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Preface
Fowler Bauld & Mitchell Ltd. (“FBM”) in partnership
with Key Planning Strategies (“Key Planning”) were
commissioned by the City of Wetaskiwin to provide a
Business Mix Analysis for the City.
The study was carried out over the period of September
to January 2021.
The objectives of this study is to thoroughly document
Wetaskiwin’s current retail and commercial inventory.
The next step estimates the realistic Primary Retail and
Commercial Trade Area for which Wetaskiwin serves
and the retail expenditure profile across various retail
categories/store types as an indication of retail inflow/
outflow and opportunities therein that Wetaskiwin could
potentially pursue. The end result is to fill gaps and
bolster the local retail market by retaining or attracting
greater market share of resident and visitor spending in
the community.
Retail spending (i.e. demand), Wetaskiwin’s retail
inventory, and its corresponding productivity (i.e. supply)
was estimated to identify gaps in Wetaskiwin’s current
provision of shops and services over the next decade.
This document is intended to assist Wetaskiwin in
promoting the community, working with developers and
investors, as well as attracting new retail or business
opportunities. It further aims to retain existing retailers
as part of a wider Economic Development Strategy for
business retention and attraction.
Reference material for this report was obtained
from, but not limited to: Statistics Canada, Alberta
Transportation, Manifold Data Mining Inc, Commercial
Real Estate/Property Management Firms, International
Council of Shopping Centers, and FBM.
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FBM does not warrant that any estimates contained
within the study will be achieved over the identified
time horizons, but that they have been prepared
conscientiously and objectively on the basis of
information obtained during the course of this study.
Also, any tenant references made in the report are for
illustrative purposes only and should not be taken as
guarantees that they will locate in Wetaskiwin but rather
that they could represent compatible “target” category
types to pursue either for local businesses or external
regional businesses over the next decade.
This study is fully cognizant of the impact that the
COVID-19 pandemic has had on the Albertan retail
industry over the past 9 months. Where possible in this
study, recommendations have taken the pandemic into
account. However, retail spending figures are utilizing a
baseline for data of year-end 2019 and forecasts to 2024
and 2029. Because forecasts are relatively conservative
to start with, they haven not applied a retail sensitivity
since expectations are that as vaccinations take place in
2021 that the retail industry and consumer spending will
return to normal levels of household spending.
This analysis was conducted by FBM and Key Planning
as an objective and independent party, and is not an
agent of the City. As is customary in an assignment of
this type, neither our name nor the material submitted
may be included in a prospectus, or part of any printed
material, or used in offerings or representations in
connection with the sale of securities or participation
interest to the public, without the expressed permission
of the City of Wetaskiwin or FBM.
FBM & Key Planning Strategies
2021
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Executive Summary
The market analysis research and analysis revealed
the following key findings pertaining to Wetaskiwin’s
commercial and retail business mix along with
opportunities and challenges therein.

KEY FINDINGS
Trade Area
• Trade Area population as of 2019 year end was an
estimated 45,235 which includes 11,761 residents
of Aboriginal origin.
• Trade Area population is forecast to approach 50,000
(49,212) by 2024 and grow to almost 54,000
(53,622) by 2029 representing a 10-year growth of
8,387 residents.
• Average Household Income of Wetaskiwin’s Trade
Area estimated to grow from it’s present day
estimate of $100,830 per household to $115,959 by
2024 and $137,475 by 2029.
• Compared to the Provincial average, Wetaskiwin’s
Trade Area household income has a much
lower share of residents earning over $100,000.
The dominant household income segment in
Wetaskiwin’s Trade Area is in the $25,000 to
$50,000 range.
• Trade Area average age is estimated at 39.3 years,
which is slightly younger than the City’s average age
is estimated at 41.7 years.
• Compared to the Provincial average, Wetaskiwin’s
Trade Area and City has a higher proportion of
residents aged 65 and over and lower proportion
in the influential and family formative stages 25-49
years.

• Total Retail Trade Area spending is estimated
at $613.1 million as of year end 2019 and
in conjunction with population growth and
conservative household income growth, spending
is forecast to grow to $655.2 million by 2024 and
$699.6 million by 2029.
Wetaskiwin’s Trade Area profile overall is indicative of an
older demographic around which the health care sector,
personal services and conveniences are high priorities.
The household incomes and spending profile further
suggest a market compatible with value-priced
merchandise offering, around which brands or tenants
like Bulk Barn, Real Canadian Superstore, Value Village
would be prime targets.
A focus for the City should also be towards attracting
younger families seeking compatibility with a small town
remote working opportunity with a strong provision of
local and independent shops and a downtown culture.

Business Mix Inventory
• The City of Wetaskiwin has a total commercial
floorspace of approximately 1.31 million sf. This
figure includes not just retail, but professional and
medical services that occupy streetfront uses in the
City’s various nodes identified as Downtown, Auto
Mile, Regional and Southeast Industrial.
• When factoring only retail shops and services and
food and beverage businesses, the total floorspace
is estimated to be just under 799,401 sf.
• Wetaskiwin’s Top 5 retail-specific categories
(excluding professional or office-related services) in
terms of overall occupied floor space are:

• Trade Area total aggregate household spending,
including spending on Health Care/Medical Services
and Automotive) is estimated at $582.4 million (as
of year end 2019).

1. General Merchandise		

239,650 sf

2. Auto/RV/Motorsports Dealers

160,400 sf

• Wetaskiwin also benefits from some miscellaneous
inflow, which is estimated to be in the range of
5.3% of the total Trade Area spending resulting in
an additional $30.7 million in retail specific spending.
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3. Home Improvement & Gardening

89,900 sf

4. Grocery & Specialty Foods

87,585 sf

5. Full Service F&B			

67,750 sf

• The current citywide vacancy sits at 10.1%, or almost
135,000 sf. As with inventory, this vacancy varies
between the various nodes.
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City of Wetaskiwin’s Primary Retail Trade Area
(Source: FBM)
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Citywide Commercial Nodes in Wetaskiwin
(Source: FBM)
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• The most notable vacancies in the City including:
Former COOP Grocery (Downtown) -		
Former Auto Shop (Downtown) -				
Former Thrash n Threads (Downtown) -		
Beside Country Pharmacy (Downtown) Former AIF Distributors (Auto Mile) -		

21,500 sf
5,000 sf
5,000 sf
5,000 sf
4,250 sf

NODAL INVENTORY SUMMARIES
Downtown Wetaskiwin Node
Total Floorspace: 422,930 sf
Vacancy: 92,600 sf / 21.9%
Top Retail Category Floorspace (excl Vacant)
Professional & Financial Services - 			 59,230 sf
Medical & Wellness Services - 				 38,650 sf
Full Service Food & Beverage - 				 29,950 sf
Grocery, Convenience & Specialty Foods - 29,900 sf
Fitness & Leisure - 								28,600 sf
Auto Mile Node
Total Floorspace: 368,550 sf
Vacancy: 23,550 sf / 6.5%
Top Retail Category Floorspace (excl Vacant)
Auto/RV/Motorsports Dealerships - 		
130,200 sf
Full Service Food & Beverage - 				 32,300 sf
Home Furnishings & Decor - 					 22,000 sf
Limited Service Food & Beverage - 			 21,750 sf
Alcohol & Tobacco - 							19,400 sf
Regional Node
Total Floorspace: 461,909 sf
Vacancy: 18,477 sf / 4.0%
Top Retail Category Floorspace (excl Vacant)
General Merchandise- 						
200,900 sf
Grocery, Convenience & Specialty Foods - 46,685 sf
Auto/RV/Motorsports - 							30,200 sf
Public Service/Institutional “Non-Retail” - 29,600 sf
Professional & Financial Services - 			 27,064 sf

Market Demand
• Assuming an estimated 10-year population growth
of 8,387 residents in Trade Area and applying a
reasonable sf per capita ratio of 20, would suggest
supportable demand for approximately 167,740 sf in
the Trade Area, of which Wetaskiwin could continue
to realistically garner at least 65% resulting in a net
new demand for approximately 110,000 sf.
• Based on the City’s current inventory of
approximately 975,441 sf of occupied retail space,
the City’s retailers are only garnering a retained
market share of 35%. This market share or retention
rate suggest that 65% of Trade Area resident
spending is considered outflow and spent in
Edmonton, Leduc County, Camrose or Red Deer.
• If current market share rates are projected out over
the next 10 years at the same levels, in conjunction
with population increase and anticipated spending
increase, the resulting floorspace demand could
increase cumulatively of 184,000 sf by 2024 and
263,000 sf by 2029.
• A summary of the cumulative demand for 2024 and
2029 by broad merchandise cluster and shows that
Conveniences could support an increase of 30,407
sf, which could in essence support one smaller
grocery store perhaps closer to the hospital or new
residential areas in the future.
• A focus on broader marketing to increase overall
market share from 35% to 38% could result in
cumulative demand by 2024 of 283,000 sf and
367,000 by 2029.
Increasing market shares may yield more demand,
but this does not necessarily mean that all that new
demand must be introduced in some way. In fact, a
higher market share retention combined with stronger
marketing also could mean that existing businesses
could have stronger sales.
Wetaskiwin’s future demand for new space must be
balanced off against its current vacancies to yield a more
realistic picture of how much new space should be
planned for or accommodated in Wetaskiwin.
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Accordingly, if the optimal scenario of increased market
shares is prioritized resulting in 367,000 sf by 2029, this
figure should be reduced to reflect the combination of
vacancies estimated at 135,000 or 10% today as well as
improved retail sales productivity.
Therefore, assuming a healthy retail market should have
an estimated vacancy of 5%, it is safe to say that the
demand could be reduced by almost 70,000 sf, which
would bring forecasted demand to 297,000.
Next, it would be reasonable also to reduce this
floorspace demand by 50% so as to allow existing
businesses the opportunity to increase their market
shares and resulting productivity.
The end result would suggest that a reasonable and
feasible forecast for new demand would be in the range
of 150,000 sf of new retail space in the City. This would
allow for a balance of new demand while helping to
minimize or mitigate the impacts of new retailers, which
would occur regardless to some degree.
In parallel with the demand forecast by per capita,
the results further suggest that the most comfortable
demand for new retail space would be in the
100,000 to 150,000 sf range over the next decade
for Wetaskiwin, as supported by population growth,
demographic composition, household income and
general economic recovery/growth.
In a truly growing and burgeoning market, analysis
findings can support and justify the expansion of
retail for significant brands and formats. However, in a
market like Wetaskiwin, the local market ecosystem,
as evidenced by Downtown vacancies is essential to
maintain in terms of overall competitive balance and
harmony in the city and the region. The City should
prioritize key target categories and tenants that can
benefit from the sales inflow as well as curbing some
outflow.
Most salient among the near term tenant prospects for
Wetaskiwin are:
Business Mix Analysis for the City of Wetaskiwin
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•
•
•
•
•
•
•
•
•

Bulk Barn
Real Canadian Superstore
Value Village
Cobs Bread
M&M Meat Shops
Sally Beauty
Mary Brown’s Chicken
Cora’s
Carl’s Jr

SUPPORTING ACTION ITEMS
The following section provides a some specific
actionable tasks that could be proactively undertaken
by the City to respond to the key market findings.
These actions are intended to facilitate communication
and interaction with local businesses and external
resources for retention and attraction of businesses in
the community in areas that are most compatible and
impactful to the community.

ACT NOW
The Act Now actions pertains to those initiatives that
should commence immediately and over the next year,
some of which could be viewed as quicker and cheaper,
while others may take more time, but should have a
process that starts immediately. These could include:
• Have City legal counsel and council review and
leverage this market analysis in renegotiating the
Restrictive Covenants at Denham Landing. While
the situation may seem complex, there is one way
to simplify it and that is to demonstrate what’s in it
for them, since any Restrictive Covenant is about
dollars and cents. While it may seem that landlords
have the most to lose, the truth is, all parties will
miss out on opportunities from which all parties can
benefit. If, as shown in this study Denham Landing’s
target demographics are suitable or compatible
with tenants or categories currently excluded, it is
worth demonstrating that there will be opportunities
for cross-shopping, traffic growth, and greater
stability. It is critical to “act now” by taking proactive
measures to secure space, beginning with these
two steps:
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• Step 1: Educate the landlord on what you bring to the
table. This is what this particular study can serve
to do, but moreover depending upon the specific
tenant desired, the study could take a additional
steps to:
» Provide projected numbers, flow, and patterns;
» Show how the incremental traffic you will bring
to the center could be a boost for them;
» Detail your customer demographics (extracting
information from this study). Are they families,
singles, or both? In the higher income brackets
or mid? Mostly male or female? Age range,
education level, etc.;
» Explore opportunities for cross-promotions;
» Identify potential for cross-shopping,
incremental traffic, and revenue;
» It is essential to show what’s in it for them--the
landlord, Denham Landing and the tenants and
essentially demonstrate how a particular retailer
or business presence will benefit the bottom
line of the Restrictive Covenant holder in terms
of growth prospects, and stability.
• Step 2: Educate the landlord on shifting trends
that support the business case. Consumers are
changing the way they shop. As more consumers
go online for their needs, their expectations for
convenience have increased. This means more
combined trips and a desire for faster and closer
shopping opportunities. Identify what consumer
trends will Denham Landing and existing tenants be
able to benefit from by having other co-tenant, even
if seen as competitive to some degree. The overall
goal is to garner more market share of the existing
Trade Area spending Potential.
• As the retail landscape shifts, new challenges will
undoubtedly continue to arise. In the midst of all
of these changes and challenges, there is also
opportunity, opportunities from which all parties-non-traditional businesses, landlords, and existing
tenants can benefit. The key is to show, what’s in it
for them.
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• Introduce a moratorium on Pawn Shops and Cheque
Cashing merchants throughout the City and ensure
that any new commercial development does not
allow for a Pawn Shop.
• Work with Landlords in the Downtown to actively
promote and utilize vacant spaces. This must not
require a prospective tenant to use the full available
space, but allow for apportioned space use and
create a rent structure that is based on month-tomonth and/or percentage rent based on sales.
• The reputation of big companies and big retail has
diminished over the past years resulting in less
trust of larger brands. Small is no longer an insult.
Small can be effective and powerful. In a constantly
changing world where customers are rediscovering
small, it is logical to look at how small businesses
have succeeded at being small. Specifically, some
opportunities include:
» Micro businesses (table tops or small booths)
» A Wetaskiwin Makers Market and host
“crafternoons”
» Co-working spaces. This could also include
working with existing seasonally busy office
segments like H&R Block or Accountants to
have some of their desks made available for
local office type users.
» Indigenous working craft house and shop
• Work with the schools and other arts programs/
societies to create a window mural program for all
vacant ground level storefronts.
• Adjust conventional thinking priorities of economic
development to more Wetaskiwin specific. For
example, rather than recruiting one business that
adds 50 jobs, work towards helping 50 existing
businesses add one new job each.
• Actively promote a year round shop local culture by
creating a window sticker and community dollars
program for Downtown Businesses or other specific
local businesses outside of the Downtown. As part
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of this, create a Wetaskiwin-specific messaging
campaign of the benefits of shopping local.
• Create a strategy for converting a closed restaurant
into a short-term food pop up community kitchen
that could be rentable by the day or week or for a
potential mobile food business.

