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Project Overview

VIII

1.1 Project Overview
Scope of Study & Project Background
Colliers was commissioned by the City of Warman in June 2021 to conduct a Retail Market Analysis for the City’s retail
sector, with a comparative analysis of six cities with similar population demographics and retail markets. The study was
carried out over the period June to October 2021.
The objective of this study is to identify in detail and to provide an assessment of the City of Warman’s current
underperforming sectors within the local retail market. Underperforming sectors are merchandise subcategories
within the retail market that are not keeping pace in gains with the corresponding subcategory of businesses from
markets of a similar size to Warman. 
The City of Warman desires relevant statistical and analytic outputs that will enable a retailer or developer to understand
Warman’s retail market, including population demographics, that would allow them to assess the potential of retail
sales at a given location within Warman’s current commercial retail and industrial nodes as described in the City
of Warman Official Community Plan Schedule “A” to Bylaw No. 2015-11 Central Business District (“downtown”), the
primary commercial district along Centennial Boulevard, and the concentration of commercial activity South adjacent
to Highway 11 and the west end of South Railway Street (South Industrial Business Park.) 
This document is intended to assist the City of Warman in promoting the community, working with developers and
investors, as well as attracting new or expanding retailers as well as retaining existing retailers.
This 2021 study provides demographic estimates and projections for a comprehensive set of demographic and
socioeconomic attributes about the City of Warman and of the six comparison markets, as well as updates the City’s
retail inventory and composition thereof. Population demographic data and consumer segmentation profiles were
augmented and supported by a detailed retail inventory.
Reference material for this report was obtained from, but not limited to: the City of Warman, the industrial area of
Emerald Park and White City, the City of Martensville, the City of Melfort, the City of Humboldt, the City of Lacombe,
commercial real estate brokerage firms, local commercial developers, the Retail Council of Canada, latest and historical
Census data, post-censal estimates from federal and provincial governments, immigration statistics, economic data
such as building permits, and Colliers. Refer to Appendix B for a detailed list of sources.
Colliers does not warrant that any estimates contained within the study will be achieved over the identified time
horizons, but that they have been prepared conscientiously and objectively on the basis of information obtained
during the course of this study. 
Also, any tenant references made in the report are for illustrative purposes only and should not be taken as guarantees
that they will locate in the City of Warman, but rather that they could represent compatible target retailers. 
This analysis was conducted by Colliers as an objective and independent party, and is not an agent of the City of
Warman.
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1.2 Report Structure
Report Structure
Section 1 – Executive summary
Introduction and scope of the project.
Section 2 - National retail trends
Overview of the important national retail trends that are of relevance to
Warman. Included is a summary of how remote work and the COVID-19 have
impacted the retail sector.
Section 3 – Local trends: Saskatchewan and Saskatoon
High level summary of retail and population trends of relevance to the Warman
retail market.
Section 4 – Market overview: Warman
Population demographics and trends with an analysis and summary of the
consumer PRIZM segments within the Warman market.
Section 5 – Market overview: Comparison markets
Brief market snapshot with population statistics for Lacombe, the aggregated
White City/Emerald Park market, Melfort, Humboldt, and Weyburn. Detailed
PRIZM segments for Martensville are provided.
Section 6 - Strengths, Weaknesses, Opportunities, Threats (SWOT) Analysis
Analysis of Warman’s strengths, weaknesses, opportunities, and threats present
in relation to Saskatoon and Martensville.
Section 7 – Data analysis
Comparative analysis of business license, spending data, and Household
Spending Potential Index.
Section 8 – Retail demand analysis
Summary of inventory availability rates and net rents in Warman in comparison
to Martensville and Saskatoon.
Section 9 – Findings & Considerations
Summary of key outputs is provided along with ideas for further exploration and
what the next step in expanding the retail market could look like for Warman.
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2. National
Retail Summary
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2 National Retail Trends
A key component in estimating total retail floorspace demand and formulating overall development recommendations is generating an understanding of evolving local, provincial and national retails trends.
2.1 Canadian retail update: mid-year 2021
Despite being one of the hardest hit commercial real estate sectors throughout the pandemic, Canadian retail has
some bright spots. As public health measures are relaxed, indoor malls and restaurants have reopened, commuters
have begun to return to normal patterns and optimism is starting to return among consumers, retailers, and retail
landlords/investors. Many households are sitting on record savings accumulated over the last 16 months, which
means consumers are just itching to partake in retail therapy.
However, there are a few hurdles to the retail recovery which include: limited capacity for retailers, worrying
COVID-19 variants; such as the delta variant and mounting consumer debt levels. Although debt levels have been
a concern since 2017, when the Bank of Canada started increasing their Overnight Lending Rate, there is cause for
more concern now as many Canadians have stretched to buy homes throughout the pandemic; driving up both
home values and mortgage principles. Adding to the concern of debt servicing are the many surveys indicating that
Canadians are looking to leave jobs instead of going back to the office; potentially resulting in more single income
families. This is all coming at a time when the Bank of Canada is expected to begin increasing its Overnight Lending
Rate in 2022, from the current 0.25% to 1.00% by mid-2023.

2.2 Retail sales outlook
Despite the numerous lockdowns across Canada, total retail sales have already rebounded to above pre-pandemic
levels. However, the rebound has been very unequal, with e-commerce taking a larger proportion of these gains.
Furthermore, these gains were not spread evenly among the retail sectors. 
Along with this, the expected slowdown in retail sales in Q3 2021 is concerning, and although this dip will not be
nearly as deep as the one that occurred during the pandemic, it will last longer and retail sales will not fully rebound
until Q1 2023.

Figure 2.1: National retail sales outlook: Retail sales will not fully rebound until Q1 2023
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Source: Statistics Canada, July 23, 2021, and Conference Board of Canada, July 13, 2021

2.3 Retail rebound: sales by industry
The rebound in retail sales has truly been unequal by retail property, retailer type, and retail sector. Throughout the
pandemic, as more people stayed home, it was not surprising that spending was strongest among industries related
to home outfitting and recreation. As the pandemic continued, supply chains were impacted, which put a damper
on sales for sporting, recreation and hobby equipment among other sectors. Furthermore, as people worked from
home and travelled less in general throughout the lockdowns, gasoline sales as well as clothing and accessory sales
slowed dramatically.

Figure 2.2: National retail rebound - sales by industry

Source: Statistics Canada, Retail Trade – May 2021, released July 23, 2021
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It should be noted that e-commerce and brick and mortar retail are not mutually exclusive, as many retailers operate
omni-channels and therefore have e-commerce platforms. Despite public health measures being eased, e-commerce
adoption is here to stay, and over the next 5 years is expected to grow at a faster pace than retail sales in general.
As a result, many institutional retail landlords and the Federal government are helping retailers setup their online
presence.

Figure 2.3: National e-commerce as a percentage of total retail sales

Source: Statistics Canada, May 2021; Colliers Q2 2021

The Federal government, in their 2021 budget, announced initiatives to help small and medium sized businesses
build their online presence, including initiatives such as:
Canada Digital Adoption Program: A tax incentive to help up to 160,000 small and medium-sized businesses adapt
to e-commerce through grants and loans to buy tech and advisory support.
Credit Card Fees Negotiation: Plans to negotiate with credit card companies about swipe fees, as this has had an
outsized impact because of e-commerce, cashless transactions, and high Canadian debt levels. 
As for the major institutional retail landlords, they are helping their tenants by offering programs to setup
e-commerce solutions, including assistance in setting up websites, providing e-commerce fulfillment partnerships on
site, and providing return logistics solutions and partnerships on site.

14

2.4 Return to office and changing commuter patterns
As many Canadians are now starting to return to the office, or at least beginning to contemplate the return, there will
likely be a boom in clothing and accessory sales as people look to update their wardrobe with new styles and sizes. 
The sudden increase in Canadians working from home in mid-March 2020 essentially cut off the foot traffic and
lifeblood for many downtown and commuter centric retailers. This resulted in a boom for more automobile focused
and suburban properties.
These commuter patterns are beginning to change yet again, and with these changes so will the fortunes of retail
properties. Similar to what was experienced in 2020, we expect at least one million Canadians to return to the
office at least 3+ days a week in the third and fourth quarters of 2021. However, unlike last year, the vaccine rollout
should allow a more permanent return, even if just on a hybrid schedule. As a result, more commuter focused and
downtown retailers are expected to begin to reap the benefits of this shift, whereas the more automobile focused,
and suburban retail properties could see a slight slowdown in activity.

Figure 2.4: National work from home outlook

Source: Statistics Canada, June 2021
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2.5 E-commerce and total retail sales
Like many trends that were expedited by the pandemic, the adoption of e-commerce increased dramatically as
lockdowns forced consumers to shop online.
E-commerce as a percentage of total retail sales (excluding automobiles and gasoline) reached a peak of 14.5%
in April of 2020, doubling the pre-pandemic peak of 7.2% in December of 2019. Although it has since fallen, it has
averaged 10.8% throughout the pandemic, and currently sits at 11.9%. On a dollar basis, e-commerce sales peaked
at $4.8 billion in December of 2020, surpassing the pre-pandemic peak of under $2.8 billion in December of 2019.
Throughout the pandemic, e-commerce has averaged $3.7 billion, which is up 32.2% over the pre-pandemic peak. 
During the pandemic, many individuals tried e-commerce for the first time – and liked it. With the convenience
experienced, e-commerce penetration will not only remain at elevated levels but will continue to flourish. This alone
has resulted in another hurdle for many retailers. If they were not prepared for this shift to e-commerce prior to the
pandemic, then they suffered disproportionately throughout the pandemic.

