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EXECUTIVE SUMMARY
Malone Given Parsons Ltd. (MGP) was retained by the Town of
Hanover to conduct a Commercial Policy Review of the commercial
policies and designations of the Town of Hanover Official Plan.

Background
The Town of Hanover recently completed an update of the 1993 Hanover
Official Plan which, among other items, was conducted in order to achieve
conformity with the Provincial Growth Plan and the County of Grey Official
Plan. As a result of the update, the commercial policies were reviewed and
adjusted to reflect the current and future commercial vision for the Town.
As part of the County of Grey Five Year Review, the County assigned about 345
acres (140 hectares) of land outside the Town of Hanover as Future
Development Area. Due to the expected growth and limited availability of lands
to accommodate projected future growth, the Town of Hanover in collaboration
with the Municipality of West Grey proposed to redesignate 62.4 acres (25.25
hectares) of land along 24th Avenue to Highway Commercial. Together, these
lands are known as the Hanover/West Grey Secondary Plan, or OPA 122. This
plan received County approval in March 2014, but was appealed to the OMB.
A Commercial Review for the Town was conducted by MGP in January 1998
which examined the market demand and opportunity within the Town, and
reviewed the commercial context in Hanover and the surrounding area. The
resulting recommendations have been used for the planning of commercial space
throughout the Town, but the analysis requires updates to reflect new
commercial activity within the Town as well as the proposed changes to the
commercial hierarchy in the new Official Plan. Considering the past and
projected growth in Hanover and current and evolving retail trends, the Town
has initiated a Commercial Policy Review of the Official Plan Commercial
policies and designations.
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Purpose of the Study
The Commercial Policy Review is intended to provide the basis for any
refinement and update of the Hanover Official Plan commercial policies as well
as provide guidance in the review of the Town’s Zoning By-law. The
Commercial Policy Review is also intended to provide an analysis of the current
and future commercial demand and opportunities within the Town as a means to
forecast future demand for commercial space.
Based on the study findings, recommendations are provided which are intended
to direct the Town’s update and/or refinement of the Official Plan Commercial
designations and related policies. The study findings and recommendations are
also intended to provide insight on the need and timing for the commercially
designated lands in OPA 122. Lastly, the recommendations are intended to
provide input for the review of the Town’s Zoning By-law with regard to the
commercial zones.

Hanover Commercial Context
The Town of Hanover has approximately 892,400 sq.ft. of retail commercial
and service space. DSTM/HI and Service space account for about 83% of
all space in the Town.

The retail commercial and service space in Hanover has been clustered into six
nodes which reflect the designation within the new draft Official Plan. The
following provides a brief summary of the commercial context within the Town:

ii



Food Store Type Merchandise (FSTM) space accounts for 106,600 sq.ft.
or 11.9% of all space in the Town. Department Store Type
Merchandise/Home Improvement (DSTM/HI) and Service space
account for the largest share of space in the Town, with DSTM/HI
accounting for 412,700 sq.ft. (46.2%) and Service space accounting for
330,900 sq.ft (37.1%).



Commercial vacancies account for 30,700 sq.ft. or 3.4% of all space in
the Town.



The experience of Hanover in the recent past has been that new
commercial tenants entering the Hanover market often need to expand
their floor area to meet demand. Expansions are usually required within
5 years of entering the market.
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As illustrated on the following graphic, Downtown Hanover is the
largest commercial node in Hanover accounting for 25.9% of all retail
commercial and service space. County Fair Plaza and the surrounding
area and the Commercial Corridor are the second and third largest nodes
accounting for 24.4% and 24.2% respectively.

EXECUTIVE SUMMARY



Town of Hanover Retail/Commercial Space by Location

There are approximately 14 hectares (35 acres) of vacant designated
commercial lands in Hanover. However, the net unconstrained and
developable vacant designated land supply is about 25 acres.

The 14 hectares (35 acres) is composed of ten sites ranging in size from 0.1
acres to 7.1 hectares. Most of the undeveloped/vacant land parcels in Hanover
are of small site sizes i.e. land parcels which are less than 2 hectares (5 acres)
each. 80% of the vacant designated commercial sites are less than 2
hectares.Based on the information provided to MGP from the Town with regards
to the constraints of the Steffler property, MGP has forecasted that only 3.2
hectares (8.0 acres) of the 7.1 hectares (17.64 acres) of the property would be
feasible for retail and service commercial development. The remaining 4
hectares (10 acres) of land on the site has been removed from the overall vacant
land supply, leaving 10.1 hectares (25.0 acres) of net developable designated
land in Hanover.

MALONE GIVEN PARSONS LTD.
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Planning Context
County of Grey Official Plan
The Town of Hanover is located within a Settlement Area, which are the areas
of focus for growth and development within the County. More specifically,
Hanover is designated as a Primary Settlement Area within the Grey County OP.
Primary Settlement Areas are larger settlements with full municipal servicing,
and a wide range of uses, services and amenities are intended to be the primary
target for residential and non- residential growth; (Section 2.6.1)
Hanover/West Grey Secondary Plan

The Hanover/West Grey Secondary Plan proposes to redesignate 62.4 acres
(25.25 hectares) of Future Secondary Plan Area lands to Highway Commercial
lands. As such, the proposed Official Plan Amendment provides policy
pertaining to the Highway Commercial designation and its incorporation into the
County Official Plan.
The policy directs that the Highway Commercial designation is intended to
provide opportunities for new commercial uses which are not suited to location
within the downtown of Hanover due to their size and/or nature, and which do
not compete on a functional basis with Hanover’s downtown.
Permitted uses for the Highway Commercial designation include, but are not
limited to, automotive uses, restaurants, motels, hotels, bulk sales
establishments, garden centres, theatres, places of entertainment, as well as
various retail commercial and service uses.
Town of Hanover Official Plan (1993)
The Town of Hanover commercial structure is defined in the current Town
Official Plan (1993). The Hanover OP provides an organization of the Town’s
built-up commercial areas grouped into General Commercial, Service
Commercial, Highway Commercial, and Shopping Centre Commercial as
outlined below.


General Commercial: wide range of commercial uses in the

Downtown and within the shopping centres on the east and south
ends of Town.

iv
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Service Commercial: Uses such as office buildings, restaurants,
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financial institutions, day care centres, pharmacies, laboratories,
automobile service establishments, commercial recreational uses,
and convenience commercial uses.


Highway Commercial: Uses such as motels, service stations, car

sales, fast food restaurants, and building supply centres, which
because of spaces and parking demands, cannot locate within the
Core Area or which are dependent upon vehicular traffic. Highway
commercial uses require large parcels of land to function.


Shopping Centre Commercial: Uses that include a full range of

retail commercial uses including supermarkets, pharmacies,
restaurants, and entertainment. These facilities fulfil a regional
need and are suited to a location within an integrated form of
development to contribute to multi-purpose trips.
New Draft Town of Hanover Official Plan (2014)
The new draft Hanover Official Plan details a new commercial hierarchy, which
guides the development of commercial uses within the Town. The new
commercial designations better reflect the changes in commercial trends as well
as changes in the commercial structure since the 1993 Hanover Official Plan.
The commercial designations are as follows.


Downtown



Corridor Commercial: similar to the Service Commercial designation

Commercial: similar to the General Commercial
designation from the 1993 Official Plan, the Downtown Commercial
designation provides permission for a wide range of commercial uses in
the Downtown and provides policy direction that promotes the
downtown as the commercial centre of the Town.

from the 1993 Official Plan, the Corridor Commercial designation
provides permissions for uses such as office buildings, restaurants,
financial institutions, day care centres, pharmacies, laboratories,
automobile service establishments, commercial recreational uses, and
convenience commercial uses. Corridor Commercial uses are meant to
provide opportunities that compliment the downtown and provide a
transition between the downtown and the large format commercial.


Large

Format

Commercial:

this designation is intended to

accommodate commercial uses which are not suited to locate in the
downtown due to their size and nature. Uses such as motels, service
stations, car sales, fast food restaurants, and building supply centres, and
a range of retail commercial uses are permitted within this designation.
MALONE GIVEN PARSONS LTD.
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As with the other commercial designations, Large Format Commercial
uses are meant to complement the uses within the downtown.


Recreational Commercial: this designation is intended to provide

appropriate land uses to accommodate the recreational opportunities and
community services related to tourism and employment on a local and
regional basis. This designation mainly relates to the Hanover Raceway
Slots and the P&H Recreational Centre.

Hanover Zoning By-Law 2075-95
The commercial zones identified in the current Town of Hanover Zoning Bylaw reflect the commercial designations provided in the Official Plan. Similarly,
the new draft Town of Hanover Zoning By-law has been recently updated by the
Town to reflect the proposed commercial designations within the new draft
Official Plan.

Hanover Study Area
The Hanover Study Area includes the Town of Hanover and a
surrounding market area to the west and east of the Town.

The Study Area is comprised of three consumer market zones which are, and
will continue to be the source for most of the retail and service commercial
demand. These are:
Town of Hanover – Zone 1 includes the Town of Hanover.
Secondary Study Area East (SSA East) – Zone 2 consists of an area of the

Municipality of West Grey and a portion of the Municipality of Southgate
Secondary Study Area West (SSA West) – Zone 3 includes the municipalities

of Brockton and South Bruce.
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Hanover Study Area

Study Area Population
The Study Area population is forecast to increase from about 43,000 in
2014 to 45,700 in 2036.

Census population within the Study Area decreased from 42,400 in 2006 to
42,300 in 2011 (adjusted for undercount).
Based on the Grey County Growth Management Strategy (April 2008), the
Study Area population is forecast to increase by approximately 2,700 people
from approximately 43,000 in 2014 to 45,700 in 2036.
Population in Hanover is forecast to increase by approximately 900 people from
approximately 7,900 in 2014 to approximately 8,800 in 2036.

MALONE GIVEN PARSONS LTD.
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Summary of Supply and Demand for Retail & Service
Commercial Lands
Market support for additional retail & service commercial space in Hanover is
derived from a combination of population growth in Hanover, population
growth in the Secondary Study Area, real growth in expenditures, and recapture
of outflow spending captured by stores located outside of Hanover.
A large portion of Hanover residents shop in Hanover stores, however, the
market demand analysis illustrates that there is an opportunity for Hanover to
increase the level of retail service and improve its market position as a regional
service centre. Growth in the Hanover trade area generates demand and
opportunity for additional retail and service commercial space in future years.
Summary of Supply and Demand for Retail & Service Commercial Lands, Town of Hanover
2014

2016

2021

2026

2031

2036

Demand
Net Additional Space Required (sq.ft) 1)
Total Occupied Effective Supply (sq.ft.)
Vacant Space 2)
Total GLA Retail & Service Space Demand (sq.ft.)

-861,700
30,700
892,400

128,000
989,700
98,970
1,088,670

192,000
1,053,700
105,370
1,159,070

231,000
1,092,700
109,270
1,201,970

269,000
1,130,700
113,070
1,243,770

309,000
1,170,700
117,070
1,287,770

Hanover Commercial Land Analysis
Total GLA Retail & Service Space Demand (sq.ft.)

892,400

1,088,670

1,159,070

1,201,970

1,243,770

1,287,770

81.9

100.0

106.4

110.4

114.2

118.2

Land Equivalent for Other Commercial 3) (60% of total
commercial lands consumed) (ac)

150.8

149.9

159.6

165.5

171.3

177.4

Total Commercial Designated Land consumed (ac)

232.7

249.9

266.1

275.9

285.5

295.6

Existing Developable Designated Vacant Land (ac)

25.0

--

--

--

--

--

257.7

257.7

257.7

257.7

257.7

257.7

Land Equivalent for Retail & Service Commercial @ 25% Site
Coverage (40% of total commercial lands consumed) (ac)

4)

Total Existing OP Designated Commercial Land (ac)
Required Land for Market Efficiency (20% additional)

58.2

62.5

66.5

69.0

71.4

73.9

Total Commercial Land Required (ac)

290.9

312.4

332.6

344.9

356.9

369.5

Commercial Land Surplus/(Deficit) (ac)

(33.1)

(54.7)

(74.9)

(87.2)

(99.2)

(111.8)

Commercial Land Surplus/(Deficit) (ha)

(13.4)

(22.1)

(30.2)

(35.2)

(40.1)

(45.2)

OPA 122 Highway Commercial Designated Land (ha)

25.25

25.25

25.25

25.25

25.25

25.25

Total Hanover Commercial Land Surplus/Deficit (ha)

11.9

3.2

(5.0)

(10.0)

(14.8)

(19.9)

1) Forecast demand from MGP as per Table 6.7 of this report
2) Vacancy rate @ 10% in 2016 and beyond
3) Other Commercial uses - Examples of other commercial uses have been taken from the Highway
Commercial Uses from OPA 122 and Zoning By-law 33-2014 also permit a wide range of other
commercial uses that are highway oriented. These include: auction sales arena, automotive sales and
service establishments, banquet hall, boat sales and storage, bulk sales establishments, bus depots,
equipment sales rental and leasing, farm implement sales and service establishments, hotel, motel,
public uses, public buildings, private club, recreational trailer sales and service establishment
4) Total Existing OP Designated Commercial land excludes the undevelopable 10 acres of the Steffler
Lands
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There is opportunity for about 309,000 sq.ft. of additional retail and
service commercial space in Hanover to the year 2036.

Based on an analysis of the residual demand and opportunity, there is
opportunity for new retail and service commercial development in Hanover for a
variety of shopping facilities. The forecast of approximately 309,000 sq.ft. of
retail and service commercial space would increase the total forecast of
occupied retail and service commercial space in the Town from 861,700 sq.ft. in
2014 to approximately 1.17m sq.ft. of space by 2036. This total space demand
does not include vacant retail and service commercial space. This also excludes
demand for auction sales arenas, automotive sales and service establishments,
banquet halls, boat sales and storage, bulk sales establishments, bus depots,
equipment sales rental and leasing, farm implement sales and service
establishments, hotels, motels, public uses, public buildings, private club, and
recreational trailer sales and service establishments.
An additional 45.2 hectares (111.8 acres) of land is required in the Town to
accommodate the forecast demand for commercial space to 2036.

Based on the total GLA for retail and service space demand analysis, an estimate
of the land equivalent (at 25% coverage) was calculated. This analysis revealed
that in 2014, approximately 81.9 acres of land was required for retail and service
commercial space. This requirement is forecasted to increase to 118.2 acres by
2036.
Using a commercial land consumption ratio of 40% retail and service
commercial to 60% other commercial use (based on existing ratio in Hanover),
MGP forecasted the total commercial designated lands consumed by retail and
service commercial as well as other commercial space in Hanover. In 2014,
about 232.7 acres of commercial designated land was consumed by commercial
uses. This value is expected to increase to 295.6 acres by 2036. A 20% land
vacancy rate is applied to determine the required land for market efficiency. The
provision of these lands is to allow for market efficiencies and provide a buffer
to negate any potential demand plateaus and excessive upward pressure on land
prices due to a lack of supply.
Hanover currently has about 257.7 acres of developable commercial designated
lands (excluding 10 acres of undevelopable designated land) as identified by the
Town Official Plan. With the expected demand for developable commercial
land, the commercial land surplus/deficit is established. Based on the analysis,
Hanover has a deficit of 13.4 hectares (33.1 acres) of commercial land in 2014.
With the addition of the additional 25.25 hectares brought in by OPA 122,
MALONE GIVEN PARSONS LTD.
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Hanover should have a reasonable balance between the supply and demand of
designated commercial land to 2021. However, OPA 122 itself will not satisfy
the longer term demand for commercial designated land in Hanover.
Additional Required Land In Hanover/West Grey Secondary Plan
The Highway Commercial designated lands in the Hanover/West Grey
Secondary Plan can help to accommodate the forecasted medium term
shortfall of commercial designated lands.

The proposed Hanover/West Grey Secondary Plan Area provides 25.25 hectares
(62.4 acres) of Highway Commercial designated lands outside the urban
boundary of the Town of Hanover. These lands have the potential to
accommodate part of the forecasted medium term shortfall for commercial
designated lands to accommodate the future forecasted commercial space. By
2021, it is forecasted that there would be a deficit of 30.2 hectares (74.9 acres)
of commercial designated lands in Hanover. The Highway Commercial
designated lands in the Hanover/West Grey Secondary Plan would be able to
alleviate the immediate shortfall and allow for the expansion of commercial uses
to meet the needs of Hanover residents and residents in the surrounding Study
Area.

Summary Conclusions
In summary, the future planning policy should reflect the size, form, role and
function of existing uses accounting for the existing commercial areas and
should encourage development of new and appropriate commercial locations.
Policies should account for growth in Hanover while at the same time protect
the role and planned function of the existing commercial areas in particular, the
Downtown.
Hanover can accommodate the present and medium term future needs of
residents, employees, and visitors by providing a broad range of
retail/commercial opportunities and services. The policy requirements for
implementation should encourage fully articulated commercial policies within a
structure of designations that reflect the existing commercial uses and facilities
in Hanover today, as well as encourage planned and controlled development in
the future.
To anticipate the future economic opportunities that will be generated by the
Hanover market, additional commercial land will be required well before 2026.
The longer term need for commercial land beyond 2021 cannot be
accommodated within the current supply of designated commercial land.
x
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1.0

INTRODUCTION
Malone Given Parsons Ltd. (MGP) was retained by the Town of
Hanover to conduct a Commercial Policy Review of the commercial
policies and designations of the Town of Hanover Official Plan and
to forecast future commercial demand and opportunity within the
Town.

1.1 Introduction
Malone Given Parsons Ltd. (MGP) has been retained by the Town of Hanover to
conduct a Commercial Policy Review to review the commercial policies and
designations of the Town of Hanover Official Plan as well as forecast any future
market demand and opportunity for the Town.
1.1.1

Official Plan Background

A new draft Hanover Official Plan update was completed in June 2014 to update
the policies of the 1993 Hanover Official Plan and align the plan with the 5 year
review process conducted by County of Grey Official Plan. The update and
review of the Hanover Official Plan updated the commercial polices to reflect
recent commercial trends within the market and present a more up-to-date
commercial hierarchy that was reflective of the current and future commercial
context in the Town. This included the creation and re-allocation of various
commercial designations within the Town.
As part of the County of Grey 5 year review, the County assigned about 345 acres
(140 hectares) of land outside the Town of Hanover as Future Development Area.
Due to the expected growth and limited availability of lands to accommodate this
growth, the Town of Hanover in collaboration with the Municipality of West Grey
proposed to redesignate 62.4 acres (25.25 hectares) of land along 24th Avenue to
Highway Commercial. Together, these lands are known as the Hanover/West
Grey Secondary Plan, or OPA 122. This plan received County approval in March
2014, but was appealed to the OMB.
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Commercial Policy Background

A Commercial Review was conducted by MGP for the Town of Hanover in
January 1998 (“MGP 1998 Report”) which examined the market demand and
opportunity within the Town, and reviewed the commercial context in Hanover
and the surrounding area. The resulting recommendations have been used for the
allocation of commercial space throughout the Town, but the analysis requires
updates to reflect new commercial activity within the Town as well as the
proposed changes to the commercial hierarchy in the new Official Plan.
Additionally, the proposed inclusion of new commercial lands in OPA 122 have
not been reflected in the analysis, so an updated study would be required to assess
the implications of the potential new additional commercial lands.
Considering the past and projected growth in Hanover, the current and evolving
retail trends, and the potential expansion of the Town of Hanover, the Town has
initiated this Commercial Policy Review of the Official Plan commercial policies
and designations and to forecast the future demand and opportunity for the Town.

1.2 Purpose of the Study
Hanover has a long tradition of providing retail shopping and commercial services
to its own residents and to the surrounding communities. Over the years, its
commercial facilities have expanded and evolved and now encompass the
downtown area and three shopping centres. Increasing pressure on the Town to
continue to grow the commercial offerings to stay competitive as a regional centre
has resulted in increased pressure to expand the urban boundary to permit
additional retail within the Town.
The Commercial Policy Review is intended to provide the basis for any
refinement and update of the Hanover Official Plan commercial policies as well
as provide guidance in the review of the Town’s Zoning By-law. The
Commercial Policy Review is also intended to provide an analysis of the current
and future commercial demand and opportunities within the Town as a means to
forecast future demand for commercial space.
This Commercial Policy Review includes the following.

2



A profile of the existing commercial structure and level of supply of
retail/commercial space in Hanover;



Identification of market areas for which Hanover shopping centres and
commercial areas currently serve;
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An assessment of shopping patterns and consumer spending in various retail
categories;



Forecast of the level of market demand and opportunity or constraints for
additional retail/commercial space by type within Hanover;



Analysis of the changing and evolving commercial landscape, past and
project growth, retail and development trends;



Determination of the appropriateness of the Official Plan commercial
policies accounting for the existing supply of retail/commercial space, future
demand, and retail trends; and,



An analysis of the implications of the forecasted demand and opportunity and
on the lands affected by OPA 122.
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1.3 Methodology
In order to address the purpose and requirements of this Study, the following
activities were carried out.


A review of the Hanover market area including assessment of location,
access, and the surrounding market context.



A review of any supporting documents including the Investigation, Analysis
and Justification for Additional Lands Within the Hanover Settlement Area
Comprehensive Review, February 2010, conducted by IBI Group (“2010
IBI Report”), amongst other documents.



Assessment of the commercial designations and policies of the County of
Grey Official Plan and the Town of Hanover Official Plan.



Inventory of retail and service commercial space in Hanover and a retail
inventory in the surrounding market area. Identification of planned and
proposed retail/commercial developments. Review and assessment of the
role and function of commercial areas in Hanover.



Assessment of retail trends including retail formats, store sizes, and mixed
use developments.



Customer origin licence plate surveys at various retail/commercial locations
in Hanover in order to assess market draw, source of sales, and inflow
trade.



Forecast of future demand, opportunity, and/or constraints for additional
retail and service commercial space in Hanover.

Based on the study findings, recommendations are provided which are intended to
direct the Town’s update and/or refinement of the Official Plan commercial
designations and related policies and are intended to provide input for the review
of the Town’s Zoning By-law. The research, analysis, findings, and conclusions
of the Commercial Policy Review are summarized in this report.
MALONE GIVEN PARSONS LTD.
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2.0

LOCATION AND
COMMERCIAL CONTEXT
This section provides a review of the Town of Hanover location and
context with respect to surrounding municipalities, as well as the
commercial context within the Town and the surrounding
municipalities.

2.1 Location and Context
The Town of Hanover is located in the County of Grey and is provided with
excellent local and regional access via Grey/Bruce Road 4 and Grey Road
10.

The Town of Hanover is located in the County of Grey and is one of nine
municipalities within the county. Located along Grey/Bruce County Road 10, the
Town is west of Community of Durham and east of the Town of Walkerton.
Hanover marks the border between Grey County and Bruce County.
The surrounding communities around the Town of Hanover include: Walkerton
(10 km west along Hwy. 4), Neustadt (10 km south along Grey County Road 10),
Mildmay (15 km south west along Hwy. 9), Durham (20 km east along Hwy. 4),
Chesley (20 km north along Bruce County Rd. 10), Clifford (20 km south along
Bruce County Rd. 10), Teeswater (35 km south west along Grey County Rd. 4
and Bruce Rd. 4), Paisley (35 km south east along Bruce Rd. 3 and County Rd.
19), Mount Forest (45 km south east along Hwy. 4 and Hwy. 6) and Markdale (50
km north east along Hwy. 10 and Grey Road 12),. Major cities and towns in the
surrounding area include: Owen Sound (45km north west), Orangeville (80km
south west), and Toronto (150km south west).

AUGUST 19 2015
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Figure 2.1: Town of Hanover Location and Context
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2.2 Regional Commercial Structure
The Town of Hanover is the dominant urban commercial centre within the
immediate region.