PLAN FOR SHORT TERM
Planning for the short term entails undertaking actions
over the next 2 to 5 years with the realization that some
interventions take education and time to implement.
• Establish an informal Downtown Business
Association, based on a nominal membership
fee to be used for marketing purposes, with a
view to creating a more permanent provincially
structured Business Improvement Association for
the Downtown that uses property tax as a potential
avenue for funding with the creation of a Board of
Directors.
• The City should ensure that retail growth does not
come at the expense of the Downtown’s extensive
revitalization, streetscaping, wayfinding and historic
preservations efforts to-date. Continued growth and
expansion of retail in the Regional Node could lure
some business that may result in tenants leaving
the downtown to relocate. The City should prioritize
future retail developments that respond to tenantdriven, consumer-driven and market-driven demand.
• Vacancies need to be prioritized which requires
constant “outreach & planning” through workshops
with prospective tenants, landlords and brokerage
community.
• Work at developing, not recruiting local businesses
where ideas are formulated and entrepreneurs
are sought to execute the ideas. In other words
connect the concept to those who can capitalize.
This includes creating entrepreneurial bootcamps
for Home Based Businesses as well as others with
prospective business concepts.
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• Create a database of Home-Based Businesses so
that a Home Business showcase/fair could be set
up collectively in a vacant spaces in the Downtown.
• Reintroduce a facade improvement grant program
for local independent retailers or storefronts in the
Downtown and the Automile.
• Consider removing the current parking cash-inlieu program and removing all minimum parking
requirements to stimulate development by making it
more economically feasible for local developers. Let
Developers determine how much parking they need
as they will always seek to provide sufficient parking
to make their project marketable, if needed.
• Use vacant lots to create seasonal container villages
for pop up retail opportunities.
• Create a “show-and-tell” for the brokerage
community and begin reaching out to specifically
identified or target businesses either directly or
through tenant representatives.
• Hold a tour of empty buildings to show off available
spaces in Wetaskiwin, particularly Downtown. This
will also help to identify which spaces need to be
improved for marketability.
• Create an award program for Micro businesses and
pop up retail to show their value to the community
and spur others and create a perpetual loop of
cultivating businesses.
• Create a discussion forum among restaurant
operators to see if there is interest in co-operating
restaurants where two restaurants could split the
day in the same space or building; one for breakfast
and lunch and one for dinner.
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PREPARE FOR LONG TERM
Preparing for the long term requires more strategic
thinking about the City’s future positioning in the
regional market.
• If Restrictive Covenants at Denham Landing cannot
be renegotiated, the City may wish to look at the
following two scenarios:
1. Rezone current US zoned (Urban Service and
Open Space) lands along Hwy 2A at Centennial
Drive to either C3 (Highway Commercial) or
C4 (Neighbhourhood Commercial) Zoning
which would be most logical for development
to attracting missing brands most compatible
and beneficial to Wetaskiwin and which would
otherwise have been well-suited to Denham
Landing. This could particularly be the case for
attracting a larger General Merchandiser like
Real Canadian Superstore.
2. Work with Avenue Living to facilitate a
repositioning of the Wetaskiwin Mall that
includes higher land utilization or intensification
beyond the proposed CRUs that could
accommodate additional junior box tenants like
Bulk Barn.
Look at the possibility of creating a “bureaucracy
free” zone in the Downtown temporarily to see if it
can stimulate and attract small and micro businesses.
This “bureaucracy-free” zone may mean temporarily
eliminating a business license or application fees as
these can often hold people back, particularly those who
may not otherwise look at setting up a quasi-permanent
or permanent business location or space.

Page ix

Business Mix Analysis for the City of Wetaskiwin
Executive Summary

Business Mix Analysis for the City of Wetaskiwin
Executive Summary

Page x

1.0 Introduction
1.1 SCOPE OF STUDY
Fowler Bauld & Mitchell Ltd. (“FBM”) were
commissioned by the City of Wetaskiwin
(“Wetaskiwin”) to provide a business mix analysis for
the City. The objective of this study is to thoroughly
document Wetaskiwin’s current retail and commercial
inventory, and to define the realistic Primary Trade Area
for which it serves. The end result is to fill gaps and
bolster the retail and commercial markets it serves by
retaining or attracting greater market share of resident
and visitor spending in the community and identifying
gaps.

1.2 REPORT STRUCTURE
This report contains the following sections (with
supporting Appendices):

1.0 Introduction
Introduces the study process and structure.

2.0 Location and Background Information
Lays out the important regional and local context of the
City of Wetaskiwin, in terms of geographic location,
regional access and traffic counts, including relevant
existing and forthcoming plans, studies and initiatives.

3.0 Trends
Provides an overview or retail and commercial trends
that are shaping consumer, tenant and investor
sentiment and actions.

4.0 Trade Area
Identifies and defines the City as well as its Primary
Trade Area, and documents the population and
expenditure profiles, including retail spending.

5.0 Commercial Supply
Provides a detailed documentation, tabulation and
summary of the city’s predominantly ground oriented
retail and commercial business mix. This section
also assesses the location and characteristics of
Wetaskiwin’s current nodes of retail activity (“supply”),
including developing or future planned retail sites.
Fieldwork assessments included identifying and
Page 1

documenting in detail Wetaskiwin’s retail inventory
by retailer, merchandise category and NAICS industry
classification.

6.0 Market Demand Assessment
Based on an extensive assessment of the current
“supply” and Trade Area spending, the current demand
is then estimated and measured against the market
potential.

7.0 Key Findings and Action Plan
Synthesizes gaps and opportunities for the retail and
commercial market, and identifies strategic action steps
ranging from now to short term and medium term that
could be undertaken to strengthen existing businesses,
while cultivating new businesses and investment
activity.

1.3 COVID-19
This study was undertaken during the COVID-19
pandemic State of Emergency. Due to the economic
impact that the COVID-19 crisis has had on businesses,
it is expected that forecasts in this study will need to be
tempered over the next year, while businesses recover
and slowly attract customers. Further details on the
impact of COVID-19 on Albertans and small businesses
can be found in Section 3.

1.4 STAKEHOLDER ENGAGEMENT
AND FEEDBACK
As part of this study, the FBM Team held interviews
with selected stakeholders in the community
representing real estate and businesses. These
interviews provided important context and background
understanding for some of the challenges and
opportunities that Wetaskiwin faces for commercial
business attraction and retention.

Business Mix Analysis for the City of Wetaskiwin
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2.0 Location and Context
2.1 INTRODUCTION
Location factors are an essential foundation to retail
success, and an understanding of these factors can
help create the necessary conditions for attracting
and retaining businesses in a community. This section
identifies the City of Wetaskiwin’s regional and local
characteristics as they relate to the attraction and
retention of retail and commercial businesses.

2.2 LOCAL & REGIONAL CONTEXT
The City of Wetaskiwin is located at the intersection
of Highway 13 and Highway 2A within the County of
Wetaskiwin and between the City of Edmonton and
the City of Red Deer. As a predominantly rural area
located in central Alberta, the County of Wetaskiwin’s
major economic generators include agriculture, oil and
gas, forestry, manufacturing, construction, and tourism.
The City of Wetaskiwin is the largest retail center in the
County. The Canadian Pacific (CP) Railway bisects the
community and is lined with industry to the south (40
Avenue), and retail shops and services in the center of
the City (50 Avenue). Shopping centres and big box retail
is concentrated along 56 Street (Highway 2A).

Retail and Industrial Areas
From a retail commercial perspective, the City of
Wetaskiwin has a number of distinct retail nodes,
including the downtown, the Auto Mile corridor, and
to a lesser extent the Southeast Industrial node (see
Section 5.0: Commercial Supply for further details).
The Denham Landing Commercial area, which currently
houses the Walmart complex and the Wetaskiwin
Shopping Centre, anchors the southernmost extent of
the regional shops and services node.
Existing industrial uses are clustered south of 47
Avenue between the railway and 47 Street in the
South East Industrial Park. A scattering of retail uses
are also located in this area. The North East Industrial
Park (between Highway 13 and the CP Railway, near
36 Street) is zoned for light industrial and commercial,
and is located near the Home Hardware Western
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Distribution Center which is a major employer in the
area. Simpson Park is zoned for light and heavy industrial
uses as seen in Figure 2.1.

Recreation, Culture and Amenities
The City of Wetaskiwin has a number of parks, fields
and facilities, including the Manluk Centre and the MultiPlex, which serves Wetaskiwin and the surrounding
communities.
Cultural and community destinations include Canada’s
Aviation Hall of Frame, Reynolds-Alberta Museum,
Alberta Central Railway Museum, Memorial Arts Centre,
Wetaskiwin Theatre Society, Wetaskiwin Archives, and
Wetaskiwin Public Library.

Health and Wellness
Wetaskiwin’s health and wellness sector is well
established with a high concentration of addictions and
mental health centres, community care and continuing
care centres, community education programs, and
service providers. The Wetaskiwin Hospital and Care
Centre and the Wetaskiwin Community Health Centre
are key anchors for this industry.

Housing
Residential development is concentrated in the
northeast area of the City. Single detached houses are
the most common dwelling type, and apartments with
fewer than five stories are the second most common.
Nearly a third of Wetaskiwin’s housing stock was built
between 1961 and 1980, and approximately 93% of
homes only need regular maintenance or minor repairs.

First Nations
Ermineskin First Nation, Louis Bull First Nation,
Montana First Nation and Samson First Nation (137
and 137A) are each located within a 30 minute drive
of Wetaskiwin. Located south of Wetaskiwin along
Highway 2A between Samson and Ermineskin First
Nations, Maskwacis (formally Hobbema) is the primary
economic and educational hub for the area. This rural
community includes two arenas, two recreation centres,
friendship and cultural centers, a number of shops and
services, a child wellness center, grocery stores, and
Business Mix Analysis for the City of Wetaskiwin
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the Panee Memorial Agriplex. The Corporate Division
of Ermineskin Cree Nation, Neyaskweyahk Group
Of Companies Incorporated (NGCI), is a prominent
business owner in the community with nine companies
operating in the area. Their holdings include Maskwacis
Mall and Neyaskweyahk Wildland Firefighters among
others.
Educational facilities are also concentrated in this
community with the Maskwacis Education Schools
Commission managing five primary, elementary,
secondary and high schools in the area. The Maskwacis
Cultural College and Maskwacis Employment Centre are
also located in this community.

2.3 LOCAL PLANS AND REPORTS
Road map to Prosperity Report (2009) and
Economic Development Action Plan (20152018)
The Road map to Prosperity report produced by EcDev
Solutions Ltd and Global Vision Consulting Ltd in 2009
consisted of an economic base analysis, stakeholder
engagement findings, and policy recommendations.
This report laid the foundation for the Economic
Development Action Plan which outlined specific
initiatives to support balanced growth in all industry
sectors. Encouraging retail development and the
continued growth of the Southeast Industrial Park
were key focus areas for the Plan. Specific action areas
included revitalizing the downtown area, redeveloping
the Auto Mile, developing vacant and commercial land,
and increasing economic development marketing among
others.

Wetaskiwin Retail Market Analysis (2012)
In 2012, the City of Wetaskiwin commissioned Mustel
Group to perform retail market research to determine
the extent and type of retail leakage in the Trade Area.
The Group performed a random telephone survey in
the Trade Area which asked residents where and how
often they shopped, merchandise sought, and what
businesses or goods and services they would like to see
in Wetaskiwin.

Business Mix Analysis for the City of Wetaskiwin
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The result of this research was a report on consumer
purchasing patterns and desirable shops and services.
At this time, the Primary Trade Area and a Secondary
Trade Area were estimated to be 50,364 and 93,636,
respectively. The Trade Area assumption was that
people from outlying communities like Leduc and
Camrose would shop primarily in Wetaskiwin. This led
to an artificially inflated Primary and Secondary Trade
Area population which did not and does not accurately
reflect the number of potential consumers in and around
Wetaskiwin.
In comparison, the analysis contained herein utilizes
a geographically smaller Primary Trade Area which
reflects Wetaskiwin’s unique position in the local retail
and commercial market. Further details on the creation
of the Trade Area are provided in Section 4.0: Retail
Market Demand Assessment.

Municipal Development Plan (2011)
The City of Wetaskiwin Municipal Development Plan
(MDP) (Bylaw No. 1782-11) has been the guiding
planning document for the City since 2011 when it was
enacted by Council.
Economic development features prominently in the
MDP with two of the eight guiding principles supporting
and encouraging local economic development through
partnerships between businesses, community and
government agencies. The MDP also outlined business
growth and development as a growth sector for
the City. Specifically, the plan encouraged infill and
expansion of Highway Commercial development in the
Highway Commercial District, with a particular focus
south and north along 56 Street and east and west
along 40 Avenue.
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Figure 2.1: Zoning in the City of Wetaskiwin
(Source: City of Wetaskiwin)
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Figure 2.2: City of Wetaskiwin Highway Traffic Counts
(Source: Alberta Transportation and FBM)

Figure 2.3: City of Wetaskiwin Traffic Counts
(Source: City of Wetaskiwin and FBM)
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The intention of the City was to diversity the
local economy through commercial and industrial
development by
• having a sufficient supply of developed and
undeveloped commercial and industrial properties to
meet the market demand.
• facilitating the development of well-planned
business/industrial parks.
• promoting the continued development of all
business districts and intensification of underutilized
land and buildings.
In line with these policies, the City continues to position
itself as a centrally-located hub for commercial and
industrial development at competitive rates.

Strategic Plan (2018-2022)
The economic policies outlined in the MDP are further
supported by the City of Wetaskiwin Strategic Plan
2018-2022 which is founded on 4 pillars: building the
community, economy, infrastructure, and a strong
government. It is the City’s intention to have a robust
industrial hub at the South East Industrial Park, a vibrant
and active commercial downtown, and a welcoming and
attractive Auto Mile, while also encouraging the growth
of Wetaskiwin’s Regional Airport, tourism and residential
development.
This Business Mix Analysis supports the goals of
the Strategic Plan by identifying new investment
opportunities, investigating the potential for market
expansion, informing the forthcoming Economic
Development plan, and providing a foundation for
the tourism, airport business, and marketing plans,
respectively.

2.4 TRANSPORTATION CONTEXT
One of the most significant aspects to successful
commercial development relates to patterns of
transportation - whether this be driving (and parking),
walking and cycling, or via railways.
The City of Wetaskiwin is located on Highway 2A which
runs roughly parallel to Highway 2, one of the main
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north-south routes in Alberta, and Highway 13 which
connects Eastern Alberta to Saskatchewan. For many
types of businesses, the ability to be accessible and
visible to high volumes of traffic are among the most
influential considerations.
The most recent traffic counts available are from
Alberta Transportation and the City of Wetaskiwin.
Traffic volume tables and graphs are provided in
Figures 2.2 and 2.3. The highway traffic counts
show Annual Average Daily Traffic (AADT) for 2019
for the intersection of Highway 2A and Highway 13 to
be approximately 8,000 to 10,000 vehicles for those
headed north, south or east. Passenger vehicle traffic
accounts for approximately 90 to 98% of that traffic,
with single unit trucks and tractor trailer units accounting
for 2-2.7% and 3.1-5.5% respectively. This is the busiest
highway intersection in and around the City, with
other intersections ranging from approximately 100 to
4,000 AADT vehicle trips per direction. Data collected
by the City of Wetaskiwin (2018) shows north and
southbound traffic along 56 Street (at 40 Avenue) is
comparable to the Highway 2A and 13 intersection, with
an approximate average of 9,800 vehicles over a seven
day period. Traffic is similarly high east and westbound
along 40 Avenue (at 53 Street) with approximately 5,750
vehicles. However the downtown area (50 Avenue
and 50 Street) each have comparatively lower traffic
counts with approximately 4,300 and 2,200 vehicles,
respectively. Higher traffic counts around the periphery
of the City are likely due to the concentration of retail,
commercial and industrial developments in these areas.
The City of Wetaskiwin currently does not have a public
transportation system, but the Wetaskiwin Community
Transportation Society does run a Transit Handi-Van
service for seniors and those with mobility impairments.
There are also a number of walking pathways and trails
in the City which connect residents and visitors with
recreation facilities and amenities. The downtown area
is fairly walkable with sidewalks, crosswalks, appealing
storefronts and clustering of businesses. Local interest
in building an active lifestyle led to the establishment
Business Mix Analysis for the City of Wetaskiwin
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of the WalkABle Wetaskiwin Committee (WWC) in
2014 which focuses on promotions, events and trail
improvements.
The City is home to the only local General Aviation
airport in the area, the Wetaskiwin Regional Airport,
which provides service between Calgary and Edmonton
along the low altitude air highway (Victor301W). The
airport specializes in maintenance, repair and overhaul,
as well as flight training. The City is looking to develop a
master plan for the airport and adjacent lands to support
the airport as an aviation cluster of activity and local
economic generator. Similar to how the airport supports
the distribution of goods and people via the airways, the
CP Railway provides overland transportation of goods
to and from Wetaskiwin. Notably, many of the industrial
areas in the City are located near the railway for ease of
access to those markets.

Figure 2.4: City of Wetaskiwin Development
Permits Issued (Source: City of Wetaskiwin and FBM)

Figure 2.5: City of Wetaskiwin Development
Permit Revenue (Percentage) (Source: City of

Wetaskiwin and FBM)

The proximity of Highway 2A, 2 and 13, and the variety
of transportation modes available make Wetaskiwin a
hub of industry in central Alberta.