2.6 Retail fundamentals and outlook
Although retail fundamentals across the country have taken a hit since the start of the pandemic, the impact has not
been equal. As lockdowns were implemented overnight, commuter patterns shifted and so did the fortunes of retail
properties.
Downtown and more commuter centric retail properties such as enclosed malls suffered disproportionately and
resulted in increased vacancy as rent became unaffordable to many.
In contrast, suburban and more automobile focused retail, such as many community, neighborhood and power
centers, held up quite well with many of these assets with large essential retailers seeing vacancy rates remaining
stable or even falling.
Despite government support programs for rent relief, wage assistance and loans, many small retailers are still
having difficulties making ends meet and could potentially close due to the insurmountable debt being accrued,
which will not go away upon full reopening.
Furthermore, many small retailers are struggling to implement digital solutions. As a result, retail vacancy rates are
expected to continue increasing throughout 2021, and then either slow or even begin to reverse for some markets in
mid to late 2022.
Rents have also taken a hit and are expected to continue to fall until stabilizing in mid-2022. Destination properties
will experience the greatest rebound, and treasure hunt retailers are looking for open air access and properties.
Despite this, landlords are expected to continue working with retailers to keep occupancy rates up.
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Figure 2.5: National retail vacancy

Source: MSCI, 2021; Colliers, Q1 2021

Figure 2.6: National retail rents

Source: MSCI, 2021; Colliers, Q1 2021
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As a result, some landlords have become more open to negotiations with those tenants that are looking for space,
however, this flexibility differs by landlord and by asset, and the tenant asking. Retailers and properties that
specialize in commodity type goods will likely be the laggards, as they battle the continued growth of e-commerce.

Figure 2.7: Retail vacancy by province

Source: MSCI, 2021; Colliers, Q1 2021

Figure 2.8: Retail rents by market

Source: MSCI, 2021; Colliers, Q1 2021
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2.7 Key takeaways
Ultimately consumers are social beings, and as consumers with savings burning a hole in their pockets look to get out
with friends and partake in some retail therapy, experiential retail and destination properties will benefit. Further to
this, developers remain optimistic, and many continue to move ahead with their retail development plans, especially
if these plans are part of mixed-use projects.
Even though vacancy rates are expected to plateau, and rental rates are expected to stabilize across the country by
mid-2022 , there are concerns to be aware of. These include:
•

A forecasted slowdown in retail sales between Q3 2021 and Q1 2023.

•

The continued threat of e-commerce.

•

Changing commuter patterns, as workers return to the office, and how that might change the future of
downtown commuter centric retail versus suburban car centric retail.

•

High consumer debt levels and rising interest rates in the second half of 2022 and 2023.

•

Changing consumer preferences as households do more with less, and potentially transition from fast fashion to
more sustainable practices. Longevity and reuse of items are key.

•

The longevity of changing retailer preferences towards open air access.

2.8 Top 10 retailers in Canada
The Retail Council of Canada’s Retail 100, created by the Centre for the Study of Commercial Activity at Ryerson
University, ranks the top conglomerate retailers as estimated by their annual retail sales for the fiscal year
2018/2019. It was found that in 2018, the ten largest conglomerates controlled approximately 48% of national retail
sales, meaning these retailers exert a significant influence on the Canadian non-auto retail sales environment.
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Table 2.1: Top 10 retailers in Canada

Source: Retail Council of Canada. Canada’s top 100 Retailers, March 4, 2020

The top 10 retail conglomerates in Canada were well-positioned prior to the start of the pandemic. The impact of
COVID-19 on these retailers likely caused growth in their sectors as key drivers in the impact on the retail industry
were store closures and restrictions that drove consumers to e-commerce solutions. Retailers with a strong online
presence and high responsiveness to consumers, including return logistics, were well situation to capture new
opportunities in the e-commerce retail environment. Another important key driver of the impact of COVID-19 on the
retail sector continues to be the consumer stay-at-home focus and the impact it has on in-home consumption vs
eating out.
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3. Local Trends
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3 Local Trends: Saskatchewan
Retail sales have historically indicated the overall health of the economy –consumers tend to spend more when
they are optimistic about their future and overall financial outlook. Saskatchewan retail sales data indicates that
consumers are quite optimistic about their futures despite the spread of the Delta variant and the threat of the
newly discovered Delta plus variant.
3.1 Saskatchewan retail growth
Saskatchewan’s unadjusted retail sales in August 2020 were $1.7B and increased to $1.8B in August 2021, or a 7.9%
increase year-over-year. When compared to percentage changed across the Canadian provinces, Saskatchewan retail
ranks seventh-highest. When looking only at the January to August year-to-date total, Saskatchewan has experienced
an increase of 13.5% in unadjusted retail sales.

Figure 3.1: Saskatchewan retail sales ($ Billions), August 2020 – August 2021

Source: Statistics Canada, Table 20-10-0008-01 (Retail Trade)
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3.2 Saskatoon retail growth
Saskatoon’s unadjusted retail sales in Q1 2020 were $7.7M and increased to $8.3M in Q3 2021. The impact of the
public health measures put in place in response to the COVID-19 pandemic is evident in the decrease in retail sales
from Q1 2020 to Q 2020. When comparing Q3 2020 to Q3 2021, Saskatoon experienced a 7.9% increase year-overyear.

Figure 3.2: Saskatoon retail sales ($ Millions), Q1 2020 – Q3 2021

Source: Statistics Canada, Table 20-10-0008-01 (Retail Trade)

3.3 Saskatoon growth and development
As the Saskatoon population has rapidly grown, so too has suburban development and new retail nodes have been
established. Retail development in Saskatoon’s newer neighbourhoods is guided by concept plans.
The City of Saskatoon has emphasized community involvement and concept plans to guide the development of
new neighbourhoods. The concept plan is a neighbourhood-level land use plan that guides the development of a
new neighbourhood in Saskatoon. The plan will typically outline the land uses, densities, transportation network,
parks system, and community facilities intended for a neighbourhood as it grows. Saskatoon’s new Evergreen
neighbourhood, for example, has been built around the concept of the urban village. This means that the ongoing
development of Evergreen is modelled along the principles of a sustainable urban village neighbourhood. The
influence of this plan has shaped the new retail nodes around the idea of a village centre – this functions as the
downtown and contains a mix of housing, commercial and retail activity.
Saskatoon’s newest neighbourhoods include Aspen Ridge, Brighton, Evergreen, Hampton Village and the Hampton
Village business park, Kensington, Rosewood, and Stonebridge. Retail development in these areas tends to be a
mix of merchandise and service categories most typically from grocery, food, medical, and fitness. Many of these
newer neighbourhoods have been developed adjacent to established neighbourhoods that may not have had
fulsome retail services available to residents. Therefore retail development in Saskatoon’s newer neighbourhoods
also provides retail services to these established areas.
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•

Costco is the second largest retailer in Canada as estimated by annual retail sales, and there are two locations
serving the Saskatoon CMA

•

Large furniture and home retailers are available to consumers

•

There are numerous automobile dealerships as well as agricultural equipment dealers providing diversity and
breadth of service to both the agricultural and construction sectors

3.6 Saskatoon retail market and commercial real estate
The current vacancy rate in Saskatoon’s retail sector is higher than the historical average of 3% but is still below 6%.
In physical terms, this means that approximately 750,000 square feet (of the nearly 15 million square feet of
available leaseable space) is available for retailers who are eager to enter or expand within Saskatchewan’s largest
centre. The average net rent for retail spaces will vary depending on amenities, although typically tends to be $25
per square foot on the low end. Premium retail space with attractive amenities, typically found in newer suburban
developments, may have net rents above $30 per square foot. The occupancy costs in newer areas typically range
between $11 and $13 per square foot.
Future growth in the Saskatoon retail market is expected to follow historical trends and will likely be focused on new
suburban developments, particularly in the Meadows, Brighton and Evergreen neighbourhoods.

3.7 Saskatoon CMA & Regional Population Growth
Saskatoon’s unadjusted retail sales in Q1 2020 were $7.7M and increased to $8.3M in Q3 2021. The impact of the
public health measures put in place in response to the COVID-19 pandemic is evident in the decrease in retail sales
from Q1 2020 to Q 2020. When comparing Q3 2020 to Q3 2021, Saskatoon experienced a 7.9% increase year-overyear.
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3.8 Saskatoon Population Growth
The Saskatoon CMA experienced regular modest increases in population until 2008. Then, between Q1 2008 and
Q1 2009, the Saskatoon CMA experienced substantial population growth from 249,281 to 255,495 (an increase of
approximately 6,214.) From 2019 onward, the population continued to grow each year between 6,000 to just over
8,000 persons, with 2011 to 2021 and 2016 to 2017 seeing the largest increases (8,893 and 8,405, respectively.)
Saskatoon’s unadjusted retail sales in Q1 2020 were $7.7M and increased to $8.3M in Q3 2021. The impact of the
public health measures put in place in response to the COVID-19 pandemic is evident in the decrease in retail sales
from Q1 2020 to Q 2020. When comparing Q3 2020 to Q3 2021, Saskatoon experienced a 7.9% increase year-overyear. 