The Town of Hanover is the dominant urban commercial center within the
immediate region, providing retail shopping and commercial services to residents
of the Town and the surrounding communities. The role of Hanover as a service
centre in the predominantly agricultural-dominated landscape is vital to ensure the
provision of the necessary goods and services, and as such the Town has seen
retail commercial and service growth with the growing population and growing
demand for space in recent years.
The Town is continuously growing within the consistently competitive market
area. Through an open and progressive council and planning department, Hanover
has seen employment growth to bolster its role as a regional centre. Notable
entrants to the market include Alternative Medical Solutions Inc. which is
opening a 45,000 sq.ft. medical marijuana facility, and is expected to provide 5060 new jobs within Hanover, as well as Edgewell Personal Care, which is
expanding in the renovated space at the County Fair Plaza.
The Town’s study area is the area of major commercial influence and is the
source of most retail and service commercial trade in Hanover. Beyond these
boundaries, the influence of Hanover falls sharply, as the proximity to the four
competing communities is increased. These four communities: Owen Sound,
Orangeville, Listowel, and Goderich are commercial diverse centres in their own
right, not only as sources of shopping, but also public services and employment.
In effect, these four communities influence the geographic limits to Hanover’s
existing and future retail drawing power. Hanover’s area of commercial influence
(study area) and the geographic area identified for study of market support is
discussed in greater detail in Section 4.
Owen Sound and other large urban markets limit Hanover’s regional role.

The Town of Hanover is the dominant commercial centre within amongst the
surrounding communities and provides a sub-regional commercial function to the
study area residents. While Hanover’s regional role is clear, it is limited
somewhat by Owen Sound to the north and Orangeville to the east. These
communities are larger than Hanover, they are major employment centres, they
are major government service centers, and they are served by large retail
concentrations.
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2.3 Town of Hanover Commercial Structure
In November 2014, MGP conducted a measured inventory of retail and service
commercial space in the Town of Hanover. The inventory of gross leasable area
excluding upper floor space, includes food stores, non-food stores, services, other
commercial space, and vacant space. Updates and edits to the November 2014
inventory were provided to MGP by the Town of Hanover in June 2015.
A supermarket and department store inventory of space was also conducted in
surrounding market areas of Hanover including Chesley, Clifford, Durham,
Markdale, Mildmay, Mount Forest, Neustadt, Paisley, Teeswater, and Walkerton.
Reference was also made to previous inventories carried out by MGP in Hanover
and the surrounding area.
The retail inventory is grouped into three main categories:


Food store type merchandise (FSTM);



Department store type merchandise and home improvement related
space (DSTM/HI);



Other retail space; and,



Service space.

FSTM includes supermarkets, grocery stores, convenience stores, bulk food,
bakeries, candy/nut stores, green grocers, meat markets, fish and seafood markets,
delicatessens, cheese stores, coffee/tea shops and other specialty food stores.
DSTM/HI includes department stores, furniture and home furnishings stores,
electronics and appliance stores, building material, garden equipment and
supplies, health and personal care stores, clothing and clothing accessories,
sporting goods, hobby, book and music stores, general merchandise stores
including home and auto supply, tires/batteries/accessories (HATBA) stores, and
other miscellaneous retailers.
Other Retail includes second hand merchandise, liquor/beer/wine stores, and
other miscellaneous quasi-commercial retailers.
Services include food services and drinking places, repair and maintenance
services, personal and laundry, financial services, medical services, other
professional services, other services, and entertainment and fitness.
The inventory excluded commercial establishments that don’t typically sell retail
items or provide commercial services found in shopping centres. This includes
8
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auction sales arenas, automotive sales and service establishments, banquet halls,
boat sales and storage, bulk sales establishments, bus depots, equipment sales
rental and leasing, farm implement sales and service establishments, hotels,
motels, public uses, public buildings, private club, and recreational trailer sales
and service establishments. For this report, these uses will be considered Other
Commercial uses.
Figure 2.2 – Town of Hanover Commercial Nodes

Source: Map base – draft Town of Hanover Official Plan, August 11, 2014 – Schedule A
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Figure 2.2 illustrates the distribution of retail and service commercial space in
Hanover grouped into commercial nodes. The areas reflect the new Official Plan
commercial land use designations. The commercial nodes include the following:


Node 1:Walmart Plaza



Node 2: County Fair Plaza and area



Node 3: Corridor Commercial along 10th Street



Node 4: Downtown Hanover



Node 5: Hanover Mall and Area



Node 6: Other Hanover

Table 2.2 displays the retail and service commercial space by commercial node in
Hanover. Details of the retail and service commercial space are provided in
Appendix A.
Table 2.2 – Town of Hanover Retail and Service Commercial Space Inventory

Supermarkets & Grocery
Other Food
Total FSTM
Department Stores
Warehouse Membership Club
HATBA
Other General Merchandise
Health and Personal Care
Clothing and Accessories
Furniture and Home Furnishings
Other DSTM
Home Improvement Related
Total DSTM/HI
Subtotal FSTM/DSTM
Second Hand Merchandise
Liquor / Beer / Wine
Miscellaneous
Total Other Retail
Food Services & Drinking Places
Repair and Maintenance Services
Personal & Laundry
Financial Services
Medical Services
Other Professional Services
Other Services
Entertainment & Fitness
Total Services
Total Occupied Space
Vacant Space
Total Space (in sq.ft.)

Walmart Plaza

County Fair Plaza
& Area

Corridor
Commercial

Downtown
Hanover

Hanover Mall &
Area

Other Hanover

Total Hanover

1

2

3

4

5

6

1-6

0
0
0
75,000
0
0
0
0
9,900
4,200
0
0
89,100
89,100
0
0
0
0
4,500
0
1,300
0
0
0
0
0
5,800
94,900
0
94,900

38,600
0
38,600
0
0
36,400
32,200
19,500
0
6,200
10,000
54,400
158,700
197,300
0
6,900
0
6,900
0
600
0
5,700
1,500
0
4,100
0
11,900
216,100
0
216,100

0
10,600
10,600
0
0
11,900
0
0
8,500
26,300
6,400
9,400
62,500
73,100
0
1,800
0
1,800
19,000
35,300
18,900
0
14,700
26,400
11,600
0
125,900
200,800
16,700
217,500

Notes:
Inventory conducted by MGP, November 2014. Updated June 2015
Vacant space includes retail and service commercial space
Prepared by Malone Given Parsons
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10,100
4,700
14,800
0
0
0
2,500
4,500
12,900
6,600
29,600
600
56,700
71,500
600
0
1,200
1,800
37,800
8,300
9,000
19,700
8,500
25,800
24,000
12,300
145,400
218,700
12,200
230,900

42,600
0
42,600
0
0
0
22,100
0
0
23,600
0
0
45,700
88,300
0
0
0
0
6,600
0
0
0
23,600
0
0
0
30,200
118,500
0
118,500

0
0
0
0
0
0
0
0
0
0
0
0
0
0
1,000
0
0
1,000
1,400
0
0
0
10,300
0
0
0
11,700
12,700
1,800
14,500

91,300
15,300
106,600
75,000
0
48,300
56,800
24,000
31,300
66,900
46,000
64,400
412,700
519,300
1,600
8,700
1,200
11,500
69,300
44,200
29,200
25,400
58,600
52,200
39,700
12,300
330,900
861,700
30,700
892,400
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The Town of Hanover has approximately 892,400 sq.ft. of retail and service
commercial space. DSTM/HI and service space account for about 83% of
all space in the Town.

The Town of Hanover has approximately 892,400 sq.ft. of retail and service
commercial space. Of that space, DSTM/HI and service space account 46% and
37% of the space within the Town. Vacant space accounts for about 4% of the
retail space in the Town. Chart 2.1 displays the retail and service commercial
space by retail category within Hanover.
Chart 2.1 – Hanover Retail Commercial and Service Space by Retail Category

About 74% of the retail and service commercial space is located in the
three largest commercial nodes; Node 4 – Downtown Hanover , Node 3Corridor Commercial, and Node 2 – County Fair Plaza and surrounding
area.

About 74% (664,500 sq.ft.) of the retail and service commercial space is located
in the three largest commercial nodes; Node 4 – Downtown Hanover, Node 3Corridor Commercial, and Node 2 – County Fair Plaza and surrounding area.
Chart 2.2 displays the breakdown of retail and service commercial space by
commercial node.
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Chart 2.2 – Breakdown of Retail and Service Commercial Space by Commercial Node

Vacancy Rate
The Town of Hanover has approximately 30,700 sq.ft. of vacant retail and
service commercial space. This accounts for approximate 4% of all space
in Hanover.

Hanover has approximately 30,700 sq.ft. of vacant retail and service commercial
space, accounting for about 4% of all space in the Town. This space is distributed
between Node 3- Corridor Commercial, Node 4 – Downtown Hanover, and Node
6 – Other Hanover.
A vacancy rate of 4% indicates that there is limited opportunity for new retail
commercial and service entrants to the Hanover market. A healthy vacancy rate is
within the 8% to 10% range of all retail and service commercial space. This
allows for competition in the market as the provision of available space allows for
new entrants to the market. This also allows rental costs to stay competitive, as
prices tend to increase with a decrease in available space.

12
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Node 1: Walmart Plaza
The Walmart Plaza accounts for 94,900 sq.ft. or 10.6% of all retail
commercial and service space in Hanover. The Walmart Plaza is home to
the only department store in Hanover.

The Walmart Plaza is located on the eastern border of the Town of Hanover on
10th Street. The shopping plaza accounts for 94,900 sq.ft. or 10.6% of all retail
and service commercial space in Hanover. The Walmart Plaza is home to
Hanover’s only department store, the 75,000 sq.ft. Walmart. The Walmart Plaza
also represents about 31.6% of all Clothing and Clothing Accessories in Hanover
through the 9,900 sq.ft. Mark’s Work Warehouse. Other retail and service
commercial space in the plaza includes Crabby Joe’s Tap and Grill, Easyhome,
and First Choice Haircutters.
Node 2: County Fair Plaza and Area
The County Fair Plaza and Area is the third largest commercial node in
Hanover accounting for about 24.2% or 216,100 sq.ft. of all space in the
Town. The plaza is home to Grant’s Your Independent Grocer (YIG) and
Giant Tiger.

The County Fair Plaza, located at 10th Street and 24th Avenue, and the surrounding
lands designated Highway Commercial in the new Hanover Official Plan,
represent the third largest retail and service commercial node in the Town,
accounting for about 24.2% or 216,100 sq.ft. of retail and service commercial
space. County Fair Plaza is anchored by the 38,600 sq.ft. Grant’s Your
Independent Grocer (YIG) supermarket, one of three supermarkets in the Town.
The remainder of the plaza includes a 22,000 sq.ft. Giant Tiger (opening 2015), a
10,200 sq.ft. Dollar Tree (opening 2015), a 10,000 sq.ft. unspecified tenant, a
6,200 sq.ft. The Source, and a 5,700 sq.ft. Scotiabank. A portion of the plaza has
been renovated and is tenanted by Edgewell Personal Care. The remainder of the
space is used for loading/unloading.
The surrounding area around County Fair Plaza includes a variety of retail and
service commercial establishments including: a 33,000 sq.ft. Canadian Tire that
anchors a commercial plaza on the northeast corner of 10th Street and 24th Avenue,
a 28,000 sq.ft. Home Hardware located north of 10th Street on 24th Avenue, and a
19,500 sq.ft. Shoppers Drug Mart, a 21,300 sq.ft. Rona, and a 6,900 sq.ft LCBO
located along 10th Street, just south of County Fair Plaza.
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Node 2 accounts for about 36.2% (38,600 sq.ft.) of all FSTM space in the Town
as well as about 75% of all HATBA space. Additionally, Node 2 accounts for
81.3% of the Health and Personal Care store space in the Town, as well as 84.5%
of Home Improvement related space in Hanover. Overall, Node 2 accounts for
about 38.5% (158,700 sq.ft.) of all DSTM/HI space in Hanover.
Node 3: Corridor Commercial
Node 3 –Corridor Commercial is the second largest commercial node in
Hanover accounting about 24.4% (217,500 sq.ft.) of all space in the Town.
Node 3: Corridor Commercial is predominantly service oriented with about
57.9% (125,900 sq.ft.) of the node utilized as service space.

Node 3 – Commercial Corridor is located along 10th Street between 13th Avenue
and 24th Avenue. The Corridor Commercial node corresponds with the lands
designated as Corridor Commercial in the new Hanover Official Plan, and
follows the permitted uses within the designation policies. As such, Node 3 is
predominantly service oriented, with service space accounting for 57.9% or
125,900 sq.ft. of the node. On a Town-wide scale, Node 3 accounts for about
38.0% of service space in Hanover. Notable establishments in the Corridor
Commercial node include the 11,900 sq.ft. McArthur Tire, the 12,400 sq.ft. Ideal
Auto Supply store, and the 6,800 sq.ft. Chrysler, Dodge, and Jeep Car Dealership.
Node 3 is the second largest node in Hanover accounting for 24.4% (217,500
sq.ft.) of all space in the Town. It accounts for the highest proportion of Repair
and Maintenance services (79.9% or 35,300 sq.ft.) and Personal and Laundry
services (64.7% or 18,900 sq.ft.) in Hanover. It also accounts for about half
(50.6% or 26,400 sq.ft.) of all Other Professional Services in the Town.
Node 4: Downtown Hanover
Node 4 – Downtown Hanover is the historic focal point for retail
commercial and service space within the Town. Downtown Hanover is the
largest node in Hanover, accounting for about 25.9% (230,900 sq.ft.) of
retail and service commercial space in the Town. The downtown is
characterized by smaller unit sizes and is service oriented.

Most of the businesses in Node 4 – Downtown Hanover, front onto 10th Street
between 13th Avenue and 5th Avenue. Hanover’s downtown has a strong personal
service commercial role, offering a diverse mix of specialty retailers, restaurants,
and professional, financial, and personal services. The majority of Hanover’s
service commercial facilities, such as restaurants, banking and financial services,
medical offices, real estate offices, movie theatres, hair salons, as well as
government services are located in the downtown. This service commercial
function is particularly strong in Hanover and notably provides a regional serving
14
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function. Chart 2.3 displays the breakdown of space within the Downtown by
retail category.
Downtown Hanover is the largest node in Hanover, accounting for about 25.9%
(230,900 sq.ft.) of retail and service commercial space in the Town. As stated
before, the downtown has a strong service commercial role within Hanover and
accounts for 43.9% (145,400 sq.ft.) of service space within the Town. This
represents the highest cluster of service space in Hanover. The downtown also
represents the highest cluster of Financial services (77.6% or 19,700 sq.ft.), Food
and Drinking Places (54.5% or 37,800 sq.ft.) and Entertainment and Fitness space
(100% or 12,300 sq.ft.) in Hanover.
Chart 2.3 – Downtown Hanover Breakdown of Space by Retail Category

Downtown Hanover Unit Size Analysis

Retail and service commercial establishments in the downtown are characterized
by small unit sizes. Based on unit count, 70.5% of the units are of a size less than
2,000 sq.ft. with the majority (90.2%) of the all businesses at a size less than
4,000 sq.ft. Only one store, the Foodland, is over 10,000 sq.ft. The following
table illustrates the composition of retail and service commercial space in the
downtown by unit size.
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Table 2.3 – Downtown Hanover Unit Size Analysis
Unit Size Sq.ft.
<1,000
1,000-1,999
2,000-2,999
3,000-3,999
4,000-4,999
5,000-9,999
>10,000
TOTAL

Sq.ft.
18,500
78,200
39,500
23,200
17,100
44,300
10,100
230,900

% of Total
8.0%
33.9%
17.1%
10.0%
7.4%
19.2%
4.4%
100.0%

Cumulative %
8.0%
41.9%
59.0%
69.0%
76.4%
95.6%
100.0%

# of units
27
59
17
7
4
7
1
122

% of Total
22.1%
48.4%
13.9%
5.7%
3.3%
5.7%
0.8%
100.0%

Cumulative %
22.1%
70.5%
84.4%
90.2%
93.4%
99.2%
100.0%

Node 5: Hanover Mall and Area
Node 5 – Hanover Mall and Area is located south of the downtown along
th
7 Ave. The node accounts for 118,500 sq.ft. or 13.3 % of retail and
service commercial space in Hanover. Node 5 accounts for the highest
percentage of FSTM space in Hanover.

Located south of the downtown on 7th Avenue, Node 5 – Hanover Mall and Area
provides retail and service commercial uses for the residents of Hanover and the
surrounding area. The node accounts for 118,500 sq.ft. or 13.3% of retail and
service commercial space in Hanover, representing the third smallest node in the
Town.
Hanover Mall is anchored by the 42,600 sq.ft. Food Basics, the 22,100 sq.ft.
Dollarama, and the 23,600 sq.ft. Smitty’s Fine Furniture showroom. The Food
Basics represents 46.7% of all Supermarket and Grocery store space in Hanover,
and also contributes to the node accounting for 40.0% of all FSTM space in the
Town. Node 5 accounts for 38.9% of all Other General Merchandise in Hanover
as well as about 35.3% of all Furniture and Home Furnishings space in the Town.
Node 6: Other Hanover
Node 6 – Other Hanover, encompasses any other retail and service
commercial space in the Town that has not been included in any other
node. Node 6 accounts for 14,500 sq.ft. or 1.6% of all space in Hanover.

Node 6 – Other Hanover encompasses any other retail and service commercial
space in the Town that has not been included in any other node. This includes the
commercial designated lands located north of 10th Street along 7th Avenue. Node
6 is the smallest node in Hanover, accounting for 14,500 sq.ft. or 1.6% of all retail
and service commercial space in Hanover.
Though not included in the retail and service commercial inventory, Node 6 is
home to the 10,000 sq.ft. Hanover Flea Market located at 711 10th Avenue. The
market is open Wednesdays through Sundays and includes various vendors selling
antiques, furniture, clothing, books and other collectibles.
16
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2.4 Surrounding Market Area
The limited surrounding commercial context around the Town of Hanover
helps to define Hanover as a regional retail and service commercial centre
in the County of Grey.

A supermarket and department store analysis was conducted for the communities
surrounding the Town of Hanover to assess the potential market draws within the
surrounding communities. An analysis of supermarket and department store space
provides insight as to potential impacts on the Hanover market area, as
supermarkets tend to have stronger local draws while department stores have
larger regional draws. Understanding the external influences of the retail and
service commercial space in the surrounding communities can help us to
understand the market draws and captures of the commercial facilities within
Hanover.
Figure 2.3 displays the supermarket and department stores located within the
surrounding communities. Surrounding communities include Chesley, Durham,
Markdale, Mildmay, Mount Forest, Paisley, Teeswater, and Walkerton.
As displayed by the figure, the Town of Hanover has two of the largest
supermarkets and the only department store space within the context of the
surrounding communities, which helps to establish the Town as a regional retail
commercial and service centre.
Figure 2.3 – Surrounding Supermarket and Department Store Context
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The supermarkets in the communities surrounding Hanover account for
approximately 152,100 sq.ft. of supermarket and grocery store space.
There are no department stores in the communities immediately
surrounding Hanover.

Table 2.4 provides the surrounding communities supermarket context. In total,
supermarkets in the communities surrounding Hanover account for approximately
152,100 sq.ft. of supermarket and grocery store space. By comparison, the Town
of Hanover has 106,600 sq.ft. of supermarket and grocery store space, which is
approximately 70% of the supermarket and grocery store space in the surrounding
communities. The Town of Hanover is the only community with department store
space.
The limited supermarket and grocery store space in the surrounding communities
as well as the lack of department store space strengthens the role of Hanover as a
retail commercial and service centre for the surrounding communities.
Table 2.4 – Supermarket and Grocery Store Space in Surrounding Communities

Town
Store Name
Chesley
Chesley Grocery Store
Durham
L&M Food Mart
Markdale
Foodland
Markdale
Markdale IFT
Mildmay
Stewart's Country Market
Mount Forest
Tim & Heather's No Frills
Mount Forest
Foodland
Paisley
Midtown Foodmart
Teeswater
Rivervillage Co-op Market
Walkerton
Kaufman's Valu-Mart
Walkerton
Foodland
Total Supermarket/Grocery Store

Store Address
30 First Ave
344 Garafraxa St S
217 Toronto St S
20 Toronto St N
1024 Ontario 9
504 Main St N
121 Main St S
523 Queen St S
29 Clinton St S
1200 Yonge St S
125 Durham St E

Size (sq.ft.)
9,500
10,200
14900
7800
25,800
34,400
7,800
3,000
5,800
19,500
13,400
152,100

2.5 Planned and Proposed Commercial Development
The Town of Hanover has about 84,235 sq.ft. of approved retail and
service commercial space which will enter the market in the coming years.
An additional 29,700 sq.ft. of space has been proposed.

The following summarizes planned and proposed retail commercial and service
developments and undeveloped commercial and in Hanover based on the
information provided to MGP by the Town of Hanover Planning Department
March 2015 and updated in June 2015.
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The approved retail and service commercial developments within the Town total
approximately 84,235 sq.ft. as summarized on Table 2.5 below. These approved
developments include the 15,300 sq.ft. expansion the existing Canadian Tire, the
development of a new 5,975 sq.ft. Boston Pizza restaurant, the 20,760 sq.ft.
expansion of the Chrysler Jeep regional store, the planned 22,000 sq.ft. Giant
Tiger, the 10,200 sq.ft. Dollar Tree, and the 10,000 sq.ft. unspecified tenant. The
remainder of the former Zellers space will be tenanted by Edgewell Personal Care
and will be used for loading/unloading.
Table 2.5 – Approved/ Planned Development

Location
Proposal
896 10th St. Expansion to the existing Canadian Tire
937 10th St. New Boston Pizza
664 10th St. Expansion to the exsiting Chrysler, Jeep regional store
880 10th St. Giant Tiger (part of former Zellers space)
880 10th St. Dollar Tree
880 10th St. Unspecified Tenant
Total Approved Retail commercial and Service Space

Space (sq.ft.)
15,300
5,975
20,760
22,000
10,200
10,000
84,235

Source: Town of Hanover Planning Department, June 2015

The Town of Hanover has approximately 29,700sq.ft. of proposed retail and
service commercial space development as shown on Table 2.6. This space
includes two new gas bars proposed for the Town. While this space is envisioned
for the Town, it has not been approved, and thus is not accounted for in any future
demand or opportunity calculations.
Table 2.6 – Proposed Developments

Location
Proposal
223 10th St.
New office/gas bar/convenience store
594 10th St.
New gas bar/car wash
Total Proposed Development

Space (sq.ft.)
29,700
N/A
29,700

Source: Town of Hanover Planning Department, June 2015

2.5.1

Undeveloped Commercial Designated Lands

There are approximately 14 hectares (35 acres) of undeveloped designated
commercial lands in the Town of Hanover.

Table 2.7 provides a summary of undeveloped/vacant designated commercial
lands in Hanover. There are approximately 14 hectares (35 acres) of vacant
designated lands distributed between 10 different parcels. About 80% of the
undeveloped/vacant land parcels are composed of sites less than 2 hectares (5
acres). There are only 2 parcels that are larger than 2 hectares (5 acres) and would
be able to accommodate larger format development.
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Table 2.7 – Undeveloped Commercial Designated Lands
Location

Size (hectares)

Size (acres)

0.3
0.3
0.1
0.1
0.4
1.0
0.4
2.8
7.1
1.6

0.7
0.7
0.3
0.2
1.0
2.4
1.1
7.0
17.6
4.0

14
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223 10th St.
500 11th Ave.
645-647 10th St.
414 18th Ave.
373 18th Ave.
680 24th Ave.
620 24th Ave.
1058 10th St.
1200 10th St.
948 10th St.
Total Vacant Designated
Commercial Lands

OP Designation
(current)
General Commerical
General Commerical
Highway Commercial
Highway Commercial
Highway Commercial
Highway Commercial
Highway Commercial
Highway Commercial
Highway Commercial
Highway Commercial

OP Designation
(New OP)
General commerical
Downtown Commercial
Corridor Commercial
Corridor Commercial
Corridor Commercial
Highway Commercial
Highway Commercial
Highway Commercial
Highway Commercial
Highway Commercial

Source: Town of Hanover Planning Department, March 2015
th

The Steffler property (1200 10 Street) is topographically constrained
which could limit the availability of land for retail & service commercial
development in the future.