2.5 BUILDING PERMITS
Building Permit activity can provide empirical evidence
of growth dynamics necessary to support commercial
and retail opportunities.
Figures 2.4 and 2.5 illustrate the volume of building
permits in Wetaskiwin over the past five years (20152019). The number of development permits issued
has remained relatively stable over this time period,
with the number of commercial permits exceeding
residential permits. However residential development
represents a larger portion of the permit revenue in
terms of percentage of total revenue. Boulevard 1916
and Denham Landing are currently the only retail
developments under construction in the City.

Business Mix Analysis for the City of Wetaskiwin
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3.0 Trends
3.1 INTRODUCTION
The following section provides a high level overview
of the impact that the COVID-19 Pandemic has had on
retail, as well as some of the trends that have become
more prevalent and likely to continue shaping the retail
landscape.

3.2 COVID-19
The novel Coronavirus (COVID-19) has changed the way
many Canadians work, shop, travel and trade. More
people are working from home, shopping online, and
vacationing and traveling locally, while companies invest
in technology and encourage consumers to buy local
goods (Eight Ways COVID Will Transform the Economy
and Disrupt Every Business, Stackhouse, 2020).
Canadians are spending less time in brick and mortar
establishments and many are opting to travel on foot, on
wheels, or via a personal vehicle instead of using public
transit.
Over the month of November, the province of Alberta
saw approximately a 19% reduction in the number
of retail and recreation trips (baseline median value
calculated based on data collected between Jan 3 –
Feb 6, 2020 through Google’s Community Mobility
Reports). Trips to workplaces were down 29%, while
trips to home were up 12% over that same time period.
Similarly, trips to parks were down 18% after seeing a
high number of trips to parks over the warmer months.
As a City with many park and recreation amenities,
Wetaskiwin is likely a prime destination for those
spending time closer to home.

E-Commerce Trends
COVID-19 has accelerated many existing retail trends
that retailers have been seeing for years (Accelerating
shifts driving a radical rethink of the customer journey,
PWC, 2020). E-commerce sales in Canada are
continuing to grow with an expected increase from
6.8% of retail sales in 2019 to 8.7% in 2020, however
sales in brick and mortar establishments still represent
the majority of purchases (The Top Retail Trends in
Canada in 2020 to Watch, McKinnon, 2020).
Page 9

Demand for e-commerce and delivery services is
expected to continue to grow even as consumer
preferences shift (PWC, 2020). The role of brick and
mortar stores is also shifting. Retailers will likely need
fewer physical stores which could free up capital for
other investments, however consumers (particularly
Generation Z) are still looking for reasons to make
trips to the store (PWC, 2020). This trend encourages
businesses to invest in retail experiences while also
addressing health and safety concerns (PWC, 2020).
The pandemic has also quickened the structural decline
of apparel sales and malls which were struggling even
before the pandemic (McKinnon, 2020).

Small Businesses
Alberta’s small businesses have also faced a number of
challenges over the preceding months, including lower
than usual staffing capacity and revenues (Canadian
Federation of Independent Businesses, 2020). Top
reasons for less than usual revenues across Canadian
small businesses in the retail trade, health care and
social assistance, construction, accommodation and
food services, and manufacturing sectors include:
• Fewer customers (64% of those in retail selected
this as a reason)
• Each customer is spending less on average
(manufacturing 57%)
• Operational challenges (social services 42%, retail
33%, construction 32%)
• Government restrictions limit our business
activities (hospitality 43%, social services 34%)
• We cannot get all the staffing we need (hospitality
26%, construction 25%, social services 20%)
• We had to increase our prices (social services
15%, retail 11%)
While this study by the Canadian Federation of
Independent Businesses is not specific to Wetaskiwin,
the findings do illustrate some of the common
challenges facing the City’s top industries.

Business Mix Analysis for the City of Wetaskiwin
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COVID-19 has also changed many Canadian main
streets. Small businesses that tend to cluster around
main streets have been particularly hard hit with many
being forced to close due to loss of revenue, limited
financial backing and or limited in-house e-commerce
expertise according to J.C Williams Group (Operational
Trends and Potential Actions for Main Street Retail
Recovery, 2020).

Table 3.1 Statistics Canada Retail Sales Year-over-Year
2020 to 2019
(Source: Statistics Canada & FBM)

In response to these losses and the ongoing challenges
businesses are experiencing, the Canadian Urban
Institute (CUI) launched the Bring Back Main Streets
campaign which is a collective action and research
project focused on main street survival and resilience.
The CUI has produced a number of toolkits and
solutions briefs which can be used by governments,
local business organizations, business owners, and
others to inform decision making and inspire action.
The importance of main streets and local businesses
to the social and economic wellbeing of Canadian
communities has never been as clearly recognized
as in the present moment. The national focus on
reinvigorating Main Street areas presents an opportunity
for communities like Wetaskiwin to strengthen their
downtown areas by supporting businesses and
planning for retail changes. For more information, see
bringbackmainstreet.ca/solution-briefs.

Statistics Canada Retail Sales
According to data from Statistics Canada as summarized
in Table 3.1, retail sales has been very volatile across a
range of spending categories.
As evidenced in Table 3.1 in which retail sales have
been annualized and forecast to year end 2020, it is
clear the magnitude of impact on specific categories
has been severe. In the case of food services the
impact has ranged from -11.6% for limited service eating
places to 53.6% and -76.1%for full service restaurants
and drinking places respectively. Similarly, clothing and
fashion has struggled with a decline in year-over-year
sales forecast to be in the order of 36.4%.
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Conversely, the conveniences and day-to-day
necessities falling under food and beverage stores,
such as grocery, specialty foods and beer, wine and
liquor have fared much better and are forecast to exhibit
positive year-over-year growth, as have miscellaneous
store retailers that typically include dollar stores.

3.3 PRE & POST COVID GENERAL
TRENDS
In early 2020, before covid-19 had upended retailers
worldwide, Master Card released a report called, “The
Best Vision is Insight.” It outlined predictions for the top
retail trends of 2020. The pandemic has, if anything,
made them more insightful.
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Most notable among these trends, which have
relevance to a market like Wetaskiwin included:
• Personalization
• Frictionless Retail
• Loyalty Reinvented
Personalization
“Social distancing” may have became a popularized
phrase in 2020, but in reality because of the evolution
of our technology-centric day-to-day lives, many have
been practicing some form of social distancing for
many years. Consequently, the desire for a return to
genuine human interactions had already begun as
well. Personalization by its mere definition implies that
something is inherently personable. On a broader scale,
even the most personal offers and experiences can feel
remote without a human touch. Consumer desires for
in-person contact is now stronger than ever. Ultimately,
it’s a question of balance. E-commerce is growing
because of COVID-19, but that doesn’t mean the
physical store presence in the form of traditional bricks
and mortar won’t be appreciated more in the future.
Frictionless Retail
Efforts to improve and simplify the online and offline
checkout experience didn’t originate with COVID-19, but
the result of COVID-19 has been to increase the urgency
for ease of use and improvements.
Traditionally, and even as utilized in this particular
study, a community or retailer’s Trade Area is critical
to determine the area from which the most frequent
customer patronage will originate. COVID-19 has
somewhat inverted that putting people in control and at
the centre of the retail market, regardless of where they
may be located. This is simply because of a reluctance
or inability to travel, which has also spurred a “drive” to
increase reliance on shops and services that are located
closer to one’s residence. For Wetaskiwin, the Trade
Area may not be physically growing, but the opportunity,
as will be discussed, to garner deeper and more
frequent penetration of its Trade Area residents will be
critical for businesses to succeed.
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Loyalty Reinvented
Communities like Wetaskiwin were historically driven by
a strong local culture which often came with a loyalty.
As retail evolved over the last 20 years, local loyalty
shifted to brand and bigger store loyalty. In essence,
loyalty has largely been transactional. However, the
tide is turning back towards a local culture of loyalty
as bigger brands became more anonymous and less
“personal”.
It can be expected that over the next 2 years more
recognized brands and stores will close and fewer
retailers will be as aggressive in their expansion plans.
Combined with this, trends pre and post COVID-19
indicated that retailers were acquiring smaller
footprints or store sizes in order to maximize their sales
productivities, while harnessing their omni-channel
focus.

3.4 TRENDS IN DEVELOPING
SUCCESSFUL RETAIL IN
SECONDARY MARKETS
According to the International Council of Shopping
Centers’ (ICSC) “Developing Successful Retail
in Secondary and Rural Markets”, targeted retail
recruitment, particularly for branded retailers or
franchises, should reach out to those retailers or
developers who may not have discovered a compatible
community yet. The process to attract businesses
must be tempered by reality and thus cognizant of the
following:
• Pay attention to geographic operations for retailers.
Do not expect deviations from their base of
operations to serve a small community;
• Accept that most retailers have established
minimum Trade Area populations or income
thresholds for success based on years of operating
experience;
• Understand that limited consumer spending in small
communities cannot support some retailers offering
specialized merchandise assortments;
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• Be realistic about how the business opportunity
in a respective community ranks against other
opportunities in front of the retailer; and
• Understand the co-tenancy requirements that
retailers have established as predictors of success.
Overall, commercial real estate continues to shift to
meet the rapidly changing tastes and needs of target
markets. Consumers now value uniqueness, and
they are quick to switch their brand allegiance. These
emerging trends require new developments that are
adaptable and flexible, can stay relevant and retain their
consumer base.
One of the most critical aspects to being proactive and
understanding whom to target starts with creating a
business case based on some statistical foundation.
A statistical business case is typically required to
explain the merits of a community. It is important to
first establish an understanding of the communities
before promoting any specific site option. Wetaskiwin
was profiled to illustrate and document the following
statistical facts:
• Geographic delineation of the Retail Trade Area
that reflects a realistic drive time or market
penetration;
• Demographic and economic profiles of the Trade
Area population;
• Growth projections for the Trade Area population;
• Annual retail spending;
• Sales performance of key retail categories;
• Current and forecasted estimated retained market
share of Trade Area spending; and

By way of a checklist, these include:
; Population characteristics of the consumer base;
; The reality that retail follows consumers;
; Consistent and high shopper traffic is a
prerequisite for most retailers;
; The consumer base must demonstrate sufficient
buying power to be of interest to retailers;
; Chain retailers have a limited number of
prototypical store formats that they are willing to
operate. Deviating from these established formats
is done only as a last resort in circumstances
where demand for a location by a retailer or
developer is high;
; Most retailers require sites with convenient
access, high visibility, and ample parking;
; Most retailers expand in well-defined geographic
areas that coincide with distribution network and a
familiarity with consumer preferences;
; Most retailers have established criteria for site
selection;
; Clustering of compatible retailers is the norm;
; Retailers cannot generally survive rent-to-sales
ratios in excess of 15%. Retailers have a threshold
level of sales they know they must achieve to be
profitable; and
; Retailers attempt to maximize profitability by
operating the fewest number of stores possible in
any market to avoid sales transference.

• Current and forecasted supportable retail space.

Retail Development Fundamentals
Retail development, whether in secondary communities
such as those found in Wetaskiwin, or like those in
more urban markets like Edmonton, are driven by critical
business fundamentals that must be acknowledged and
considered when identifying retail opportunities.

Business Mix Analysis for the City of Wetaskiwin
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4.0 Trade Area
4.1 INTRODUCTION
In order to create a framework for evaluating retail
demand and subsequent gaps in the provision of shops
and services, it is necessary to define and identify the
Primary Trade Area (PTA) from which Wetaskiwin’s retail
sales are most frequently and likely to be sourced and
generated. Our focus is on Wetaskiwin’s PTA, however
inflow from outside of this area will be accounted for in
the results.
The Trade Area recognizes drive times, demographics,
spending attributes and competition, which collectively
portray the market to prospective tenants, developers
and investors.
Identifying the Primary Trade Area is important for
understanding the total market potential available to
current and future retailers. The local and regional
residential base has particular demographic and
spending habits that provide insight as to the type of
compatible retail tenants, the amount of retail floor
space supportable in the market, and the current inflow
or outflow of retail sales, and for which categories such
inflow or outflow exists.
As a first step, a Retail Trade Area is delineated to
identify the geographic region from which regular
patronage could be expected, based on a series of
boundary determinants.
Major considerations in defining a Retail Trade Area
were applied to the City of Wetaskiwin, as a retail
centrality, to determine its most realistic Trade Area, as
well as to help sensitize potential market share inputs of
corresponding Trade Area retail spending.
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Trade Area Determinants
1. Transportation networks, including streets and
highways, which affect access, drive times,
commuting and employment distribution patterns;
2. Major infrastructure projects both planned or under
development which could affect future travel
patterns;
3. Overall community development vision, including an
understanding of key nodes’ characteristics;
4. Local and regional competitive environment, present
and future;
5. Proposed generative uses (retail, cultural, civic, etc.)
and their relationship within the wider market;
6. Significant natural and man-made barriers (e.g. water
features, highways, industrial areas);
7. De facto barriers resulting from notable
socioeconomic differentiation; and
8. Patterns of existing and future residential and
commercial development.
For this particular study, the Primary Retail Trade
Area shown in Figure 4.1 and Figure 4.2 utilizes a
combination of drive times and competitive forces.
Wetaskiwin represents a key economic market for
communities within a 30 to 60 minute drive time south
and west of the City, respectively. These drive times
are crucial to supporting a growing retail and industrial
market.
Specifically, the Trade Area includes the Town of
Ponoka, Town of Millet, and the hamlets of Falun,
Gwynne, Mulhurst Bay, Village of Pigeon Lake,
Westerose and Winfield. Samson First Nation,
Ermineskin Cree Nation, Louis Bull First Nation and
Montana First Nation are also included in the Trade Area.
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Figure 4.1: City of Wetaskiwin’s Primary Retail Trade Area Drive Times
(Source: FBM)
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Figure 4.2: City of Wetaskiwin’s Primary Retail Trade Area
(Source: FBM)
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The Retail Trade Area responds to the evolution of
competitive forces of other communities - including
Leduc to the north, Camrose to the east, and Lacombe
to the south, which would more likely draw further
outlying communities, and to a lesser degree the City
of Edmonton and the City of Red Deer. Given the draw
of these larger communities, the Retail Trade Area for
Wetaskiwin must therefore target the communities
more remote for whom Wetaskiwin is likely to be more
convenient for day-to-day or infrequent shopping. Most
of these communities lie west and south of Wetaskiwin.

Tables 4.1 to 4.8 and Figures 4.3 to 4.9 provide a
more accurate depiction of the Total Trade Area for
Wetaskiwin’s retail environment rather than being solely
dependent upon the Cities localized population base.
This breakdown of the Trade Area Population is much
more appealing to the business community.

The opening of the EIA Premium Outlet Shops at the
Edmonton International Airport has added a draw for
retail spending, which has impacted Wetaskiwin’s
further ability to attract specifically fashion and
destination comparison merchandise. This is reflected in
the redefining of Wetaskiwin’s Trade Area.

Using the province as a whole as a benchmark, the
population in the Trade Area has a slightly lower number
of people aged between 25-44, and a higher proportion
of people over 65. While this older segment may not be
the strongest spending segment, they do tend to spend
more on medical and pharmaceutical products.

The Trade Area boundary also recognizes the important
role local First Nations communities play in the
economy. With a collective population of approximately
8,100 people (2019), local First Nations represent 17.9%

Household incomes are among the most direct
determinants of spending patterns and the potential for
spending on retail, food and beverage, entertainment,
and services. Overall, household incomes and housing
costs in the Trade Area are lower than the provincial
median. PTA residents are more likely to be value
oriented and have less disposable income to spend on
high value items.

of the PTA population.

4.2 POPULATION DEMOGRAPHICS
& PROJECTIONS
Using data sources that include the most recent
Statistics Canada Census release as well as Manifold
Data Mining Inc (2019) and Wetaskiwin’s Community
Profile (2020), population estimates and growth
forecasts were tabulated for the identified Trade Area.
The City of Wetaskiwin’s most recent census data
released by Statistics Canada revealed a population of
12,655 in 2016, compared to 12,525 in 2011 (a growth
of 1.0% over five years). In comparison, over the same
time, the province of Alberta grew from 1,203,115 to
1,366,050 representing an 13.5% growth. The City’s
current estimated population is 13,248.
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The Trade Area population is estimated for year end
2019 to be 45,235. This population is forecast to reach
53,622 in 2029 representing a yearly population growth
of approximately 1.85%.