Figure 3.6: Saskatoon estimated population (Q1 2001 – Q1 2021)

Source: Statistics Canada, Table 17-10-0135-01
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4 Market Analysis:
Warman
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4 Market Analysis: Warman

14,732^
Total Population

10,450
Daytime Population



$134,419^
Average Household Income

2,461^

Total Visible Minorities

32.1^
Median Age

•

Prairie Spirit School Division

•

Great Plains College, Warman campus

•

Gama Medical Centre, privately operated urgent care medical clinic

•

Warman Medical and Urgent Care Centre, privately operated urgent
care medical clinic

•

Legends Medical Clinic, privately operated urgent care medical clinic

•

RCMP: Warman detachment

•

The Legends Golf Club

•

The Legends Centre

Saskatchewan Health Authority Services
•

There are no Saskatchewan Health Authority operated locations in
Warman. Privately operated medical clinics provide medical care with
Saskatchewan Health Authority oversight.

6.2%*

Current Unemployment Rate

905*

Residents Who Work Locally

^ Source: Colliers, 2020
estimate based on statistical
models of 2016 Canadian
Census data
* Source: Townfolio, City of
Warman
29

Detailed population demographic information was obtained via Colliers HYDRA platform, which combines the
industry’s most comprehensive set of data sources and leading modelling techniques. Population demographic
data is obtained from a variety of data sources including the latest and historical Census data, current economic
indicators, post-censal estimates from federal and provincial governments, immigration statistics and economic data.
The population demographics presented in this report are estimates and projections to provide a comprehensive set
of demographics and socioeconomic attributes about the population of Warman and the six comparison markets.
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6

CA $40,119
Per capita income
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4.2 Population trends and retail spending profile – PRIZM Segments
 RIZM segmentation provides a comprehensive picture of the consumers in Warman according to their shared
P
demographic, lifestyle and behavioural traits. By integrating geographic, demographic and psychograpic data there
are a total of 67 possible segments. This information provides a more refined understanding of the opportunity for
retail growth and development within the City of Warman. 
Building on the population demographic analysis, an assessment was made of the population retail spending profile
and the PRIZM segments in the City of Warman. Out of a total possible 67, Warman’s population falls into one of
three PRIZM segments: All-Terrain Families (87.2% of 2020 Households), Happy Medium (8.8% of 2020 Households),
and Family Mode (4.0% of 2020 Households).
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4.3 All-Terrain Families (87.2%)
Younger & middle - aged suburban families
 he lure of good jobs in the mining, oil and gas industries
T
fueled the rise of All-Terrain Families, a working-class
suburban lifestyle found mostly in Alberta’s large and
midsize cities like Airdrie, Grand Prairie, Edmonton and
Calgary. These younger and middle-aged households
are among the nation’s most mobile, with 60 percent
having moved in the last five years. Nearly two-thirds of
the maintainers are under 45 years old, and more than
70 percent of children in these households are under
the age of 15. Originally attracted to Alberta’s oil boom
during the early 2000s, residents have turned moderate
educations into well-paying blue- and grey-collar jobs and
upper-middle incomes. With three-quarters of the housing
built since 2006, residents own a mix of single-detached,
semi-detached and row houses valued around $400,000.
In their free time, these family households have high rates
for participating in team sports like hockey, baseball and
curling. Their idea of weekend entertainment is going to a
sports bar, rock concert or food and wine show. Given their
high-energy approach to life, it’s not surprising they value a
healthy diet and regular exercise (Effort Toward Health).
The suburban families of All-Terrain Families have created
a child-centred lifestyle. They enroll their kids in lots
of sports programs, typically shuttling them around in
intermediate SUVs and large trucks. On weekends, they
head to kid-friendly destinations like amusement parks,
zoos and aquariums, making regular stops at burger joints
and coffee shops. For parents, it’s a daily challenge to carve
out me-time to do crafts, take a yoga class or enjoy a dinner
date at a favourite steakhouse. Living close to rugged
country, these households often own campers, boats and
fishing and hunting equipment. As a result they have little
interest in most media, too busy to read a newspaper or
magazine other than The Hockey News or Live Better and
mostly limiting their TV viewing to sports, reality shows
and DIY programs. But their mobile phones keep them
connected to the digital world, where they often access
news sites, book travel tickets, search maps and shop for
essentials. On the road, these families pay attention to
billboard ads.
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4.4 Happy Medium (8.8%)
Suburban, middle-income couples and families
A quintessential portrait of Middle Canada, Happy Medium
consists of couples and families living in the outer suburbs
of large and midsize cities. The segment contains a mix of
middle-income households of varied ages (maintainers
range from 45 to over 75), educations (most adults
have completed high school or college) and family types
(including couples and families). But what many have
in common are deep roots: three-quarters of residents
are third-plus-generation Canadians. Residents typically
hold blue-collar or service sector jobs in manufacturing,
construction, mining and public administration. With
incomes topping $90,000, more than 80 percent own
a home, typically an older, single-detached house built
before 1980. In these suburban settings, nearly 90 percent
of Happy Medium residents rely on their vehicles—typically
domestic intermediate sedans or large pickup trucks—for
commuting to work. On weekends, they’ll hit the road to
go snowboarding, canoeing or rowing. Many keep up with
the latest trends in home and recreation by attending craft,
boat, motorcycle and RV shows. As consumers on a budget,
residents are keenly aware of the Importance of Price when
making purchases.
It’s been said that while everyone wants to be normal, no
one wants to be average. But Happy Medium residents,
with their mainstream demographics and predilections,
might disagree. These settled suburbanites enjoy homebased pursuits like sewing, bird watching, making crafts
and woodworking. Many prefer spectator rather than
participatory sports, with high rates for attending baseball,
basketball and auto events. Devoted to their local
communities, they are politically engaged and typically
travel to vacation destinations in Ontario and the Atlantic
provinces. With their average incomes, Happy Medium
households stretch their budgets by shopping at secondhand clothing and discount grocery stores; for a change
from the usual, they go for take-out. Their media tastes
are similarly low-key and unpretentious. Their TVs are
tuned to CTV and CBC to keep up with the day’s news, and
they’re big fans of music on the radio— everything from
big band to classic rock. Few Happy Medium residents
subscribe to the major dailies, but many read community
papers. Somewhat shy about new technology, they’re only
modest Internet users, more likely to respond to flyers in
community papers than email blasts.
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4.5 Family Mode (4.0%)
Suburban, upscale middle-aged families
Comprising more than a million people, Family Mode
is one of the largest segments— and growing. Home to
large, suburban families living in recently built houses,
this lifestyle is rooted in midsize cities surrounding large
metro areas. Its neighbourhoods are filled with maintainers
between 35 and 54, and children over the age of 10. These
middle-aged adults have used their mostly high school and
college educations to land a variety of decent-paying jobs—
from blue-collar to management level—in industries like
retail, public administration, education and health. Thanks
to dual-income households, their upper-middle incomes
allow them to purchase single-detached houses valued
at nearly $450,000—close to the national average. As in
other suburban family segments, sports are central to the
Family Mode lifestyle, with many garages filled with skiing,
golfing and hockey equipment as well as motorcycles,
boats andcamping trailers. Family Mode members make
an Effort Toward Health, often working out at fitness clubs
and enrolling their kids in soccer, swimming and ice skating
clubs.
The members of Family Mode straddle two worlds: close
enough to downtown for their work but far enough away
to enjoy outdoorsy activities. These families like golfing,
gardening, canoeing and power boating. Many residents
belong to sports teams and spend their weekends
playing basketball, baseball and volleyball. Their idea of a
vacation is to pack up the RV or camper and hit the road
to one of Canada’s parks, relax at a beach or ski resort,
or take a cruise. The adults are both financially savvy and
philanthropic, supporting various charitable organizations.
Many appear too busy for a lot of media. They’re only
average consumers of traditional media, enjoying the HGTV
and Food Network channels on TV, new and traditional
country music on the radio, and magazines like Today’s
Parent and Style at Home. And digital media for them is all
about shopping, especially for books, groceries, travel deals
and theatre tickets. A tough market for advertisers, Family
Mode residents have modest rates for responding to direct
mail, and they barely notice out-of-home messages or
digital screens except on their commutes.
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4.6 Population Growth Forecasts
Table 4.1: Warman total population, households and dwellings
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4.6 Population Growth Forecasts
Table 4.2: Warman household income, and median and average age

Table 4.3: Labour force activity
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4.6 Population Growth Forecasts
Table 4.4: Warman population by age
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Table 4.5: Warman 2020 population 15+ by ethnic characteristics

Data note: The data in Tables 4.5, 4.6, and 4.7 will not necessarily add up to total population. The source data was obtained via the long-form
Canadian census questionnaire administered by Statistics Canada in 2016 and population projections were conducted on the original data set
based on historical demographic trends. The objective of the long-form census is to produce estimates on various topics for a wide variety of
geographies. The sampling approach and the total non-response introduce variability in the estimates provided, as does data suppression by
Statistics Canada on smaller sample sizes.