The Steffler property listed at 1200 10th St. (accounts for 7.1 hectares or 17.6
acres) has been identified as a site that is topographically challenged and could
pose future issues for development. The Town has indicated that two separate
proposals for the development of large format retail have been presented to the
Town, but both proposals were ultimately abandoned due to the cost associated
with mitigating the site constraints. From the information provided by the Town,
both proposals planned to develop approximately 3.2 hectares (8 acres) of the
available 7.1 hectares (17.6 acres) available.
Based on the site constraints of the Steffler property, MGP has forecasted
the net unconstrained and developable commercial land supply to be 10.1
hectares (25.0 acres).

Based on the information provided to MGP from the Town with regards to the
constraints of the Steffler property, MGP has forecasted that only 3.2 hectares (8.0
acres) of the 7.1 hectares (17.64 acres) of the property would be feasible for retail
and service commercial development. The remaining 4 hectares (10 acres) of land
on the site has been removed from the overall vacant land supply, leaving 10.1
hectares (25.0 acres) of net unconstrained and developable designated land in
Hanover.
Table 2.8: Vacant Land Supply on Designated Lands for Retail and Service Commercial Uses
2014

2016

2021

2026

2031

2036

Vacant Land Supply
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Vacant Designated Land (ha)
Less: Non developable portion of Steffler lands (ha)

14.2
4.0

14.2
4.0

14.2
4.0

14.2
4.0

14.2
4.0

14.2
4.0

Net Developable Vacant Designated Lands for Retail and
Service Commercial (ha)

10.1

10.1

10.1

10.1

10.1

10.1

Net Developable Vacant Designated Lands for Retail and
Service Commercial (ac)

25.0

25.0

25.0

25.0

25.0

25.0
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PLANNING CONTEXT
This section provides a review of the commercial planning context
including Provincial, County, and Town policy directives.
The Town of Hanover Official Plan commercial land use
designations and related policies define the existing commercial
structure of the Town.

The Town of Hanover is acknowledged as a primary urban settlement in Grey
County. Most of the neighbouring urban settlements have traditional downtown
cores which service local needs, but they rely on larger centres (Owen Sound,
Kincardine, Hanover) for their regional commercial needs.
The agrarian dominated economy of the region has allowed Hanover to evolve as
a service centre for its own resident population and for the greater rural area. The
advent of “factory farming”, while reducing the overall rural population, has kept
pace in supplying need for service commercial and business commercial needs for
the farming industry.
A hierarchy of planning documents provides the policy framework for the area,
with policies spanning the Provincial, County, and Town levels of government.
The following sections outline the relevant commercial policies for the Town of
Hanover.

3.1

Provincial Policy Statement

The Provincial Policy Statement provides policy to protect and enhance
the function of downtowns.

The Planning Act requires that municipal decisions “...be consistent with” the
Provincial Policy Statement (“the PPS”). The 2014 PPS, which came into effect
at the end of April 2014, focuses growth within settlement areas in efficient
development and land use patterns and directs growth to areas that are appropriate
for such development. It states that healthy, liveable communities are sustained
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by, among other things, accommodating a range and mix of land uses, including
commercial uses, to meet long-term needs (Section 1.1.1(b)).
It also states that Official Plans are the most important vehicle of implementation
and are to direct development to suitable areas (Section 4.5). Furthermore, the
PPS states, among other things, that “long-term economic prosperity should be
supported by maintaining and, where possible, enhancing the vitality and viability
of downtowns and mainstreets” (Section 1.7.1(b)).
As such, it is important to maintain, or where possible enhance the function of
downtown Hanover with an appropriate and balanced amount of new retail and
service commercial space which will be required to properly serve residents,
visitors, and people of other communities who rely on the services of the
downtown of Hanover in future years.

3.2

County of Grey Official Plan (Office Consolidation
June 25, 2013

The County of Grey Official Plan designates the Town of Hanover as a
Primary Settlement Area. OPA 122 proposes to expand the urban
boundary of the Town of Hanover.

Council adopted in May 1997 with OMB approvals in June and October 2012, the
Grey County Official Plan provides the policy framework for growth and
development within the County through the year 2026. Grey County OPA 80 was
adopted in February 2011 by County Council, and represented the five year
review of the Official Plan to update and bring the document into conformity with
Provincial policy directions and to provide a land needs and supply analysis for
uses out to 2031.
As a primarily agricultural and rural county, the Grey Official Plan encourages the
protection and growth of agricultural operations though the protection of the
agricultural land base, the promotion of economic opportunities related to the
agricultural industry, and the provision of the necessary facilities and support for
agricultural uses in the surrounding communities. As an integral part of the local
economy, the Official Plan promotes the expansion of opportunities for
commercial and industrial uses related to specialty crop production and other
farming operations as a major contributing factor to the health and prosperity of
the social and economic base of the County. (Section 1.6.4)
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Town of Hanover - Settlement Area

The Town of Hanover is located within a Settlement Area, which are the areas of
focus for growth and development within the County. More specifically, Hanover
is designated as a Primary Settlement Area within the Grey County OP. Primary
Settlement Areas are larger settlements with full municipal servicing, and a wide
range of uses, services and amenities are intended to be the primary target for
residential and non- residential growth; (Section 2.6.1) Other Primary Settlement
Areas within Grey County include Neustadt, Owen Sound, Durham, Markdale,
amongst others.
Developments in Primary Settlement Area’s are to provide for a full range of
residential, commercial, industrial, recreational, and institutional land uses. They
will be the focus of a majority of the growth within the County. For the City of
Owen Sound and the Town of Hanover, it is recommended that an overall average
development density of 25 units per net hectare shall be achieved. For all other
Primary Settlement Areas, an overall average development density of 20 units per
net hectare shall be achieved.

3.3

OPA 122: Hanover/West Grey Secondary Plan
Area

As a part of OPA 80, approximately 140 hectares of land adjacent to the Town of
Hanover were identified as Future Secondary Plan Area. The intent of these lands
is to accommodate the projected growth and development within the Town of
Hanover as set out by OPA 80 and the five-year review for the County of Grey
Official Plan. The identified Future Secondary Plan Area lands are located outside
the municipal boundaries of Hanover and are located within the Municipality of
West Grey. As such, the lands are required to be planned by both Hanover and
West Grey.
From the County of Grey Official Plan, development within the Future Secondary
Plan Area is only permitted once a secondary plan has been completed. As such,
the Town of Hanover and the Municipality of West Grey have entered into a joint
planning process for the creation of the Hanover/West Grey Secondary Plan,
otherwise known at OPA 122. A joint charter has been signed to outline the roles
and responsibilities of each municipality for the creation of the Secondary Plan. A
copy of the charter has been included in Appendix D of this report.
The Secondary Plan proposes to redesignate 25.25 hectares of the Future
Secondary Plan Area to Highway Commercial and an additional 3.17 hectares to
MALONE GIVEN PARSONS LTD.
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Open Space. The Municipality of West Grey would retain the lands within their
municipal boundary, while the Town of Hanover would provide the necessary
servicing for the land. The economic benefits of the lands would be shared
amongst both municipalities as part of a joint agreement.
Figure 3.1 – Hanover/West Grey Secondary Plan Area

Section 2.6.3.10 of the County of Grey Official Plan requires that a
Comprehensive Review be completed to provide an analysis in determining the
amount of land to be designated for future development and included within the
secondary plan, the land supply and growth needs in the Town of Hanover shall
be assessed. As such, an Investigation, Analysis, and Justification for Additional
Lands Within the Hanover Settlement Area Comprehensive Review was prepared
by IBI Group in February 2010 to provide justification for the additional lands for
Hanover. The conclusions and recommendations from the report have been
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reflected in the proposed Secondary Plan that when to County Council for
approval.
The lands are currently being used for a mixture of agricultural, commercial, and
residential uses. From Section 2.6.3.10 of the Grey Official Plan, Lands identified
as Future Secondary Plan Area shall be utilized primarily for uses existing as of
the date of adoption of Official Plan Amendment #80 to the County of Grey
Official Plan, (March 3, 2009). Limited infilling between existing uses, on existing
lots, may be permitted where the infill development would not contribute to future
municipal servicing problems, or would not prejudice future development. This
policy is of relevance for the redesignation process as a current landowner has
stated that they wish to retain the lands and continue the farming operation for the
distant future.
The proposed Hanover/West Grey Secondary Plan has received County Council
endorsement, but has been appealed to the OMB. If approved in its current form,
OPA 122 has the potential to add significant commercial space to the Town of
Hanover and the surrounding area. This provides a strategic location for
additional economic growth and employment for the Town.
3.3.1 Highway Commercial Redesignation
OPA 122 proposes to designated 25.25 hectares (62.4 acres) of Future
Secondary Plan Area designated lands to Highway Commercial.

The Hanover/West Grey Secondary Plan proposes to redesignate 25.25 hectares
of Future Secondary Plan Area lands to Highway Commercial lands. As such, the
proposed Official Plan Amendment provides policy pertaining to the Highway
Commercial designation and its incorporation into the County Official Plan.
Section 8.5 of OPA 122 provides the policies for the Highway Commercial
designation. The policy directs that the Highway Commercial designation is
intended to provide opportunities for new commercial uses which are not suited to
location within the downtown of Hanover due to their size and/or nature, and
which do not compete on a functional basis with Hanover’s downtown.
Permitted uses for the Highway Commercial designation include, but are not
limited to, automotive uses, restaurants, motels, hotels, bulk sales establishments,
garden centres, theatres, places of entertainment.
Other permitted uses include building supply outlets, grocery stores, wholesale
outlets, pharmacies and retail stores. These uses, or any combination of these uses
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must occupy a minimum of 929 sq.m. (10,000 sq.ft.) of floor area as to not
compete with smaller floor areas within downtown Hanover.

3.4

Town of Hanover Official Plan By-law 1840-91

The Hanover Official Plan By-law 1840-91 provides a framework for
development and land use within the Town. It establishes policies for
commercial uses within the Town.

The current Official Plan was approved by the Province of Ontario in May, 1993.
The overall goal of the Commercial policies of the Official Plan (Section D.2.1)
reflects the regional service role Hanover plays:
To ensure that there is a well balanced and varied commercial economy to serve
the needs of the residents of the Town of Hanover, the travelling public as well as
the region in which the Town is situated.
The Official Plan includes a commercial hierarchy to provide a variety of
commercial opportunities to meet the needs of the Town’s residents. The
commercial categories include:


General Commercial: wide range of commercial uses in the

Downtown and within the shopping centres on the east and south
ends of Town.



Service Commercial: Uses such as office buildings, restaurants,

financial institutions, day care centres, pharmacies, laboratories,
automobile service establishments, commercial recreational uses,
and convenience commercial uses.


Highway Commercial: Uses such as motels, service stations, car

sales, fast food restaurants, and building supply centres, which
because of spaces and parking demands, can not locate within the
Core Area or which are dependent upon vehicular traffic. Highway
commercial uses require large parcels of land to function.



Shopping Centre Commercial: Uses that include a full range of

retail commercial uses including supermarkets, pharmacies,
restaurants, and entertainment. These facilities fulfil a regional need
and are suited to a location within an integrated form of
development to contribute to multi-purpose trips.
These policies lay out the traditional framework for commercial development in
the Town including the role of the downtown and the commercial permission for
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the remaining uses in relation to the primary goal of protecting the downtown.
Figure 3.2 displays Schedule A- Land Use of the Town of Hanover Official Plan.
Figure 3.2 – Schedule A, Town of Hanover Official Plan (1993)
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Core Area – Downtown Hanover

It is a goal of the Town of Hanover Official Plan, as detailed in Section D.2.2.5 to
promote the continued development of the Core Area as the primary business,
office, cultural, and administrative centre for the Town and the region in which it
is located. Further to this goal, the Town shall discourage any new commercial
development on the periphery of the Town if it is considered to have significant
negative impacts on the economic vitality of the Core Area or on its role as a
major focus of economic activity for the Town and surrounding region.

3.5

Council Adopted New Town of Hanover Official
Plan (2014)

The new Town of Hanover Official Plan brings the Town of Hanover into
conformity with the changes and updates to the County of Grey Official
Plan, the Comprehensive review conducted for the Town of Hanover, as
well as the Town of Hanover Strategic Plan and the Town of Hanover
Downtown Community Improvement Plan. The commercial designations
have changed from the 1993 Official Plan to reflect current commercial
trends.

The new Town of Hanover Official Plan was Council adopted on August 11,
2014. The new Official Plan brings the Hanover Official Plan into conformity
with the County of Grey Official Plan, as well as reflects the findings of the 2010
Comprehensive Review, the 2010 Town of Hanover Strategic Plan, and the 2013
Town of Hanover Downtown Community Improvement Plan. The new Hanover
Official Plan also reflects the proposed Hanover/West Grey Secondary Plan Area,
which is intended to provide the necessary lands to accommodate future growth
within the Town.
It should be noted that while the new Town of Hanover Official Plan has received
Town Council adoption, the Plan has not received County approval or the
Ministry of Municipal Affairs and Housing approval. As such, the policies are not
in effect, though future development should have regard for the policies of the
new Plan. This Commercial Policy Review has conducted the policy analysis
based on the new Town of Hanover Official Plan.
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3.5.1 New Hanover Official Plan Commercial Policies
The new Hanover Official Plan provides new commercial hierarchy to
reflect the changes in commercial trends from the last Official Plan in
1993.

The new draft Hanover Official Plan details a new commercial hierarchy, which
guides the development of commercial uses within the Town. The new
commercial designations better reflect the changes in commercial trends as well
as change in the commercial structure since the 1993 Hanover Official Plan. The
commercial designations are as follows.
Figure 3.3 – Town of Hanover New Official Plan, Schedule A (2014)
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Downtown Commercial
Like many Ontario Official Plans, the Hanover OP includes a designation
relating to the downtown. The Hanover OP provides protection for the
downtown and promotes the downtown as the focal point for commercial
development where feasible.

Like many municipal Official Plans, Hanover’s OP includes a specific designation
relating to the downtown. The Downtown Commercial designation describes a
multi-faceted area, which is the historic centre of the Town. This area offers
unique shopping and leisure destination facilities not normally found in
commercial areas and shopping centres outside the downtown. Downtown
Hanover is intended to serve the residents of Hanover, the surrounding area, and
any tourists visiting Hanover or passing through the Town to another destination.
The goal of the Downtown Commercial designation is to strive to promote the
multi-faceted nature of Hanover’s downtown as the commercial, civic, social,
administrative and culture centre of the Town as well as a high quality residential
neighbourhood. As per the previous iteration of the Official Plan, it is the
objective of the new Official Plan to promote the downtown of Hanover, which is
designated Downtown Commercial in this Official Plan, as the focal point for
providing goods and services to the residents of the Town and the surrounding
area.(Section D.3.3.1). While it is the intent of the Official Plan to focus
commercial development within the Downtown, it is recognized that adequate
floor space does not generally exist within the downtown and therefore retail
establishments requiring larger floor plates may be given consideration for
locating in other areas of the Town.
The Downtown Commercial designation permits a wide range of general retail
and service commercial uses including retail stores, restaurants, business and
professional offices, financial institutions, government offices, personal service
shops, amongst other uses.
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Corridor Commercial
The Hanover OP identifies a Corridor Commercial designation relating to
th
the transition area along 10 Street between the downtown and the Large
Format Commercial Area on the east side of town.

The Hanover OP identifies a Corridor Commercial designation relating to the
transition area along 10th Street between the downtown and the Large Format
Commercial Area on the east side of town. The role of the Corridor Commercial
designation is to provide opportunities for a range of service commercial uses and
medium size (2,000 – 5,000 sq.ft.) retail establishments.
To compliment the focus for commercial to be located within the downtown, an
objective of the Corridor Commercial designation is to provide an opportunity for
services commercial uses, professional offices, medical offices, restaurants and
similar uses in order to compliment the function of the adjacent
downtown.(Section D.4.2.3). Additionally, development within the Corridor
Commercial designation shall not compromise the goals and objectives of the
Downtown Community Improvement Plan.
Permitted uses in the Corridor Commercial designation include automobile uses,
restaurants, professional offices, medical offices, recreational facilities, and
medium size retail stores. Medium size retail stores shall have a minimum floor
area of 186 square meters and a maximum floor area of 465 sq.m.
Large Format Commercial
The Hanover OP identifies a Large Format Commercial designation
th
relating to the large format retail uses along 10 Street to service both
residents of the area and in the surrounding communities.

The Hanover OP identifies a Large Format Commercial designation relating to
the large format retail uses along 10th Street to service both residents of the area
and in the surrounding communities.
To compliment the focus for commercial to be located within the downtown, an
objective of the Large Format Commercial designation is to provide opportunities
in Hanover for commercial uses which are not suited to locate within the
downtown due to their size and or nature...(Section D.5.1.1). These uses are not
intended to compete directly with the functional basis of the downtown. With that
said, Large Format Commercial uses provide the general commercial needs of the
residents of the Town, neighbouring communities and visitors to the area.
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Permitted uses in the Large Format Commercial designation include, but are not
limited to, automotive uses, restaurants, motels, garden centres, building supply
stores, home improvement stores, grocery stores and large scale retail
establishments. Similar to the Corridor Commercial designation, the Large
Format Commercial designation has floor area requirements as a means to
provide protection to the downtown. Large Format Commercial uses are required
to have a minimum floor area of 186 sq.m (2,000 sq.ft).
Recreational Commercial
The Hanover OP identifies a Recreational Commercial designation relating
th

recreational and tourism area along 7 Avenue.

The Hanover OP identifies a Recreational Commercial designation relating
recreational and tourism area along 7th Avenue. The intent of this designation is to
provide appropriate land uses to accommodate the recreational opportunities and
community services related to tourism and employment on a local and regional
basis.
The Recreational Commercial designation mainly pertains to the P & H
Recreational Centre and the Hanover Raceway and Hanover Raceway Slots. The
intent of the policies is to permit the uses and encourage the future enhancement
and potential expansion of these facilities along with other community facilities,
such as St. John’s Ambulance.
Permitted uses in the Recreational Commercial designation include recreation and
fitness facilities, a horse racetrack and associate slots, hotels and motels,
conference facilities, restaurants, community services, nurseries, tourism-related
uses and other commercial activities, with limited retail permissions.
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3.6

Commercial functions form a general yet flexible hierarchy

Retail development is an evolving phenomenon which continually responds to
changes in retailing, marketing, locational requirements, business strategies of
major retailers, development economics, and commercial planning policies. Over
time, the interplay of these and other factors has produced a defineable,
generalized hierarchy of retail commercial functions which is evident throughout
most urban areas.
Smaller urban areas like Hanover exhibit a particular hierarchy

A generalized commercial structure for smaller Ontario communities is illustrated
on the following chart. In this context, “small” refers to urban communities which
had a traditional role as service centres and “central places” to a larger regional
surrounding area. These are communities of sufficient size to warrant large
national department stores and home and automotive stores.
A healthy downtown is essential

The traditional commercial centre is the downtown which typically functions as
the major service and administrative centre, with specialty retail focused on local
or regional markets. The downtown is the symbolic and functional heart of the
community and is the clearest reflection of how the community sees itself.
A shopping centre (or centres) are typically located away from the traditional
downtown on major access points into the community. The shopping centre is the
location for national chains and the major retail anchors. The shopping centre
caters to the local and regional markets but is not typically nor necessarily
associated with specialty visitor or tourism markets. The shopping centre is a
destination for residents but not necessarily for visitors.
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Table 2.1: General Commercial Structure

Area

Salient Characteristics

Market Focus

Typical Issues

Downtown



Major commercial node



Local, Town oriented





High representation of
community services,
personal services, office,
banks, and restaurants



Specialized – tourism and
visitor market

Maintaining physical
attractiveness



Small ownership

Some regional draw



Coordination of marketing
and operations



Lack of motivation to
service clients



Parking



Maintaining a broad tenant
mix



Adapting to changes in
retail

Shopping Centre

Highway
Commercial
Node



Civic centre



Specialized retail



Discount department
store



Serves town and
surrounding communities



Strength of anchor tenants







Tenant mix

Food store





Access and parking

Mall shops with lower
end fashion and family
clothing

Primarily non-seasonal
trade



Located on main road



Sometimes in association
with a mall



Often associated with
discount and prices



Visibility







Signage

Usually at a major
intersection

Regional and local in scope





Parking

Oriented to resident
population



Low rents



Site access



Traffic volumes



Visibility and signage



Site accessibility



Destination shopping
trips



Can include wholesale or
business services



Local and regional markets



Location for large format
stores



Linear



Mix of auto oriented
commercial



Fast food, entertainment,
automotive

Peripheral/



Single purpose



Destinations



Low land cost

Distributed



Stand alone stores



Specialized market



Land extensive

Commercial



Owner occupied



Regional market



Access, visibility, signage

Convenience



Small plaza arrangement





Few issues

Commercial



Convenience store anchor

Immediately adjacent to
community





Walk-in & short drive trade
area

Primarily service for
surrounding residents



Insignificant impact on CBD

Arterial

Road

Retail
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A highway commercial node, consisting of free standing stores or small clusters
share similar locations characteristics as shopping centres and can be located in
the same general area. They may exploit traffic generated by a shopping centre,
but do not have to directly associated with it. The arterial road retail is the liner
home of fast food, entertainment, and auto oriented retail. Its mixture of
commercial uses serves both local and regional markets as well as the travelling
public. The key attractors are high traffic volumes, visibility, and access.
In Hanover, all of these retail types are represented. As with similar size
communities, the main retail areas in Hanover such as the downtown, County Fair
Plaza, and Hanover Mall have distinct functions, and these functions overlap.
Hanover serves a sub-regional market and from that perspective, all of Hanover’s
commercial facilities act together to form a singular commercial area in
competition with other urban communities. From a local perspective, all of
Hanover’s commercial facilities are within easy reach and although they have
differences, all areas are readily accessible to the local residents. This is one of the
defining features of small urban communities.

3.7

Hanover Zoning By-Law 2075-95

The Commercial zones identified in the Town of Hanover Zoning By-law
reflect the commercial designations provided in the Official Plan.
Additional commercial categories are provided in the By-law compared
with the OP structure.

The Town of Hanover Zoning By-law 2075-95 regulates the use of land and the
development that can occur. The Commercial Use Class Zones reflect the
commercial policies of the Official Plan. However, the Zoning By-law includes
additional commercial categories than those identified in the OP.
The following chart provides a summary of the Commercial Class Zones and the
primary purpose corresponding to each zone.
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Table 2.2 – Town of Hanover Zoning Classifications

Zone

Zone Class

Primary Purpose for Zone

Symbol

Residential

R1 & R2

Commercial

C1
C2
C3
C4
C5
C6



Residential use with home occupations permitted



General Commercial



Service Commercial



Highway Commercial



Shopping Centre Commercial



Local Commercial



Restricted Commercial/Industrial Zone

Permitted Uses

A range and variety of uses are permitted within the various commercial class
zones identified in the Hanover Zoning By-Law. The following uses are
permitted in each of the commercial class zones
C1 – General Commercial Zone

The C1 – General Commercial zone permits the following uses:















Retail establishments
Personal service shops
Service shops
Convenience stores
Business or professional offices
Financial institutions
A place of entertainment
A hotel
A tavern or public house
Commercial club
Bus terminal
Funeral Home
Parking lot
Accessory uses

The C1 –General Commercial zone also has limited residential and institutional
use permissions.
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C2- Service Commercial Zone

The C2 – Service Commercial zone permits the following uses:













Retail establishments having 185.5 sq.m. to 371.6 sq.m. (about 2,0004,000 sq.ft.) of floor area
Restaurant
Professional office
Business office
Financial institutions
Day nursery
Pharmacies laboratories
Clinic
Motor vehicle service station and rental
Commercial-recreational facility
Commercial club
Convenience store

The C2 –Service Commercial zone also has limited residential use permissions.
C3- Highway Commercial Zone

The C3 – Highway Commercial zone permits the following uses:

















Motel or hotel
Restaurant drive-in
Restaurant take-out
Building supply outlet
Nursery or garden centre
Tavern or public house
Place of entertainment
Publishing and printing establishment
Motor vehicle rental, sales, washing establishment, repair establishment
Bulk sales establishment, or service station.
Recreation vehicle sales area
Commercial greenhouse
Bus depot
Parking lot
Accessory uses
Retail establishment with a minimum floor area 464 sq.m. and a
maximum of 4,645 sq.m. (about 5,000 sq.ft. to 50,000 sq.ft.)