A demographic overview for Alberta, the City of
Wetaskiwin and the PTA is provided in Appendix A in
addition to the tables and figures below.
Index Legend: Wetaskiwin Trade Area
Index
180 or greater

Description

Colour

Extremely High

110 to 179

High

90 to 109

Similar

50 to 89

Lower

Less than 50

Extremely Low
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Table 4.1 Trade Area Demographic Summary
(Source: Manifold Data Mining Inc & FBM)
Attribute
SUMMARY
Total population
Total population age 15 and over
Total number of private households
Average number of persons in private households
Total population in private households
Total number of census families in private households
Average number of persons per census family
Total population in families
Total number of labour force age 15 and over
POPULATION AGE
Population age 0-14
Population age 15-24
Population age 25-34
Population age 35-44
Population age 45-54
Population age 55-64
Population age 65+
DWELLING
Total number of occupied private dwellings
Average dwelling value $
Home owners
Home tenants
Band housing
HOUSEHOLDS
One-family households
Multiple-family households
Non-family households
EDUCATION
Total population aged 15 years and over by highest certificate,
diploma, or degree
No certificate, diploma, or degree
High school diploma or equivalent
Post-secondary certificate, diploma, or degree
Apprenticeship or trades certificate or diploma
College, CEGEP or other non-university certificate or diploma
University certificate or diploma below bachelor level
University certificate, diploma, or degree at bachelor level or
above
Bachelor’s degree

Benchmark- Alberta
value
percent
4,522,110
3,650,940
1,680,260
2.63
4,424,280
1,221,580
3.02
3,692,650
2,640,710
871,165
537,927
673,217
689,255
604,631
596,436
549,475

City of Wetaskiwin
value
percent index
13,248
10,776
5,323
2.40
12,785
3,631
2.86
10,383
7,058

91
95

Wetaskiwin Trade Area
value
percent index
45,235
35,770
16,783
2.62
43,916
12,182
2.98
36,267
22,717

100
99

19.27%
11.90%
14.89%
15.24%
13.37%
13.19%
12.15%

2,472
1,541
1,557
1,683
1,599
1,753
2,644

18.66%
11.63%
11.75%
12.70%
12.07%
13.23%
19.96%

97
98
79
83
90
100
164

9,465
5,780
5,556
5,429
5,488
5,994
7,523

20.92%
12.78%
12.28%
12.00%
12.13%
13.25%
16.63%

109
107
82
79
91
100
137

1,680,260
$574,171
1,218,190
451,509
10,591

72.50%
26.87%
0.63%

5,323
$322,685
3,413
64.12%
1,910
35.88%
0
0.00%

56
88
134
0

16,783
$393,999
10,581
63.05%
4,898
29.18%
1,303
7.77%

69
87
109
1,233

1,145,680
39,902
494,682

68.18%
2.38%
29.44%

3,401
88
1,834

63.89%
1.65%
34.45%

94
69
117

10,056
495
5,265

59.92%
2.95%
31.37%

88
124
107

3,650,940
613,037
1,016,960
2,020,940
351,458
698,119
112,548
858,817

16.79%
27.86%
55.35%
9.63%
19.12%
3.08%
23.52%

10,776
2,944
3,249
4,582
1,208
1,935
238
1,202

27.32%
30.15%
42.52%
11.21%
17.96%
2.21%
11.15%

163
108
77
116
94
72
47

35,770
9,895
10,095
15,780
4,440
6,457
970
3,913

27.66%
28.22%
44.11%
12.41%
18.05%
2.71%
10.94%

165
101
80
129
94
88
47

599,689

16.43%

876

8.13%

49

2,918

8.16%

50

Table 4.2 Trade Area Population Projections Summary 2019 to 2029
(Source: Manifold Data Mining Inc & FBM)
Attribute
PROJECTIONS
Annual population growth in the period: Next 5 years
Annual household growth in the period: Next 5 years
Annual family growth in the period: Next 5 years
Annual population growth in the period: 5 to 10 years from current year
Annual household growth in the period: 5 to 10 years from current year
Annual family growth in the period: 5 to 10 years from current year
POPULATION GROWTH
Current year total population
5-Year Projections - Total population
10-Year Projections - Total population
HOUSEHOLD GROWTH
Current year total number of households
5-Year Projections - Total number of households
10-Year Projections - Total number of households
FAMILY GROWTH
Current year total number of census families
5-Year Projections - Total number of census families
10-Year Projections - Total number of census families
HOUSEHOLD INCOME GROWTH
Current year average household income
5-Year Projections - Average household income
10-Year Projections - Average household income
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Benchmark- Alberta
value

percent

City of Wetaskiwin
value

2.20%
1.86%
1.57%
2.20%
1.86%
1.57%

percent index
0.22%
-0.03%
0.37%
0.21%
-0.06%
0.28%

Wetaskiwin Trade Area
value

10
-2
24
10
-3
18

1.66%
0.83%
1.00%
1.70%
0.81%
1.01%

4,522,110
5,041,470
5,620,480

13,248
13,396
13,535

45,235
49,212
53,622

1,680,260
1,842,340
2,020,440

5,323
5,314
5,299

16,783
17,498
18,229

1,221,580
1,320,590
1,427,380

3,631
3,699
3,752

12,182
12,818
13,492

$145,808
$177,640
$222,186

$97,047
$113,214
$135,367

67
64
61

percent index

$100,830
$115,959
$137,475

75
45
64
77
44
64

69
65
62
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Table 4.3 Psychographic Profile

(Source: Manifold Data Mining Inc & FBM)
Attribute

Benchmark- Alberta
value

City of Wetaskiwin

Wetaskiwin Trade Area

percent

value

percent

index

value

percent

index

0.00%

0

0

0.00%

0

PSYCHOGRAPHIC PROFILE ‐ CANADACODE LIFESTYLE CLUSTERS
A: AFFLUENTS

120,390

6.76%

0

B: ELITE PROFESSIONALS

223,971

12.58%

279

4.01%

32

594

3.54%

28

C: ETHNIC CRUISERS

68,746

3.86%

101

1.45%

38

124

0.74%

19

D: NEST BUILDERS

170,638

9.59%

112

1.61%

17

202

1.20%

13

E: BUY ME A NEW HOME

301,105

16.92%

600

8.63%

51

858

5.11%

30

F: EMPTY NESTERS

68,795

3.87%

549

7.89%

204

1,670

9.95%

257

G: UP THE LADDER

257,067

14.44%

1,375

19.78%

137

2,436

14.52%

101

H: HIGH TRADES

72,754

4.09%

143

2.06%

50

171

1.02%

25

I: URBAN LIFE IN SMALL TOWN

153,583

8.63%

2,345

33.74%

391

5,801

34.56%

400

J: JOYFUL COUNTRY

45,227

2.54%

0

0.00%

0

169

1.01%

40

K: RURAL HANDYMEN

29,836

1.68%

0

0.00%

0

894

5.33%

317

L: COMFORTABLE APARTMENT DWELLERS

145,891

8.20%

695

10.01%

122

979

5.84%

71

M: SINGLES

36,047

2.03%

147

2.11%

104

255

1.52%

75

N: NEW CANADIANS

36,778

2.07%

380

5.47%

264

521

3.11%

150

O: RENTERS

18,682

1.05%

135

1.94%

185

135

0.80%

76

P: ONE PARENT FAMILIES

22,176

1.25%

47

0.67%

54

1,930

11.50%

920

Q: THRIFTY

8,275

0.47%

45

0.64%

136

45

0.27%

57

Figure 4.3 Psychographic Profile
(Source: Manifold Data Mining Inc & FBM)

Table 4.4 Cancode Cluster Descriptions
(Source: Manifold Data Mining Inc)
Cluster I - Urban Life in Small Towns

Cluster G - Up the Ladder

•
Service Industry
•
Spend On Basics
•
Single Parents
•
Home & Community
Anglophones in small towns, many in the Atlantic, Prairie, and BC provinces. They tend to
work in trades, transportation, heavy equipment and forestry operations, mining, oil and
gas extraction, and fishing. Many do not have a fixed work place. Income $93,254, home
value $434,205, household size 2.35. They spend more on medicinal and pharmaceutical
products, bingo, casinos, slot machines, video lottery terminals and pets. They drive to
work and enjoy gardening, playing bingo and lotteries, and reading history and the Bible.
Average engagement on sports, but less on skiing. Many think young people are too
sexually active. Prefer to go shopping at Giant Tiger and discount or online stores. Price is
more important than convenience.

•
Young Families
•
New Suburbanites
•
Kids, Dogs & Station Wagons
•
Dynamic Careers
Middle class households in busy life-stage. Income ($89,819) and home value ($502,163)
are slightly below the Canadian average. Household size is 2.56. 25% are French and many
of them work in the trades, transport and operators. More suburban dwellers with children
age under 14, they spend high on healthcare supplies, mortgage and life insurance premiums, childcare. In their precious leisure time, they read more about relationships, interior
decorating, work on organic gardening and woodworking. Occasionally they ski. They think
an important part of their life and activities is dressing smartly. Enjoy being extravagant, but
think no-name products are as good as nationally advertised brands. Like both to go out
with friend and entertain at home. Consider career as their first priority.

Business Mix Analysis for the City of Wetaskiwin
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Table 4.5 Trade Area Population Age Breakdown
(Source: Manifold Data Mining Inc and FBM)
Attribute
POPULATION AGE GROUP
Total population by age groups
0-14
0-4
5-9
10-14
15-64
15-19
20-24
25-29
30-34
35-39
40-44
45-49
50-54
55-59
60-64
65 and over
65-69
70-74
75-79
80-84
85 and over
85-89
90-94
95-99
100 and over
Average age of total population
Median age of total population

Benchmark- Alberta
value
4,522,110
871,165
286,964
295,188
289,013
3,101,460
262,001
275,926
318,602
354,615
362,533
326,722
306,272
298,359
315,016
281,420
549,475
180,663
137,377
92,188
65,007
74,241
45,791
21,611
5,955
883
38.10
37.50

percent
19.27%
6.35%
6.53%
6.39%
68.59%
5.79%
6.10%
7.05%
7.84%
8.02%
7.23%
6.77%
6.60%
6.97%
6.22%
12.15%
4.00%
3.04%
2.04%
1.44%
1.64%
1.01%
0.48%
0.13%
0.02%

City of Wetaskiwin
value
13,248
2,472
790
849
832
8,132
784
757
762
795
841
842
797
802
906
847
2,644
662
584
495
388
515
305
158
44
9
41.70
41.30

Wetaskiwin Trade Area

percent

index

value

18.66%
5.96%
6.41%
6.28%
61.38%
5.92%
5.71%
5.75%
6.00%
6.35%
6.36%
6.02%
6.05%
6.84%
6.39%
19.96%
5.00%
4.41%
3.74%
2.93%
3.89%
2.30%
1.19%
0.33%
0.07%

97
94
98
98
89
102
94
82
77
79
88
89
92
98
103
164
125
145
183
203
237
228
248
254
350
109
110

45,235
9,465
2,837
3,322
3,307
28,247
2,943
2,837
2,778
2,778
2,802
2,626
2,653
2,835
3,105
2,889
7,523
2,236
1,790
1,345
969
1,182
654
440
75
14
39.30
38.70

percent

index

20.92%
6.27%
7.34%
7.31%
62.44%
6.51%
6.27%
6.14%
6.14%
6.20%
5.81%
5.86%
6.27%
6.86%
6.39%
16.63%
4.94%
3.96%
2.97%
2.14%
2.61%
1.44%
0.97%
0.17%
0.03%

109
99
112
114
91
112
103
87
78
77
80
87
95
98
103
137
124
130
146
149
159
143
202
131
150
103
103

Figure 4.4 Population Age Breakdown
(Source: Manifold Data Mining Inc and FBM)
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Table 4.6 Trade area household income breakdown
(Source: Manifold Data Mining Inc)

Attribute
HOUSEHOLD INCOME
Total number of households
Average household income $
Median household income $
Household with income under $5,000
Household with income $5,000 to $9,999
Household with income $10,000 to $14,999
Household with income $15,000 to $19,999
Household with income $20,000 to $24,999
Household with income $25,000 to $29,999
Household with income $30,000 to $34,999
Household with income $35,000 to $39,999
Household with income $40,000 to $44,999
Household with income $45,000 to $49,999
Household with income $50,000 to $59,999
Household with income $60,000 to $69,999
Household with income $70,000 to $79,999
Household with income $80,000 to $89,999
Household with income $90,000 to $99,999
Household with income $100,000 and over
Household with income $100,000 to $124,999
Household with income $125,000 to $149,999
Household with income $150,000 to $199,999
Household with income $200,000 and over

Benchmark- Alberta
value
1,680,290
$145,808
$106,932
15,463
15,993
18,827
29,814
46,748
44,757
46,577
50,091
51,332
52,847
87,336
100,935
102,768
101,213
98,507
817,082
169,904
164,818
192,430
289,930

City of Wetaskiwin

percent

value

0.92%
0.95%
1.12%
1.77%
2.78%
2.66%
2.77%
2.98%
3.06%
3.15%
5.20%
6.01%
6.12%
6.02%
5.86%
48.63%
10.11%
9.81%
11.45%
17.26%

5,323
$97,047
$72,873
54
51
73
148
312
217
227
268
232
234
348
363
362
367
332
1,734
441
403
361
529

Wetaskiwin Trade Area

percent

index

value

1.01%
0.96%
1.37%
2.78%
5.86%
4.08%
4.27%
5.04%
4.36%
4.40%
6.54%
6.82%
6.80%
6.90%
6.24%
32.58%
8.29%
7.57%
6.78%
9.94%

67
68
110
101
122
157
211
153
154
169
142
140
126
113
111
115
106
67
82
77
59
58

16,783
$100,830
$80,626
102
209
303
477
764
807
781
768
770
753
888
1,082
1,151
1,161
1,085
5,335
1,323
1,275
1,214
1,870

percent

index

0.61%
1.24%
1.81%
2.84%
4.55%
4.81%
4.65%
4.58%
4.59%
4.49%
5.29%
6.45%
6.86%
6.91%
6.46%
31.79%
7.88%
7.60%
7.23%
11.14%

69
75
66
131
162
160
164
181
168
154
150
143
102
107
112
115
110
65
78
77
63
65

Figure 4.6 Population Income Breakdown
(Source: Manifold Data Mining Inc & FBM)
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4.3 SUMMARY OF EMPLOYMENT
AND LABOUR
the population likely live and work in Wetaskiwin, the
remaining 38% of the population travel to neighbouring
communities like Leduc and Camrose to work. This
results in a consumer outflow as people tend to shop
near their place of work.

Table 4.7 provides a summary of the estimated 2019
Labour Force profile for the City and the delineated
Retail Trade Area.
Approximately 9.13% of the Trade Area’s employed
work at home, which is higher than both the City and
the provincial average. Of those who commute to
work, just over 62% of the City’s workforce commute
less than 15 minutes which is approximately how long
it takes to travel across the City. While this portion of

Referring to Table 4.8, in terms of employment sector
(by total employment), Retail Trade (1,158) and Health
Care and Social Assistance (958) represent the top 2
employment categories in the City of Wetaskiwin.