Table 4.6: Warman 2025 population 15+ by ethnic characteristics
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Table 4.7: Warman 2030 population 15+ by ethnic characteristics
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5 Comparison
Markets
41

5 Comparison Markets Overview: Martensville

11,503^
Total Population

7,521

Daytime Population

5.1 Location Context
Martensville was founded in 1939 and then formally established as
a village in in 1966 and then as a town in 1969. Martensville officially
incorporated as a city in 2009. Although growth and development is
planned collaboratively via the Saskatoon North Partnership for Growth,
like the City of Warman, Martensville functions as an independent urban
centre. Similar to Warman, Martensville has a commuter culture built
around the daytime exodus of its residents for non-local employment.
With a high percentage of residents commuting to another city to work,
Martensville is a bedroom community of Saskatoon.
The city of Martensville is bordered by the RM of Corman Park No.
344. Martensville is approximately 17 km north of Saskatoon, and
approximately 10 km south west of Warman.
Notable Government & Commercial Operations
•

Martensville Speedway

•

Martensville Branch Library

Saskatchewan Health Authority Services
•

There are no Saskatchewan Health Authority operated locations in
Martensville. Privately operated medical clinics provide medical care
with Saskatchewan Health Authority oversight.

$129,184^
Average Household Income

595^

Total Visible Minorities

31.6^
Median Age

6.5%*

Current Unemployment Rate

650*

Residents Who Work Locally

^ Source: Colliers, 2020
estimate based on statistical
models of 2016 Canadian
Census data
* Source: Townfolio, City of
Martensville
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5 Comparison Markets Overview: Martensville

43

7

CA $39,812
Per capita income

44

5.1 Retail Spending Profile – PRIZM Segments
The detailed PRIZM segments for Martensville have been provided because of the city’s proximity to Warman and the
opportunity that this presents for Warman’s current and future retailers. 
Out of a total possible 67, the Martensville population falls into one of five PRIZM segments: All-Terrain Families
(63.8% of 2020 Households), Suburban Sports (12.2% of 2020 Households), Kick-Back Country (9.9% of 2020
Households), Family Mode (7.2% of 2020 Households), and Happy Medium (6.9% of 2020 Households.)
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4.1 All-Terrain Families (63.8%)
Younger & middle - aged suburban families
The lure of good jobs in the mining, oil and gas industries
fueled the rise of All-Terrain Families, a working-class
suburban lifestyle found mostly in Alberta’s large and
midsize cities like Airdrie, Grand Prairie, Edmonton and
Calgary. These younger and middle-aged households
are among the nation’s most mobile, with 60 percent
having moved in the last five years. Nearly two-thirds of
the maintainers are under 45 years old, and more than
70 percent of children in these households are under
the age of 15. Originally attracted to Alberta’s oil boom
during the early 2000s, residents have turned moderate
educations into well-paying blue- and grey-collar jobs and
upper-middle incomes. With three-quarters of the housing
built since 2006, residents own a mix of single-detached,
semi-detached and row houses valued around $400,000.
In their free time, these family households have high rates
for participating in team sports like hockey, baseball and
curling. Their idea of weekend entertainment is going to a
sports bar, rock concert or food and wine show. Given their
high-energy approach to life, it’s not surprising they value a
healthy diet and regular exercise (Effort Toward Health).
The suburban families of All-Terrain Families have created
a child-centred lifestyle. They enroll their kids in lots
of sports programs, typically shuttling them around in
intermediate SUVs and large trucks. On weekends, they
head to kid-friendly destinations like amusement parks,
zoos and aquariums, making regular stops at burger joints
and coffee shops. For parents, it’s a daily challenge to carve
out me-time to do crafts, take a yoga class or enjoy a dinner
date at a favourite steakhouse. Living close to rugged
country, these households often own campers, boats and
fishing and hunting equipment. As a result they have little
interest in most media, too busy to read a newspaper or
magazine other than The Hockey News or Live Better and
mostly limiting their TV viewing to sports, reality shows
and DIY programs. But their mobile phones keep them
connected to the digital world, where they often access
news sites, book travel tickets, search maps and shop for
essentials. On the road, these families pay attention to
billboard ads.
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5.1 Suburban Sports (12.2%)
Upper-middle-income, younger and middle-aged
suburbanites
Widely dispersed across Canada, Suburban Sports is one of the
larger segments, a suburban refuge for younger and middleaged families. Originally built on exurban tracts in the 1960s
and 1970s, the subdivisions have evolved into conventional
suburbs of small urban areas. Eight in ten households own
a home, typically a singled-detached house or a duplex. The
households are nearly evenly divided between couples and
families, maintainers range from 35 to 64, and children are of all
ages. Moderately educated, most adults have completed high
school or college and hold service sector and blue-collar jobs
in natural resources and the trades; thanks to dual incomes,
these households earn solid, upper-middle-class incomes.
Suburban Sports scores among the top segments for Englishspeaking residents, reflecting its third-plus-generation Canadian
population of nearly 70 percent. No doubt the presence of
children affects
the popularity of family-friendly activities like snowboarding,
baseball, basketball and swimming. But they also enjoy watching
sports, rooting for their favourite pro hockey, soccer and football
teams. Not surprising, Suburban Sports members score high for
Primacy of the Family, making personal sacrifices to meet the
needs of their family.
With their solid incomes, Suburban Sports members have the
means to enroll their kids in soccer camp while they take a
cruise or sightseeing trip to Mexico. These households frequent
a wide range of cultural activities, from art galleries and theatre
performances to rock and country music concerts. Regular
exercise is important in this segment—and not just for kids. The
adults like to bowl, golf and take Pilates classes. They’re proud of
their suburban homes and spend weekends doing landscaping,
electrical and plumbing DIY projects before inviting friends over
for coolers or Canadian rye whisky around their living room
fireplace. But they also like to dine out, packing their families
into a large domestic pickup or compact SUV and heading to
casual family restaurants like Earls, Milestones and Montana’s.
While not the earliest tech adopters, they have embraced mobile
phones and smart devices—TVs, watches and speakers—for
entertainment as well as text messaging, responding to classified
ads and downloading coupons. Traditional media is still popular
however; Suburban Sports residents watch curling and football
on TV, listen to country and gospel musicon the radio and read
outdoor magazines.
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5.1 Kick-Back Country (9.9%)
Rural, middle-aged upscale families and couples
The wealthiest rural lifestyle, Kick-Back Country is a
collection of middle-aged families and older couples living
in rustic areas near large and medium-size cities. For some,
their communities are a weekend getaway from their busy
life in the city. The maintainers tend to be between 45
and 64 years old, and children range in age from 5 to 24.
Despite mixed educations—mostly high school, college and
university—residents earn impressive incomes averaging
more than $145,000 from well-paying jobs in management
as well as mining, construction, trades and transportation.
The lower cost of living in their rural areas means nearly
nine out of ten households own a home. Many are secondand third-generation Canadians drawn to spacious, single
family houses built beyond the urban sprawl; the average
dwelling value is nearly $600,000—35 percent above
average. Their driveways often contain domestic compact
SUVs and large pickups for commuting to work, hauling
camping and boating equipment and travelling to the city
for shopping. With their conservative social views, these
households score high for the value Traditional Families.
The middle-aged households of Kick-Back Country like
their new country lifestyle with their gardens and pets
and plenty of fishing and hunting gear to make the most
of their rural landscapes. They typically do their own
maintenance and spend weekends prowling the aisles of
Lowe’s, Home Depot and Home Hardware. They’re not too
remote for big-city nightlife, but they also enjoy going to
relatively closer dinner
theatres, rock concerts and casinos. And they try to keep
up with trends by frequenting exhibitions, particularly craft,
home and garden shows. With their solid incomes, they
have the means to travel, enjoying cruises and beach resort
packages. While not overly enthusiastic about technology,
they’ve embraced tablets and download an array of
apps—from banking and weather reports to music and
games. But traditional media maintain a hold on Kick-Back
Country adults, and when their chores are done, they sink
into their easy chairs to watch TV sports, listen to radio
stations playing new and traditional country, and read food
and gardening magazines. Many subscribe to community
newspapers, if only for the flyer inserts.
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5.1 Family Mode (7.2%)
Suburban, upscale middle-aged families
Comprising more than a million people, Family Mode
is one of the largest segments— and growing. Home to
large, suburban families living in recently built houses,
this lifestyle is rooted in midsize cities surrounding large
metro areas. Its neighbourhoods are filled with maintainers
between 35 and 54, and children over the age of 10. These
middle-aged adults have used their mostly high school and
college educations to land a variety of decent-paying jobs—
from blue-collar to management level—in industries like
retail, public administration, education and health. Thanks
to dual-income households, their upper-middle incomes
allow them to purchase single-detached houses valued at
nearly $450,000—close to the national average. As in other
suburban family segments, sports are central to the Family
Mode lifestyle, with many garages filled with skiing, golfing
and hockey equipment as well as motorcycles, boats and
camping trailers. Family Mode members make an effort
towards health, often working out at fitness clubs and
enrolling their kids in soccer, swimming and ice skating
clubs.
The members of Family Mode straddle two worlds: close
enough to downtown for their work but far enough away
to enjoy outdoorsy activities. These families like golfing,
gardening, canoeing and power boating. Many residents
belong to sports teams and spend their weekends
playing basketball, baseball and volleyball. Their idea of a
vacation is to pack up the RV or camper and hit the road
to one of Canada’s parks, relax at a beach or ski resort,
or take a cruise. The adults are both financially savvy and
philanthropic, supporting various charitable organizations.
Many appear too busy for a lot of media. They’re only
average consumers of traditional media, enjoying the HGTV
and Food Network channels on TV, new and traditional
country music on the radio, and magazines like Today’s
Parent and Style at Home. And digital media for them is all
about shopping, especially for books, groceries, travel deals
and theatre tickets. A tough market for advertisers, Family
Mode residents have modest rates for responding to direct
mail, and they barely notice out-of-home messages or
digital screens except on their commutes.
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5.1 Happy Medium (6.9%)
Suburban, upscale middle-aged families
A quintessential portrait of Middle Canada, Happy Medium
consists of couples and families living in the outer suburbs
of large and midsize cities. The segment contains a mix of
middle-income households of varied ages (maintainers
range from 45 to over 75), educations (most adults
have completed high school or college) and family types
(including couples and families). But what many have
in common are deep roots: three-quarters of residents
are third-plus-generation Canadians. Residents typically
hold blue-collar or service sector jobs in manufacturing,
construction, mining and public administration. With
incomes topping $90,000, more than 80 percent own
a home, typically an older, single-detached house built
before 1980. In these suburban settings, nearly 90 percent
of Happy Medium residents rely on their vehicles—typically
domestic intermediate sedans or large pickup trucks—for
commuting to work. On weekends, they’ll hit the road to
go snowboarding, canoeing or rowing. Many keep up with
the latest trends in home and recreation by attending craft,
boat, motorcycle and RV shows. As consumers on a budget,
residents are keenly aware of the Importance of Price when
making purchases.
It’s been said that while everyone wants to be normal, no
one wants to be average. But Happy Medium residents,
with their mainstream demographics and predilections,
might disagree. These settled suburbanites enjoy homebased pursuits like sewing, bird watching, making crafts
and woodworking. Many prefer spectator rather than
participatory sports, with high rates for attending baseball,
basketball and auto events. Devoted to their local
communities, they are politically engaged and typically
travel to vacation destinations in Ontario and the Atlantic
provinces. With their average incomes, Happy Medium
households stretch their budgets by shopping at secondhand clothing and discount grocery stores; for a change
from the usual, they go for take-out. Their media tastes
are similarly low-key and unpretentious. Their TVs are
tuned to CTV and CBC to keep up with the day’s news, and
they’re big fans of music on the radio— everything from
big band to classic rock. Few Happy Medium residents
subscribe to the major dailies, but many read community
papers. Somewhat shy about new technology, they’re only
modest Internet users, more likely to respond to flyers in
community papers than email blasts.
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5 Comparison Markets Overview: White City & Emerald Park (Aggregate)