The C3 –Highway Commercial zone also has limited recreational use
permissions.
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C4- Shopping Centre Commercial Zone

The C4 – Shopping Centre Commercial zone permits the following uses:



















Retail commercial establishments
Personal service shops
Service shop
Business offices
Financial institutions
Tavern or public house
Place of entertainment
A medical clinic
Hotel or motel
Motor vehicle service station.
Commercial club
Gas bar
Supermarket and food store
Pharmacy
Theatre
Professional offices
Parking lot
Accessory uses

C5- Local Commercial Zone

The C5 – Local Commercial zone permits the following uses:






Retail commercial establishments
Convenience store
Personal service shops
Service shop
Accessory uses

C6- Restricted Commercial/Industrial Zone

The C5 – Local Commercial zone permits the following uses:






Flea market
Farmers market
Artisans market
Commercial recreational uses
Special events

The C6 –Restricted Commercial/Industrial zone also has permissions for light
industrial uses and accessory uses.
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3.8

The Commercial zones identified in the new Town of Hanover Zoning Bylaw to reflect the new commercial hierarchy provided in the new Hanover
Official Plan. Additional commercial permissions are provided in the Bylaw outside of the commercial zones.

The new Town of Hanover Zoning By-law (Draft August 2014) regulates the use
of land and the development that can occur. The Commercial Use Class Zones
reflect the updated commercial hierarchy of the new Hanover Official Plan.
Additional commercial permissions are also included within the Residential uses
zones.
The following chart provides a summary of the Commercial Class Zones and the
primary purpose corresponding to each zone.
Zone

Zone Class

Primary Purpose for Zone

Symbol

Residential

R1 & R2



Residential use with home occupations permitted

Commercial

C1



Downtown Commercial

C2



Corridor Commercial

C3



Large Format Commercial

C4



Shopping Centre Commercial

C5



Local Commercial

C6



Recreational Commercial

Permitted Uses

A range and variety of uses are permitted within the various commercial class
zones identified in the Hanover Zoning By-Law. The following uses are
permitted in each of the commercial class zones

MALONE GIVEN PARSONS LTD.
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C1 – Downtown Commercial Zone

The permitted uses for the Downtown Commercial Zone include the following:
























Retail commercial establishment
Personal service shop
Service shop
Fitness centre
Day nursery
Convenience store
Restaurant
Business or professional office
Financial institution
Place of entertainment
Hotel
Tavern or public house
Commercial club
Bus terminal
Funeral home
Business equipment sales and service facility
Clinic
Commercial recreational facility
Drive-thru facility
Pharmacy
Taxi dispatch station
Parking lot
Accessory uses

There are limited residential and institutional use permissions.
C2 – Corridor Commercial Zone

The permitted uses for the Corridor Commercial Zone include the following.












40

Motel
Hotel
Restaurant
Professional office
Business office
Clinic
Business equipment sales and service facility
Day nursery
Drive-thru facility
Pharmacy
Convenience store
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Gasoline bar
Motor vehicle sales and service establishment
Motor vehicle service station
Motor vehicle rental
Motor vehicle repair establishment
Nursery school
Commercial recreational facility
Service shop
Tire sales establishment
Place of entertainment
Taxi dispatch station
Accessory uses

3.0 PLANNING CONTEXT



The Corridor Commercial Zone requires that that retail commercial
establishments have a floor area between 186 sq.m and 465 sq.m. (2,000 – 5,000
sq.ft.) There are also limited residential permissions.

C3 – Large Format Commercial Zone

The permitted uses for the Large Format Commercial Zone include the following:






















Motel
Hotel
Restaurant
Nursery or garden centre
Pharmacy
Drive-thru facility
Equipment sales and rental
Place of entertainment
Motor vehicle rental
Motor vehicle sales and service establishment
Motor vehicle service station
Motor vehicle repair establishment
Gasoline bar
Bulk sales establishment
Recreational vehicle sales area
Business equipment sales and service
Commercial greenhouse
Bus depot
Child care facility
Personal service shop
Service shop
MALONE GIVEN PARSONS LTD.
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Parking lot
Taxi dispatch station
A day nursery serving the employees of a permitted principal use
Building supply outlet
Accessory use

The Large Format Commercial Zone requires that that retail commercial
establishments have a minimum floor area of 186 sq.m (2,000 sq.ft.). The zone
requires a market study to justify the need for any retail facility over 2,787 sq.m.
(30,000 sq.ft.).
C4 – Shopping Centre Commercial Zone

The permitted uses for the Shopping Centre Commercial Zone includes the
following:
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Retail commercial establishments
Personal service shops
Service shop
Restaurant
Business offices
Financial institutions
A place of entertainment
A medical clinic
Hotel
Tavern or public house
Commercial club
Motor vehicle sales and service station
Gasoline bar
Motel
Supermarkets and food stores
Pharmacies
Theatres
Professional offices
Taxi dispatch station
Parking lot
Accessory uses.
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C5 – Local Commercial Zone

The permitted uses for the Local Commercial Zone mirror the uses from the Local
Commercial Zone from the previous bylaw. In addition to those permitted uses,
the following uses are permitted in the Large Format Commercial Zone.


Convenience store



Retail commercial establishment



Personal service shop



Service shop



Professional Office

The Local Commercial Zone has limited residential permissions.
C6 – Recreational Commercial Zone

The permitted uses for the Recreational Commercial Zone include the following:

















Fitness facility
Active recreation
Passive recreation
Horse racetrack,
Slot machines
Hotel
Motel
Conference facility
Restaurant
Community service group activities
Day nursery
Trade shows and auctions
Fairs
Places of entertainment
Accessory uses
Retail use accessory to principal use
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Proposed Zoning By-law 33-2014, Municipality of
West Grey

The proposed Zoning By-law 33-2014 for the Municipality of West Grey is
the implementing zoning by-law for OPA 122. A range of commercial uses
are permitted.

As a means to implement OPA 122 to redesignate the Future Secondary Plan
Area lands to Highway Commercial and Open Space, the Municipality of West
Grey has proposed Zoning By-law 33-2014 to be adopted. The lands that are to be
redesignated to Highway Commercial, are proposed to be zoned Highway
Commercial Exception with holding suffix – C2-325-h. Permitted uses in this zone
include the following.
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Auction sales arena
Automotive sales and service establishment
Automotive service station
Automotive washing establishment
Banquet hall
Beer store
Boat sales, storage and service establishment
Building supply outlet having a minimum floor area of 929 sq.m.
(10,000 sq.ft.)
Bulk sales establishment having a minimum floor area of 929
sq.m.(10,000 sq.ft.)
Bus depots
Commercial nursery or greenhouse
Dry cleaning depot
Equipment sales, rental and leasing outlet
Farm implement sales and service outlet
Garden centre
Grocery store having a minimum floor area of 929 sq.m.(10,000
sq.ft.)
Hotel
Liquor store
Motel
Pharmacy having a minimum floor area of 929 sq.m. (10,000 sq.ft.)
Public uses
Public buildings
Private club
Recreational trailer sales and service establishment
Rental outlet
Restaurants (dining, drive-in, drive-thru, take-out)
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Retail store (may include grocery store and/or pharmacy) having a
minimum floor area of 929 sq.m.(10,000 sq.ft.)
Veterinarian clinic
U-Brew establishment
Wholesale outlets having a minimum floor area per unit of 929
sq.m. (10,000 sq.ft.)
Accessory uses

3.0 PLANNING CONTEXT



The holding provision can be removed with the execution of a Site Plan
agreement between the developer and the Municipality of West Grey, the Town of
Hanover, and the County of Grey Transportation Department. In addition, if retail
uses exceed 2,787 sq.m. of space, a retail market justification is required to justify
the need for the space in the Town of Hanover and the secondary plan area.
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COMMERCIAL TRENDS
This section provides a review of retail trends and development
opportunities relevant to consider in planning commercial land use
in Hanover.

Retailing is constantly changing in response to innovations in technology,
evolving population demographics, and changing patterns of living in response to
work, family and other lifestyle choices. As such, retailers must be flexible in
order to respond to customers’ changing needs to stay competitive.
The dynamic nature of retailing presents challenges for those engaged in planning
our cities and towns. Commercial strategies must be flexible enough to recognize
the evolving form and function of retail space and commercial centres yet specific
enough to ensure that municipal commercial goals and objectives can be met.
This section provides a summary of trends in retail types, forms, and formats
which are important to consider in directing commercial policy.

4.1 Trends in Tenant Types
Retailing is a continually evolving process.

The tenants emerging today are not as distinct in their merchandise categories as
they were previously. Many supermarkets and grocery stores carry non-food
items including floral, drug, card, and general merchandise sections. Department
stores such as Walmart have expanded to include large food components along
with various services in addition to general merchandise products. Drug stores
are also introducing food products and a variety of services in addition to health
care products. As these stores provide a larger range of merchandise products,
they are increasing in size which presents implications with respect to the overall
size of shopping centres and commercial areas they anchor.

AUGUST 19 2015
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Although trends over the past several years have been focused on large formats
spaces, recent initiatives also indicate a trend towards the return of smaller store
sizes. Higher density urban areas have seen the introduction of smaller
supermarket and grocery store formats such as Sobeys which aim to provide
convenience shopping for time strapped consumers. Some of the larger floor
plate stores are now introducing smaller, more efficiently merchandised formats
and scaled specifically to particular markets characteristics.

4.2 The Changing Retail Landscape
American and International Retailers

A recent trend is the entry of American and other international retailers not
currently represented in the Canadian market. Stores such as Target, Nordstrom,
Sacks Off 5th, Marshalls, J. Crew, Dollar Tree, Loft, Brooks Brothers, Ted Baker,
Anthropologie, Express, Topshop, Coach, JYSK, Apple, Microsoft, Crate and
Barrel, The Children's Place, among others have entered the Canadian market in
the past few years or plan to enter soon. A range of American restaurants have
entered the Canadian market in the past few years or plan to enter such as the
Cheesecake Factory, PF Chang’s, Marble Slab Creamery, Popeyes Chicken, etc.
The challenge for these international retailers and businesses seeking
opportunities in Canada is finding locations and available space to accommodate
the store, service, or restaurant. Some tenants have entered the Canadian market
via existing shopping centres - primarily enclosed regional shopping centres, and
power centres, while others have tenanted new shopping centre developments.
Enclosed regional shopping centres are often sought by new retail entrants
increasing the fashion and high-end shopping experience of those shopping
centres. Recently outlet tenants have announced their entry into the Canadian
market via new outlet centre developments.
Retail Outlets

A recent trend has been the interest in establishing outlet stores and outlet centres
in Canada. Recent investment by major outlet mall developers including
Premium Outlets and Tanger Factory Outlet Centres has started to expand the
range and choice of outlet retailing within Ontario. It is expected that outlet centre
trend will continue with expansion outside of the GTA and all throughout the
country.
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Outlet tenants and outlet centres are a successful shopping format driven by value
conscious consumers. Outlets gained popularity by focusing on value and
entertainment.
For manufacturers, outlet stores are a channel for selling products directly to
consumers and are an increasingly profitable element in overall business
operations. Over time, “value-oriented” retailing expanded beyond traditional
wholesalers and discounters to include genuine factory outlets owned and
operated by manufacturers, closeout merchants, and clearance centres operated by
traditional retailers and big-box stores.
Outlet stores offer brand name goods at discounted prices. The discounted brand
name merchandise attracts customers and destination shoppers. The main
products sold in outlet stores are “soft-lines” such as clothing, shoes, sportswear,
and household goods. Outlet stores typically include the following merchandise
categories: designer fashions and sportswear, children’s apparel, shoes, fine
leather and luggage, accessories and jewellery, houseware and home furnishings,
gift and specialty items, and restaurants.
Typical outlet stores sell merchandise that is found in Canadian shopping centres,
but are usually composed of inventory that is end of season, end of line, and/or
“seconds” of products within a recognized store banner. Outlet tenants are
characterized by brand name, retail fashion outlet stores such as Jones New York,
Levi’s, Liz Claiborne, Northern Reflections, Reebok, Rockport, Coach, Danier
Leather, Nine West, Nike, The Gap, Polo, Ralph Lauren, as well as a range of
other brand retailers.
Upscale Outlets

Upscale outlet centres are a new shopping concept in Canada but have been in
operation in the United States for several years. Upscale outlet centres provide an
array of high end, fashion designer outlet tenants including American, European,
and other international designer names. Upscale outlet centres are attractively
designed non-enclosed developments.
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Entertainment

There is an ongoing trend of merging entertainment and “an experience” with
retailing. Theme retail and restaurants, amusement areas, and movie theatres have
been an ongoing trend of merging entertainment with retailing and shopping
centre tenanting to the point where shopping itself is entertainment and becomes
“an experience”.
Canadian regional malls are increasingly incorporating full service sit-down
restaurants into their roster of key tenants. The shopping centre provides a social
experience, a gathering place, a place of leisure, and entertainment.
Internet Shopping

Internet usage has become the norm for most people in Canada, however, ecommerce represents only about 4% of retail sales in Canada (2010 Statistics
Canada data). Certain retail segments have proven successful for e-commerce
such as electronics, books, music, travel, and concert tickets. However, there
continues to be a need and demand for brick and mortar and a physical presence
of stores and services.
Trends and evolution in technology have led to internet retailing, which in many
ways is the modern version of catalogue shopping. The difference is the specialty
internet sites that offer a mix of shopping opportunities. Internet shopping has no
geography and it permits shopping at locations far beyond a local market area.
Recent studies have shown an increase in the use of internet shopping for retail
purchases, however, the overall portion of retail sales remains very small.
While an increase in internet purchases has eroded sales from some traditional
markets, the sales of shopping centres continue to create enough productivity to
outpace the growth of online shopping and warrant future expansion. From a
planning perspective, we doubt that the internet will supplant location based
shopping. Shopping is part necessity, part recreation, and often a social event.
The internet provides a viable alternative for a certain range of shopping, but does
not replace the need for local shopping facilities. It can be viewed more as a
complement to physical stores as opposed to a replacement for the brick and
mortar.
Need for Retail Expansion

Within Hanover, a general trend of retail expansion amongst new entrants to the
Hanover commercial market has been observed. Various new commercial tenants
have required an expansion to their original floor areas to keep up with the
growing market demand of Hanover and its surrounding trade area. It has been
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observed that the new commercial tenants tend to require these expansions within
5 years of entering the market. This need for consistent expansion illustrates the
growth trends in Hanover and the surrounding market area.

4.3 The Role of Downtown
Typically, main streets include a wide range of retail and non-retail uses such as
destination retail, specialty stores and independent retailers, as well as offices
such as regional or district headquarters, banks, institutional uses, restaurants, and
entertainment facilities. Most downtowns and main streets are comprised of a
mix of uses and developments which create a role and function that is different
from regional shopping centres and big box retailing.
The mix of uses within downtowns has also changed. Over the past several years
there has been a narrowing in the range of traditional retailing and an increasing
emphasis on the location of important cultural facilities, such as performing arts
centres, museums, libraries, and art galleries within the downtown, as well as
entertainment and sporting venues. In addition, trendy restaurants, bars and clubs
have increasingly become anchors within downtowns. Specialized retailers, such
as higher-end men’s and women’s clothing stores, unique stores not found
anywhere else, tourist-oriented facilities, and professional offices have also
discovered the attraction of locating in the older heritage buildings of downtown
areas. Over the years, downtowns have become mixed use, multi functional areas
of which retail is one component.
The non-retail components of downtowns are often the key to their strength and
endurance within the commercial environment. These uses often include;
entertainment, restaurants, personal services, institutional, administrative,
financial and business, residential, parks, open space, and gathering places. A
characteristic of healthy downtowns is the multi-functional character which
provides regional, community, and local serving roles. It is the combination of
several land uses, physical structure, and history that gives downtown its role as a
desirable destination, economic centre, and symbolic heart of the community.
4.3.1

Downtown Retailing vs. Planned Retail Formats

Downtowns offer a different type of experience from that of the planned retail
formats provided by shopping centres.
The organic nature of downtowns allows for an un-programmed, fluid, and
dynamic environment. This fluidity and the unique character is what attracts
shoppers, visitors, and tourists to downtown areas. The unplanned nature of
MALONE GIVEN PARSONS LTD.
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downtowns offers variety for and attracts shoppers and visitors from the local and
larger regional area. The mix and range of building types and designs, older
heritage buildings, mix of architecture, mix of independently owned stores,
restaurants and businesses, as well as cultural and entertainment venues provides
for a unique downtown area that is different from any other downtown, and is
different from the programmed shopping centre environments with national chain
stores and standardized design.
Downtown retailing and planned retail formats each have a necessary function
within a Town and each serve different purposes. Downtowns attract people due
to the unique and specialized environment, but they do not necessarily provide the
retail mix required to serve the day-to-day and comparison shopping needs of
local residents.
The retail trends illustrate the continued importance of providing a commercial
structure which accounts for a range of retail/commercial uses of various forms,
formats, roles and functions. It is important to plan for a range of shopping
facilities and formats in order to properly and adequately serve residents in future
years.

4.4 Commercial Supply vs. Demand
The amount of commercial supply dictates the amount and rate of absorption of
commercial demand. In theory, commercial land supply is planned to meet the
projected demand in any given year. As shown on Figure 4.1, the theoretical
demand for 2026 intersects with the planned supply for 2026 to provide, in theory,
a sufficient amount of land to accommodate the forecast demand.
In reality, it has been observed that actual demand and absorption never reaches
the forecasted theoretical demand. This occurs for two main reasons:


Commercial land prices increase as available supply shrinks; and,



When supply is constrained and prices rise, there is an incentive for
owners to hold land off the market and await even higher prices.

Figure 4.1 displays the reality of commercial land supply vs. actual demand.
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Figure 4.1 – Commercial Land Supply vs. Actual Land Demand and Absorption

In order to accommodate forecasted demand, a sufficient land supply is required
to ensure market efficiency. A limited supply of commercial lands or a limited
amount of shovel ready lands acts as a hindrance to the development and growth
of the commercial industry.

4.5 Suitability of Vacant Commercial Lands for Future
Development
Not all vacant commercial designated lands in the Town of Hanover would
be suitable to accommodate future large format retail.

As discussed in Section 2 of this report, the Town of Hanover has 14 hectares (35
acres) of vacant designated commercial lands. Through the known constraints on
the Steffler lands at 1200 10th Street, MGP has established that approximately 4
hectares (10 acres) of land are not appropriate for development, thus decreasing
the developable vacant designated land supply to 10.1 hectares (25 acres).
As a regional commercial centre for the surrounding communities, the Town of
Hanover is under increasing pressure to continue to grow the commercial
offerings to stay competitive within the commercial market. As such, the Town
must continue to provide the necessary opportunities to attract and retain the likes
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of national chains and independent retailers to allow the commercial market to
grow and meet the current and future needs of residents, business, and visitors.
The vacant designated commercial lands as well as the existing vacancies within
the Town provide the necessary opportunities for many independent retailers to
enter the Hanover market. Issues start to arise when looking at the vacant
commercial supply with relation to the entry of large format retailers looking to
enter the Hanover market. In general, the following criteria are what large format
retailer look for in site selection.


Large available site;



Prominent intersection with good regional and/or local access and
visibility;



Access to major arterial roads and/or expressways;



Access to large regional or district market area and population base;



Access to existing and future population in the surrounding market area;
and,



Distance from other existing and planned regional or district serving
locations.

Large Available Sites

When assessing the current available vacant designated commercial lands within
the Town, the lack of large available sites is quite prominent. Currently, based on
the vacant designated commercial lands provide to MGP by the Town, eight of
ten parcels (80%) are contained on small parcel sizes, i.e. less than 2 hectares (5
acres). Only two of the parcels are over 2 hectares (5 acres), a plot size that would
be more suitable for large format retailers.
Table 6.8 – Vacant Commercial Designated Lands by Parcel Size

Count
Parcels under 5 ac (2 ha)
Parcels over 5 ac (2 ha)
Total

Sum of Sites
Sum of Sites
(acres)
(hectares)
8
10.4
4.2
2
24.6
10.0
10
35.1
14.2

Source: Town of Hanover Planning Department, March 2015. Size analysis by MGP.

The limited availability of suitable sized lands that could accommodate future
medium and large format retailers has the potential to limit the Town’s ability to
attract and retain companies that require a larger format to conduct business. If the
Town wants to continue to grow and compete as a regional service centre, the
need for larger, well located sites is vital.
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Site Access

There are limited available vacant designated lands within the Town that provide
the necessary exposure, consumer traffic, and site access that large format retailer
require when looking for site location. 10th Street within the proximity of 24th
Avenue provides the necessary exposure, traffic, and access that large format
retailers seek.
To assess the suitability of the vacant commercial designated lands in terms of
access, MGP has broken the list down into three categories; poor, suitable, and
good. Poor locations are locations that are far removed from 10th Street or are not
easily accessible for residents and visitors from the surrounding community.
Suitable locations are parcels that are located along 10th Street or are within close
proximity to 10th Street, but are not within prime commercial locations (County
Fair Plaza and Area or Downtown Hanover). Good locations provide both
frontage onto 10th Street and are within prime commercial locations. Table 6.10
displays the categorization of the available vacant commercial sites as of March
2015.
Table 6.9 – Vacant Commercial Site Suitability based on Access
Location
223 10th St.
500 11th Ave.
373 18th Ave.
680 24th Ave.
620 24th Ave.
Subtotal Poor Access
645-647 10th St.
414 18th Ave.
Subtotal Suitable Access
1058 10th St.
1200 10th St.
948 10th St.
Subtotal Good Access
Total Vacant Designated
Commercial Lands

Size (acres)

Size (hectares)

0.7
0.7
1.0
2.4
1.1
5.9
0.3
0.2
0.6
7.0
17.6
4.0
28.6

0.3
0.3
0.4
1.0
0.4
2.4
0.1
0.1
0.2
2.8
7.1
1.6
11.6

35

14

OP Designation
(current)
General Commerical
General Commerical
Highway Commercial
Highway Commercial
Highway Commercial

OP Designation
(New OP)
General commerical
Downtown Commercial
Corridor Commercial
Highway Commercial
Highway Commercial

Highway Commercial
Highway Commercial

Corridor Commercial
Corridor Commercial

Highway Commercial
Highway Commercial
Highway Commercial

Highway Commercial
Highway Commercial
Highway Commercial

Source: Town of Hanover Planning Department, March 2015. Suitability analysis by MGP.

As displayed by Table 6.10, there are only 3 parcels that are deemed to have good
access that large format retailers would seek. Of those three sites, two have
constraints that could act as an impediment to development. 948 10th Street is a
smaller parcel (1.6 hectares or 4.0 acres) and may not provide a large enough site
for large format stores. 1200 10th Street, may be topographically constrained
which could impede any future commercial development on site. The limited
availability of vacant designated lands with visibility and appropriate access can
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limit the Town’s ability to attract future retail and service commercial
development.
Demographics and Regionality

As a regional commercial centre in the context of the growing Grey County, the
Town of Hanover has the necessary growth and market extent within the regional
market to attract large format retailers.
Overall, the available vacant commercial designated lands in Hanover provide the
opportunity for new entrants to the market to enter the Hanover market, but there
are limited available sites to allow for large format retailers to enter the market.
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CONSUMER CONTEXT
This section provides a review of the Town of Hanover consumer
context including delineation of a Study Area, and an analysis of
population, demographics, and spending.
This information is
combined to establish the magnitude of the current and forecast
retail/commercial market in Hanover.

