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For sub segment analysis purposes ,businesses have been grouped as follows: 
Hospitality: Restaurant/Cafe/Bar/ Food service,  Accommodation (hotels) /tourism, 
and Arts, Entertainment
Retail: Retail (clothing, gifts, books etc.), Grocery / Convenience Store, and Liquor, 
Cannabis, Vape / Tobacco
Services: Professional Services /science & technology (marketing, law, accounting, 
etc.), Beauty / Personal Services (salon, massage, nails, etc.), Healthcare Services 
(clinic, optical, dental, physio etc.), Automotive (garage, dealership, etc.), Fitness & 
gyms (recreation), and Childcare
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Levied businesses were significantly more likely to agree that property taxes and increased 
rent impacted their businesses versus non-levied businesses. 

Non-levied businesses were significantly more likely to agree that traffic/pedestrian related 
safety impacted their business versus levied businesses. 

Services were significantly more likely to agree that access to affordable childcare impacted 
their business versus Hospitality Businesses. 

Retail Businesses were significantly more likely to agree that COVID impacts, in general 
impacted their businesses versus Services. 
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Retail businesses were significantly more likely to rate collective marketing and 
events as important versus Services. 
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Hospitality and Retail Services were significantly more likely to rate festivals and arts 
and theatre presence as valuable versus Services. 

Retail Services were significantly more likely to rate the farmers market and being a 
part of a ‘destination hub’ for shopping, dining, grocery, medica etc. as valuable 
versus Services. 
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Hospitality and Retail Services were significantly more likely to rate high foot traffic 
and high spending potential of patrons as valuable versus Services.

Retail Services were significantly more likely to rate high amounts of patrons living 
nearby as valuable versus Services.

Hospitality Services were significantly more likely to rate high number of patrons 
during off-peak hours as valuable versus Retail Businesses and Services.
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Services were significantly more likely to rate ample parking as important versus 
Hospitality Businesses. 

Services were significantly more likely to rate variety of lease lengths as important 
versus Retail and Hospitality Businesses. 

Services were significantly more likely to rate being in a turn-key ready space as 
important versus Retail 
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Hospitality Businesses were significantly more likely to rate their space as too large 
versus Retail Businesses. 
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Hospitality Businesses were significantly more likely to rate their space as too large 
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More than 2,000 square feet, specified: 
Base: Current business is too small (n=26) 
2,001 to 2,500 square feet (4%) 
2,501 to 3,000 square feet (4%) 
3,001 to 3,500 square feet (12%) 
3,501 to 5,000 square feet (15%) 
5,001 to 7,500 square feet (8%) 
7,501 to 10,000 square feet (4%) 
10,001 to 20,000 square feet (4%) 

More than 2,000 square feet, specified: 
Base: Current business is too large (n=11)
2,501 to 3,000 square feet (9%) 
3,001 to 3,500 square feet (9%) 
5,001 to 7,500 square feet (9%) 
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