8,995^
Total Population

7,236

Daytime Population



$121,206^
Average Household Income

1,385^

Total Visible Minorities

36.6^
Median Age

9.5%*

Current Unemployment Rate
•

Ecole White City School (French Immersion)

•

Emerald Ridge Elementary School Division

•

William Albert House, privately operated assisted living facility

•

White City Medical and Urgent Care Centre, privately operated urgent
care medical clinic

•

White City Splash Park

•

Aspen Links Country Club

2,760*

Residents Who Work Locally

Saskatchewan Health Authority Services

^ Source: Colliers, 2020
estimate based on statistical
models of 2016 Canadian
Census data

•

* Source: Townfolio, White City

There are no Saskatchewan Health Authority operated locations in
this area. Privately operated medical clinics provide medical care with
Saskatchewan Health Authority oversight.

51

5.2 Retail Spending Profile – PRIZM Segments
Out of a total possible 67, the aggregated area of White City and Emerald Park have the following consumer
segments: Family Mode (36.2%), Turbo Burbs (31.5%), New Country (17.1%), Kick-Back Country (15.1%), and Old Town
Roads (0.1%)
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CA $566,369,761

CA $57,244
Per capita income
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5 Comparison Markets Overview: Lacombe

14,002^
Total Population

13,831
Daytime Population



$121,206^
Average Household Income

1,385^

Total Visible Minorities
•

Burman University

•

Lacombe Golf & Country Club

•

Michener House Museum & Archives

•

Blindman Brewing (Award winning craft beer company)

•

Lacombe Regional Airport

•

Charis Village Retirement Community

•

Vivo Cura (multidisciplinary pain clinic)

Alberta Health Services
•

Lacombe Hospital & Care Centre

•

Mental Health Hospital

38.5^
Median Age

9.5%*

Current Unemployment Rate

2,760*

Residents Who Work Locally

^ Source: Colliers, 2020
estimate based on statistical
models of 2016 Canadian
Census data
* Source: Townfolio, City of
Lacombe
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5.3 Retail Spending Profile – PRIZM Segments
Out of a total possible 67, the City of Lacombe has the following consumer segments: Family Mode (28.4%), Kick-Back
Country (17.7%), Old Town Roads (14.3%), Suburban Recliners (11.2%), Stressed in Suburbia (10.4%), Happy Medium
(9.3%), Suburban Sports (3.8%), Slow-Lane Suburbs (2.6%), New Country (2.3%).
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CA $660,535,876

CA $44,494
Per capita income
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5 Comparison Markets Overview: Melfort (Hub)

6,108^
Total Population

6,579

Daytime Population



$62,144^
Average Household Income

410^

Total Visible Minorities

41.0^
Median Age

7.4%*

Current Unemployment Rate
•

The Agriculture Melfort Research Station

•

The Melfort Research Farm is near the city of Melfort, and is one of three field
sites of the Saskatchewan Research Centre

•

Near a large diamond exploration site

Key Infrastructure
•

Melfort Miller Airport – a medium-sized general aviation airport operated by
the City of Melfort

•

The Melfort Hospital - Acute care offering 24-hour emergency services, primary
medical care, palliative care, outpatient services, laboratory and diagnostic
imaging services

•

Saskatchewan Health Authority designated medical service hub for the region

1,830*

Residents Who Work Locally

^ Source: Colliers, 2020
estimate based on statistical
models of 2016 Canadian
Census data
* Source: Townfolio, City of
Melfort
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5.4 Retail Spending Profile – PRIZM Segments
Out of a total possible 67, the City of Melfort has the following consumer segments: Country & Western (22.4%),
Suburban Sports (17.2%), Silver Flats (11.4%), Value Villagers (9.2%), Juggling Acts (8.9%), Suburban Recliners (8.7%),
Stressed in Suburbia (8.1%), Keep on Trucking (7.8%), Down to Earth (6.3%).

58

CA $211,788,536

CA $34,537
Per capita income
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5 Comparison Markets Overview: Humboldt (Hub)

6,163^
Total Population

6,684
Daytime Population


$71,979^
Average Household Income

365^

Total Visible Minorities

42.1^
Median Age

6.4%*

Current Unemployment Rate
•

Shop Humboldt First initiative – a shop local campaign created and run by local
business owners

Key Infrastructure
•

Municipal Airport, located approximately 2 km south of Humboldt. The airport
is a base for private and commercial aircraft and is available 24 hours per day,
7 days per week

•

Saskatchewan Health Authority designated medical service hub for the region

1,845*

Residents Who Work Locally

^ Source: Colliers, 2020
estimate based on statistical
models of 2016 Canadian
Census data
* Source: Townfolio, City of
Humboldt
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5.5 Retail Spending Pro ile – PRIZM Segments
Out of a total possible 67, the City of Humboldt has the following consumer segments: Suburban Recliners (30.5%),
Country & Western (24.2%), Down to Earth (11.9%), Keep on Trucking (11.4%), Juggling Acts (9.3%), New Country
(7.5%), Suburban Sports (5.2%).
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CA $234,809,894

CA $36,711
Per capita income
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5 Comparison Markets Overview: Weyburn (Hub)

11,430^
Total Population

11,462
Daytime Population

5.6 Location Context
The city of Weyburn was founded in 1899 as a community began to form around
a station house. Weyburn is now a designated regional centre for southeast
Saskatchewan and provides various public services for the region.
Regional Location & Physical Setting
Weyburn incorporated as a village in 1900 and then as a town in 1903. Weyburn’s
official incorporation as a city occurred on September 1, 1913.
The City of Weyburn is on the Souris River approximately 115 km southeast of the
city of Regina, 372 km from Saskatoon, and is approximately 76 km north of the
Canada - United States border. Weyburn is approximately 123 km from the Global
Transportation Hub (GTH) – Canada’s only autonomous and self-governing inland
Port Authority providing rail access to all major Canadian ports, Gulf Coast ports
and mid-western US trans-shipment points and trucking connections.
Access to the community is provided via provincial highways 13, and 35 and 39
(international highways). Highway 39 is the main route to the 24-hour Canada – US
border crossing at North Portal. The city of Weyburn is surrounded by the RM of
Weyburn No. 67.
Key Infrastructure
•

Weyburn Municipal Airport – a registered four-directional airport operated by
the City of Weyburn

•

Weyburn General Hospital – currently 40 acute care beds. Design plans will
soon be underway for a new hospital to serve residents of Weyburn and the
surrounding area.