This section provides a review of the Town of Hanover consumer context
including delineation of a Study Area, and an analysis of population,
demographics, and spending. This information is combined to establish the
magnitude of the current and forecast retail/commercial market in Hanover.

5.1 Hanover Study Area
The Hanover Study Area includes the Town of Hanover and a surrounding
market area to the west and east of the Town.

The Study Area of individual retail areas will vary with many factors. These
include: the general market orientation of individual facilities; the mass and
spatial distribution of other retail areas which serve the same geographic market;
the degree of competitive similarity or differentiation with other retail facilities;
and the relative strength and accessibility of each location.
The Study Area for Hanover was defined through the analysis of competitive
space located within Hanover and elsewhere, customer origin survey results, an
analysis of the trading patterns of existing retail/commercial space, local
population, and natural and man-made barriers. Reference was made to the 1998
Comprehensive Commercial Review as well as various studies conducted for the
Town as a part of the Comprehensive Review. The Study Area boundaries
coincide with Dissemination Area (DA) boundaries as defined by Statistics
Canada.
The Study Area is comprised of three consumer market zones as described on the
following page and illustrated on the following map.
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Town of Hanover – Zone 1 is the Primary Study Area (PSA) and is defined by

the Town of Hanover municipal boundary.
Secondary Study Area East (SSA East) – Zone 2 consists of the Municipality of

West Grey and a portion of the Municipality of Southgate.
Secondary Study Area West (SSA West) – Zone 3 includes the municipalities of

Brockton and South Bruce..
Figure 5.1: Hanover Study Area

5.2 Customer Origin Licence Plate Surveys
Customer origin licence plate surveys provide an indication of the magnitude of
the drawing power and geographic extent that customers will travel to various
shopping centres and retail areas. Although these surveys do not track actual
sales and customer spending at commercial facilities, they provide a good
indication of customer origin.

58

MALONE GIVEN PARSONS LTD.

TOWN OF HANOVER
COMMERCIAL POLICY REVIEW

AUGUST 19 2015

1.

Walmart Plaza

2.

County Fair Plaza and Surrounding Area

3.

Downtown Hanover

4.

Hanover Mall

5.

OLG Hanover Raceway and Slots

6.

Foodland Walkerton

5.0 CONSUMER CONTEXT

Customer origin licence plate surveys were conducted at six retail/commercial
locations in Hanover and Walkerton over a two-day period from November 1415, 2014. The locations included a various types of commercial facilities within
the Town to understand the market draw of each type. The following locations
were included in the survey:

A total of 832 licence plate records were collected and submitted to the Ministry
of Transportation who subsequently provided the corresponding Dissemination
Area (DA) match for each plate. The results of the survey have been allocated to
the various Study Area zones, with licence plate records that originate from
outside the Study Area classified within the Inflow/Other category. Details on
survey methodology, summary results, tables and maps are set out in Appendix B.
The following table summarizes the customer origin licence plate results.
Table 5.1: Summary of Hanover Customer Origin Survey Results
Map #

Town of Hanover
Zone 1

SSA East
Zone 2

SSA West
Zone 3

Total Study
Area

Inflow / Other

Total

1

Walmart Plaza

26.3%

19.1%

24.4%

69.9%

30.1%

100.0%

2

County Fair Plaza & Surrounding Area

36.9%

22.1%

24.9%

83.9%

16.1%

100.0%

3

Downtown Hanover

38.3%

23.5%

16.0%

77.8%

22.2%

100.0%

4

OLG Hanover Raceway

20.2%

10.9%

17.1%

48.1%

51.9%

100.0%

5

Hanover Mall

32.9%

28.7%

16.1%

77.6%

22.4%

100.0%

6

Foodland Walkerton

0.0%

3.8%

86.8%

90.6%

9.4%

100.0%

*Capture rates do not reflect the re-tenanting of the former Zellers space

The commercial facilities in the Town of Hanover have both local serving
and regional serving functions.

The customer origin licence plate surveys illustrate that Hanover retail facilities
and shopping areas vary in the extent of local versus regional trade area draw.
The commercial and shopping areas surveyed, excluding the Foodland in
Walkerton and the OLG Hanover Raceway, draw between 16.1% to 30.1% of
customers from locations outside the Hanover Study Area. The following
provides a breakdown of the customer origins for each of the surveyed locations.
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Walmart Plaza
The Walmart Plaza serves both a local and regional market area reflecting
commercial area of influence of the department store within a more rural
setting.

The Walmart Plaza draws approximately a quarter (26.3%) of customers from
Hanover, with the Study Area drawing approximately two-thirds (69.9%) of
customers. The Plaza draws approximately a third (30.1%) of customers from
outside the Study Area. This inflow value is the highest of any surveyed
commercial area in Hanover.
The survey results reflect the regional nature of department store space and also
reflect the limited department store space within the surrounding communities.
Almost three-quarters of the customer origins were from outside the Town of
Hanover. With that said the Walmart Plaza still serves a local function providing
for weekly and daily needs of residents.
County Fair Plaza and Surrounding Area
County Fair Plaza and the surrounding area has a stronger local draw with
over a third (36.9%) of customers originating from the Town of Hanover.

County Fair Plaza and the surrounding area draws approximately a third (36.9%)
of customers from Hanover, with the Study Area drawing approximately 83.9% of
customers. County Fair Plaza draws approximately a third 16.1% of customers
from outside the Study Area. This inflow value is the lowest of any surveyed
commercial area in Hanover.
The survey results reflect the local draw of the County Fair Plaza and surrounding
area. The customer origin surveys were conducted prior to the re-tenanting of the
former Zellers space and indicate a decrease in inflow traffic from the customer
origin surveys in the 1998 Commercial Review. It could be expected that the
levels of inflow will begin to increase moving forward as the re-tenanted space is
likely to attract customers from outside the trade area to shop at the County Fair
Plaza and the surrounding area.
The County Fair Plaza and surrounding area has a strong draw from the SSA
West – Zone 3, which accounts for a quarter (24.9%) of customers.
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Downtown Hanover
Downtown Hanover serves a local and regional market area with a third
(38.3%) of customer originating from Hanover, and almost a quarter
(22.2%) of customers originating from outside the Study Area.

Downtown Hanover draws over a third (38.3%) of customers from Hanover, with
the Study Area drawing approximately 77.8% of customers. Downtown Hanover
draws almost a quarter (22.2%) of customers from outside the Study Area. This
inflow value indicates that the Downtown has a regional draw from the
surrounding communities. This could be explained by the unique nature of the
retail commercial and service space within the Downtown.
Downtown Hanover has a strong draw from the SSA East – Zone 2, which
accounts for a quarter (23.5%) of customers. SSA West – Zone 3 accounts for
16.0% of customers respectively.
Hanover Mall
Hanover Mall serves a local and regional market area with a third (32.9%)
of customer originating from Hanover, and almost a quarter (22.4%) of
customers originating from outside the Study Area.

Hanover Mall draws approximately a third (32.9%) of customers from Hanover,
with the Study Area drawing approximately 77.6% of customers. The shopping
centre draws almost a quarter (22.4%) of customers from outside the Study Area.
This inflow value indicates that Hanover Mall has a regional draw from the
surrounding communities. This could be explained by the ability of the
Dollarama, the Smitty’s Fine Furniture, and the Food Basics to draw from a larger
regional area due to the scarcity of such types of space in the surrounding
communities.
Hanover Mall has a strong draw from the SSA East – Zone 2, which accounts for
over a quarter (28.7%) of customers. SSA West – Zone 3 accounts for 16.1% of
customers respectively.
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OLG Hanover Raceway
The OLG Hanover Raceway has a large regional draw, with inflow
accounting for half (51.9%) of consumers.

While the OLG Hanover Raceway is not a commercial facility, understanding the
regionality of the site is useful for analyzing the origins of the consumers and
forecasting any potential spin off effects of the raceway on the commercial
facilities in Hanover. The Raceway has a strong regional draw, with inflow
accounting for half (51.9%) of consumers at the facility. The Town of Hanover
accounts for approximately 20.2% with the Study Area accounting for about half
(48.1%) of consumers.
Foodland Walkerton
Approximately 86.8% of customers that shop at the Walkerton Foodland
originate from the SSA West – Zone 3. There were no recorded customers
from the Town of Hanover.

The Foodland in Walkerton was surveyed to understand the influence of food
stores in the surrounding communities on the shopping patterns of residents of
Hanover.
Approximately 86.8% of customers that shop at the Walkerton Foodland originate
from the SSA West – Zone 3. There were no recorded customers from the Town
of Hanover. These results reflect the local nature of the supermarkets and food
stores.

5.3 Hanover Drive Time Analysis
Hanover has a population base of approximately 40,600 people within a
30-minute drive of the Town.

A drive time analysis was conducted by MGP to understand the population base
within a certain drive time of the Town of Hanover. The 2011 Census population
derived the population base, which includes the population of Hanover, for each
Dissemination Area. Drive time data is a function of the ArcGIS software and
utilizes average speeds and traffic patterns to establish the boundaries of the
specified time. For this analysis, the drive time data was based on mid-week and
mid-day data for the area.
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The chosen thresholds (20 minutes, 30 minutes, and 1 hour) represent expected
consumer drive times for various amenities in Hanover. It should be noted that
this drive time analysis does not imply consumer draw for the population within
each threshold, but rather provides an understanding of the population base
available to commercial facilities in Hanover fore each drive time threshold.
Within a 20-minute drive of Hanover, there is an approximate population base of
26,900 people. The population base almost doubles to 40,600 people within a 30minute drive time of Hanover. Within a 1-hour drive time of the Town, there is a
population base of 191,400 people. Figure 5.2 displays the geographic extend of
each threshold. It should be noted that the 30-minute drive time roughly
corresponds with the extent of the Study Area.
Figure 5.2 – Town of Hanover Drive Time Analysis
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5.4 Study Area Population and Projections
The Hanover Study Area experienced moderate decline over the past
Census years, 2006 and 2011.

As summarized on Table 5.2 below, population within the Study Area decreased
by approximately 100 from 42,400 in 2006 to 42,300 in 2011 (adjusted for
undercount).
Population in Hanover totalled 7,400 in 2006 and increased to 7,700 in 2011
(adjusted for undercount). The Hanover population represents about a fifth
(18.2%) of the total population in the Study Area in 2011. Population in the SSA
East – Zone 2 totalled 16,900 in 2011, which represents about 40.0% of the Study
Area population. The SSA West – Zone 3 population totalled 17,700 in 2011,
representing 41.8% of the total Study Area population.
Table 5.2: Hanover Study Area Population and Population Projections

Hanover - Zone 1

Census
2006
7,200

Adjusted
2006
7,400

Census
2011
7,500

Adjusted
2011
7,700

Post Censal
Estimate
2013
7,700

Adjusted
2013
7,900

SSA East - Zone 2
SSA West - Zone 3
Total SSA

16,200
17,700
33,900

16,700
18,300
35,000

16,500
17,300
33,800

16,900
17,700
34,600

17,000
17,200
34,200

17,400
17,600
35,000

Total Study Area

41,100

42,400

41,300

42,300

41,900

42,900

2006 and 2011 Census population adjusted for undercount (based on Statistics Canada data).
Hanover 2013 Post Censal Estimate based on Stats Canada Table 051-0062 custom tabulation.
SSA East and West 2013 values based on extrapolated straight line growth.

Population in the Study Area is forecast to increase from approximately
43,000 in 2014 to approximately 45,700 in 2036.

The Study Area population is forecast to increase by approximately 2,700 people
from approximately 43,000 in 2014 to 45,700 in 2036 as summarized on Table
5.3.
Population in Hanover is forecast to increase by approximately 900 people from
approximately 7,900 in 2014 to 8,800 in 2036. The 2031 population forecast of is
based on the County of Grey Official Plan and the County of Grey Growth
Management Study. Population out to 2036 uses a straight line projection of
growth within the Study Area to forecast the population.
The SSA East – Zone 2 population is forecast to increase by approximately 3,100
from approximately 17,600 in 2014 to 20,700 in 2036.
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The SSA West - Zone 3 is forecast to experience a population decline of about
1,300 people, decreasing from 17,500 in 2014 to about 16,200 by 2036.
The Study Area population and population projections were based on various
sources including:


historical census counts for the Study Area and the consumer zones;



adjustment to Census population to account for a net under-coverage;



reference to building permit data for the Town of Hanover;



reference to County of Grey, County of Bruce, and Town of Hanover
population projections from their respective Official Plans.

Table 5.3: Hanover Study Area Population Projections to 2036

Hanover - Zone 1

2014
7,900

2016
8,100

2021
8,400

2026
8,600

2031
8,700

2036
8,800

SSA East - Zone 2
SSA West - Zone 3
Total SSA

17,600
17,500
35,100

18,100
17,400
35,500

19,300
17,100
36,400

20,100
16,800
36,900

20,400
16,500
36,900

20,700
16,200
36,900

Total Study Area

43,000

43,600

44,800

45,500

45,600

45,700

Hanover and SSA East population projections based on the County of Grey Official Plan
population projections
SSA West population projections based on County of Bruce Official Plan population
projections

5.5 Study Area Income
Study Area resident incomes are below that of the provincial average.

Study Area per capita spending for various retail categories is based on retail sales
reported by Statistics Canada at the provincial level. Provincial average per capita
spending (based on Statistics Canada Retail Trade Catalogue #63-005 and special
cross tabulations) is adjusted to local Study Area sectors by indexing Study Area
average per capita household income to the provincial average. Income indexes
are adjusted to reflect variation in income by Study Area zone.
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Table 5.3: Study Area Resident Income and Income Indexes
2011
Census
Population

2011 Weighted
Avg. Household
Income

2011
Persons per
Household

2011 Weighted
Avg. Household
Per Cap Income

Income
Index

Hanover - Zone 1

7,500

$64,200

2.3

$27,910

84.6

SSA East - Zone 2
SSA West - Zone 3
Total SSA

16,500
17,300
33,800

$70,900
$76,000
$73,500

2.5
2.5
2.5

$28,360
$30,400
$29,400

85.9
92.1
89.1

Total Study Area

41,300

$85,500

2.5

$29,130

88.3

12,851,825

$85,800

2.6

$33,000

100.0

Ontario

Source: Statistic Canada 2011, PCensus 2011 and National Household Survey 2010 data

Hanover residents’ per capita incomes average $27,910, which is below the
Ontario average of $33,000. As such, the Hanover resident income has an index
of 84.6 to the Ontario resident average represented by 100. The SSA East – Zone
2 has an average income level that is similar to the Town of Hanover and has an
income index of 85.9. SSA West – Zone 3 has an average income level that is
closer to the provincial average at 92.1 respectively. The overall Study Area has
an income index of 88.3.

5.6 Study Area Per Capita Spending
Income levels influence per capita spending on various goods and services. Our
analysis of Statistics Canada Household Survey data for Ontario resident spending
by income group shows the variation of spending in relation to income. The
survey indicates that spending on FSTM items does not vary greatly with
increased income levels compared to DSTM/HI.
Spending recorded by Statistics Canada on FSTM and DSTM/HI categories at the
provincial level is adjusted to the local level based on average per capita incomes
of Study Area residents. Statistics Canada Retail Trade publications were
employed to derive expenditures for the year end 2014 (most recent year end data,
see Appendix C). Therefore, this analysis reflects 2014 constant dollars excluding
inflation.
The 2014 per capita FSTM and DSTM/HI expenditures average $2,224 and
$5,362 in Hanover respectively. SSA East – Zone 2 resident FSTM and
DSTM/HI expenditures average $2,229 and $5,400 respectively and SSA West –
Zone 3 expenditures average $2,247 and $5,576 respectively.
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Income
Index

FSTM
Index

2014
FSTM per capita
Expenditure

DSTM/HI
Index

2014
DSTM/HI per
capita Expenditure

Hanover - Zone 1

84.6

98.0

$2,224

92.4

$5,362

SSA East - Zone 2
SSA West - Zone 3

85.9
92.1

98.2
99.0

$2,229
$2,247

93.1
96.1

$5,400
$5,576

Total SSA

89.1

98.6

$2,238

94.7

$5,490

Total Study Area

88.3

98.5

$2,235

94.3

$5,467

Ontario

100.0

100.0

$2,270

100.0

$5,800

Notes:

5.0 CONSUMER CONTEXT

Table 5.4: Study Area Per Capita FSTM & DSTM/HI Expenditures

1)Expenditure indexes were calculated based on regression analysis of relevant
components of the Stats Can 2012 Survey of Household Spending for Ontario as
follows.
FSTM Index = (0.13 x Income Index) + 87
DSTM/HI Index = (0.49 x Income Index) + 51
2) Ontario per capita expenditures were derived from Statistics Canada Retail Trade
Catalogue #63-005 and special cross tabulations

Since spending is recorded by Statistics Canada at the provincial level, income
indexing is used to adjust provincial average spending to local Study Area
conditions. After the one time adjustment is made to establish the base year per
capita spending in the Study Area, an average annual growth rate is applied in
order to forecast per capita expenditures in future years. Real growth in spending
is based on trends in real growth of per capita spending recorded by Statistics
Canada at the Ontario level.
The per capita FSTM expenditures are not forecast to experience real growth
above inflation. The per capita DSTM/HI expenditures employed in this report
are forecast to increase at an average annual rate of 1.0% excluding inflation.
This rate is conservative based on past and current trends.

5.7 Study Area FSTM Expenditure Potential
The Study Area FSTM expenditure is forecast to increase
approximately $6.0m from $96.1m in 2014 to $102.1m in 2036.

by

The Study Area FSTM expenditure potential is based on population projections
and FSTM per capita expenditures. All dollar figures are expressed in 2014
constant dollars.
The following table illustrates the total FSTM expenditure potential generated
from the Study Area zones. FSTM expenditures derived from Hanover residents
are forecast to increase by about $2.0m from $17.6m in 2014 to $19.6m in 2036.
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FSTM expenditure potential is estimated to total $39.2 m in SSA East – Zone 2
and $39.3m in SSA West – Zone 3 in 2014. SSA East – Zone 2 FSTM
expenditure is forecast to increase by about $6.9m to $46.1m in 2036 while SSA
West – Zone 3 FSTM expenditure potential is forecast to decrease by $2.9m to
$36.4m in 2036. Total Study Area FSTM expenditures are forecast to increase by
about $6.0m from 2014 to 2036.
Table 6.5: Study Area FSTM Expenditure Potential (2014 Constant Dollars)

Hanover - Zone 1
Population
FSTM per capita expenditure
Total FSTM expenditure ($m)
SSA East - Zone 2
Population
FSTM per capita expenditure
Total FSTM expenditure ($m)
SSA West - Zone 3
Population
FSTM per capita expenditure
Total FSTM expenditure ($m)
Total Study Area FSTM
Expenditure Potential ($m)
Cumulative Increase from 2014 ($m)

2014

2016

2021

2026

2031

2036

7,900
$2,224
$17.6

8,100
$2,224
$18.0

8,400
$2,224
$18.7

8,600
$2,224
$19.1

8,700
$2,224
$19.4

8,800
$2,224
$19.6

17,600
$2,229
$39.2

18,100
$2,229
$40.3

19,300
$2,229
$43.0

20,100
$2,229
$44.8

20,400
$2,229
$45.5

20,700
$2,229
$46.1

17,500
$2,247
$39.3

17,400
$2,247
$39.1

17,100
$2,247
$38.4

16,800
$2,247
$37.7

16,500
$2,247
$37.1

16,200
$2,247
$36.4

$96.1

$97.4

$100.1

$101.7

$101.9

$102.1

$1.3

$4.0

$5.6

$5.8

$6.0

5.8 Study Area DSTM/HI Expenditure Potential
Study Area residents DSTM/HI expenditure is forecast to increase by
approximately $75.3m from $235.0m in 2014 to $310.3m in 2036.

The Study Area DSTM/HI expenditure potential is based on population
projections and DSTM/HI per capita expenditures. All dollar figures are
expressed in 2014 constant dollars.
The following table presents the DSTM/HI expenditure potential generated from
Study Area zones. Hanover residents’ DSTM/HI expenditures are forecast to
increase by about $16.4 m from $42.4m in 2014 to $58.7m 2036.
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DSTM/HI expenditure potential is estimated to total $95.0m in the SSA East –
Zone 2 and $97.6m in SSA West – Zone in 2014. SSA East – Zone 2 DSTM/HI
expenditure is forecast to increase by about $44.1m to $139.1m in 2036, while
SSA West – Zone 3 DSTM/HI expenditure potential is forecast to increase by
$14.9m to $112.4m in 2036. Total Study Area DSTM/HI expenditures are
forecast to increase by about $75.3m from 2014 to 2036.
Table 5.6: Study Area DSTM/HI Expenditure Potential (2014 Constant Dollars)
Hanover - Zone 1
Population
DSTM/HI per capita expenditure
Total DSTM/HI expenditure ($m)
SSA East - Zone 2
Population
DSTM/HI per capita expenditure
Total DSTM/HI expenditure ($m)
SSA West - Zone 3
Population
DSTM/HI per capita expenditure
Total DSTM/HI expenditure ($m)
Total Study Area DSTM/HI
Expenditure Potential ($m)
Cumulative Increase from 2014 ($m)

2014

2016

2021

2026

2031

2036

7,900
$5,362
$42.4

8,100
$5,469
$44.3

8,400
$5,748
$48.3

8,600
$6,042
$52.0

8,700
$6,350
$55.2

8,800
$6,674
$58.7

17,600
$5,400
$95.0

18,100
$5,509
$99.7

19,300
$5,790
$111.7

20,100
$6,085
$122.3

20,400
$6,396
$130.5

20,700
$6,722
$139.1

17,500
$5,576
$97.6

17,400
$5,688
$99.0

17,100
$5,978
$102.2

16,800
$6,283
$105.6

16,500
$6,604
$109.0

16,200
$6,941
$112.4

$235.0

$243.0

$262.3

$279.8

$294.7

$310.3

$8.0

$27.3

$44.8

$59.7

$75.3
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MARKET OPPORTUNITY AND
CONSTRAINTS
This section provides a review of retail and service commercial space
demand and opportunity for Hanover which in turn, has implications
on the planning policies required to direct and accommodate growth
and retail opportunity in the Town.

6.1 Market Opportunity
In order to consider the market support available to Hanover and the growth,
expenditure potential, and opportunity available to support new retail space, it is
necessary to consider the extent to which existing and new facilities can attract
expenditure potential from the Hanover Study Area and from inflow trade.
The total Study Area FSTM, DSTM/HI expenditure potential (detailed in the
previous section) is partially available to existing facilities in Hanover today, and
presents opportunities for new retailers as growth in the market occurs.
The following analysis forecasts market demand and opportunity for the main
retail/commercial categories which typically define, anchor or characterize
commercial areas, and the form and function of either shopping centres, shopping
areas and/or downtowns. They are:


Supermarket and grocery stores;



Department stores;



Non-departments store; and



Service space.

Guidance for the source of sales information was derived from the customer
origin surveys and with the local and future captures analysis derived from an the
1998 MGP Report and other supporting material provided to MGP from the Town
of Hanover.
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Market Capture
A portion of the Study Area retail/commercial expenditure potential is
available to existing and future facilities in Hanover.