Table 4.7 Labour Force Information
(Source: Manifold Data Mining Inc)
Attribute
LABOUR FORCE ACTIVITY
Total population 15+ years
In the labour force
Employed
Unemployed
Not in the labour force
Participation rate (%)
Employment rate (%)
Unemployment rate (%)
PLACE OF WORK
Total employed labour force 15 years and over by place of work
status
At home
Outside Canada
No fixed workplace address
Usual place of work
COMMUTING DURATION
Total employed population aged 15 years and over who commute
to work
Less than 15 minutes
15 to 29 minutes
30 to 44 minutes
45 to 59 minutes
60 minutes and over
MODE OF TRANSPORTATION
Total employed labour force 15 years and over who commute to
work by mode of transportation
Car, truck, van, as driver
Car, truck, van, as passenger
Public transit
Walked
Bicycle
Other method
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Benchmark- Alberta
value
3,650,940
2,640,710
2,454,450
186,263
1,010,230

City of Wetaskiwin

percent

72.33%
67.23%
5.10%
27.67%
72.33%
67.23%
7.05%

value
10,776
7,058
6,556
503
3,718

percent

index

65.50%
60.84%
4.67%
34.50%
65.50%
60.84%
7.12%

91
90
92
125
91
90
101

Wetaskiwin Trade Area
value
35,770
22,717
20,701
2,015
13,054

percent

index

63.51%
57.87%
5.63%
36.49%
63.51%
57.87%
8.87%

88
86
110
132
88
86
126

2,454,450
192,197
9,522
358,777
1,893,950

7.83%
0.39%
14.62%
77.16%

6,556
311
20
838
5,386

4.74%
0.31%
12.78%
82.15%

61
79
87
106

20,701
1,890
164
2,675
15,972

9.13%
0.79%
12.92%
77.15%

117
203
88
100

2,166,920
577,092
797,927
477,675
167,907
146,344

26.63%
36.82%
22.04%
7.75%
6.75%

5,861
3,641
773
664
322
461

62.12%
13.19%
11.33%
5.49%
7.87%

233
36
51
71
117

17,727
9,271
3,624
2,294
1,188
1,350

52.30%
20.44%
12.94%
6.70%
7.62%

196
56
59
86
113

2,166,920
1,669,170
114,649
220,285
99,232
27,487
36,097

77.03%
5.29%
10.17%
4.58%
1.27%
1.67%

5,861
4,818
383
31
392
75
161

82.20%
6.54%
0.53%
6.69%
1.28%
2.75%

107
124
5
146
101
165

17,727
14,413
1,318
261
1,260
137
338

81.31%
7.44%
1.47%
7.11%
0.78%
1.90%

106
141
14
155
61
114
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Figure 4.7 Mode of Transportation to Work
(Source: Manifold Data Mining Inc & FBM)

Table 4.8 Labour Force Industry and Occupation
(Source: Manifold Data Mining Inc)
Attribute

Benchmark- Alberta
value

LABOUR FORCE INDUSTRY
Total labour force population aged 15+ years - North American 2,640,710
Industry Classification System (NAICS) 2012
Industry - not applicable
50,367
All industries
2,590,340
11 Agriculture, forestry, fishing, and hunting
73,669
21 Mining, quarrying, and oil and gas extraction
161,463
22 Utilities
29,068
23 Construction
264,479
31-33 Manufacturing
144,820
41 Wholesale trade
94,802
44-45 Retail trade
279,693
48-49 Transportation and warehousing
131,874
51 Information and cultural industries
41,376
52 Finance and insurance
82,860
53 Real estate and rental and leasing
51,554
54 Professional, scientific, and technical services
191,405
55 Management of companies and enterprises
8,090
56 Administrative and support, waste management and
101,196
remediation services
61 Educational services
166,447
62 Health care and social assistance
276,402
71 Arts, entertainment, and recreation
55,811
72 Accommodation and food services
174,181
81 Other services (except public administration)
120,564
91 Public administration
140,590
OCCUPATION
Total labour force 15 years and over by occupation
2,640,710
Occupation - not applicable
50,367
All occupations
2,590,340
0 Management occupations
298,306
1 Business, finance, and administration occupations
403,056
2 Natural and applied sciences and related occupations
202,623
3 Health occupations
173,533
4 Occupations in education, law and social, community
261,261
and government services
5 Occupations in art, culture, recreation, and sport
61,590
6 Sales and service occupations
557,854
7 Trades, transport and equipment operators and related
459,979
occupations
8 Natural resources, agriculture, and related production
85,374
occupations
9 Occupations in manufacturing and utilities
86,769

Business Mix Analysis for the City of Wetaskiwin
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City of Wetaskiwin

Wetaskiwin Trade Area

percent

value

percent

index

value

percent

index

1.91%
98.09%
2.79%
6.11%
1.10%
10.02%
5.48%
3.59%
10.59%
4.99%
1.57%
3.14%
1.95%
7.25%
0.31%
3.83%
6.30%
10.47%
2.11%
6.60%
4.57%
5.32%

7,058
183
6,875
148
321
66
678
450
249
1,158
253
60
158
144
187
0
263
414
958
70
564
350
383

2.59%
97.41%
2.10%
4.55%
0.94%
9.61%
6.38%
3.53%
16.41%
3.59%
0.85%
2.24%
2.04%
2.65%
0.00%
3.73%
5.87%
13.57%
0.99%
7.99%
4.96%
5.43%

136
99
75
74
85
96
116
98
155
72
54
71
105
37
0
97
93
130
47
121
109
102

22,717
665
22,052
1,192
1,083
231
2,099
1,224
796
2,959
893
126
529
379
676
11
794
1,503
3,201
362
1,709
1,122
1,163

2.93%
97.07%
5.25%
4.77%
1.02%
9.24%
5.39%
3.50%
13.02%
3.93%
0.56%
2.33%
1.67%
2.97%
0.05%
3.49%
6.62%
14.09%
1.60%
7.52%
4.94%
5.12%

153
99
188
78
93
92
98
97
123
79
36
74
86
41
16
91
105
135
76
114
108
96

1.91%
98.09%
11.30%
15.26%
7.67%
6.57%
9.89%
2.33%
21.13%
17.42%

7,058
183
6,875
594
890
165
508
738
121
1,712
1,661

2.59%
97.41%
8.42%
12.61%
2.34%
7.20%
10.46%
1.71%
24.26%
23.53%

136
99
75
83
31
110
106
73
115
135

22,717
665
22,052
2,551
2,658
734
1,862
2,206
504
4,826
4,816

2.93%
97.07%
11.23%
11.70%
3.23%
8.20%
9.71%
2.22%
21.24%
21.20%

153
99
99
77
42
125
98
95
101
122

3.23%
3.29%

234
254

3.32%
3.60%

103
109

1,127
769

4.96%
3.38%

154
103
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Figure 4.8 Mode of Transportation to Work
(Source: Manifold Data Mining Inc & FBM)

4.4 RETAIL SPENDING PROFILE
Building upon the Trade Area demographic profile
analysis, an assessment was made of the Trade
Area’s retail spending profile. This provides a
refined understanding of the opportunity for retail in
Wetaskiwin. The key questions it seeks to answer are:
• How much do Trade Area residents spend
on Convenience retail (such as Grocery and
Pharmacy), on Comparison or Departments Store
Type Merchandise (DSTM) retail (such as Fashion
and Home Furnishings), and Leisure (Food &
Beverage, Fitness and Entertainment)?
• What spending patterns or trends does the Trade
Area expenditure profile demonstrate? And how
is spending forecast to change over the coming
years?
• What is the estimated spending attributable to
miscellaneous inflow segments such as passing
motorists out-of-Trade Area workers and visitors?
• What types of retail goods and services are
garnering inflow of sales dollars and which
categories are exhibiting outflow of sales (or
leakage)?
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Detailed information of retail spending within the
Trade Area was collected from Manifold Data Mining
Inc, a leading supplier of demographic and consumer
expenditure information, using its most up-to-date June
2020 data release that provides a base year for data
for year-end 2019. The data was further consolidated
into 22 specific spending categories in order to build
a spending profile for the Trade Area, which has been
indexed against the Alberta average for the same. These
spending categories include:
Grocery & Convenience
Pharmacy
Alcohol & Tobacco
Personal Services
Health Care & Medical Services
Fashion & Accessories
Jewelry
Health & Beauty
Home Furniture & Décor
Appliances & Electronics
Home Improvement & Gardening
Books & Media
Sporting Goods
Toys & Hobbies
Specialty Retail

Business Mix Analysis for the City of Wetaskiwin
Trade Area

Quick Service F&B
Restaurants & Pubs
Arts & Entertainment
Fitness & Leisure
Auto Parts & Accessories
Auto/RV/Motorsports Dealerships
Auto Fuel
The initial task involved developing an understanding of
how the Trade Area residents spend their shopping and
leisure dollars on a household basis for each of the 22
merchandise categories. Once this Trade Area spending
profile was established, the data was aggregated by
household population to quantify the total size of the
Wetaskiwin Trade Area.
In addition to the defined Trade Area, there is a
realization that Wetaskiwin will also benefit from
miscellaneous inflow sources such as that from passing
motorists, visitors or workers from outside the Trade
Area. To determine this, estimated inflow percentages
on category-by-category basis were applied to the Trade
Area spending profiles to provide an estimate of what
this miscellaneous inflow spending could be.
As summarized in Table 4.9 and shown in Figures 4.9
and 4.10, the Trade Area for Wetaskiwin is estimated
at $582.4 million (2019 Y/E estimate). If this spending is
isolated to retail-specific categories (i.e. removing Health
Care and Medical Services and Automotive categories),
the Trade Area spending is $418.3 million.
The miscellaneous inflow spending is estimated at
a total of $30.7 million (2019 Y/E estimate). If this
spending is similarly isolated to retail-specific categories,
the miscellaneous inflow spending is an estimated
$25.0 million.
Combined, the Trade Area and miscellaneous inflow
spending is estimated at $613.1 million (Y/E 2019
estimate). If this spending is similarly isolated to retailspecific categories, the Trade Area and miscellaneous
inflow spending is an estimated $443.3 million.
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Forecasts for spending are presented in Figure 4.10
and detailed in Appendix B and show the growth of
spending for the 5 and 10 year periods 2024 and 2029.
Total spending for the Trade Area and miscellaneous
inflow are forecast to be $643.4 Million in 2024 and
$687.0 Million in 2029.
When the household spending is indexed to the Alberta
average, it is observed that Wetaskiwin’s spending
overall spending is 78% compared to the Provincial
average. In terms of specific indices, the following
provides a summary for each respective category:
Grocery & Convenience					77
Pharmacy									97
Alcohol & Tobacco							83
Personal Services 							82
Health Care & Medical Services 			 76
Fashion & Accessories 					72
Jewelry 										73
Health & Beauty 							79
Home Furniture & Décor 					 75
Appliances & Electronics					76
Home Improvement & Gardening 		 79
Books & Media 								82
Sporting Goods 								78
Toys & Hobbies 								87
Specialty Retail 								83
Quick Service F&B 							90
Restaurants & Pubs 						76
Arts & Entertainment 						73
Fitness & Leisure 							67
Auto Parts & Accessories 					 86
Auto/RV/Motorsports Dealerships 		 75
Auto Fuel 									88
These indices are consistent with the average
household income profile and provides strong cues for
the optimal and compatible commercial business mix
opportunities. At its core, Wetaskiwin is a value-oriented
consumer market where day-to-day shops and services
are priorities such as Pharmaceuticals, as is Quick
Service F&B.
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Figure 4.9 Trade Area and Miscellaneous Inflow Spending Summary
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Figure 4.10 Aggregate Spending Summary
(Source: Manifold Data Mining Inc & FBM)
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Table 4.9 Trade Area and Miscellaneous Inflow Spending (2019)
(Source: Manifold Data Mining Inc & FBM)
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5.0 Commercial Supply
5.1 INTRODUCTION
The dynamics of the overall commercial market
comprising retail and food & beverage shops and
services, and street level office services provide
critical indicators as to the performance of the city’s
commercial sector and moreover the magnitude of
demand and resulting opportunity for which certain
market segments or gaps could be filled.
This section will provide a detailed inventory of the
business mix (predominantly ground floor) that comprise
the current commercial market for Wetaskiwin, which
serves as the core centrality for shops and services in
the identified Trade Area.
The purpose of the inventory and evaluation is to
identify a foundation for demand and current retail
performance (also known as retail sales productivity)
followed by identifying the potential types of tenants
and/or merchandise categories for whom Wetaskiwin
could be considered a compatible market for expansion
or attraction.

5.2 MARKET OVERVIEW
To document the retail inventory, FBM conducted
on-the-ground fieldwork in which street front retail
premises were documented in terms of the retail store,
merchandise category, estimated unit size, vacancy as
well as North American Industry Classification System
(NAICS) code.
The inventory was categorized into the same
merchandise categories that were profiled in the retail
spending so that a direct comparison could be taken. In
some cases where retail data was not available, store
sizes were estimated using leasing plans, brokerage
websites and satellite mapping measurements.

The master inventory also distinguishes between
Professional Medical, Finance/Insurance/Real Estate
Services or other Non-Retail, such as office or
public sector that may occupy traditional street front
spaces, but typically do not have a retail productivity.
Regardless, many of these uses even if not traditional
retail are essential to the lifeblood of retail and are part
of the overall market demand analysis.

5.3 CITYWIDE SUMMARY
The City of Wetaskiwin has a total commercial
floorspace of approximately 1.31 million sf as identified
in Table 5.2. This figure includes not just retail,
but professional and medical services that occupy
streetfront uses in the City’s various nodes identified
in Figure 5.2 as Downtown, Auto Mile, Regional and
Southeast Industrial. This total floorspace figure also
includes vacant space throughout the City in these
same nodes.
When factoring only retail shops and services and
food and beverage businesses, the total floorspace is
estimated to be just under 800,000 sf (799,401 sf).
This retail floorspace equates to a per capita figure of
60 sf/capita when applied to the City’s population of
13,248. Alternatively, the per capita ratio is almost 30 sf
per capita when applied against Wetaskiwin’s identified
Primary Retail Trade Area (PTA) of 45,235. The City’s
inventory confirms the quasi regional nature of the retail
offering, which is a positive when the City looks to
market itself to prospective business interests.

The full retail and business mix inventory for Wetaskiwin
is summarized in Tables 5.1, 5.2 & 5.4 and Figures
5.1 to 5.14. The detailed inventory that supports these
summary tables and figures is presented in Appendix C.
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Figure 5.1 Citywide Commercial Nodes in Wetaskiwin
(Source: FBM)
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Inventory & Business Mix
Table 5.2 and Figure 5.2 (and Appendix C) provide a
breakdown of Wetaskiwin’s commercial inventory by
category. The Top 5 retail-specific categories (excluding
professional or office-related services) in terms of overall
occupied floor space in Wetaskiwin are:
1. General Merchandise		

239,650 sf

2. Auto/RV/Motorsports Dealers

160,400 sf

Table 5.2 Detailed Citywide Commercial Inventory by
Merchandise or Business Category
(Source: FBM)

3. Home Improvement & Gardening 89,900 sf
4. Grocery & Specialty Foods		

87,585 sf

5. Full Service F&B			

67,750

Non-retail uses such as Professional and Medical
Services comprise a total of 91,094 sf, which may
represent a slight undercount since there would also
be professional and medical services on second floor
space, near the hospital or in industrial buildings, which
may not have been tabulated. At an estimated 10% this
still suggests that the Professional & Medical Services
would represent approximately 100,000 sf of total
floorspace in Wetaskiwin.

Table 5.1 Citywide Retail Business Mix Summary
(Source: FBM)
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As will be seen in the nodal summaries, there is a
distinct distribution of floorspace throughout the City,
whereby each node tends to have one or two dominant
occupied uses.
In terms of the mix of branded to local independent
businesses, Table 5.1 illustrates that the City of
Wetaskiwin has approximately 173 total ground floor
retail-specific businesses. Of that total, 69% of the total
business are local independents predominantly in the
Downtown, with 31% being represented by branded
retailers. However in terms of floorspace, the branded
retailers account for 59% of the floorspace since much
of this floorspace can be accounted for in the Regional
node and along the Auto Mile.

Vacancy
For a so-called “healthy” retail market, traditional
vacancy levels should be in the range of +/- 5% which
infers that there are spaces available that can keep
rental rates at favourable and equitable levels for both
landlords and retailers.

Retail Sales Productivity
An estimate of the overall retail performance of the
City’s retail sector suggests that businesses (not taking
into account the impact of COVID-19) were performing
at just over $200 per sf in annualized retail sales. This
value would imply that based on industry standards
that typical triple net rent, (i.e. including common area
charges and taxes) would be in the range of $18 - $22
per sf. Again, this is likely to be variable depending on
the specific node and quality of the retail space being
offered.
The inventory of each node is summarized in Table
5.4, which is sorted by broad alphabetical category
(Automotive, Comparison Retail, Convenience Retail,
Institutional, Leisure, Medical, Professional and Vacant)
for consistency of viewing.

Figure 5.2 Citywide Commercial & Business Mix
(Source: FBM)

In Wetaskiwin, the current vacancy sits at 10.1% or
almost 135,000 sf. As with inventory, this vacancy is
distributed in various nodes and with various nuances.
Such nuances include vacancies for retail space at the
Wetaskiwin Mall that includes as yet unbuilt, but actively
leasing future Common Retail Units (CRUs) totaling
4,800 sf. In terms of singular floorspace availabilities,
the most notable vacancies in the City include:
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In terms of area clusters or concentrations of vacancies,
the Wetaskiwin Mall and Whistlestop Plaza downtown
both represent higher vacancies, but also present
opportunities for redemising and consolidating spaces in
areas with good parking and quality spaces.
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180,000

Selected Retail Imagery from Regional and Auto Mile Nodes
(Source: FBM)

Page 31

Business Mix Analysis for the City of Wetaskiwin
Commercial Supply

Selected Business Mix Imagery from Downtown Wetaskiwin
(Source: FBM)
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5.4 DOWNTOWN NODE SUMMARY
The Downtown Node and its full inventory is
summarized in Tables 5.3 & 5.4 (and Appendix C) and
also shown in visual form in Figures 5.6 to 5.9.