•

City of Weyburn Police Service – a full-service agency providing 24 hour / 365
policing and law enforcement services to the City of Weyburn

$118,364^
Average Household Income

1,195^

Total Visible Minorities

38.9^
Median Age

5.2%*

Current Unemployment Rate

3,430*

Residents Who Work Locally

^ Source: Colliers, 2020
estimate based on statistical
models of 2016 Canadian
Census data
* Source: Townfolio, City of
Weyburn
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5.6 Retail Spending Profile – PRIZM Segments
Out of a total possible 67, the City of Weyburn has the following consumer segments: Keep on Trucking (49.7%),
Suburban Recliners (20.9%), Value Villagers (14.5%), Kick-Back Country (11.7%), Juggling Acts (3.1%).
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CA $561,668,488

CA $50,877
Per capita income
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6 SWOT
Analysis
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6 SWOT Analysis
6.1 Strengths
•

Successful positioning of the City as a safe and affordable community with a welcoming environment.

•

Active and engaged City Council and Administration seeking to understand the community demographics, retail
market, and commitment to making Warman the ideal place to live, work, and play.

•

The intent and desire of City Council to transform Warman to a self-sufficient edge community rather than a
traditional bedroom community of Saskatoon.

•

An exceptional, well-designed, and comprehensive City website with useful integrations (e.g., campground
reservations, My Recreation account management).

•

Excellent population demographics to support an expanding retail sector: a young population that is rapidly
growing, is highly educated, high incomes, and high levels of home ownership.

•

Located adjacent to a highway that is the primary route to access northern Saskatchewan, with an estimated
daily traffic of 20,600 vehicles per day (2018).

•

Dominant in the region for certain retail sectors.

•

Excellent Household Spending Potential Index scores across several retail categories.

•

Overall commercial real estate prices including the cost of land, net rent and average occupancy costs are lower
than Saskatoon.

•

Abundant land commercial land, as well as competitively priced industrial land.

•

Lower costs for residential properties.

•

Lower commercial property taxes than Saskatoon

•

Development-driven, specifically with a streamlined construction permit process

•

Development is quicker than in Saskatoon from application to constructed building
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6.2 Weaknessess
•

Current health services are privately-owned enterprises occupying commercial space. Privately-owned clinics
serve the immediate community and likely do not attract enough people to the area for daytime work from
other centres. Government-operated departments comprise the top four employers in Saskatchewan, with the
Saskatchewan Health Authority being the largest with 54,000 more employees than the second top employer.
With no permanent Saskatchewan Health Authority-operated facilities located in Warman, there is no draw for
daytime workers from the area nor visitors for the purposes of health services.

Table 6.1: Saskatchewan’s top four employers (2020)

Source: IIMMI Group

•

Established commuter culture and loss of approximately 29.1% of daytime population for non-local employment.

•

Retail outflow, or loss of retail expenditures, to Saskatoon and Martensville due to geographical proximity.

•

Although there is land for sale, there is no current commercial retail enterprises adjacent to Highway 11.

•

Major highways do not go through Warman.

•

Specialty retailers catering to a particular ethnicity (e.g., Asian grocery stores in Saskatoon) may bypass Warman
in favour of Saskatoon, or potentially Martensville as it has a slightly more diverse population.

•

Lack of a business park (or modern office space hub) for businesses to potentially locate head offices or
corporate enterprise directly in Warman in order to increase overall daytime population.
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6.3 Opportunities
•

Investigating how Warman can be the site of ancillary health services provided in a Saskatchewan Health
Authority-operated facility.

•

Focusing the development of a plan to support and expand the commercial sector in order to increase daytime
population over time.

•

Similar gaps in sectors and services to Martensville means that Warman could seize the opportunity to be the
first to fill the gap.

•

Explore the profitability of multifamily investment in Warman for developers. Multifamily has weathered the
pandemic well and is one of the better performing asset classes for investors looking to expand multifamily
development.

•

Although out of scope for this project, Warman has a strong home-based business sector that could be evaluated
and supported in terms of growth.

•

Encourage development of a hybrid fitness sector with a mix of in-person and online offerings.

•

Explore options for retailers in the clothing and accessories retail sector.

•

Investigate the desired automotive sector services by Warman residents, specifically in automotive parts, service,
and car wash.

•

Development of the amusement retail sector to draw additional consumers from the region, specifically
Martensville. 

•

Abundant land available for development (both on market and off market) that can be offered with competitive
pricing as an alternative to Saskatoon and Martensville.

•

Increase the in-migration of new Canadians either by attracting new residents new to the country from the city of
Saskatoon or by way of increasing the direct immigration from out of country to Warman. 

•

Currently, commercial real estate market reports are published for Saskatoon and Regina only. Being the first
small Saskatchewan market to publish regular market reports could provide Warman a competitive advantage.

•

Targeting local and regional franchise growth rather than large conglomerate corporations at this time.
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6.4 Threats
•

The highway commercial land for sale being at par with Saskatoon commercial land. This may be deterring
commercial development on highway commercial zoned land adjacent to Highway 11. Developers may consider
the pricing similarity and select commercial land in Saskatoon rather than the land in Warman. A caveat is that
the City of Saskatoon is a developer and can therefore directly control land prices whereas the City of Warman
land is offered by third party development firms.

•

Direct retail sector competition from Martensville and Saskatoon for consumer dollars.

•

Martensville developing exclusivity in one or more retail sectors that rank the highest on the Warman Household
Spending Potential Index (Section 7.14: Warman Household Spending Potential.)

•

Commercial real estate leasing net rental rates increasing, in the future, to be at par with Saskatoon leasing rates,
particularly in neighbourhoods with demographics and PRIZM segmentation profiles like Warman.

•

Given that retail wages are typically lower, a potential lack of affordable housing, particularly multifamily rental
buildings, is a threat to the expansion of the retail sector.

•

The retail market expanding more quickly than the pool of available workers residing in Warman.

•

Uncertainty by developers or investors around the future intent of the City in developing a highway commercial/
retail district.

•

As the population ages, the elderly population migrating out of the community in favour of Saskatoon either in
relation to provision of health services and/or lack of suitable, affordable senior housing and in-home personal
services.

•

Building new is challenging. Overall capital to commit can be larger in secondary communities with fear of return
on the investment by developers. 

•

Impact of COVID on the development industry, with respect to cost – Saskatoon, Martensville, and Warman are
now similar in terms of cost. 

•

Leasing: Saskatoon will always hurt secondary markets as long as there is vacancy and availability.

•

Martensville’s expansion activity in the development of multifamily and residential housing.
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7 Data
Analysis
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7 Data Analysis
7.1 Comparison Markets

The project team selected comparison markets in collaboration with the City of Warman. When the comparison
markets were selected it was presumed that each market was similar in population demographics and therefore comparable to Warman’s retail market. Of the cities selected, three are classified as bedroom communities
(Martensville, an aggregated White City and Emerald Park, and Lacombe, Alberta) and the remaining three are
considered regional hubs (Melfort, Humboldt, and Weyburn).
Overview
The City of Warman’s retail market ranked favourably when compared across all spending categories on a per
household basis within the market region of Warman, Martensville, and Saskatoon. Additionally, Warman ranked
higher than Martensville in nine out of twelve retail sector categories. 
With respect to spending categories, the top four spending categories in Warman were found to be:
1. Food ($15,145 per household for both in-store and restaurants)
2. Automotive ($12,401 per household)
3. Furniture/Appliances/Décor/Garden ($7,298 per household)
4. Entertainment ($5,934)
Although not in the top four, other strong spending categories were: Clothing/Accessories including Athletic Wear
($4,054 per household); Healthcare services, excluding those provided by the Saskatchewan Health Authority, ($4,125
per household); and Personal Care services ($4,003 per household).
Of the categories assessed in the comparative analysis, Warman ranked second highest (per capita) in the following
six retail sectors: 
1. Food
2. Automotive
3. Furniture/Appliances/Décor/Garden
4. Clothing
5. Entertainment
6. Personal Care

Figure 7.1: Warman retail sector per thousand residents
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Summary: Warman vs the Martensville retail market
When comparing the active business data between Martensville and Warman, both cities were found to have the
same four dominant retail categories: General Retail (21%), Restaurants (21%), Automotive (12%), and Personal
Services (12%).
•

Warman residents nearly outspend Martensville residents across all merchandise expenditure categories.

•

Between Martensville and Warman there is only one agricultural business operating in this region, and that
business is in Warman. 