Total retail/commercial expenditure potential available to Hanover is based on a
capture of total spending derived from each Study Area sector. This is described
as the “market share” or “market capture” which Hanover can obtain from its
Study Area, or is the extent to which Hanover retains expenditures from residents,
and captures expenditures from Secondary Study Area residents. In defining these
factors a determination was also reached as to the percentage of expenditures
outflowing from Hanover and its surrounding market area to communities and
shopping destinations elsewhere.
Market captures are a function of the size and nature of the existing
retail/commercial facilities in Hanover, competitive alternative shopping locations
in and around the Study Area, as well as consumer shopping patronage for various
types of goods and services. Market shares and capture rates are also based on the
location, access to, and distribution of population within each of the Study Area
sectors.
Inflow Trade
Inflow trade from residents who live outside the Study Area generate a
source of spending potential.

Inflow trade from residents who live outside the Study Area generate a source of
spending potential. In addition to the Study Area capture, spending is derived
from people who live outside the Study Area but shop at Hanover facilities on an
infrequent basis such as; non-local employees, travellers, visitors, pass-by traffic,
etc. This source of trade, called inflow, is added to the expenditure potential
derived from residents of the Study Area.
In particular, inflow trade is an important factor to consider for the Town of
Hanover due to its role as a regional service centre for the surrounding rural
agricultural areas. The results of the licence plate survey confirmed this role with
high inflow values for various commercial facilities in Hanover.
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6.2 Demand and Opportunity Analysis
In order to assess market demand and opportunity for additional retail space in
Hanover, a residual analysis was carried out forecasting additional warranted
space. This technique identifies the market potential which cannot be satisfied by
existing facilities and which could be accommodated by future commercial
development within the Town.
A study period out to the year 2036 has been utilized for the residual analysis.
This time frame provides a 20 year planning horizon in which new space can be
realized to meet the future commercial demand for Hanover and the Study Area.
This time frame also allows the 2031 retail and service commercial demand to be
realized without constraint. The 2031 horizon is in line with the Grey County
Growth Management Study time frame. Although forecasts are more accurate
over the near term, providing an analysis to 2036 is useful in providing guidance
for planning targets and overall commercial planning strategies.
The market opportunity and residual analysis tables in this report illustrate the
amount and phasing of additional retail commercial and service space that is
warranted in the market without causing negative impacts on the function of any
commercial area.
If large proposals come forward which accelerate the development of space
beyond the targets outlined in this report, then it will be prudent to test the
specific impacts to ensure that they do not present a risk of significant impact on
the planned function of any shopping area or node in Hanover.
The demand and opportunity analyses which follow assess two main retail
categories; FSTM and DSTM/HI, as well as the opportunity for the provision of
additional service space in Hanover.

6.3 Supermarket and Grocery Store Opportunity
In the short term, there is limited opportunity to increase the level of
supermarket and grocery store space in Hanover.

The following provides an analysis of the current market capture of Study Area
resident spending in supermarkets and grocery stores and forecasts residual
demand and opportunity in Hanover.
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Supermarket and grocery store share of total FSTM expenditures are
estimated at 85%.

Based on the year end 2014 Statistics Canada retail trade data, supermarket and
grocery stores throughout Ontario currently account for approximately 85% of all
recorded FSTM retail sales. Utilizing the retail trade value, as well as information
from previous consumer telephone surveys, the geographic distribution of food
store floor space, sales estimates, and other provincial trends, we estimate that the
level of expenditures in supermarkets and grocery stores to be approximately
85%. This supermarket share of the total FSTM expenditure is held constant.
The Study Area has a supermarket and grocery store expenditure potential
of approximately $39.4m in 2014.

Reference to the residual table following shows that the existing 91,300 sq.ft. of
supermarket and grocery store space in Hanover currently captures about 90.0%
of Hanover residents supermarket and grocery store spending. Captures from the
SSA are less and range from 28.0% to 32.0% in the SSA West – Zone 3 and SSA
East – Zone 2 respectively. These capture rates reflect the convenience nature of
food store shopping and competing alternative food store shopping locations
within and surrounding the Study Area.
Inflow trade is estimated at 15% which is conservative based on reference to
customer origin surveys. The supermarket and grocery stores in Hanover are
estimated to achieve sales of approximately $39.4m for an average sales
performance of about $431/sq.ft. This is a healthy average sales performance for
the type and array of space.
Market captures reflect the competitive alternative food store locations within the
Study Area and the convenience nature of food store shopping whereby
consumers tend to shop at food stores which are close to home most frequently
but will travel greater distances to visit larger, more specialized stores on a more
infrequent basis.
With high local captures and the convenience nature of FSTM spending, the
opportunity for growth in Hanover food store spending will primarily be based on
population growth in the Hanover market and to some extent, increases in
captures from the surrounding market area. The extent of captures from the
secondary study area residents accounts for the supply of food stores provided in
those areas and the convenience nature of food store shopping. An increase in the
capture of food store spending from the secondary study area residents can
strengthen Hanover’s role as a local and regional service centre.
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With growth in the market and some recapture of spending from residents of the
surrounding market, residual supermarket and grocery store sales are estimated to
total approximately $9.3m by 2016, increasing to $12.2m by 2036. At an average
sales performance of $400/sq.ft. to $475/sq.ft., an additional 21,000 to 23,000
sq.ft. of supermarket and grocery store space is warranted in Hanover by 2016,
increasing to approximately 26,000-31,000 sq.ft. in 2036 with no sales transfers
on existing supermarkets and grocery stores in Hanover. This could take the form
of a new, small format supermarket, or could be realized through an expansion of
an existing supermarket.
Table 6.1: Supermarket and Grocery Store Spending and Additional Warranted Space in Hanover
(With no Sales Transfers)
(CONSTANT 2014 DOLLARS IN MILLIONS)
2014
Hanover - Zone 1
FSTM Expenditure Potential ($m):

2016

2021

2026

2031

2036

$17.6

$18.0

$18.7

$19.1

$19.4

$19.6

Supermarket & Grocery Store Share:

85.0%

$14.9

$15.3

$15.9

$16.3

$16.5

$16.6

Hanover Capture @

90.0%
95.0%

$13.4
--

-$14.5

-$15.1

-$15.4

-$15.6

-$15.8

$39.2

$40.3

$43.0

$44.8

$45.5

$46.1

SSA East - Zone 2
FSTM Expenditure Potential ($m):
Supermarket & Grocery Store Share:

85.0%

$33.3

$34.3

$36.6

$38.1

$38.6

$39.2

Hanover Capture @

32.0%
40.0%

$10.7
--

-$13.7

-$14.6

-$15.2

-$15.5

-$15.7

$39.3

$39.1

$38.4

$37.7

$37.1

$36.4

$33.4

$33.2

$32.7

$32.1

$31.5

$30.9

$9.4
--

-$11.6

-$11.4

-$11.2

-$11.0

-$10.8

$33.5
$5.9
--

$39.9
-$8.8

$41.1
-$9.0

$41.9
-$9.2

$42.1
-$9.2

$42.3
-$9.3

$39.4

$48.7

$50.2

$51.1

$51.4

$51.6

91,300

91,300

91,300

91,300

91,300

91,300

$39.4

$39.4

$39.4

$39.4

$39.4

$39.4

$0.0

$9.3

$10.8

$11.7

$12.0

$12.2

0
0
0
0

23,000
22,000
21,000
--

27,000
25,000
24,000
23,000

29,000
28,000
26,000
25,000

30,000
28,000
27,000
25,000

31,000
29,000
27,000
26,000

SSA West - Zone 3
FSTM Expenditure Potential ($m):
Supermarket & Grocery Store Share:

85.0%

Hanover Capture @

28.0%
35.0%

Total Study Area Capture
by Hanover Stores ($m)
Inflow

15%
18%

Total Supermarket & Grocery Store
Sales in Hanover ($m)
Existing Supermarket & Grocery Store
Space in Hanover (in sq.ft. GLA)
Existing Supermarket & Grocery
Store Sales ($m) (at $/sq.ft.)
$431
Residual Supermarket & Grocery
Store Sales ($m)
Additional Supportable Supermarket &
Grocery Space in Hanover @ Sales/sq.ft.
(with no sales transfers)
$400
$425
$450
$475
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6.4 Other Food Store Opportunity
There is limited opportunity for other food store growth within the Town of
Hanover in the short term.

Reference to the residual table following shows that the existing 15,300 sq.ft. of
other food store space in Hanover currently captures about 80.0% of Hanover
residents other food store spending. Captures from the SSA are less and range
from 20.0% to 25.0% in the SSA West – Zone 3 and SSA East – Zone 2
respectively. These capture rates reflect the convenience nature of food store
shopping and competing alternative food store shopping locations within and
surrounding the Study Area.
Inflow trade is estimated at 12% which is conservative based on reference to
customer origin surveys. Other food stores in Hanover are estimated to achieve
sales of approximately $5.4m in 2014, for an average sales performance of about
$353/sq.ft. This is a healthy average sales performance for the type and array of
space.
Market captures reflect the competitive alternative food store locations within the
Study Area and the convenience nature of food store shopping whereby
consumers tend to shop at food stores which are close to home most frequently
but will travel greater distances to visit larger, more specialized stores on a more
infrequent basis.
With high local captures and the convenience nature of FSTM spending, the
opportunity for growth in Hanover food store spending will primarily be based on
population growth in the Hanover market and to some extent, increases in
captures from the surrounding market area. An increase in capture of food store
spending from the secondary study area residents can strengthen Hanover’s role
as a local and regional service centre.
With growth in the market and some recapture of spending from residents of the
surrounding market, residual other food store sales are estimated to total
approximately $0.9m by 2016, increasing to $1.3 m by 2036. At an average sales
performance of $350/sq.ft. to $425/sq.ft., an additional 2,000 to 3,000 sq.ft. of
other food store space is warranted in Hanover by 2016. There is expected to be
very minimal additional growth through to 2036, with the other food store
demand increasing slightly to approximately 3,000-4,000 sq.ft. in 2036 with no
sales transfers on existing other food stores in Hanover.
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Table 6.2: Other Food Store Spending and Additional Warranted Space in Hanover (With no Sales
Transfers)
(CONSTANT 2014 DOLLARS IN MILLIONS)
2014
Hanover - Zone 1
FSTM Expenditure Potential ($m):
Other Food Store Share:

15.0%

Hanover Capture @

80.0%
85.0%

SSA East - Zone 2
FSTM Expenditure Potential ($m):
Other Food Store Share:

15.0%

Hanover Capture @

25.0%
30.0%

SSA West - Zone 3
FSTM Expenditure Potential ($m):
Other Food Store Share:

15.0%

Hanover Capture @

20.0%
25.0%

Total Study Area Capture
by Hanover Stores ($m)
Inflow
Total Other Food Store
Sales in Hanover ($m)
Existing Other Food Store
Space in Hanover (in sq.ft. GLA)
Existing Other Food Store
Store Sales ($m) (at $/sq.ft.)
Residual Other Food Store
Store Sales ($m)
Additional Supportable Other Food
Store Space in Hanover @ Sales/sq.ft.
(with no sales transfers)

12%
12%

$353

$350
$375
$400
$425

2016

2021

2026

2031

2036

$17.6

$18.0

$18.7

$19.1

$19.4

$19.6

$2.6

$2.7

$2.8

$2.9

$2.9

$2.9

$2.1

--

--

--

--

--

--

$2.3

$2.4

$2.4

$2.5

$2.5

$39.2

$40.3

$43.0

$44.8

$45.5

$46.1

$5.9

$6.1

$6.5

$6.7

$6.8

$6.9

$1.5

--

--

--

--

--

--

$1.8

$1.9

$2.0

$2.0

$2.1

$39.3

$39.1

$38.4

$37.7

$37.1

$36.4

$5.9

$5.9

$5.8

$5.7

$5.6

$5.5

$1.2

--

--

-$1.5

$4.8
$0.6
--

$5.6
--

-$1.4
$5.8

--

-$1.4
$5.9

--

-$1.4

$1.4

$5.9
--

$5.9
--

$0.8

$0.8

$0.8

$0.8

$0.8

$5.4

$6.3

$6.5

$6.7

$6.7

$6.7

15,300

15,300

15,300

15,300

15,300

15,300

$5.4

$5.4

$5.4

$5.4

$5.4

$5.4

$0.0

$0.9

$1.1

$1.3

$1.3

$1.3

0
0
0
0

3,000
2,000
2,000
--

3,000
3,000
3,000
3,000

4,000
3,000
3,000
3,000

4,000
3,000
3,000
3,000

4,000
4,000
3,000
3,000
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6.5 Department Store Opportunity
Growth in the market supports additional department store space in future
years.

The following provides an analysis of the current market capture of Study Area
resident spending in department stores and forecasts residual demand and
opportunity in Hanover.
Department store share of total DSTM/HI expenditures are estimated at
17%.

Referencing the 2014 Retail Trade data, department store spending accounts for
for approximately 14% of DSTM/HI expenditures in Ontario. From the 1998
Hanover Commercial Review, the Town of Hanover and the Study Area
consumer telephone survey results suggested that the department store share of
total DSTM approximately 23%.
The split in DSTM/HI expenditures between department store and nondepartment store space is directly attributed to the level of quality and quantity of
department store representation within the Study Area. As such, MGP has reduced
the department store share of the DSTM/HI expenditure potential to 17%. This
share is a conservative estimate of department store captures and better reflects
the retail trade capture, but still includes the higher captures as seen in the
previous telephone survey.
The Study Area has a current department store expenditure potential of
approximately $25.2m in 2014.

Reference to the residual table illustrates that the existing 75,000 sq.ft. of
department store space in Hanover currently captures approximately 88.0% of
Hanover resident spending in all department stores. The Hanover department
store captures approximately 32.0% of spending from residents of the SSA East –
Zone 2 and 37.0% SSA West – Zone 3 respectively. Inflow trade is estimated at
30%, which is in line with customer origin surveys. Hanover department stores
are estimated to achieve sales of approximately $25.2m in 2014 which results in a
healthy average of $336/sq.ft.

78

MALONE GIVEN PARSONS LTD.

TOWN OF HANOVER
COMMERCIAL POLICY REVIEW

AUGUST 19 2015

6.0 MARKET OPPORTUNITY & CONSTRAINTS

The local captures indicate that the opportunity for growth in Hanover department
store spending will be based on a combination of population growth in the
Hanover market as well as re-captures of the department store spending from the
Hanover market. The limited offering of types of department stores (i.e. fashion
oriented department stores such as The Bay, Sears, or Nordstrom’s) will have an
effect on the upper threshold of captures in the market as the Hanover market area
would have difficulty attracting these types of stores due to the limited market
area.
Hanover has an opportunity to recapture a portion of the spending from the
surrounding market area. An increase of market captures reflects the strength of
Hanover as a retail/commercial centre to recapture some of the spending lost to
alternative shopping destinations, but also accounts for a portion of outflow
spending in surrounding communities. Due to the regional nature of department
stores, these captures of spending can strengthen Hanover’s role as a local and
regional service centre. The strength of Walmart as a regional service draw has
helped to maintain and increase the potential captures and recaptures of Hanover,
even with a decrease in the amount of department store space in the market.
The bottom portion of the table illustrates department store residual sales.
Department store residual sales are estimated to reach approximately $7.2m by
2016 and are estimated to increase to $16.2m by 2036. At an average sales
performance of $350/sq.ft. to $425/sq.ft., an additional 18,000 to 21,000 sq.ft. of
department store space is warranted in Hanover by 2016, increasing to
approximately 38,000 to 46,000 sq.ft. in 2036 with no sales transfers on existing
department stores.
This level of demand would support an expansion of existing space or a
substantial increase in sales performance along with increased demand for
department store space.
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Table 6.3: Department Store Spending and Additional Warranted Space in Hanover (With no Sales
Transfers)
(CONSTANT 2014 DOLLARS IN MILLIONS)
2014
Hanover - Zone 1
DSTM/HI Expenditure Potential ($m):
Department Store Share:

17.0%

Hanover Capture @

88.0%
95.0%

SSA East - Zone 2
DSTM/HI Expenditure Potential ($m):
Department Store Share:

17.0%

Hanover Capture @

32.0%
42.0%

SSA West - Zone 3
DSTM/HI Expenditure Potential ($m):
Department Store Share:

17.0%

Hanover Capture @

37.0%
50.0%

Total Study Area Capture
by Hanover Stores ($m)
Inflow
Total Department Store
Sales in Hanover ($m)
Existing Department Store Space
Space in Hanover (in sq.ft. GLA)
Existing Department Store Sales ($m)
(at $/sq.ft.)
Residual Department Store Sales ($m)

30%
30%

$336

Additional Supportable Department Store
Space in Hanover @$/sq.ft.
(with no sales transfers)
$350
$375
$400
$425
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2016

2021

2026

2031

2036

$42.4

$44.3

$48.3

$52.0

$55.2

$58.7

$7.2

$7.5

$8.2

$8.8

$9.4

$10.0

$6.3

--

--

--

--

--

--

$7.2

$7.8

$8.4

$8.9

$9.5

$95.0

$99.7

$111.7

$122.3

$130.5

$139.1

$16.2

$17.0

$19.0

$20.8

$22.2

$23.7

$5.2

--

--

--

--

--

--

$7.1

$8.0

$8.7

$9.3

$9.9

$97.6

$99.0

$102.2

$105.6

$109.0

$112.4

$16.6

$16.8

$17.4

$17.9

$18.5

$19.1

$6.1
--

--

-$8.4

--

--

--

$8.7

$9.0

$9.3

$9.6

$24.5
$10.5

$26.1
-$11.2

$27.5
-$11.8

$29.0
-$12.4

$17.6
$7.6
--

$22.7
-$9.7

$25.2

$32.4

$35.0

$37.3

$39.3

$41.4

75,000

75,000

75,000

75,000

75,000

75,000

$25.2

$25.2

$25.2

$25.2

$25.2

$25.2

$0.0

$7.2

$9.7

$12.1

$14.1

$16.2

0
0
0
0

21,000
19,000
18,000
--

28,000
26,000
24,000
23,000

34,000
32,000
30,000
28,000

40,000
38,000
35,000
33,000

46,000
43,000
40,000
38,000
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6.6 Non-Department Store Opportunity
There is an opportunity to increase the level of non-department store
service in Hanover and improve its market position as a regional service
centre.

The following analysis forecasts market demand and opportunity for additional
non-department store space in Hanover. Non-department store is defined for this
report as other general merchandise, apparel and accessories, drug stores,
furniture and furnishings, home improvement, warehouse membership clubs, and
other miscellaneous DSTM. Non-department store excludes department stores
space.
Existing and forecast capture rates reflect the level of supply of this type of space
in Hanover and the comparison nature of non-department store shopping. A
portion of resident expenditures directed to these types of stores will likely be
captured by shopping locations in neighbouring cities which offer variety,
selection, and a range of facilities. The non-department store share of the total
DSTM expenditure is the inverse of the department store share, which means that
the estimated shares of approximately 83%.
Reference to the residual table following shows that the existing 295,500 sq.ft. of
non-department store space in Hanover currently captures approximately 85.0%
of Hanover resident spending in non-department store stores. Captures from the
secondary study area are less ranging from 23.0% in the SSA West – Zone 3 to
27.0% of the SSA East – Zone 2. Inflow trade is estimated at about 20.0%. Nondepartment store space is estimated to achieve sales of approximately $87.3m in
2014, which results in a healthy average of about $295/sq.ft.
Hanover has an opportunity to recapture a portion of the spending from the
surrounding market area. An increase of market captures reflects the strength of
Hanover as a retail/commercial centre to recapture some of the spending lost to
alternative shopping destinations, but also accounts for a portion of outflow
spending in surrounding communities.
By 2016, it is expected that the 15,300 sq.ft. Canadian Tire expansion, the 22,000
sq.ft. Giant Tiger, the 10,200 sq.ft. Dollar Tree, and the 10,000 sq.ft. unspecified
tenant will have been introduced into the Hanover commercial market and will
increase the existing non-department store DSTM space to 353,500 sq.ft.
Residual sales are estimated to reach approximately $12.9m in 2016, increasing to
approximately $47.5m in 2036. The introduction of the Giant Tiger, Dollar Tree,
unspecified tenant, and the expansion of the Canadian Tire present an opportunity
for Hanover to capture and recapture spending from the Trade Area.
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At an average sales performance ranging from $250/sq.ft. to $300/sq.ft., an
additional 47,000 to 52,000 sq.ft. of non-department store space is warranted in
Hanover by 2016, increasing to approximately 158,000 to 190,000 sq.ft. by 2036
with no overall sales transfers on the existing non-department store category.
Table 6.4: Non-department store Spending and Additional Warranted Space in Hanover (With no Sales
Transfers)
(CONSTANT 2014 DOLLARS IN MILLIONS)
2014
Hanover - Zone 1
DSTM/HI Expenditure Potential ($m):

2021

2026

2031

2036

$42.4

$44.3

$48.3

$52.0

$55.2

$58.7

Non-Department Store DSTM Share:

83.0%

$35.2

$36.8

$40.1

$43.1

$45.9

$48.7

Hanover Capture @

85.0%
90.0%

$29.9
--

-$33.1

-$36.1

-$38.8

-$41.3

-$43.9

$95.0

$99.7

$111.7

$122.3

$130.5

$139.1

SSA East - Zone 2
DSTM/HI Expenditure Potential ($m):
Non-Department Store DSTM Share:

83.0%

$78.9

$82.8

$92.7

$101.5

$108.3

$115.5

Hanover Capture @

27.0%
35.0%

$21.3
--

-$29.0

-$32.5

-$35.5

-$37.9

-$40.4

$97.6

$99.0

$102.2

$105.6

$109.0

$112.4

SSA West - Zone 3
DSTM/HI Expenditure Potential ($m):
Non-Department Store DSTM Share:

83.0%

$81.0

$82.1

$84.9

$87.6

$90.4

$93.3

Hanover Capture @

23.0%
30.0%

$18.6
--

-$24.6

-$25.5

-$26.3

-$27.1

-$28.0

20%
26%

$69.8
$17.5
--

$86.7
-$30.5

$94.0
-$33.0

$100.6
-$35.4

$106.3
-$37.3

$112.3
-$39.5

$87.3

$117.2

$127.0

$136.0

$143.6

$151.7

295,500

353,000

353,000

353,000

353,000

353,000

$87.3

$104.2

$104.2

$104.2

$104.2

$104.2

$0.0

$12.9

$22.8

$31.7

$39.4

$47.5

0
0
0

52,000
47,000
--

91,000
83,000
76,000

127,000
115,000
106,000

158,000
143,000
131,000

190,000
173,000
158,000

Total Study Area Capture
by Hanover Stores ($m)
Inflow

Total Non- Department Store DSTM
Sales in Hanover ($m)
Existing Non-Department Store DSTM Space
Space in Hanover (in sq.ft. GLA)
Total Existing Non-Department Store Sales ($m)
(at $/sq.ft.)
$295
Residual Non-Department Store Sales ($m)
Additional Supportable Non-Department Store DSTM
Space in Hanover @$/sq.ft.
(with no sales transfers)
$250
$275
$300
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6.7 Service Space Demand and Opportunity
There is opportunity for a range of additional service space in Hanover.