Inventory & Business Mix
Downtown Wetaskiwin has a total streetfront
commercial and business mix inventory comprising
approximately 422,930 sf. When excluding non-retail
components, the resulting retail only floorspace equates
to 220,650 sf.
The retail mix of Downtown is comprised of a total of 82
storefronts of which 69 or 84% are local independents.
In terms of retail floorspace this ratio is 71%. This ratio
of local/independent to branded stores is very close to
the industry norm for a healthy downtown mix which
often is at 75:25 to 80:20. Downtown Wetaskiwin
benefits from having a recognized grocery tenant as an
anchor along with all the major banking institutions.
It is every more important for small dowtowns when
competing against branded larger format locations
to ensure that the composition of conveniences
and services remains strong and maintain a physical
presence in the downtown. When conveniences and
essential, anchor services leave downtowns, these
Table 5.3 Downtown Retail Business Mix Summary
(Source: FBM)

often create immense vacuums to back fill. Moreover,
the draw they present is critical for the foot traffic
necessary to support local/independent shops and
services.
Downtown Wetaskiwin’s business mix is dominated by
3 particular categories, which should continue to be the
priority building blocks moving forward. These are:
Professional & Financial Services					 59,230 sf
Medical Services									38,650 sf
Limited Service F&B								29,950 sf
Grocery & Specialty Foods						29,900 sf
					
Figures 5.6 to 5.8 show specifically where the overall
core businesses are located within the downtown.
The visual depiction shows where clusters are, but also
shows how dispersed categories like Medical Services
are distributed. There may be further opportunities to
cluster medical services in the Whistlestop Plaza so that
50 St becomes a dominant corridor and destination for
medical services. This may also include the adaptive
reuse of the vacant COOP grocery store, which benefits
from ample parking.
The average store size in the Downtown is estimated
at 2,691 sf within which local independent stores
average 2,284 sf. An emerging trend in downtowns is to
promote and work with local landlords to activate vacant
spaces by creating pop-up and smaller store sizes that
are more flexible in rent structures to cultivate and
incubate more local entrepreneurial activity.

Vacancy
Vacancies in the downtown are currently estimated
at 22.6% (92,600 sf), which is high and a cause for
concern. Equally speaking, this presents an opportunity
to prioritize a positioning strategy for the Downtown
which builds upon its strengths, namely the opportunity
to concentrate medical services around which local
shops and services will gravitate.
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Vacancies are visually shown in Figure 5.10 and reveal
challenges and opportunities along 50 Ave. Many
vacancies in the Downtown are larger than 1,200 sf
and this is a common problem in many downtowns. In
fact, when excluding the COOP Vacancy, the average
vacant space is 1,800 sf. This size is becoming more
challenging for attracting local startups who have limited
cash flow for rent and operating costs. A future trend
and opportunity is to work with landlords to subdivide
spaces into smaller micro units which can be leased
on monthly or percentage rent programs, which can
cultivate local entrepreneurial activity. It is not surprising
that COOP grocery had challenges and vacated its
space as the downtown market is really only large
enough to support one grocery, while other specialty
grocers like ELJ Asian Grocery is an ideal type of
downtown business.

Retail Sales Productivity
Given the nature of vacancies and overall commercial
storefront offering, the estimated retail sales productivity
of downtown (excluding COVID-19 impact) is estimated
to be $175 per sf. At this average productivity, the triple
net rent, (i.e. including common area charges and taxes)
would be in the range of $15 - $19 per sf.

5.5 AUTO MILE NODE SUMMARY
The Auto Mile corridor node and its full inventory is
summarized in Table 5.4 and Figure 5.4 (and Appendix
C). The Auto Mile corridor is defined as the area along
both sides of Hwy 2A between 56 Ave and 40 Ave/Hwy
13. The Auto Mile Node could also be further broken
into the Auto Mile North and South, but for the purposes
of this study, the corridor is taken as one area.

Inventory & Business Mix
The Auto Mile node has a total streetfront commercial
and business mix inventory comprising approximately
368,550 sf. When excluding non-retail components, the
resulting retail only floorspace equates to 182,300 sf.
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The dominant occupied business categories are:
Automotive/RV/Motorsports Dealers		
Full Service Food & Beverage					
Home Furnishings & Decor					
Limited Service Food & Beverage			

130,200 sf
32,300 sf
22,000 sf
21,750 sf

Aside from the defining auto dealerships, the auto
mile corridor is a mix of approximately 51 retail-related
old and new properties comprising 61% local and
39% branded formats. The future positioning of the
corridor may well lie in the continued attraction and
concentration of auto, rv or motorsports dealers.

Vacancy
Vacancy in the Auto Mile corridor estimated at 6.5%
(23,850 sf). While somewhat high, the locations
and types of vacancies are predominantly older
properties and may be better targets for supportive
auto or personal services, since they would not be as
compatible for traditional retail units.

Retail Sales Productivity
The Auto Mile node’s sales performance (excluding
COVID-19 impact) to be quite healthy at an estimated
average of $433 per sf, which is attributed to the large
share of strong performing branded auto dealerships
and branded limited service restaurants such as Boston
Pizza, A&W, Tim Hortons, Wendy’s.

5.6 REGIONAL NODE SUMMARY
The Regional node and its full inventory is summarized
in Table 5.4 and Figure 5.5 (and Appendix C). The
Regional Node is defined as the area along both sides of
Hwy 2A south of 40 Ave/Hwy 13. This node is the most
defined retail area in the City and comprises the major
destination formats such as Wetaskiwin Mall, WalMart
and Canadian Tire.

Inventory & Business Mix
The Regional node has a total streetfront commercial
and business mix inventory comprising approximately
461,909 sf. When excluding non-retail components, the
resulting retail only floorspace equates to 347,891 sf.
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Table 5.4 Detailed Nodal Commercial Inventory by Merchandise or Business Category
(Source: )
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Figure 5.3 Downtown Node Commercial & Business Mix
(Source: FBM)
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As the Regional node, the location and availability of
properties is important for attracting targeted missing
branded businesses to the City. The floorspace is
dominated by General Merchandisers accounting for
200,900 sf or 43.5% of the total floorspace. There
are an estimated 38 retail-oriented businesses in the
Regional Node, of which the mix is 50:50 local vs
brands in terms of stores, but 15:85 in terms of local vs
branded floorspace square footage.
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WalMart at Denham Landing presents an ideal scenario
for clustering future junior box and compatible smaller
retail, although the presence of Restrictive Covenants
by WalMart, Loblaws, and Tim Hortons presents a
challenge for attracting specific retailers and categories
of retailers. Restrictive Covenants can be difficult to
renegotiate, but at their core they are protectionist and
all premised around monetary value by controlling the
competition.

Table 5.4 Auto Mile Node Commercial & Business Mix

Figure 5.5 Regional Node Commercial & Business Mix
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Figure 5.6 Downtown Wetaskiwin Ground Level Retail & Commercial Inventory (All)
(Source: FBM)
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Figure 5.7 Downtown Wetaskiwin Ground Level Retail & Commercial Inventory (Professional and
Medical Services)
(Source: FBM)

Figure 5.8 Downtown Wetaskiwin Ground Level Retail & Commercial Inventory (Conveniences and
Personal Services)
(Source: FBM)
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Figure 5.9 Downtown Wetaskiwin Ground Level Retail & Commercial Inventory (Shops, Food &
Beverage and Other Retail)
(Source: FBM)

Figure 5.10 Downtown Wetaskiwin Ground Level Retail & Commercial Inventory (Vacant Spaces and
Vacant Land)
(Source: FBM)
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These three Restrictive Covenants have been in place
since the early 2000s and have been a large factor in
hindering retail growth in an otherwise attractive retail
location regionally. But the timing is appropriate now to
use this study and its opportunities and updated market
profile to renegotiate the Restrictive Covenants or obtain
“written consent” so that the community and Trade
Area residents can benefit from an increased offering,
as opposed to further suffering outflow to Leduc,
Camrose or Red Deer. It is not inconceivable to state
that a stronger cluster around WalMart has the ability to
retain more spending and customers which will in turn
patronize WalMart.
Similarly, but without a Restrictive Covenant, the
Wetaskiwin Mall presents, with perhaps less
complexity, the best opportunity for a refresh or
repositioning strategy that could attract target brands
to the market. Moreover, it is in the best position to
circumvent the Restrictive Covenants at Denham
Landing and if an externalization repositioning strategy
was undertaken, the mall may benefit from attracting
new-to-market retailers such as Bulk Barn and Princess
Auto.

Vacancy
Vacancies in the Regional Node are largely focused at
the Wetaskiwin Mall, where there are internal vacancies
as well as vacancies for future approved pad Common
Retail Units (CRUs). The current vacancy rate sits at 4%
which is very favourable for this node.

Retail Sales Productivity
Because of the large floor plates of the general
merchandisers in the Regional Node, the retail sales
productivity is estimated at a reasonably healthy $275
per sf. A target overall productivity for the Regional
Node should be in the range of $300 per sf and this
could become achievable if a stronger contingent of
targeted branded retailers were attracted.

5.7 COMMERCIAL LAND SUMMARY
To supplement the physical floorspace inventory of the
City, a further profile of available lands was prepared as
visually shown for each node in Figures 5.11 to 5.14.
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The Auto Mile corridor reveals a number of infill or
redevelopment sites with frontage along Hwy 21, which
could be prime opportunities for auto or limited service
food & beverage categories.
Downtown Wetaskiwin has some land assets available.
The largest of these lands currently back onto the active
rail line and are most compatible for flex type light
industrial uses. Conversely, the available parcels along
50 St could be opportune sites for pad retail or future
mixed-use retail/commercial/residential buildings.
The best opportunity for future commercial land
development lies in the Regional Node, where todate development has been hindered by Restrictive
Covenants at Denham Landing (WalMart, Loblaws
and Tim Hortons). The Regional Node could become
stronger than it has historically been, if land could be
developed with complementary commercial businesses.
Possible consideration could also be given to future
hotel formats, as well as free standing full service
restaurants. Caution should be exercised to ensure that
retail is targeted that matches the demographic profile
of the Trade Area and still respects an equitable balance
with retail in Downtown.
Elsewhere in the community, though not shown on
Figure 5.11 (located just north of the area shown
along Hwy 2A), are other potential commercial lands
that could be considered for possible development.
These include most notably, land zoned as US (Urban
Service and Open Space) on either side of Hwy 2A
at the intersection of Centennial Dr. These lands are
located at the “boulevard” gateway into Wetaskiwin
near to established single family neighbourhoods and
future possible residential development. The scale
of development at these nodes could range from
Neighbourhood scale (10,000 - 25,000 sf) to Community
scale grocery anchored (25,000 to 100,000).
If Restrictive Covenants at Denham Landing cannot
be renegotiated, these lands would be most logical
for development to attracting missing brands most
compatible and beneficial to Wetaskiwin. This would
require a rezoning to either C3 (Highway Commercial) or
C4 (Neighbourhood Commercial).
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Figure 5.11 Auto Mile North Node Available Commercial Lands
(Source: FBM and Commercial Brokerage Listings)

Figure 5.12 Auto Mile South Node Available Commercial Lands
(Source: FBM and Commercial Brokerage Listings)
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Figure 5.13 Regional Node Available Commercial Lands
(Source: FBM and Commercial Brokerage Listings)

Figure 5.14 Downtown Node Available Commercial Lands
(Source: FBM and Commercial Brokerage Listings)
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6.0 Market Demand Analysis
6.1 INTRODUCTION
The following section will assess the amount of
supportable retail floor space in the City of Wetaskiwin
as justified by the identified Trade Area it serves, but
also including the additional miscellaneous inflow from
other sources such as passing motorists, tourists and
residents peripheral to the PTA. After determining
the supportable and residual floor space (if and as
determined), the analysis will measure the difference
between the supply and demand as presented in
terms of inflow or outflow of retail sales. Moreover, the
analysis will look at the current market share for the
City as well as an examination of the implications for
increasing market share and what this could mean for
market support for retail shops and services.

6.2 FLOORSPACE DEMAND BY PER
CAPITA POPULATION GROWTH
One common general approach to forecasting retail
demand is a per capita approach. The current Trade
Area retail inventory is estimated at 1.5 million. This
figure includes the City’s documented retail inventory of
975,000 sf (rounded) plus Ponoka’s estimated inventory
of 475,000 sf (rounded) plus an additional 50,000 sf for
outlying smaller communities. When applied against the
Trade Area population of 45,235 the resulting per capita
is 33 sf.
Forecasting demand using per capita for Wetaskiwin
should be conservative, given the demographic profile.
Therefore, assuming an estimated 10-year population
growth of 8,387 residents in Trade Area and applying a
reasonable sf per capita ratio of 20 sf, the supportable
retail floorspace demand could be approximately
167,740 sf in the Trade Area. Further assuming that
Wetaskiwin should continue to garner at least 65% of
the demand this would result in net new demand in
Wetaskiwin for approximately 110,000 sf over the next
decade.
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6.3 FLOORSPACE DEMAND BY
TRADE AREA BASED ON CURRENT
MARKET SHARES
Tables 6.1 to 6.5 depict the retail floor space demand
estimates that are projected to come from Wetaskiwin’s
respective Primary Trade Area (including Miscellaneous
Inflow). This measure of retail demand is used to further
rationalize the current amount of inventory in the City
and further highlight where particular areas of deficiency
or opportunity may lie as it relates to the overall retail
offering in the City.
Moreover, it provides a benchmark against which future
goals could be set for sales inflow and retention.
By dividing the aggregate Trade Area retail spending
potential by category-specific retail sales productivity
estimates (measured in $ per sf, a metric commonly
used by the retail industry to quantify sales
performance), the estimated market share is calculated
as well as the warranted or supportable floor space.
The resulting market share reflects an estimate on how
much retail sales the City of Wetaskiwin is currently
garnering from Trade Area residents and miscellaneous
inflow.