•

Warman slightly outperforms Martensville in the Amusement retail sector on a per capita comparison.

•

Warman has slightly fewer automotive retail establishments than Martensville on a per capita comparison.

•

Warman slightly outperforms Martensville in the financial institutions retail sector on a per capita comparison.

•

Martensville outperforms Warman in the restaurant retail sector on a per capita basis.

•

Warman and Martensville both have a total of 14 businesses classified under the personal services retail
category. Warman has more businesses in Non-Medical Health with 29% of the category. Martensville has no
businesses in this category. 

•

Martensville has more businesses (21% per thousand residents) operating in the pet care services sub-sector
than does Warman (7% per thousand residents).

Warman vs Martensville retail growth potential
Statistics Canada administers the national Survey of Household Spending to quantify the spending habits of
Canadians. In 2020, Warman’s households spent 37% more than the national average across all spending categories,
while Martensville households spent 31% more. 
The Warman population is young and growing, well educated, and affluent. When assessing the household Spending
Potential Index, the residents of Warman significantly outspent the national average for household expenditures in
the following top 5 categories:
1. Personal insurance payments and pension contributions: total ($)
2. Recreation: Total ($)
3. Games of chance (net): Total ($)
4. Gifts of money and contributions: Total ($)
5. Shelter: Total ($)
Martensville residents, in comparison, outspent the national average for household expenditures in the following top
five categories:
1. Personal insurance payments and pension contributions: total ($)
2. Recreation: Total ($)
3. Shelter: Total ($)
4. Household Operation: Total ($)
5. Games of chance (net): Total ($)

73

Summary: Warman vs the comparison hub markets
In the analysis of the comparative markets, it was found that three of the comparison markets (Humboldt, Melfort,
and Weyburn) possessed particular characteristics unique to them. These three markets were classified as regional
hubs on the basis of: geography and situated further away from a larger centre classified as a CMA by Statistics
Canada (such as Prince Albert, Saskatoon, or Regina), plus serve as the primary retail market for the surrounding
rural municipalities. These hubs have a greater diversity of retail and service sectors in their respective communities. 
As expected, the regional hub markets outperformed, and outranked, Warman and most of the other bedroom
communities in every category on a per capita basis. Warman and the other bedroom communities’ low ranking in
the Medical, Professional Services, and hotel sector may indicate an opportunity for growth in Warman. However, the
findings suggest that the hotel sector may be challenging to develop in Warman if done in isolation to other strategic
growth initiatives within the broader Warman economy. The key drivers of hotel demand and growth in the regional
hubs appears to be the size of the local business community, Saskatchewan Health Authority-provided services,
recreation facilities, and the intersection of major highways adjacent to one or more of the retail and commercial
areas.
The regional hubs may have higher rankings due to government and Saskatchewan Health Authority services
provided within the community. In each case, the hubs serve their respective regions, and this directly translates to
increased travel to obtain services. This regional concentration of services could suggest that the private medical
sector may be difficult to expand in Warman without the parallel development of permanent Saskatchewan Health
Authority-operated services. That said, with Warman’s young and rapidly growing population, a collaboration
between the City of Warman and the Saskatchewan Health Authority may be a possibility to explore as one strategy
to increase overall daytime population in order to support and sustain an expansion of the local retail market.
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7.2 Business License Data

The City of Warman Economic Development Officer provided Colliers with business license data for currently operating businesses in the market area. Of the business license data provided, 143 active businesses were classified into
one of the retail sectors relevant to the City of Warman and were therefore included in the comparative analysis. The
business license data from the City of Warman was considered against the data from the six comparison markets.
Of the 143 active, and relevant, businesses included in the analysis, it was found that 66% of Warman’s businesses
are operating in four retail categories: General Retail (31%), Restaurants (13%), Automotive (12%), Personal Services
(10%).
When the same analysis was applied to the Martensville active business data, it was found that, of the 111 active
businesses, these same four categories are the predominant retail sectors in the city: General Retail (21%),
Restaurants (21%), Automotive (12%), and Personal Services (12%).
The homogeneity of both the Warman and Martensville retail markets may indicate a perceived lack of diversity that
may contribute to retail outflow, or lost sales, to the Saskatoon market within the broader region. That said, the lack
of diversity found in the active business data demonstrates that there are opportunities here for new and different
retail businesses to establish in Warman and cater to both cities population’s preferences and needs.

Figure 7.2: Number of active businesses in Warman and the six comparison markets

75

7.2 Business License Data
Figure 7.3: Warman – number of businesses by retail sector
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7.2 Business License Data
Figure 7.4: Martensville – number of businesses by retail sector
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7.3 Spending Data - Overview

Underperforming sectors were identified within the Warman retail market by the following criteria: the sector has less
participants per capita as compared to other markets with similar characteristics, and that has realistic potential for
growth within the city of Warman. Warman’s ranking in merchandise spending data for each sector was compared to
Martensville, and then to all other comparison markets.
Table 7.1: Merchandise expenditures per household – regional summary
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7.3 Spending Data - Overview
Table 7.2: Merchandise expenditures per household – comparison markets
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7.4 Spending Data - Agriculture Sector
Agriculture sector – Key findings
The Agriculture sector includes those businesses selling farm equipment as well as feed and general farm supplies.
Expanding in this sector could create drive within the region to come to Warman for basic farm and agriculture supplies
•

Between Martensville and Warman only one business operating in this region, and that business is located in
Warman. 

•

Lacombe and Emerald Park/White City have significantly more Agriculture based businesses at 0.64 per thousand
and 0.78 per thousand, respectively. 

•

As of August 2020, Farm Products made up the largest portion of exports originating in Saskatchewan according to
the Provincial government 

•

Easy access between Warman and surrounding communities such as Martensville, Dalmeny, Osler, Hague and
the RM of Corman Park may facilitate Warman’s evolution into a small regional hub for these products, however
competing with Saskatoon for some of the larger equipment dealers may be challenging. 

•

Significant agriculture sector businesses operating in other markets that do not currently operate in Warman:
Schenns Farm Supply (Humboldt), Quibell Feeds (Melfort), Cow Town (Weyburn) and many Co-Op Agro Centres
across several of the comparison markets.

Figure 7.5: Warman vs Martensville - Agriculture Sector: Retail (per thousand residents)

Figure 7.6: Agriculture Sector: Retail (per thousand residents)
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7.5 Spending data – Amusement sector
Amusement sector – key findings
Businesses in the Amusement sector include dance studios, gymnastics studios, arcades, bowling alleys, movie theatres
and any other business where residents may go for a fun activity. Excluded from this category were civic recreation
centres. This sector has, as a whole, struggled throughout the COVID-19 pandemic and strategies to attract these types
of businesses to Warman may be challenging in the short term. That said, in Warman, this sector is one of the highest
spending categories per household. Post-pandemic opportunities may exist for Warman to grow this sector.
Warman slightly outperforms Martensville and Emerald Park/White City in this sector, and falls far behind all other
markets Lacombe, for example, has 0.64 amusement businesses per thousand compared to just 0.20 per thousand in
Warman. Melfort has 0.49 Amusement businesses per thousand and Weyburn, Lacombe and Humboldt all have over
0.60 per thousand.
The regional hub markets of Melfort, Humboldt, and Weyburn and the bedroom community of Lacombe all have at
least one bowling alley and at least one movie theatre. Warman and Martensville have neither of these.

Figure 7.7: Warman vs Martensville - Amusement Sector: Retail (per thousand residents)

Figure 7.8: Amusement Sector: Retail (per thousand residents)
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7.6 Spending data – Automotive sector
Automotive sector– key findings
Businesses in the Automotive sector includes dealerships for personal automobiles, recreational vehicles and industrial
equipment as well as parts retailers and service businesses commonly found within retail developments such as lube
shops and car washes. Provincially, Motor Vehicle and Parts Dealers make up a significant amount of retail trade. In the
first quarter of 2021 sales in this category were up 35.6% from the same period in 2020 and it is the largest category of
those that the government reports on. Similar to the Agriculture sector, competing with Saskatoon for dealerships may
be challenging, however expanding parts retail, service, and car washes could take advantage of the high per household
auto spending in Warman and thus grow this sector in a meaningful way. 
•

Warman ranks in last place in this sector with only 1.15 per thousand auto businesses.

•

Lacombe outranks every other market in the analysis with 2.86 per thousand auto businesses.

•

Of the top three markets in this sector (which also include Humboldt and Melfort) Lacombe has the most expansive
and diverse auto sector with large numbers of parts retailers, personal auto dealers representing many major
manufacturers as well as second-hand auto dealers, equipment dealers, recreational vehicle dealers and a larger
number of lube and service oriented businesses than any other market.