With growth in the market over the next several years, opportunities are presented
for an additional array of supporting personal services, financial institutions,
banks, entertainment facilities, other services and commercial space. The
following demand and opportunity forecasts are based on a square foot per capita
ratio of space to population in Hanover. Forecasts of space are based on a 5%
increase to the existing ratio of space to population which is reflective of a
relatively balanced market compared with an average level of service provided in
many Ontario municipalities (based on MGP extensive inventory data of Ontario
communities). It should be noted that the Entertainment & Fitness category was
adjusted at a rate higher than the 5% increase to better reflect the trend of the
category throughout Ontario.
The following table illustrates that by 2036, Hanover warrants about an additional
72,000 sq.ft. of service and other commercial space including: restaurants,
personal services, financial, other service/commercial, and entertainment space
including movie theatre, health, and fitness facilities.
When the approved 5,975 sq.ft. Boston Pizza space is subtracted from the
additional space, the Town of Hanover warrants an additional 66,000 sq.ft. of
service and other commercial space by 2036.
Table 6.5: Additional Service Space Opportunity in Hanover to 2036
Hanover Population

2014
7,900

2016
8,100

Existing
Target Per
Existing Per
Space in 2014
Cap. Ratio at
Capita Ratio
(sq.ft.)
5% Increase
Restaurant/Fast Food
Additional Space from 2015
Personal Services
Additional Space from 2015
Bank/Trust/Credit Union/and Other Professional Offices (1)
Additional Space from 2015
Other Services (2)
Additional Space from 2015
Other Retail/Commercial (3)
Additional Space from 2015
Entertainment & Fitness (4)
Additional Space from 2015
Total Service/Other Commercial
Total Additional Space from 2014 (sq.ft.)
Total Additional Space minus approved development

69,300

8.8

9.2

73,400

9.3

9.8

25,400

3.2

3.4

150,500

19.1

20.0

11,500

1.5

1.5

12,300

1.6

3.0

342,400

43.3

45.5

2016

75,000
6,000
79,000
6,000
27,000
2,000
162,000
12,000
12,000
1,000
24,000
12,000
379,000
39,000
33,000

2021
8,400

2021

77,000
8,000
82,000
9,000
28,000
3,000
168,000
18,000
13,000
2,000
25,000
13,000
393,000
53,000
47,000

2026
8,600

2026

79,000
10,000
84,000
11,000
29,000
4,000
172,000
22,000
13,000
2,000
26,000
14,000
403,000
63,000
57,000

2031
8,700

2031

80,000
11,000
85,000
12,000
29,000
4,000
174,000
24,000
13,000
2,000
26,000
14,000
407,000
67,000
61,000

2036
8,800

2036

81,000
12,000
86,000
13,000
30,000
5,000
176,000
26,000
13,000
2,000
26,000
14,000
412,000
72,000
66,000

(1) Bank/Trust/Credit Union/Other includes real estate, insurance, legal, brokerage, accounting
(2) Other Services includes medical, dental, other health, mail boxes, photocopy shops, telephone services, auto services and repair, car
rental etc.
(3) Other Commercial includes LCBO, beer store, wine making, second hand merchandise stores, and other miscellaneous stores.
Total Services/Other Commercial excludes Other Office, Public Admin, Postal Service, Library etc
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6.8 Market Implications for Hanover Commercial
Structure
Growth in Hanover generates demand and opportunity for additional
retail/commercial space in future years. As well, there is an opportunity to
increase the level of retail/commercial service in Hanover and improve its
market position as a regional service centre.

A large portion of Hanover residents shop in Hanover stores, however, the market
demand analysis illustrates that there is an opportunity for Hanover to increase the
level of retail service and improve its market position as a regional service centre.
As well, growth in Hanover generates demand and opportunity for additional
retail and service commercial space in future years.
There is opportunity for approximately 309,000 sq.ft. of additional retail
and service/commercial space in Hanover by 2036.

The following table provides a summary of the demand and opportunity forecast
of additional retail and service commercial space in Hanover to 2036. As
illustrated by the table, a there is demand for additional retail, commercial, and
service space in Hanover in future years.
Table 6.6: Additional Warranted Retail, Service and Commercial Space Opportunity in Hanover to 2036 (with
no sales transfers)

Supermarket and Grocery Space
Other Food Store
Department Store Space
Non-Department Store Space (1)
Service Space & Other Commercial
Total (sq.ft.)
1)

Existing Space
in 2014 (sq.ft.)
91,300
15,300
75,000
337,700
342,400
861,700

2016
22,000
2,000
19,000
52,000
33,000
128,000

Additional Space Demand
2021
2026
2031
25,000
26,000
27,000
3,000
3,000
3,000
26,000
30,000
35,000
91,000
115,000
143,000
47,000
57,000
61,000
192,000
231,000
269,000

2036
27,000
3,000
40,000
173,000
66,000
309,000

Non-department store space equals DSTM/HI space minus department store space

The market analysis illustrates additional demand and opportunity by 2036 for:
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Approximately 27,000 sq.ft. of additional supermarket and grocery store
space which could take the form of 1-2 small supermarkets (10,000 –
20,000 sq.ft.), or a rationalization and/or expansion to existing
supermarkets;



Approximately 3,000 sq.ft. of additional other food store space, which
could take the form of 2-3 small specialty stores, or expansions to existing
other food stores;



Approximately 40,000 sq.ft. of department store space which could take the
form of an expansion to the existing Walmart. This space could also be
realized though the provision of additional non-department store space;
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Approximately 173,000 sq.ft. of additional non-department store space.
This space can be realized through various retail categories including
clothing and clothing accessory stores, health and personal care stores,
general merchandise (excluding department stores), furniture and
electronics, etc.; and,



Approximately 66,000 sq.ft. of additional personal services, financial
institutions, banks, entertainment facilities, other services and commercial
space.
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Based on an analysis of the residual demand and opportunity, there is an
opportunity for new retail and service commercial development in Hanover.
By 2036, the Town of Hanover is forecasted to have a total space demand
of approximately 1.28m sq.ft.

The retail and service commercial space inventory in the Town of Hanover as of
June 2015 was 892,400 sq.ft., which included 30,700 sq.ft. of vacant space. The
net occupied space was 861,700 sq.ft.
Moving forward, the forecasted net additional required space has been added onto
the occupied space. By 2036, it is expected that there will be approximately
1.17m sq.ft. of occupied effective supply. Using a target of 10% for the vacancy
rate, by 2036, it is expected that there will be approximately 117,070 sq.ft. of
vacancies. As previously discussed in Section 2, a vacancy rate in the range of 810% is healthy as it allows for competition and stabilized floor space prices.
To determine the total space demand for the forecast years out to 2036, the vacant
space has been added to the total occupied effective supply. By 2036, it is
forecasted that there will be approximately 1.28m sq.ft. of total retail and service
space demand in Hanover.
Table 6.7: Total Space Demand in Hanover to 2036
2014
Demand
Net Additional Space Required (sq.ft) 1)
Total Occupied Effective Supply (sq.ft.)
Vacant Space 2)
Total GLA Retail & Service Space Demand (sq.ft.)
1)
2)

-861,700
30,700
892,400

2016
128,000
989,700
98,970
1,088,670

2021
192,000
1,053,700
105,370
1,159,070

2026
231,000
1,092,700
109,270
1,201,970

2031
269,000
1,130,700
113,070
1,243,770

2036
309,000
1,170,700
117,070
1,287,770

Forecast demand from MGP as per Table 6.7
Vacancy Rate @ 10% in 2016 and beyond
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6.9 Commercial Land Analysis - Additional Required
Land
An additional 45.2 hectares (111.8 acres) of land is required in the Town to
accommodate the forecast demand for commercial space to 2036.

Based on the total GLA for retail and service space demand analysis, an estimate
of the land equivalent (at 25% coverage) was calculated. This analysis revealed
that in 2014, approximately 81.9 acres of land was required for retail and service
commercial space. This requirement is forecasted to increase to 118.2 acres by
2036.
Utilizing GIS and the Town of Hanover Official Plan mapping, MGP conducted
an analysis of land uses by Official Plan designation and established that retail
and service commercial space represents about 40% of all commercial lands. The
remaining 60% of land is therefore available for other commercial uses. Other
commercial uses include: auction sales arena, automotive sales and service
establishments, banquet hall, boat sales and storage, bulk sales establishments,
bus depots, equipment sales rental and leasing, farm implement sales and service
establishments, hotel, motel, public uses, public buildings, private club,
recreational trailer sales and service establishment.
Utilizing these ratios, MGP was able to forecast the total commercial designated
lands consumed by retail and service commercial as well as other commercial
space in Hanover. In 2014, about 232.7 acres of commercial designated land was
consumed by all commercial uses. This value is expected to increase to 295.6
acres by 2036.
A 20% land vacancy rate is applied to determine the required land for market
efficiency. The provision of these lands is to allow provide a buffer to negate any
potential demand plateaus and excessive upward pressure on land prices due to a
lack of supply.
The total commercial land requirement is the addition of the total commercial
designated land consumed with the required land for market efficiency. In 2014,
the total commercial land requirement is 290.9 acres, with the value increasing to
369.5 acres in 2036.
Hanover currently has about 257.7 acres of developable commercial designated
lands (excluding 10 acres of undevelopable designated land) as identified by the
Town Official Plan. With the expected demand for developable commercial land,
the commercial land surplus/deficit is established. Based on the analysis, Hanover
has a deficit of 13.4 hectares (33.1 acres) of commercial land in 2014. With the
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addition of the additional 25.25 hectares brought in by OPA 122, Hanover should
have a reasonable balance between the supply and demand of designated
commercial land to 2021. However, OPA 122 itself will not satisfy the longer
term demand for commercial designated land in Hanover
Table 6.8: Additional Required Land to 2036
2014

2016

2021

2026

2031

2036

Demand
Net Additional Space Required (sq.ft) 1)
Total Occupied Effective Supply (sq.ft.)
Vacant Space 2)
Total GLA Retail & Service Space Demand (sq.ft.)

-861,700
30,700
892,400

128,000
989,700
98,970
1,088,670

192,000
1,053,700
105,370
1,159,070

231,000
1,092,700
109,270
1,201,970

269,000
1,130,700
113,070
1,243,770

309,000
1,170,700
117,070
1,287,770

Hanover Commercial Land Analysis
Total GLA Retail & Service Space Demand (sq.ft.)

892,400

1,088,670

1,159,070

1,201,970

1,243,770

1,287,770

81.9

100.0

106.4

110.4

114.2

118.2

Land Equivalent for Other Commercial 3) (60% of total
commercial lands consumed) (ac)

150.8

149.9

159.6

165.5

171.3

177.4

Total Commercial Designated Land consumed (ac)

232.7

249.9

266.1

275.9

285.5

295.6

Land Equivalent for Retail & Service Commercial @ 25% Site
Coverage (40% of total commercial lands consumed) (ac)

Existing Developable Designated Vacant Land (ac)

25.0

--

--

--

--

--

Total Existing OP Designated Commercial Land (ac)

257.7

257.7

257.7

257.7

257.7

257.7

Required Land for Market Efficiency (20% additional)

58.2

62.5

66.5

69.0

71.4

73.9

4)

Total Commercial Land Required (ac)

290.9

312.4

332.6

344.9

356.9

369.5

Commercial Land Surplus/(Deficit) (ac)

(33.1)

(54.7)

(74.9)

(87.2)

(99.2)

(111.8)

Commercial Land Surplus/(Deficit) (ha)

(13.4)

(22.1)

(30.2)

(35.2)

(40.1)

(45.2)

OPA 122 Highway Commercial Designated Land (ha)

25.25

25.25

25.25

25.25

25.25

25.25

Total Hanover Commercial Land Surplus/Deficit (ha)

11.9

3.2

(5.0)

(10.0)

(14.8)

(19.9)

1)
2)
3)

4)

Forecast demand from MGP as per Table 6.7 of this report
Vacancy rate @ 10% in 2016 and beyond
Other Commercial uses - Examples of other commercial uses have been taken from the Highway
Commercial Uses from OPA 122 and Zoning By-law 33-2014 also permit a wide range of other
commercial uses that are highway oriented. These include: auction sales arena, automotive sales and
service establishments, banquet hall, boat sales and storage, bulk sales establishments, bus depots,
equipment sales rental and leasing, farm implement sales and service establishments, hotel, motel,
public uses, public buildings, private club, recreational trailer sales and service establishment
Total Existing OP Designated Commercial land excludes the undevelopable 10 acres of the Steffler
Lands

6.10 Impact on Hanover/West Grey Secondary Plan
The Highway Commercial designated lands in the Hanover/West Grey
Secondary Plan can help to accommodate the forecasted shortfall of
commercial designated lands out to 2036.

The above analysis reveals that the Town of Hanover currently has a shortfall of
commercial designated lands to accommodate the current and forecasted
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commercial space within the Town based on the existing supply of commercial
lands.
The proposed Hanover/West Grey Secondary Plan Area provides 25.25 hectares
(62.4 acres) of Highway Commercial designated lands outside the urban boundary
of the Town of Hanover. These lands have the potential to accommodate part of
the forecasted medium term shortfall for commercial designated lands to
accommodate the future forecasted commercial space. By 2021, it is forecasted
that there would be a deficit of 30.2 hectares (74.9 acres) of commercial
designated lands in Hanover. The Highway Commercial designated lands in the
Hanover/West Grey Secondary Plan would be able to alleviate the immediate
shortfall and allow for the expansion of commercial uses to meet the needs of
Hanover residents and residents in the surrounding Study Area.

6.11 Impact Issues
An important issue when considering market demand and opportunities for
additional retail/commercial space in any market, is the question of balancing the
appropriate type and amount of space without causing negative and detrimental
impact effects on the planned function of existing commercial areas, and in
particular, the downtown.
Not all impacts are relevant from a commercial land use planning perspective.
Only those that raise public interest or concern due to the potential for blight or a
significant reduction in level of retail service and impact on the planned function
of a commercial area are of relevance. In this context, the concept of level of
service relates to the overall retail service being provided to residents of the
community, and not simply to the level of service being provided by any
particular retail facility. For this reason, in considering potential impacts on level
of service from any additions of space in a market, the potential benefits to level
of service from that space (in terms of factors such as price, competition and
providing access to innovative retail formats) must be weighed against any
impacts the new facility may have.
The possibility of short or long term declines in sales of existing stores and the
implications caused from these changes is the focus of the impact assessments.
Potential impacts can be broadly categorized into three types and are dependent
on factors such as quantum, duration, and implication.
The first type of impact is where sales declines are transient or where they do not
cause closure. These impacts are considered to be normal, competitive
adjustments in the market which would not raise concerns respecting level of
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service or blight. A healthy market will continually attract new retail entrants
which will affect the sales performance of existing competitors.
The second type of impact is where there may be closure of a specific store or
stores due to direct competitive effects, but where these premises can be retenanted to another retailer. As unfortunate as it may be to the individual retailer
affected, this is also a normal part of market competition and does not affect the
viability or planned function of existing centres or commercial areas. Where
retail space can be re-tenanted, there is no threat of blight and typically no
concern for the level of service.
The third type of impact is where there is the possibility of store closure with no
foreseeable prospects for re-tenanting with another retail use. In this case, the
economic viability of the centre may be compromised and it will need to respond
through redevelopment to another suitable non-retail land use. These are the
conditions which can reduce local level of service and which may lead to blight,
particularly in a downtown context where there may be less physical flexibility to
respond.
The market opportunity and residual analyses tables in this report illustrate the
amount and phasing of additional retail/commercial space that is warranted in the
market without causing negative impacts on the function of any commercial area.
If large proposals come forward which accelerate the development of space
beyond the targets outlined in this report, then it will be prudent to test the
specific impacts to ensure that they do not present a risk of significant impact on
the planned function of any shopping area in Hanover, in particular the
downtown.
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7.0

CONCLUSIONS AND
RECOMMENDATIONS
This section provides strategic conclusions and recommendations
for the Town of Hanover.

7.1 Summary of Findings
The following provides a summary of the findings of this report


Supermarket and grocery store residual sales will reach $12.2m by 2036. At
$450/sq.ft., that warrants approximately 27,000 sq.ft. with no sales transfers



Other food store residual sales will reach $1.3m by 2036. At $400/sq.ft., that
warrants approximately 3,000 sq.ft. with no sales transfers.



Department store residual sales will reach $16.2m by 2036. At $400/sq.ft.,
that warrants approximately 40,000 sq.ft. with no sales transfers.



Non-department store residual sales will reach $47.5m by 2036. At
$275/sq.ft., that warrants approximately 173,000 sq.ft. with no sales
transfers.



By 2036, approximately 66,000 sq.ft. of additional service and other
commercial space is warranted.



There are approximately 14 hectares (35 acres) of vacant designated
commercial lands in Hanover. After netting out topographically challenged
lands, the net vacant designated supply of land is about 10.1 hecares (25
acres).



Only 2 of the available 10 vacant commercial designated plots are greater or
equal to 5 acres (2 hectares), a general land size required for large format
retailers.



By 2036, there is demand for approximately 309,000 sq.ft. of retail and
service commercial space.



Hanover has a deficit of commercial designated lands. In 2014, there was a
shortfall of 13.4 hectares (33.1 acres).
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The proposed Hanover/West Grey Secondary Plan Area provides the
necessary additional commercial lands to accommodate the shortfall of
commercial designated lands through to 2021. The lands provide the
necessary site characteristics required by large format developments.

The addition of the OPA 122 lands is essential to accommodate the demand for
commercial land and to facilitate the growth potential of Hanover. However, the
Town is expected to continue to strengthen its role as a regional service centre and
this means that the demand for commercial land will continue to grow. While the
OPA 122 lands will satisfy medium term demand, in the longer term, additional
well located commercial land will be required to accommodate longer term
economic growth opportunities.

7.2 Summary Conclusions
In summary, the future planning policy should reflect the size, form, role and
function of existing uses accounting for the existing commercial areas and should
encourage development of new and appropriate commercial locations. Policies
should account for growth in Hanover while at the same time protect the role and
planned function of the existing commercial areas in particular, the Downtown.
Hanover can accommodate the present and medium term future needs of
residents, employees, and visitors by providing a broad range of retail and service
commercial opportunities. The policy requirements for implementation should
encourage fully articulated commercial policies within a structure of designations
that reflect the existing commercial uses and facilities in Hanover today, as well
as encourage planned and controlled development in the future.
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Methodology
In November 2014, Malone Given Parsons conducted a measured inventory of
retail/commercial and service commercial space in the Town of Hanover. The
inventory of gross leasable area includes food stores, non-food stores, services,
other commercial space, and vacant space. Updates and edits to the November
2014 inventory were provided to MGP by the Town of Hanover in June 2015.
The following maps illustrate the retail/commercial areas in Hanover. Figure A-2
illustrates the surrounding areas. A table identifying the retail store and service
classification, coding and classification scheme follows. Details of the inventory
are set out in the following summary tables.
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Figure A-1: Hanover Commercial Structure

Source: Map base – draft Town of Hanover Official Plan, August 11, 2014 – Schedule A
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Figure B-2: Surrounding Area Context
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RETAIL STORE AND SERVICE CLASSIFICATION BY TYPE
NAICS
(1)

CODE
(2)

FOOD STORES
44511
1
44512
2
44711
44521
44522
44523
445291
445292
445299
445299
445299
445299
445299
445299
445299

3
4
5
6
7
8
9
10
11
12
13
14
15

STORE TYPE

NAICS
(1)

Supermarket & Other Grocery
Convenience Stores (excl. convenience stores
that sell gasoline)
Gasoline Stations with Convenience Stores
Meat Markets
Fish and Seafood Markets
Fruit and Vegetable Markets
Baked Goods Stores
Confectionery and Nut Stores
Cheese stores
Coffee / Tea Stores
Honey
Ice cream (packaged) stores
Milk and other dairy products
Spice and herb stores
Other Specialty Food Stores

DSTM / HM IMPT: FURNITURE AND HOME FURNISHINGS STORES
44211
16
Furniture Stores
44221
17
Floor Coverings Stores (except ceramic)
442291
18
Window Treatment Stores (incl. Curtains, Draperies and Blinds)
442292
19
Print and Picture Frame Stores
442298
20
Bedding (sheets, blankets, spreads and pillows)
442298
21
China / Glassware / Kitchenware
442298
22
Cutlery Stores
442298
23
Fireplace Stores
442298
24
Housewares stores
442298
25
Lamps and Lighting Fixtures
442298
26
Linen shops
442298
27
Mirrors
442298
28
Pottery stores
DSTM / HM IMPT: ELECTRONICS AND APPLIANCE STORES
44311
29
Appliance, Television and Other Electronics
44311
30
Cellular Phone Stores
44311
31
Sewing Machines
44311
32
Vacuum Cleaner Stores
44312
33
Computer and Software Stores
44313
34
Camera and Photographic Supplies Stores

CODE
(2)

STORE TYPE

DSTM / HM IMPT: CLOTHING AND CLOTHING ACCESSORIES STORES
44811
53
Men's Clothing Stores
44812
54
Women's Clothing Stores
44812
55
Maternity shops
44813
56
Children's and Infants' Clothing Stores
44814
57
Family Clothing Stores
44815
58
Costume Accessories
44815
59
Hats and Caps
44815
60
Neckwear, apparel
44815
61
Personal leather goods
44815
62
Umbrella Stores
44815
63
Other Clothing Accessories Stores
44821
64
Shoe Stores
44831
65
Jewellery Stores
44832
66
Luggage and Leather Goods Stores
448191
67
Fur Stores
448199
68
Athletic clothing
448199
69
Bridal shops (except custom dressmakers)
448199
70
Jeans Stores
448199
71
Leather (including suede) clothing stores
448199
72
Lingerie
448199
73
Swimwear stores
448199
74
All Other Clothing Stores
DSTM / HM IMPT: SPORTING GOODS, HOBBY, BOOK AND MUSIC STORES
45111
75
Sporting Goods Stores (excl. athletic shoe retailing)
45112
76
Hobby, Toy and Game Stores
45113
77
Sewing, Needlework and Piece Goods Stores
45113
78
Knitting Yarn and Accessories
45113
79
Upholstery Fabric
45114
80
Musical Instrument and Supplies Stores
45121
81
Book Stores and News Dealers
45122
82
Pre-Recorded Tape, CD and Record Stores
DSTM / HM IMPT: GENERAL MERCHANDISE STORES (Incl. HATBA)
45211
83
Department Stores
45291
84
Warehouse Clubs and Superstores
452999
85
All Other General Merchandise Stores
452991
86
Home and Auto Supplies Stores
(e.g. Canadian Tire)
44131
87
Automotive Parts and Accessories Stores
44132
88
Tire Dealers

DSTM / HM IMPT: BUILDING MATERIAL/ GARDEN EQUIPMENT/
SUPPLIES DEALERS
44411
35
Home Centres
44412
36
Paint and Wallpaper Stores
44413
37
Hardware Stores
44419
38
Kitchen Cabinets
44419
39
Glass Stores
44419
40
Ceramic Floor and Wall Tiles
44419
41
Plumbing Supplies
44419
42
Roofing Material Dealers
44419
43
Fencing Dealers
44419
44
Brick and Tile Dealers
44421
45
Outdoor Power Equipment Stores
44422
46
Nursery and Garden Centres

DSTM / HM IMPT: MISCELLANEOUS STORE RETAILERS
45311
89
Florists
45321
90
Office Supplies and Stationery Stores
45322
91
Gift, Novelty and Souvenir Stores
45391
92
Pet and Pet Supplies Stores
45392
93
Art Dealers
453999
94
Artists' Supplies
453999
95
Party Supplies Stores
453999
100 Tobacco Stores and Stands

DSTM / HM IMPT: PHARMACIES AND PERSONAL CARE STORES
44611
47
Pharmacies and Drug Stores
44612
48
Cosmetics, Beauty Supplies
44612
49
Perfume Stores
44613
50
Optical Goods Stores
446191
51
Food (Health) Supplement Stores
446199
52
Other Health and Personal Care Stores

OTHER RETAIL:
SECOND HAND MERCHANDISE
45331
96
Antiques
45331
97
Used Merchandise Stores
OTHER RETAIL: LIQUOR / BEER / WINE
44531
103 Liquor
44531
104 Beer
44531
105 Wine (not wine making)
OTHER RETAIL: MISCELLANEOUS
453999
98
Auctioneering, with own facilities
453999
99
Hot-tubs and whirlpools
453999
101 Numismatic Supplies (coin)
453999
102 Philatelic Supplies (stamps)
45393
106 Manufactured (Mobile) Home Dealers
453992
107 Beer and Wine-Making Supplies Stores
6599
108 Other Retail (misc.)