Total Primary Trade Area Supply - Demand
Table 6.1 reveals that based on the City’s current
inventory of approximately 975,441 sf of occupied retail
space, the City’s retailers are only garnering a retained
market share of 35%. This market share or retention rate
suggest that 65% of Trade Area resident spending is
considered outflow and spent elsewhere in Edmonton,
Leduc County, Camrose or Red Deer.
Much of this decision is based on the relative proximity
of Edmonton and its major competitive nodes, as well as
the evolution of Leduc as a retail destination, particularly
since the opening of COSTCO and the Premium Outlets
at the Edmonton Int’l Airport.
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Table 6.1 Trade Area Current Market Share - 2019 (Year End)

Table 6.2 Trade Area Current Market Share Demand - 2024 est.
2024

Retail Spending by
Merchandise Category

Grocery & Specialty Foods
Pharmacy
Alcohol & Tobacco
Personal Services
Health Care & Medical Services
Fashion & Accessories
Jewelry
Health & Beauty
Home Furniture & Décor
Appliances & Electronics
Home Improvement & Gardening
Books & Media
Sporting Goods
Toys & Hobbies
Specialty Retail
Quick Service F&B
Restaurants & Pubs
Arts & Entertainment
Fitness & Leisure
Auto Parts & Accessories
Auto/RV/Motorsports Dealerships
Auto Fuel

TOTAL RETAIL CATEGORIES ONLY

Table 6.3 Trade Area CURRENT Market Share Demand - 2029 est.
2029

Retail Spending by
Merchandise Category

Grocery & Specialty Foods
Pharmacy
Alcohol & Tobacco
Personal Services
Health Care & Medical Services
Fashion & Accessories
Jewelry
Health & Beauty
Home Furniture & Décor
Appliances & Electronics
Home Improvement & Gardening
Books & Media
Sporting Goods
Toys & Hobbies
Specialty Retail
Quick Service F&B
Restaurants & Pubs
Arts & Entertainment
Fitness & Leisure
Auto Parts & Accessories
Auto/RV/Motorsports Dealerships
Auto Fuel

TOTAL RETAIL CATEGORIES ONLY

Wetaskiwin
Sales
Productivity
($psf)

Wetaskiwin
Estimated
Market Share

Market Share
Sales $

Wetaskiwin
Estimated
Market Share

Market Share
Sales $

Cumulative
NEW
Floorspace
Demand
(sf)

$284
$325
$313
$113

39%
67%
42%
5%

$39,316,979
$10,030,515
$11,171,017
$2,982,411

18,205
-1,587
205
-2,110

$134
$260
$228
$156
$180
$146
$130
$122
$122
$154
$283
$215
$85
$114
$260
$226

29%
34%
20%
69%
20%
42%
2%
80%
54%
64%
48%
32%
64%
47%
70%
48%

$14,258,726
$1,184,351
$2,783,746
$13,252,410
$5,257,511
$16,799,506
$366,419
$4,936,677
$2,533,243
$10,709,086
$11,133,038
$14,009,900
$3,289,743
$3,452,696
$8,618,888
$53,320,106

40,264
670
2,591
26,267
10,311
8,808
709
16,804
8,846
-21,583
1,931
-2,636
1,511
-3,075
2,240
75,530

$198

35.0%

$229,406,970

183,901

Table 6.4 Trade Area Cumulative Market Share Demand Based on
CURRENT Market Share

Cumulative
NEW
Floorspace
Demand
(sf)

$284
$325
$313
$113

39%
67%
42%
5%

$41,983,481
$10,710,791
$11,928,642
$3,184,680

27,591
506
2,626
-317

$134
$260
$228
$156
$180
$146
$130
$122
$122
$154
$283
$215
$85
$114
$260
$226

29%
34%
20%
69%
20%
42%
2%
80%
54%
64%
48%
32%
64%
47%
70%
48%

$15,225,762
$1,264,674
$2,972,541
$14,151,196
$5,614,079
$17,938,859
$391,270
$5,271,485
$2,705,049
$11,435,382
$11,888,088
$14,960,059
$3,512,856
$3,686,860
$9,203,427
$56,936,308

47,477
979
3,421
32,013
12,294
16,599
900
19,551
10,255
-16,878
4,600
1,780
4,126
-1,016
4,488
91,531

$198

35.0%

$244,965,490

262,528
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Wetaskiwin
Sales
Productivity
($psf)
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Table 6.5 Trade Area Cumulative Market Share Demand SUMMARY
Based on CURRENT Market Share

The resulting figures in Table 6.1 also depict a weak
retained market share for conveniences and day-to-day
goods and services, while not unexpectedly Department
Store Type Merchandise (DSTM) or Comparison Goods,
and vast majority of bigger ticket DSTM purchases
are made outside of Wetaskiwin. There are some
categories that appear to be doing quite well with
respect to market shares including Home Furniture &
Decor, Sporting Goods and Auto Parts.
At an overall market share of 35% however Wetaskiwin
doesn’t seem to be punching its weight. Moreover,
this market share is further validation that Wetaskiwin’s
Trade Area is in the 50,000 person range, which is
important to recognize for marketing purposes.
If these current market share rates were projected out
over the next 10 years at the same levels, in conjunction
with population increase and anticipated spending
increase, the resulting floorspace demand could
increase cumulatively of 184,000 sf by 2024 (Table 6.2),
and 263,000 sf by 2029 (Tables 6.3 and 6.4).
The resulting strategy for Wetaskiwin would seem to lie
in introducing or pursuing very specific retailers that fit
the demographic and Trade Area profile.
Additionally, and concurrently with targeting specific
retailers, the City should look at marketing its existing
retail to the core Trade Area residents so that it can
better retain spending and increase the market share.

Page 45

Table 6.5 provides a summary of the cumulative
demand for 2024 and 2029 by broad merchandise
cluster and shows that Conveniences could support an
increase of 30,407 sf, which could in essence support
one smaller grocery store perhaps closer to the hospital
or new residential areas in the future.
The categories of Fashion, will likely continue to be
challenging for the foreseeable future as trends shift
to smaller footprints as well as online sales, and as
more familiar casual brands continue to announce
store closures across Canada. This does not mean
that opportunities could present themselves, but the
likelihood of attracting a Marshalls or Winners will be
challenging for the foreseeable future because of their
locations in Leduc and in particular the draw that they
have created.
However, the value price point sector may still have
some opportunities for Wetaskiwin that could be helpful
to shifting the perception of Wetaskiwin. One such
target tenant could be Value Village, which would usurp
and help to counter the image of Pawn Shops which are
prevalent in the community. Value Village is a respected
general merchandiser with a charitable component that
could serve the community well.
Wetaskiwin has a strong automotive presence and this
could increase with the potential addition of another auto
dealership and this could be one of the possible uses
that would not be subject to the Restrictive Covenants
at Denham Landing.
Business Mix Analysis for the City of Wetaskiwin
Market Demand Analysis

Table 6.6 Trade Area TARGET FUTURE Market Share Demand - 2024 est.
2024

Retail Spending by
Merchandise Category

Grocery & Specialty Foods
Pharmacy
Alcohol & Tobacco
Personal Services
Health Care & Medical Services
Fashion & Accessories
Jewelry
Health & Beauty
Home Furniture & Décor
Appliances & Electronics
Home Improvement & Gardening
Books & Media
Sporting Goods
Toys & Hobbies
Specialty Retail
Quick Service F&B
Restaurants & Pubs
Arts & Entertainment
Fitness & Leisure
Auto Parts & Accessories
Auto/RV/Motorsports Dealerships
Auto Fuel

TOTAL RETAIL CATEGORIES ONLY

Table 6.7 Trade Area TARGET FUTURE Market Share Demand - 2029 est.
2029

Retail Spending by
Merchandise Category

Grocery & Specialty Foods
Pharmacy
Alcohol & Tobacco
Personal Services
Health Care & Medical Services
Fashion & Accessories
Jewelry
Health & Beauty
Home Furniture & Décor
Appliances & Electronics
Home Improvement & Gardening
Books & Media
Sporting Goods
Toys & Hobbies
Specialty Retail
Quick Service F&B
Restaurants & Pubs
Arts & Entertainment
Fitness & Leisure
Auto Parts & Accessories
Auto/RV/Motorsports Dealerships
Auto Fuel

TOTAL RETAIL CATEGORIES ONLY

Wetaskiwin
Sales
Productivity
($psf)

Wetaskiwin
TARGET
Market Share

$284
$325
$313
$113

Market Share
Sales $

Wetaskiwin
TARGET
Market Share

Market Share
Sales $

Cumulative
NEW
Floorspace
Demand
(sf)

$284
$325
$313
$113

50%
67%
50%
10%

$51,022,239
$9,975,283
$13,228,069
$5,626,952

59,408
-1,757
6,778
21,339

$134
$260
$228
$156
$180
$146
$130
$122
$122
$154
$283
$215
$85
$114
$260
$226

30%
34%
20%
69%
20%
50%
2%
80%
55%
64%
48%
35%
64%
47%
70%
48%

$14,624,409
$1,193,059
$2,779,235
$13,159,415
$5,347,298
$19,933,828
$317,320
$4,921,151
$2,572,041
$10,641,405
$11,131,769
$15,113,008
$3,275,085
$3,473,652
$8,668,347
$52,965,426

42,992
704
2,571
25,672
10,811
30,240
331
16,677
9,164
-22,021
1,927
2,491
1,339
-2,890
2,430
73,960

$199

38.2%

$249,968,994

282,164

Table 6.8 Trade Area Cumulative Market Share Demand Based on
TARGET FUTURE Market Share

Cumulative
NEW
Floorspace
Demand
(sf)

$54,482,598
$10,651,813
$14,125,205
$6,008,576

71,589
325
9,645
24,722

$134
$260
$228
$156
$180
$146
$130
$122
$122
$154
$283
$215
$85
$114
$260
$226

50%
67%
50%
10%
0%
30%
34%
20%
69%
20%
50%
2%
80%
55%
64%
48%
35%
64%
47%
70%
48%

$15,616,246
$1,273,973
$2,967,725
$14,051,894
$5,709,955
$21,285,753
$338,841
$5,254,907
$2,746,478
$11,363,112
$11,886,732
$16,137,982
$3,497,203
$3,709,238
$9,256,240
$56,557,574

50,390
1,015
3,400
31,378
12,828
39,484
496
19,415
10,595
-17,346
4,595
7,255
3,943
-819
4,691
89,855

$199

40.2%

$266,922,043

367,456
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Wetaskiwin
Sales
Productivity
($psf)
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Restaurants and Entertainment will be challenged as
the industry emerges from COVID-19, but there are still
some possible target Food & Beverage operators that
may appeal and fit with the market profile of Wetaskiwin
within the next 5 years. These could include Mr. Mike’s
Steakhouse, Famoso Pizza, Original Joe’s, Cora’s or
Mary Brown’s or Humpty’s.

6.4 FLOORSPACE DEMAND BY
TRADE AREA BASED ON TARGET
FUTURE MARKET SHARES
Tables 6.6 to 6.9 reveals the potential results of
increasing market share and what this could mean for
stimulating new demand. At the same time it is very
important to observe that the increasing market shares
may yield more demand, but this does not necessarily
mean that all that new demand must be introduced
in some way. In fact, a higher market share retention
combined with stronger marketing also could mean that
existing businesses could have stronger sales.

retail attraction program. Therefore, Wetaskiwin should
pursue a strategy of targeted retailer selection and
increased market penetration. This will serve to fill
realistic voids, while working to help local retailers.

Total Primary Trade Area Supply - Demand
Table 6.6 reveals that an increase in overall market
share from 35% to 38% could result in cumulative
demand by 2024 of 283,000 sf and 367,000 by 2029.
Specifically within the above cumulative demand figure,
market shares may not increase in all categories, but
specifically and realistically could increase in notable
categories such as Grocery, Personal Services and
Home Improvement & Gardening.
When factoring into this the current citywide vacancy
of almost 135,000 sf, the net result suggests true new
demand for 232,559 sf assuming an increase in overall
market penetration.

Table 6.9 reveals the overall cumulative impact of
increases to market shares and reveals the possibility
The resulting benefit of having better performing
that if categories were to be combined that a retailer
businesses means that there could be less store
such as Real Canadian Superstore could be a strong
closures and more successful local businesses.
candidate for the community. While they may not be
able to locate at Denham Landing, it is not inconceivable
The purpose of increasing market share shows how
that they could locate towards the north end of the Auto
a small increase can make a big difference for the
Mall, or perhaps as part of a redeveloped Wetaskiwin
community, particularly when combined with a targeted
Mall.
Table 6.9 Trade Area Cumulative Market Share Demand SUMMARY Other target retailers that could be
targeted within the available demand
Based on TARGET FUTURE Market Share
could be Bulk Barn, Princess Auto
and Castle Building Supplies. Also
since there are two Shoppers Drug
Mart locations in Downtown, it is
reasonable to assume that one of
these locations is possible to close,
and if so a relocation to the Regional
Node would make practical sense.
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7.0 Key Findings and Action Plan
7.1 INTRODUCTION
The overviews and analyses presented in the previous
sections provided insights into potential directions the
City could pursue as part of its business retention and
attraction strategy. This section summarizes some of
the key findings from the Trade Area, inventory and
demand analysis and further presents some immediate,
short and longer term action items.

7.2 KEY MARKET FINDINGS
The market analysis research and analysis revealed
the following key findings pertaining to Wetaskiwin’s
commercial and retail business mix along with
opportunities and challenges therein.

Trade Area
• Wetaskiwin’s Trade Area population as of 2019 year
end was an estimated 45,235 which includes 11,761
residents of Aboriginal origin. (source: Manifold Data

• Compared to the Provincial average, Wetaskiwin’s
Trade Area and City has a higher proportion of
residents aged 65 and over and lower proportion
in the influential and family formative stages 25-49
years. (source: Manifold Data Mining Inc.)
• Wetaskiwin’s Trade Area total aggregate household
spending, including spending on Health Care/
Medical Services and Automotive) is estimated at
$582.4 million (as of year end 2019).
• Wetaskiwin also benefits from some miscellaneous
inflow, which is estimated to be in the range of
5.3% of the total Trade Area spending resulting in
an additional $30.7 million in retail specific spending.
• Wetaskiwin’s total Retail Trade Area spending is
estimated at $613.1 million as of year end 2019
and in conjunction with population growth and
conservative household income growth, spending
is forecast to grow to $655.2 million by 2024 and
$699.6 million by 2029.

Mining Inc.)

• Wetaskiwin’s Trade Area population is forecast to
approach 50,000 (49,212) by 2024 and grow to
almost 54,000 (53,622) by 2029 representing a 10year growth of 8,387 residents. (source: Manifold Data
Mining Inc.)

• Average Household Income of Wetaskiwin’s Trade
Area estimated to grow from it’s present day
estimate of $100,830 per household to $115,959
by 2024 and $137,475 by 2029. (source: Manifold Data
Mining Inc.)

• Compared to the Provincial average, Wetaskiwin’s
Trade Area household income has a much
lower share of residents earning over $100,000.
The dominant household income segment in
Wetaskiwin’s Trade Area is in the $25,000 to
$50,000 range. (source: Manifold Data Mining Inc.)
• Wetaskiwin’s Trade Area average age is estimated
at 39.3 years, which is slightly younger than the
City’s average age is estimated at 41.7 years. (source:
Manifold Data Mining Inc.)
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Wetaskiwin’s Trade Area profile overall is indicative of an
older demographic around which the health care sector,
personal services and conveniences are high priorities.
The household incomes and spending profile further
suggest a market compatible with value-priced
merchandise offering, around which brands or tenants
like Bulk Barn, Real Canadian Superstore, Value Village
would be prime targets.
A focus for the City should also be towards attracting
younger families seeking compatibility with a small town
remote working opportunity with a strong provision of
local and independent shops and a downtown culture.

Business Mix Inventory
• The City of Wetaskiwin has a total commercial
floorspace of approximately 1.31 million sf. This
figure includes not just retail, but professional and
medical services that occupy streetfront uses in the
City’s various nodes identified as Downtown, Auto
Mile, Regional and Southeast Industrial.
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• When factoring only retail shops and services and
food and beverage businesses, the total floorspace
is estimated to be just under 799,401 sf.
• Wetaskiwin’s Top 5 retail-specific categories
(excluding professional or office-related services) in
terms of overall occupied floor space are:
1. General Merchandise		

239,650 sf

2. Auto/RV/Motorsports Dealers

160,400 sf

3. Home Improvement & Gardening

89,900 sf

4. Grocery & Specialty Foods

87,585 sf

5. Full Service F&B			

67,750 sf

• The current citywide vacancy sits at 10.1%, or almost
135,000 sf. As with inventory, this vacancy varies
between the various nodes.
• The most notable vacancies in the City including:
Former COOP Grocery (Downtown) -		
Former Auto Shop (Downtown) -				
Former Thrash n Threads (Downtown) -		
Beside Country Pharmacy (Downtown) Former AIF Distributors (Auto Mile) -		

21,500 sf
5,000 sf
5,000 sf
5,000 sf
4,250 sf

NODAL INVENTORY SUMMARIES
Downtown Wetaskiwin Node
Total Floorspace: 422,930 sf
Vacancy: 92,600 sf / 21.9%
Top Retail Category Floorspace (excl Vacant)
Professional & Financial Services - 			 59,230 sf
Medical & Wellness Services - 				 38,650 sf
Full Service Food & Beverage - 				 29,950 sf
Grocery, Convenience & Specialty Foods - 29,900 sf
Fitness & Leisure - 								28,600 sf
Auto Mile Node
Total Floorspace: 368,550 sf
Vacancy: 23,550 sf / 6.5%
Top Retail Category Floorspace (excl Vacant)
Auto/RV/Motorsports Dealerships - 		
130,200 sf
Full Service Food & Beverage - 				 32,300 sf
Home Furnishings & Decor - 					 22,000 sf
Limited Service Food & Beverage - 			 21,750 sf
Alcohol & Tobacco - 							19,400 sf
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Regional Node
Total Floorspace: 461,909 sf
Vacancy: 18,477 sf / 4.0%
Top Retail Category Floorspace (excl Vacant)
General Merchandise- 						
200,900 sf
Grocery, Convenience & Specialty Foods - 46,685 sf
Auto/RV/Motorsports - 							30,200 sf
Public Service/Institutional “Non-Retail” - 29,600 sf
Professional & Financial Services - 			 27,064 sf

