and
services.

2. Spend 70 per cent of their
disposable income downtown

3. Food is their biggest expenditure

4. Very little spend on other products
and services

over 40,000 students learning downtown



General Trends and Survey Information on
Those that Come Downtown

* More than 24 million shoppers visit downtown retailers
every year

 13.5 million people visit downtown arts and entertainment
venues every year



Downtown Is the place to Play

Why do people come downtown?
Percentage of downtown visitors who
attended the following activities or

venues at least once in the past year:

The Forks 96% _
Sporting event 93% Big Events |

MTS Centre 8204 Manitoba Homecoming 2010
Live theatre performance 73% C.anadian C}oun;ry Music Awards
Live music/dance performance 64% Tim Horton's Brier

Movie 48% Junos

Winnipeg Art Gallery 44%, Grey Cup

over 9 Million people attend downtown attractions each year
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Well over half of respondents indicated
they would recommend downtown dining

and entertainment services to their friends
and family, while only *8% would

recommend shopping. ** Concern



Downtown is the place to Dine



Downtown is the place to Dine



Downtown is the place to Dine

What types of restaurants
visitors frequent most:
Cafes/Coffee Shops/Cafeterias 86.1%

Chinese/Thai/Japanese 57.8%
Casual/Bistro 62.4%
Fine Dining 29.3%
Pub/Bar 45.2%
Opportunity

What people want more of:
Organic restaurants
Healthy restaurants
Sushi/Japanese restaurants
Ethnic restaurants
Restaurants with patios
Trendy bistros



Of those people
downtown surveyed
downtown:

Suburban office
workers do not
return downtown to
dine in the evening,
compared to other
categories



While there is significant economic activity downto wn, its
clear that Downtown is not a full retail shopping d estination

-Focus on the markets that work for the Downtown - residents,
office workers, students.

-Focus on products and services that service as many as these
existing markets as possible (cross over products).

Portage Avenue retailing which focuses on "crossover" retail
brands , that is, ones that draw across socio-economic and
cultural lines, that are accepted and patronized by the
comfortable classes yet at the same time offer merchandise that
Is appealing, prices that are accessible and an ambiance that is
welcoming to lower-income households.



While there is significant economic activity downto wn, its clear that

Downtown is not a full retail shopping destination

The stretch of Graham from Vaughn to Hargrave can play a stronger role
Showcasing Winnipeg's distinctive cultural milieu, with an assemblage of
attractive and welcoming immigrant- and minority-oriented businesses that help
to put a more positive spin on the city's ethnic diversity and offer an accessible
means for visitors (in town, for example, for the Canadian Museum of Human

Rights) to explore and experience it.



While there is significant economic activity downto wn, its
clear that Downtown is not a full retail shopping d estination

-Must excel in product display, customer service and price.

-Focus on unique products and services not found anywhere
else in the City

-Make sure you are in the right downtown location, next to your
market not greater then 5-10 minutes away walking, unless you
have the “unique”.



Downtown is not a full retail shopping destination

Continue advocating for:
*more housing — the change agent
eretail recruitment / retention strategy

*Dense re-development of old obsolete building and construction
of new, and in a focussed manner near existing retail and service
clusters.

Continued beautification of our Downtown

*Managing the Safety Issues by addressing the social challenges



General Opportunities and Growth Area

*SHED Portage Avenue also welcomes Winnipeg's first integrated "urban
entertainment centre", a high-octane mix of entertainment, dining and
retail catering to the crowds at the MTS Centre, the out-of-towners at the
Winnipeg Convention Centre, and locals looking for a "one-stop shop" for
their evening fun.






New Residential Tax Program will
stimulate up to 1600 new homes in the
downtown, 800 already In the pipe



General Opportunities and Growth Area

Red River College Developments

Paterson Global Foods Institute

» $27 million culinary institute located in the historic Union Bank Building
in the Exchange District

University of Winnipeg Campus Expansion
The University of Winnipeg is currently undergoing over $150 million in
construction and upgrades that will transform the west side of downtown.






Building

$310 Million

Size: 260,000 sq. ft.
Environmental: Silver LEED
Certified

Tower of Hope: 328 ft tall

Big impact

Annual Operating Budget:
$21.7 million

Visitors per year: 250,000*
Annual Visitor Spending: $25.7
million*

3,540 jobs from construction



Downtown: A Pedestrian Hub

Indoor Walkway System

« 2.4 kms of indoor, climate-controlled walkways

« Connects from The Bay to Portage & Main

» More than 200 shops and amenities

» Access to more than 2 million square feet of space
» Connects 3 hotels

» Connects more than 4,000 parking stalls

 Brings together over 21,000 employees

*New connection from city place to the
convention centre set to open
summer 2010.



Downtown: A Transportation Hub

*Over 35,000 public parking spots

57 routes that go downtown

«26 on Portage Avenue and 28 along Graham Avenue

«36,000 people use Portage Avenue bus stops each weekday

13 different park and ride locations

«$20 million active transportation infrastructure investment in 2009



New Web Site Promoting and Archiving
Downtown News, Business and

Development Activity
nttp://winnipegdowntownplaces.blogspot.com/

Trends Market Research

http://www.downtownwinnipegbiz.com/home/business/ma rket research/

Retall Strategy

http://downtownwinnipegbiz.com/home/business/retalil strateqy/