(1) Source: Statistics Canada, North American Industry Classification System, Canada, 1997
(2) Source: Store coding scheme sorted according to MGP’s category/definitions.
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RETAIL STORE AND SERVICE CLASSIFICATION BY TYPE
NAICS
(1)

CODE STORE TYPE
(2)

NAICS
(1)

SERVICES:
FOOD SERVICES AND DRINKING PLACES
72211
109 Full-Service Restaurants, licensed
72211
110 Full-Service Restaurants, unlicensed
72221
111 Cafeteria
72221
112 Coffee Shops
72221
113 Doughnuts/ Sandwich
72221
114 Fast Food Restaurants
72221
115 Take out Restaurants
72232
116 Caterers
72233
117 Mobile Food Services
72241
118 Bars/ Beer Parlours/ Brassieres/
Cocktail Lounges/ Night Clubs

CODE STORE TYPE
(2)

OTHER PROFESSIONAL SERVICES
53131
162 Real Estate
52421
163 Insurance Agencies and Brokerages
5411
164 Legal Services
5231
165 Brokerage
54121
166 Accounting, Tax Preparation, Bookkeeping
and Payroll Services
OTHER SERVICES
49111
167 Postal Service
49211
168 Couriers
513
169 Broadcasting & Telecommunications
56142
170 Telephone Call Centres
51412
171 Library
81
172 Other Service

ENTERTAINMENT & RECREATION
51213
119 Cinemas/ Film Festivals/ Theatres
71312
120 Amusement Arcade
71321
121 Casinos (except Casino Hotels)
71329
122 Other Gambling Industries
71391
123 Golf Courses and Country Clubs
71392
124 Skiing Facilities
71394
125 Fitness and Recreational Sports Centres
71395
126 Bowling Centres
71399
127 Dance Halls
71399
128 Miniature golf courses
71399
129 Pool Halls
71399
130 Shooting Ranges

n/a
44111
44112
44121
44122

173
174
175
176
177

Vacant
New Car Dealers
Used Car Dealers
Recreational Vehicle Dealers
Motorcycle, Boat and Other Motor Vehicle Dealers

91

178 Public Administration

n/a

179 Other Office

REPAIR AND MAINTENANCE SERVICES
81111
131 Automotive Mechanical and Electrical Repair
and Maintenance
81112
132 Automotive Body, Paint, Interior and Glass Repair
811192
133 Car Washes
811199
134 Tire repairing
811199
135 Emissions Testing Services
81142
136 Upholstery and Furniture Repair
811411
137 Home and Garden Equipment Repair
and Maintenance
811412
138 Appliance Repair and Maintenance
81149
139 Other Personal and Household Goods
Repair and Maintenance
PERSONAL & LAUNDRY SERVICES
81211
140 Hair Care and Aesthetic Services
81219
141 Ear Piercing Services
81219
142 Hair Removal/ Replacement Services
81219
143 Massage Parlours
81219
144 Saunas
81219
145 Tattoo Parlours
81219
146 Weight Reduction Centres
81219
147 Tanning Salon
81231
148 Coin-Operated Laundries and Dry Cleaners
81232
149 Dry Cleaning and Laundry Services
(except Coin-Operated)
81291
150 Pet Care (except Veterinary) Services
81292
151 Photo Finishing Services
81299
152 Other Personal Services
56151
153 Travel Agencies
53223
154 Video Tape and Disc Rental
FINANCIAL SERVICES
52211
155 Banking
52213
156 Local Credit Unions
MEDICAL SERVICES
62111
157 Offices of Physicians
62121
158 Offices of Dentists
62131
159 Offices of Chiropractors
62132
160 Offices of Optometrists
621
161 Other Health Care Services

(1) Source: Statistics Canada, North American Industry Classification System, Canada, 1997
(2) Source: Store coding scheme sorted according to MGP’s category/definitions.
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0
0
0
75,000
0
0
0
0
9,900
4,200
0
0
89,100
89,100
0
0
0
0
4,500
0
1,300
0
0
0
0
0
5,800
94,900
0
94,900

38,600
0
38,600
0
0
36,400
32,200
19,500
0
6,200
10,000
54,400
158,700
197,300
0
6,900
0
6,900
0
600
0
5,700
1,500
0
4,100
0
11,900
216,100
0
216,100

2

1

A-6

Notes:
Inventory conducted by MGP, Nov. 2014. Updated June 2015
Vacant space includes retail and service commercial space.

Supermarkets & Grocery
Other Food
Total FSTM
Department Stores
Warehouse Membership Club
HATBA
Other General Merchandise
Health and Personal Care
Clothing and Accessories
Furniture and Home Furnishings
Other DSTM
Home Improvement Related
Total DSTM/HI
Subtotal FSTM/DSTM
Second Hand Merchandise
Liquor / Beer / Wine
Miscellaneous
Total Other Retail
Food Services & Drinking Places
Repair and Maintenance Services
Personal & Laundry
Financial Services
Medical Services
Other Professional Services
Other Services
Entertainment & Fitness
Total Services
Total Occupied Space
Vacant Space
Total Space (in sq.ft.)

County Fair Plaza
& Area

Walmart Plaza

0
10,600
10,600
0
0
11,900
0
0
8,500
26,300
6,400
9,400
62,500
73,100
0
1,800
0
1,800
19,000
35,300
18,900
0
14,700
26,400
11,600
0
125,900
200,800
16,700
217,500

4
10,100
4,700
14,800
0
0
0
2,500
4,500
12,900
6,600
29,600
600
56,700
71,500
600
0
1,200
1,800
37,800
8,300
9,000
19,700
8,500
25,800
24,000
12,300
145,400
218,700
12,200
230,900

Downtown
Hanover

5
42,600
0
42,600
0
0
0
22,100
0
0
23,600
0
0
45,700
88,300
0
0
0
0
6,600
0
0
0
23,600
0
0
0
30,200
118,500
0
118,500

Hanover Mall &
Area
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3

Corridor
Commercial

Table A-1: Town of Hanover Retail/Commercial Inventory (in sq.ft.) – November, 2014, updated June 2015

TOWN OF HANOVER
COMMERCIAL POLICY REVIEW

6
0
0
0
0
0
0
0
0
0
0
0
0
0
0
1,000
0
0
1,000
1,400
0
0
0
10,300
0
0
0
11,700
12,700
1,800
14,500

Other Hanover

1-6
91,300
15,300
106,600
75,000
0
48,300
56,800
24,000
31,300
66,900
46,000
64,400
412,700
519,300
1,600
8,700
1,200
11,500
69,300
44,200
29,200
25,400
58,600
52,200
39,700
12,300
330,900
861,700
30,700
892,400

Total Hanover
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3
0.0%
69.3%
9.9%
0.0%
0.0%
24.6%
0.0%
0.0%
27.2%
39.3%
13.9%
14.6%
15.1%
14.1%
0.0%
20.7%
0.0%
15.7%
27.4%
79.9%
64.7%
0.0%
25.1%
50.6%
29.2%
0.0%
38.0%
23.3%
54.4%
24.4%

Corridor Commercial

4
11.1%
30.7%
13.9%
0.0%
0.0%
0.0%
4.4%
18.8%
41.2%
9.9%
64.3%
0.9%
13.7%
13.8%
37.5%
0.0%
100.0%
15.7%
54.5%
18.8%
30.8%
77.6%
14.5%
49.4%
60.5%
100.0%
43.9%
25.4%
39.7%
25.9%

Downtown Hanover

MALONE GIVEN PARSONS LTD.

42.3%
0.0%
36.2%
0.0%
0.0%
75.4%
56.7%
81.3%
0.0%
9.3%
21.7%
84.5%
38.5%
38.0%
0.0%
79.3%
0.0%
60.0%
0.0%
1.4%
0.0%
22.4%
2.6%
0.0%
10.3%
0.0%
3.6%
25.1%
0.0%
24.2%

2

1
0.0%
0.0%
0.0%
100.0%
0.0%
0.0%
0.0%
0.0%
31.6%
6.3%
0.0%
0.0%
21.6%
17.2%
0.0%
0.0%
0.0%
0.0%
6.5%
0.0%
4.5%
0.0%
0.0%
0.0%
0.0%
0.0%
1.8%
11.0%
0.0%
10.6%

County Fair Plaza &
Area

Walmart Plaza

Notes:
Inventory conducted by MGP, Nov. 2014. Updated June 2015.
Vacant space includes retail and service commercial space.

Supermarkets & Grocery
Other Food
Total FSTM
Department Stores
WMC
HATBA
Other General Merchandise Stores
Health and Personal Care Stores
Clothing and Clothing Accessories Stores
Furniture and Home Furnishings
Other DSTM
Home Improvement Related
Total DSTM/HI
Subtotal FSTM/DSTM
Second Hand Merchandise
Liquor / Beer / Wine
Miscellaneous
Total Other Retail
Food Services & Drinking Places
Repair and Maintenance Services
Personal & Laundry
Financial Services
Medical Services
Other Professional Services
Other Services
Entertainment & Fitness
Total Services
Total Occupied Space
Vacant Space
Total Measured Space

Percent by Category

Table A-2: Town of Hanover Retail/Commercial Inventory – November, 2014, updated June 2015

TOWN OF HANOVER
COMMERCIAL POLICY REVIEW

5
46.7%
0.0%
40.0%
0.0%
0.0%
0.0%
38.9%
0.0%
0.0%
35.3%
0.0%
0.0%
11.1%
17.0%
0.0%
0.0%
0.0%
0.0%
9.5%
0.0%
0.0%
0.0%
40.3%
0.0%
0.0%
0.0%
9.1%
13.8%
0.0%
13.3%

Hanover Mall & Area

6
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
62.5%
0.0%
0.0%
8.7%
2.0%
0.0%
0.0%
0.0%
17.6%
0.0%
0.0%
0.0%
3.5%
1.5%
5.9%
1.6%

Other Hanover

1-6
100.0%
100.0%
100.0%
100.0%
0.0%
100.0%
100.0%
100.0%
100.0%
100.0%
100.0%
100.0%
100.0%
100.0%
100.0%
100.0%
100.0%
100.0%
100.0%
100.0%
100.0%
100.0%
100.0%
100.0%
100.0%
100.0%
100.0%
100.0%
100.0%
100.0%

Total Hanover
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0.0%
0.0%
0.0%
79.0%
0.0%
0.0%
0.0%
0.0%
10.4%
4.4%
0.0%
0.0%
93.9%
93.9%
0.0%
0.0%
0.0%
0.0%
4.7%
0.0%
1.4%
0.0%
0.0%
0.0%
0.0%
0.0%
6.1%
100.0%
0.0%
100.0%
0.0%
0.0%
100.0%
100.0%
17.8%
2.1%
8.0%
2.8%
6.3%
9.1%
50.5%
3.4%
100.0%

0.0%
0.0%
0.0%
84.2%
0.0%
0.0%
0.0%
0.0%
11.1%
4.7%
0.0%
0.0%
100.0%

17.9%
0.0%
17.9%
0.0%
0.0%
16.8%
14.9%
9.0%
0.0%
2.9%
4.6%
25.2%
73.4%
91.3%
0.0%
3.2%
0.0%
3.2%
0.0%
0.3%
0.0%
2.6%
0.7%
0.0%
1.9%
0.0%
5.5%
100.0%
0.0%
100.0%

% of Total

A-8

3

0.0%
4.9%
4.9%
0.0%
0.0%
5.5%
0.0%
0.0%
3.9%
12.1%
2.9%
4.3%
28.7%
33.6%
0.0%
0.8%
0.0%
0.8%
8.7%
16.2%
8.7%
0.0%
6.8%
12.1%
5.3%
0.0%
57.9%
92.3%
7.7%
100.0%

% of Total

0.0%
100.0%
0.0%
100.0%
15.1%
28.0%
15.0%
0.0%
11.7%
21.0%
9.2%
0.0%
100.0%

0.0%
100.0%
100.0%
0.0%
0.0%
19.0%
0.0%
0.0%
13.6%
42.1%
10.2%
15.0%
100.0%

% of Sub-Total

Corridor Commercial

4

4.4%
2.0%
6.4%
0.0%
0.0%
0.0%
1.1%
1.9%
5.6%
2.9%
12.8%
0.3%
24.6%
31.0%
0.3%
0.0%
0.5%
0.8%
16.4%
3.6%
3.9%
8.5%
3.7%
11.2%
10.4%
5.3%
63.0%
94.7%
5.3%
100.0%

% of Total

33.3%
0.0%
66.7%
100.0%
26.0%
5.7%
6.2%
13.5%
5.8%
17.7%
16.5%
8.5%
100.0%

68.2%
31.8%
100.0%
0.0%
0.0%
0.0%
4.4%
7.9%
22.8%
11.6%
52.2%
1.1%
100.0%

% of Sub-Total

Downtown Hanover

MALONE GIVEN PARSONS LTD.

0.0%
100.0%
0.0%
100.0%
0.0%
5.0%
0.0%
47.9%
12.6%
0.0%
34.5%
0.0%
100.0%

100.0%
0.0%
100.0%
0.0%
0.0%
22.9%
20.3%
12.3%
0.0%
3.9%
6.3%
34.3%
100.0%

% of Sub-Total

2
% of Sub-Total

1

% of Total

County Fair Plaza & Area

Walmart Plaza

Notes:
Inventory conducted by MGP, Nov. 2014. Updated June 2015.
Vacant space includes retail and service commercial space.

Supermarkets & Grocery
Other Food
Total FSTM
Department Stores
WMC
HATBA
Other General Merchandise Stores
Health and Personal Care Stores
Clothing and Clothing Accessories Stores
Furniture and Home Furnishings
Other DSTM
Home Improvement Related
Total DSTM/HI
Subtotal FSTM/DSTM
Second Hand Merchandise
Liquor / Beer / Wine
Miscellaneous
Total Other Retail
Food Services & Drinking Places
Repair and Maintenance Services
Personal & Laundry
Financial Services
Medical Services
Other Professional Services
Other Services
Entertainment & Fitness
Total Services
Total Occupied Space
Vacant Space
Total Measured Space

Percent by Area

Table B-3: Town of Hanover Retail/Commercial Inventory – November, 2014, updated June 2015

TOWN OF HANOVER
COMMERCIAL POLICY REVIEW

5

35.9%
0.0%
35.9%
0.0%
0.0%
0.0%
18.6%
0.0%
0.0%
19.9%
0.0%
0.0%
38.6%
74.5%
0.0%
0.0%
0.0%
0.0%
5.6%
0.0%
0.0%
0.0%
19.9%
0.0%
0.0%
0.0%
25.5%
100.0%
0.0%
100.0%

% of Total

0.0%
0.0%
0.0%
0.0%
21.9%
0.0%
0.0%
0.0%
78.1%
0.0%
0.0%
0.0%
100.0%

100.0%
0.0%
100.0%
0.0%
0.0%
0.0%
48.4%
0.0%
0.0%
51.6%
0.0%
0.0%
100.0%

% of Sub-Total

Hanover Mall & Area

6

0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
6.9%
0.0%
0.0%
6.9%
9.7%
0.0%
0.0%
0.0%
71.0%
0.0%
0.0%
0.0%
80.7%
87.6%
12.4%
100.0%

% of Total

0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
100.0%
0.0%
0.0%
100.0%
12.0%
0.0%
0.0%
0.0%
88.0%
0.0%
0.0%
0.0%
100.0%

% of Sub-Total

Other Hanover

13.9%
75.7%
10.4%
100.0%
20.9%
13.4%
8.8%
7.7%
17.7%
15.8%
12.0%
3.7%
100.0%

85.6%
14.4%
100.0%
18.2%
0.0%
11.7%
13.8%
5.8%
7.6%
16.2%
11.1%
15.6%
100.0%

% of Sub-Total

1-6

10.2%
1.7%
11.9%
8.4%
0.0%
5.4%
6.4%
2.7%
3.5%
7.5%
5.2%
7.2%
46.2%
58.2%
0.2%
1.0%
0.1%
1.3%
7.8%
5.0%
3.3%
2.8%
6.6%
5.8%
4.4%
1.4%
37.1%
96.6%
3.4%
100.0%

% of Total

Total Hanover
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Methodology
As part of the research and analysis for this study, MGP conducted customer
origin licence plate surveys in several retail/commercial locations in Hanover over
a two-day period from November 14-15, 2014. The following locations were
included in the survey:
1.

Walmart Plaza

2.

County Fair Plaza and Surrounding Area

3.

Downtown Hanover

4.

Hanover Mall

5.

OLG Hanover Raceway and Slots

6.

Foodland Walkerton

The following map illustrates the survey locations in Hanover and Walkerton.
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Figure B-1: Licence Plate Survey Locations
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Map #

Town of Hanover
Zone 1

SSA East
Zone 2

SSA West
Zone 3

Total Study
Area

Inflow / Other

Total

1

Walmart Plaza

26.3%

19.1%

24.4%

69.9%

30.1%

100.0%

2

County Fair Plaza & Surrounding Area

36.9%

22.1%

24.9%

83.9%

16.1%

100.0%

3

Downtown Hanover

38.3%

23.5%

16.0%

77.8%

22.2%

100.0%

4

OLG Hanover Raceway

20.2%

10.9%

17.1%

48.1%

51.9%

100.0%

5

Hanover Mall

32.9%

28.7%

16.1%

77.6%

22.4%

100.0%

6

Foodland Walkerton

0.0%

3.8%

86.8%

90.6%

9.4%

100.0%
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Figure B-2: Walmart Plaza Customer Origin Licence Plate Survey by Dissemination Area, 2014
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Figure B-3: County Fair Plaza and Surrounding Area Customer Origin Licence Plate Survey by Dissemination Area, 2014
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Figure B-4: Downtown Hanover Customer Origin Licence Plate Survey by Dissemination Area, 2014
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Figure B-5: Hanover Mall Customer Origin Licence Plate Survey by Dissemination Area, 2014
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Figure B-6: OLG Hanover Raceway and Slots Customer Origin Licence Plate Survey by Dissemination Area, 2014
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Figure B-7: Foodland Walkerton Customer Origin Licence Plate Survey by Dissemination Area, 2014
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APPENDIX C: RETAIL TRADE

CAPITA
EXPENDITURE
Table C-1: Ontario Retail Trade andAND
Per PER
Capita
Spending
– 2014 ESTIMATE
(Jan - Dec 2014)

TRADE GROUP
FOOD STORES, FSTM
Supermarkets and Other Grocery (1)
Convenience
Specialty Food Stores

2014 Ontario
Sales
(m)

Percent
used for
per caps

Sales
Portion
Employed

2014 Sales
per cap

Sub-total

Percent of
Total FSTM or
DSTM/HI

$26,347
$2,191
$2,505

$26,347
$2,191
$2,505

$1,926
$160
$183

$1,926
$160
$183

84.9%
7.1%
8.1%

TOTAL FOOD STORES, FSTM

$31,042.90

$31,042.90

$2,269

$2,269

100.0%

Non-Food Stores, DSTM/Home Improvement
Health and personal care stores

$13,301.60

$13,301.60

$972

$972

16.7%

Clothing stores
Shoe stores
Jewellery, luggage and leather goods stores
Sub-Total:

$8,921.00
$1,281.50
$1,083.50
$11,286.00

$8,921.00
$1,281.50
$1,083.50
$11,286.00

$652
$94
$79
$825

$825

14.2%

Furniture stores
Home furnishings stores
Home electronics and appliance stores
Sub-Total:

$3,651.70
$2,168.60
$6,087.60
$11,907.90

$3,651.70
$2,168.60
$6,087.60
$11,907.90

$267
$159
$445
$871

$871

15.0%

Department Stores (2)
Other general merchandise stores (2)
Total General Merchandise
Automotive parts, accessories and tire stores
Sub-Total

$11,241.10
$12,490.90
$23,732.00
$2,096.40
$25,828.40

$11,241.10
$12,490.90
$23,732.00
$2,096.40
$25,828.40

$822
$913
$1,735
$153
$1,888

$822
$913
$1,735
$153
$1,888

14.1%
15.7%
29.9%
2.6%
32.5%

Building material and garden equipment and supplies dealers
Sub-Total

$10,338.40
$10,338.40

$10,338.40
$10,338.40

$756
$756

$756

13.0%

$4,002.70
$2,787.68
$6,790.38

$293
$204
$496

$496

8.5%

$80,647.40

$79,452.68

$5,808

$5,808

100.0%

$111,690.30

$110,495.58

$8,078

$8,078

Sporting goods, hobby, music and book stores
Miscellaneous store retailers
Sub-Total:
TOTAL NON-FOOD, DSTM/HI
TOTAL RETAIL

$4,002.70
$3,982.40
$7,985.10

70.0%

(1) Supermarkets and Other Grocery excludes Supercentres and Superstores
(2) General Merchandise includes Supercentres and Superstores, and home and auto supply stores (but does not include auto parts and accessory stores)
Ontario population in thousands (estimate based on Census 2011 population including undercoverage) July 1, 2014:
13,678,700
Population source: Statistics Canada "Quarterly Demographic Estimates, July to September 2014" catalogue 91-002-X
Source: Retail Trade Catalogue #63-005-XIB, Table 3-7
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APPENDIX D: WEST GREY/HANOVER DEVELOPMENT AGREEMENT

WEST GREY / HANOVER DEVELOPMENT AGREEMENT
For lands defined by Grey County’s West Grey - Hanover
Secondary Plan OPA 122

___________________________________________________________
Pursuant to the mutually agreed Charter dated November 18,
2013, the following principle statements shall represent a
framework

Agreement

to

guide

the

West

Grey/Hanover

Development Committee in regard to capital investment and
operational practices.
___________________________________________________________
A) PROJECT MANAGEMENT – That all aspects of Project
Management be the responsibility of West Grey; and that
Hanover personnel shall be an available resource on an as
required basis. The selection of consultants, professionals and
staff supports shall be determined by mutual consent.

B) PLANNING – That planning matters pertaining to Grey
County’s West Grey – Hanover Secondary Plan OPA 122
continue to be managed by West Grey, and financed on a
50/50 basis by West Grey and Hanover.
C) ENGINEERING – That an Infrastructure Servicing Report be
completed by WSP Engineering, with parameters jointly
identified by West Grey and Hanover Public Works personnel.
The Report costs shall be financed on a 50/50 basis.
D) 2nd STREET EXTENSION – That West Grey and Hanover
agree that this extension would be the optimum
infrastructure corridor to service the employment land
opportunities and future institutional expansion of the area.
E) PROJECT FINANCING – That West Grey and Hanover
finance all development costs on a 50/50 basis, based on the
post-development net costs; and subject to 2nd Street being
developed jointly (West Grey and Hanover and other possible
partnerships) from 18th Avenue in Hanover to County Rd. 28
in West Grey. The time frame for 2nd Street development
shall be mutually considered and decided prior to
infrastructure development commencing.
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APPENDIX D: WEST GREY/HANOVER DEVELOPMENT AGREEMENT

F) WATER/WASTEWATER
INFRASTRUCTURE
–
That
Hanover be responsible for all aspects of water and waste
water services, including ownership, repairs and maintenance
of both systems. Capital purchase and installation costs shall
be financed on a 50/50 basis, as per project financing
indications.
G) SITE DEVELOPMENT APPROVALS – That all aspects of the
site development approvals process shall be administered by
West Grey; with Hanover being a third party on all site
development agreements.
H) POST-DEVELOPMENT REVENUES – That all revenues
generated via property and/or business taxes shall be
credited to West Grey, and all revenues generated via water
and wastewater service fees shall be credited to Hanover.
I)

DEVELOPMENT AGREEMENT AMENDMENTS – That
possible amendments or revisions to any clause within this
Agreement shall be subject to the mutual agreement of the
partner Municipalities, both of whom acknowledge that in the
spirit of the agreed Charter, mediation may be the
appropriate action to achieve resolution.

J) GENERAL – This mutual agreement partnership intent
continues to reflect that all costs related to planning,
engineering and infrastructure be jointly financed on a 50/50
basis and post-development operations be the responsibility
of West Grey; excluding the operation of water/wastewater
services, which shall be the responsibility of Hanover.
(Revised July 7, 2014)
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