Market Demand
• Assuming an estimated 10-year population growth
of 8,387 residents in Trade Area and applying a
reasonable sf per capita ratio of 20, would suggest
supportable demand for approximately 167,740 sf in
the Trade Area, of which Wetaskiwin could continue
to realistically garner at least 65% resulting in a
net new demand in Wetaskiwin for approximately
110,000 sf.
• Based on the City’s current inventory of
approximately 975,441 sf of occupied retail
space, the City’s retailers are only garnering a
retained market share of 35%. This market share
or retention rate suggest that 65% of Trade Area
resident spending is considered outflow and spent
elsewhere in Edmonton, Leduc County, Camrose or
Red Deer.
• If current market share rates are projected out over
the next 10 years at the same levels, in conjunction
with population increase and anticipated spending
increase, the resulting floorspace demand could
increase cumulatively of 184,000 sf by 2024 and
263,000 sf by 2029.
• A summary of the cumulative demand for 2024 and
2029 by broad merchandise cluster and shows that
Conveniences could support an increase of 30,407
sf, which could in essence support one smaller
grocery store perhaps closer to the hospital or new
residential areas in the future.
• A focus on broader marketing to increase overall
market share from 35% to 38% could result in
cumulative demand by 2024 of 283,000 sf and
367,000 sf by 2029.
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Table 7.1 Potential Compatible Target Retailers

Retailer
Princess Auto
Tirecraft
Alia n Tanjay
Ardene
Bootlegger
Children's Place
Marshall's
Old Navy
Pennington's
Reitman's
Ricki's
Winners
Brown's Social House
Denny's
Famoso Pizza
Humpty's
Joey's Only
Montana's BBQ & Bar
Moxie's Classic Grill
Mr. Mikes Steakhouse
Original Joe's
Real Canadian Brewhouse
Red Lobster
Red Robin
Ricky's All Day Grill
Sawmill Steakhouse
State & Main Kitchen
Swiss Chalet
Tony Roma's
Arby's
Booster Juice
Burger King
Carl's Jr
Chopped Leaf
Cora's
Fatburger
Five Guys Burger & Fries
Fresh Slice Pizza
Freshii
Good Earth Coffee
Harvey's
Mary Brown's Chicken
Mucho Burrito
Oodle Noodle
Opa

Merchandise Category
Segment
Auto Parts & Accessories
Auto Parts & Accessories
Fashion, Footwear & Accessories
Fashion, Footwear & Accessories
Fashion, Footwear & Accessories
Fashion, Footwear & Accessories
Fashion, Footwear & Accessories
Fashion, Footwear & Accessories
Fashion, Footwear & Accessories
Fashion, Footwear & Accessories
Fashion, Footwear & Accessories
Fashion, Footwear & Accessories
F&B Restaurant - Full Service
F&B Restaurant - Full Service
F&B Restaurant - Full Service
F&B Restaurant - Full Service
F&B Restaurant - Full Service
F&B Restaurant - Full Service
F&B Restaurant - Full Service
F&B Restaurant - Full Service
F&B Restaurant - Full Service
F&B Restaurant - Full Service
F&B Restaurant - Full Service
F&B Restaurant - Full Service
F&B Restaurant - Full Service
F&B Restaurant - Full Service
F&B Restaurant - Full Service
F&B Restaurant - Full Service
F&B Restaurant - Full Service
F&B Restaurant - Quick Service
F&B Restaurant - Quick Service
F&B Restaurant - Quick Service
F&B Restaurant - Quick Service
F&B Restaurant - Quick Service
F&B Restaurant - Quick Service
F&B Restaurant - Quick Service
F&B Restaurant - Quick Service
F&B Restaurant - Quick Service
F&B Restaurant - Quick Service
F&B Restaurant - Quick Service
F&B Restaurant - Quick Service
F&B Restaurant - Quick Service
F&B Restaurant - Quick Service
F&B Restaurant - Quick Service
F&B Restaurant - Quick Service
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Time Horizon
Near Term
2021 to 2025
✓

Time Horizon
Long Term
2025 to 2030 +
✓

✓

✓
✓
✓
✓

✓
✓

✓

✓

✓
✓
✓
✓
✓
✓

✓

✓
✓
✓
✓
✓
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Table 7.1 Potential Compatible Target Retailers (continued)

Retailer
Second Cup
Waves Coffee
Wok Box
Fit4Less Fitness (by Goodlife)
London Drugs
Red Apple
Value Village
Real Canadian Superstore
Cobs Bread
Fresons Bros
Independent Grocer
M&M Meat Shops
Sticky's Candy
Sally's Beauty Supplies
Home Sense
Mattress Mattress
Sleep Country Canada
Ace Hardware (by Peavey Mart)
Home Depot
Castle Building Supplies
Timber Mart
First Choice Haircutter
Great Clips
IRIS Optometry
Tommy Gun's
Value Drug Mart
Bulk Barn
Great Canadian Dollar Store
Michael's Crafts
Staples
Mills Stationary
EB Games
Mastermind Toys
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Merchandise Category
Segment
F&B Restaurant - Quick Service
F&B Restaurant - Quick Service
F&B Restaurant - Quick Service
Fitness & Leisure
General Merchandise
General Merchandise
General Merchandise
General Merchandise
Grocery & Specialty Foods
Grocery & Specialty Foods
Grocery & Specialty Foods
Grocery & Specialty Foods
Grocery & Specialty Foods
Health & Beauty
Home Furnishings & Décor
Home Furnishings & Décor
Home Furnishings & Décor
Home Improvement & Gardening
Home Improvement & Gardening
Home Improvement & Gardening
Home Improvement & Gardening
Personal Service
Personal Service
Personal Service
Personal Service
Pharmacy
Specialty Retail
Specialty Retail
Specialty Retail
Specialty Retail
Specialty Retail
Toys, Games & Hobbies
Toys, Games & Hobbies

Time Horizon
Near Term
2021 to 2025

Time Horizon
Long Term
2025 to 2030 +

✓
✓
✓
✓
✓
✓
✓

✓
✓
✓

✓

✓
✓
✓
✓

✓

✓
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Increasing market shares may yield more demand,
but this does not necessarily mean that all that new
demand must be introduced in some way. In fact, a
higher market share retention combined with stronger
marketing also could mean that existing businesses
could have stronger sales.
Wetaskiwin’s future demand for new space must be
balanced off against its current vacancies to yield a
more realistic picture of how much new space should
be planned for or accommodated in Wetaskiwin.
Accordingly, if the optimal scenario of increased market
shares is prioritized resulting in 367,000 sf by 2029, this
figure should be reduced to reflect the combination of
vacancies estimated at 135,000 sf or 10% today as well
as improved retail sales productivity.
Therefore, assuming a healthy retail market should have
an estimated vacancy of 5%, it is safe to say that the
demand could be reduced by almost 70,000 sf, which
would bring forecasted demand to 297,000 sf.
Next, it would be reasonable also to reduce this
floorspace demand by 50% so as to allow existing
businesses the opportunity to increase their market
shares and resulting productivity.
The end result would suggest that a reasonable and
feasible forecast for new demand would be in the range
of 150,000 sf of new retail space in the City. This would
allow for a balance of new demand while helping to
minimize or mitigate the impacts of new retailers, which
would occur regardless to some degree.
In parallel with the demand forecast by per capita,
the results further suggest that the most comfortable
demand for new retail space would be in the 100,000
sf to 150,000 sf range over the next decade for
Wetaskiwin, as supported by population growth,
demographic composition, household income and
general economic recovery/growth.
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In a truly growing and burgeoning market, analysis
findings can support and justify the expansion of
retail for significant brands and formats. However, in a
market like Wetaskiwin, the local market ecosystem,
as evidenced by Downtown vacancies is essential to
maintain in terms of overall competitive balance and
harmony in the city and the region. The City should
prioritize key target categories and tenants that can
benefit from the sales inflow as well as curbing some
outflow.
Accordingly, Table 7.1 highlights specific branded
retailers that could be targeted for Wetaskiwin based on
the retail voids, Trade Area size and demographic profile.
These retailers are given an estimated timeline of near
term (5 yrs or less) to longer term (5 to 10 years). Most
salient among the near term tenants are:
•
•
•
•
•
•
•
•
•

Bulk Barn
Real Canadian Superstore
Value Village
Cobs Bread
M&M Meat Shops
Sally Beauty
Mary Brown’s Chicken
Cora’s
Carl’s Jr

7.3 SUPPORTING ACTION ITEMS
The following section provides a some specific
actionable tasks that could be proactively undertaken
by the City to respond to the key market findings.
These actions are intended to facilitate communication
and interaction with local businesses and external
resources for retention and attraction of businesses in
the community in areas that are most compatible and
impactful to the community.

ACT NOW
The Act Now actions pertains to those initiatives that
should commence immediately and over the next year,
some of which could be viewed as quicker and cheaper,
while others may take more time, but should have a
process that starts immediately. These could include:
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• Have City legal counsel and council review and
leverage this market analysis in renegotiating the
Restrictive Covenants at Denham Landing. While
the situation may seem complex, there is one way
to simplify it and that is to demonstrate what’s in it
for them, since any Restrictive Covenant is about
dollars and cents. While it may seem that landlords
have the most to lose, the truth is, all parties will
miss out on opportunities from which all parties can
benefit. If, as shown in this study Denham Landing’s
target demographics are suitable or compatible
with tenants or categories currently excluded, it is
worth demonstrating that there will be opportunities
for cross-shopping, traffic growth, and greater
stability. It is critical to “act now” by taking proactive
measures to secure space, beginning with these
two steps:
• Step 1: Educate the landlord on what you bring to
the table. This is what this particular study can serve
to do, but moreover depending upon the specific
tenant desired, the study could take a additional
steps to:
» Provide projected numbers, flow, and patterns;
» Show how the incremental traffic you will bring
to the center could be a boost for them;
» Detail your customer demographics (extracting
information from this study). Are they families,
singles, or both? In the higher income brackets
or mid? Mostly male or female? Age range,
education level, etc.;
» Explore opportunities for cross-promotions;
» Identify potential for cross-shopping,
incremental traffic, and revenue;
» It is essential to show what’s in it for them--the
landlord, Denham Landing and the tenants and
essentially demonstrate how a particular retailer
or business presence will benefit the bottom
line of the Restrictive Covenant holder in terms
of growth prospects, and stability.

• Step 2: Educate the landlord on shifting trends
that support the business case. Consumers are
changing the way they shop. As more consumers
go online for their needs, their expectations for
convenience have increased. This means more
combined trips and a desire for faster and closer
shopping opportunities. Identify what consumer
trends will Denham Landing and existing tenants be
able to benefit from by having other co-tenant, even
if seen as competitive to some degree. The overall
go is to garner more market share of the existing
Trade Area spending Potential.
• As the retail landscape shifts, new challenges will
undoubtedly continue to arise. In the midst of all
of these changes and challenges, there is also
opportunity, opportunities from which all parties-non-traditional businesses, landlords, and existing
tenants can benefit. The key is to show, what’s in it
for them.
• Introduce a moratorium on Pawn Shops and Cheque
Cashing merchants throughout the City and ensure
that any new commercial development does not
allow for a Pawn Shop.
• Work with Landlords in the Downtown to actively
promote and utilize vacant spaces. This must not
require a prospective tenant to use the full available
space, but allow for apportioned space use and
create a rent structure that is based on month-tomonth and/or percentage rent based on sales.
• The reputation of big companies and big retail has
diminished over the past years resulting in less
trust of larger brands. Small is no longer an insult.
Small can be effective and powerful. In a constantly
changing world where customers are rediscovering
small, it is logical to look at how small businesses
have succeeded at being small. Specifically, some
opportunities include:
» Micro businesses (table tops or small booths)
» A Wetaskiwin Makers Market and host
“crafternoons”
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» Co-working spaces. This could also include
working with existing seasonally busy office
segments like H&R Block or Accountants to
have some of their desks made available for
local office type users.
» Indigenous working craft house and shop
• Work with the schools and other arts programs/
societies to create a window mural program for all
vacant ground level storefronts.
• Adjust conventional thinking priorities of economic
development to more Wetaskiwin specific. For
example, rather than recruiting one business that
adds 50 jobs, work towards helping 50 existing
businesses add one new job each.
• Actively promote a year round shop local culture by
creating a window sticker and community dollars
program for Downtown Businesses or other specific
local businesses outside of the Downtown. As part
of this, create a Wetaskiwin-specific messaging
campaign of the benefits of shopping local.
• Create a strategy for converting a closed restaurant
into a short-term food pop up community kitchen
that could be rentable by the day or week or for a
potential mobile food business.

PLAN FOR SHORT TERM
Planning for the short term entails undertaking actions
over the next 2 to 5 years with the realization that some
interventions take education and time to implement.
• Establish an informal Downtown Business
Association, based on a nominal membership
fee to be used for marketing purposes, with a
view to creating a more permanent provincially
structured Business Improvement Association for
the Downtown that uses property tax as a potential
avenue for funding with the creation of a Board of
Directors.
• The City should ensure that retail growth does not
come at the expense of the Downtown’s extensive
revitalization, streetscaping, wayfinding and historic
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preservations efforts to-date. Continued growth and
expansion of retail in the Regional Node could lure
some business that may result in tenants leaving
the downtown to relocate. The City should prioritize
future retail developments that respond to tenantdriven, consumer-driven and market-driven demand.
• Vacancies need to be prioritized which requires
constant “outreach & planning” through workshops
with prospective tenants, landlords and brokerage
community.
• Work at developing, not recruiting local businesses
where ideas are formulated and entrepreneurs
are sought to execute the ideas. In other words
connect the concept to those who can capitalize.
This includes creating entrepreneurial bootcamps
for Home Based Businesses as well as others with
prospective business concepts.
• Create a database of Home-Based Businesses so
that a Home Business showcase/fair could be set
up collectively in a vacant spaces in the Downtown.
• Reintroduce a facade improvement grant program
for local independent retailers or storefronts in the
Downtown.
• Compare the City’s parking cash-in-lieu program to
other communities with developed main streets
and explore all impacts of potentially discontinuing
the cash-in-lieu program to stimulate development
making it more economically feasible for local
developers and entrepreneurs.
• Use vacant lots to create seasonal container villages
for pop up retail opportunities.
• Create a “show-and-tell” for the brokerage
community and begin reaching out to specifically
identified or target businesses either directly or
through tenant representatives.
• Hold a tour of empty buildings to show off available
spaces in Wetaskiwin, particularly Downtown. This
will also help to identify which spaces need to be
improved for marketability.
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• Create an award program for Micro businesses and
pop up retail to show their value to the community
and spur others and create a perpetual loop of
cultivating businesses.
• Create a discussion forum among restaurant
operators to see if there is interest in co-operating
restaurants where two restaurants could split the
day in the same space or building; one for breakfast
and lunch and one for dinner.

• Work with Planning to start identifying future
growth areas and possible lands appropriate
for neighbourhood or community commercial
and mixed-use nodes. Ideally, these could
accommodate from 10,000 sf to 100,000 sf of
shops and services.

PREPARE FOR LONG TERM
Preparing for the long term requires more strategic
thinking about the City’s future positioning in the
regional market.
• If Restrictive Covenants at Denham Landing cannot
be renegotiated, the City may wish to look at the
following two scenarios:
1. Rezone current US zoned (Urban Service and
Open Space) lands along Hwy 2 at Centennial
Drive to either C3 (Highway Commercial) or
C4 (Neighbhourhood Commercial) Zoning
which would be most logical for development
to attracting missing brands most compatible
and beneficial to Wetaskiwin and which would
otherwise have been well-suited to Denham
Landing. This could particularly be the case for
attracting a larger General Merchandiser like
Real Canadian Superstore.
2. Work with Avenue Living to facilitate a
repositioning of the Wetaskiwin Mall that
includes higher land utilization or intensification
beyond the proposed CRUs that could
accommodate additional junior box tenants like
Bulk Barn.
• Look at the possibility of creating a “bureaucracy
free” zone in the Downtown temporarily to see
if it can stimulate and attract small and micro
businesses. This “bureaucracy-free” zone may
mean temporarily eliminating a business license
or application fees as these can often hold people
back, particularly those who may not otherwise
look at setting up a quasi-permanent or permanent
business location or space.
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APPENDIX A: DEMOGRAPHICS OVERVIEW (Source: Manifold Data Mining Inc and FBM)
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APPENDIX B: TRADE AREA SPENDING AND MISCELLANEOUS INFLOW
SPENDING (2019, 2024, 2029) (Source: Manifold Data Mining Inc and FBM)
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APPENDIX C: WETASKIWIN DETAILED BUSINESS MIX INVENTORY (Source: FBM)
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