Figure 7.9: Warman vs Martensville - Automotive Sector: Retail (per thousand residents)

Figure 7.10: Automotive Sector: Retail (per thousand residents)
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7.7 Spending data – Fitness Sector
Fitness sector– key findings
The businesses included in the Fitness sector analysis includes all gyms, and excluded are any gyms or facilities located
in a residential home or a civic recreation centre. The fitness sector has struggled to remain viable and generate
revenue throughout the pandemic. Restrictions on indoor gatherings as well as masking requirements has made for an
unpredictable business environment.
Prior to the pandemic, the fitness sector was growing quickly and changing composition in major centres like Saskatoon.
In addition to large scale gyms such as Goodlife Fitness, Planet Fitness and Motion Fitness (that tend to occupy 30,000
square feet or more) boutique fitness was a rapidly expanding sub-sector within the fitness category. Boutique,
specialized gyms that focus on yoga, circuit training, spin classes, barre classes, for example, were expanding into
smaller spaces in both regional and neighbourhood shopping centres. 
•

Warman ranks last in this sector with only 0.27 per thousand fitness businesses. The other bedroom communities
rank significantly higher. Lacombe and Martensville each have 0.43 per thousand fitness businesses while Emerald
Park/White City having 0.56 per thousand fitness businesses. 

•

Weyburn, a regional hub, has a higher average age than all but one comparison market possesses the most fitness
businesses per capita at 0.61 per thousand. 

•

Of the major national and regional chains operating large scale gyms there is only one in all of the comparison
markets; a Goodlife Fitness in Lacombe. The fitness sectors of all other markets, including Warman are a mix of
national chains and local boutique operators all likely operating in no more than 6,000 square feet.

•

The low average age and high average household income of Warman indicates that residents have the lifestyle
priorities and disposable income to support more fitness businesses. While in the short-term this may be a difficult
sector to grow, evidence would suggest that more fitness businesses could be located in Warman at some time in
the future, provided they are those that have adapted to the operating climate in this industry.
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Figure 7.11: Warman vs Martensville - Fitness Sector: Retail (per thousand residents)

Figure 7.12: Fitness sector retail (per thousand residents)
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7.8 Spending data – Financial Institutions Sector
Financial Institutions sector– key findings
The Financial Institutions sector includes traditional banks and credit unions with retail locations. While many services
typically offered in this sector are moving online, and the players involved continue to assess the function and need
for physical space, new retail development still manages to attract major financial institutions who jostle for strategic
locations within a given market. Growing this sector within Warman may likely require new retail development with
diverse tenant mixes.
•

Warman ranked second last in this sector with only 0.14 financial institutions per thousand. This is well below
Lacombe with 0.57 per thousand and Humboldt and Melfort who rounded out the top three ranked markets with
0.65 per thousand and 0.82 per thousand respectively.

Figure 7.13: Warman vs Martensville - Financial sector retail (per thousand residents)

Figure 7.14: Financial sector retail (per thousand residents)

85

7.9 Spending data –Restaurant Sector
Restaurant Sector– key findings
Nationally, the food service sector is attracting increased sales and a larger share of household budgets. Food service
establishments have become more prominent as well as more important anchor tenants that attract consumers to
larger shopping centres. The food service sector (NAICS 722) identifies six broad groups of commercial activity within
the larger food services sector: 
1. Food service contractors (722310)
2. Caterers (722320)
3. Mobile food services (720330)
4. Drinking places (alcoholic beverages) (722410)
5. Full-service eating places (722511)
6. Limited-service eating places (722512)
The two main sub-sectors that make up 90% of the commercial activity in this retail sector are full-service restaurants
and limited-service eating places. Furthermore, drinking places and food service contractors are experiencing
decreases in the number of businesses. We incorporated drinking places (alcoholic beverages) in the full-service subsector category, and excluded food service contractors, caterers, and mobile food service establishments from this
market analysis.

Full-service eating places
Full-service restaurants are comprised of establishments that provide food services to customers who order and are
served while seated, and who typically pay after eating.

Limited-service eating places
Limited-service eating places are comprised of establishments who select items at a counter or order line and pay
before consumption, whether the consumption takes place on-site or via take-out/delivery. 
Market research conducted by Ryerson University’s Centre for the Study of Commercial Activity (CSCA) has found
that, by and large, the LSE sub-sector is largely comprised of chain (75%) and franchise (90%) based eating places. Of
these establishments, the majority (over 50%) are from the top 5 US-owned conglomerates. The largest chains in this
sub-sector tend to be US-owned and the smallest Canadian headquartered.
•

Warman ranked second last in this sector with only 1.29 restaurants per thousand; ahead of only Emerald
Park/White City with 1 restaurant per thousand. Martensville, which was the next lowest, has 2 restaurants per
thousand and both Humboldt and Melfort topped the list with an almost identical number of restaurants per
thousand at 3.25 and 3.27, respectively. 

•

The composition of LSEPs vs. Full Service was found to be identical between Warman and Martensville, with each
city having five more LSEPs than full-service establishments. 

•

Except for Lacombe, it was found that the bedroom communities of Warman, Martensville, and the White City/
Emerald Park aggregate had a higher percentage of LSEPs than full-service - over 60% for each.
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7.9 Spending data –Restaurant Sector
•

Lacombe and the hub markets of Melfort, Humboldt and Weyburn had a more even distribution of LSEPs and
full-service establishments. The fact that the two highest ranking markets in this sector are those that also have
the lowest average household incomes was surprising, however Melfort and Humboldt also have two of the lowest
outbound commuter numbers at 22% and 24% respectively. This reinforces the importance of daytime population
for many restaurants.

Considerations for the Warman restaurant sector
For an establishment to thrive in any given market it needs to be in a market area that has potential for sufficient
revenue. The Warman retail consumer base is comprised of a homogenous PRIZM segments (All-Terrain Families
(87.2%), Happy Medium (8.8%), and Family Mode (4.0%). Most of these segments tend to be mobile, have upper-middle
incomes, and are busy with young families. The All-Terrain Family segment will typically purchase food at burger and
taco restaurants. While the Happy Medium segment prefers to opt for take-out when desiring a change from the usual
and tend to patronize casual family and drive-through restaurants. The Family Mode segment makes up the smallest
segment of Warman’s consumers and they will typically prefer to purchase food from Pizza Hut and casual family
restaurants.

Figure 7.15: Warman vs Martensville - Restaurant sector retail (per thousand residents)

Figure 7.16: Restaurant sector retail (per thousand residents)

87

7.10 Spending data – General Retail sector
General Retail– key findings
For this analysis, the category of General Retail was used to summarize and compare the retail establishments
not captured in one of the seven larger sectors in this analysis. General retail includes the sub-sectors: auction,
books/music, brewery, cannabis, cellular, clothing, department, electronics, financial, florists, food, hardware,
health, home/furniture/décor/garden, jewelers, office, other, pet, second-hand merchandise, sporting goods.
Some of the businesses in this category are not underperforming sub-sectors. Therefore, this analysis considers
only those general retail sub-sectors that are underperforming as indicated by the spending data. 
General retail sub-sectors that are areas of opportunity for Warman due to under-representation in the market
include: Books/Music, Health, Pet and Second-Hand categories. Each of the preceding sub-sectors represent less
than 3% of the total sector category:
•

Healthcare spending, which includes healthcare equipment, accessories, pharmaceuticals and procedures
not covered by government healthcare, is a category that totaled just over $18,000,000 in 2020

•

Although the Pet sub-sectors is not a major category in Warman, the has only one specialty pet retailer and
fewer pet service providers than Martensville. The ratio of spending to businesses in these two categories
suggests there is room for growth in both pet retail and pet professional services such as grooming services.

Figure 7.17: Warman vs Martensville – General retail sector (per thousand residents)
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General Retail: Department sub-sector
The most notable category within this sector that was found to be underperforming was the Department subsector within the General Retail category. The Department sub-sector is a broad category and captures business
that sell a variety of items that cannot be captured by one category alone. Examples of retailers that are classified
in the Department Retail sub sector include: discount stores such as Dollarama, general merchandise retailers like
Canadian Tire, and mixed merchandise, food and pharmacy services providers such as Shoppers Drug Mart.
The markets with the highest percentage of department stores in the General Retail category include Melfort and
Humboldt with 20% and 13%, respectively. 
Department Retail sub-sector businesses present in some of the comparison markets but not in Warman include
Walmart, Canadian Tire, and Shoppers Drug Mart. Of the top 100 retail chains operating in Canada:
•

Walmart Supercentres ranks 2nd with $24 million in retail sales in 411 stores occupying 60,402 square feet of
commercial retail space and employing over 97 thousand Canadians.

•

Shoppers Drug Mart/Pharmaprix rank 3rd with $12.6 million in retails sales in 1,337 stores occupying 13,874
square feet of commercial retail space and employing over 41 thousand Canadians. 

•

Canadian Tire ranks 7th with $7.2 million in retail sales in 503 stores occupying 21,900 square feet of
commercial retail space and employing over 58 thousand Canadians.
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Table 7.3: General Retail – per thousand residents
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7.12 Spending data – Personal Services sector
Personal Services sector– key findings
Personal Services Retail includes a range of businesses associated with personal care including services such as funeral
services, non-medical health services, salons, barbers, pet care services and massage. The number of home-based
businesses operating in both Warman and Martensville in this sector is notable and may present an area for exploration
and further analysis by the City of Warman. However, only those businesses operating in a commercial real estate space
were included in this analysis. 
•

Warman and Martensville both have a total of 14 businesses classified under the personal services retail category.
Warman has more businesses in Non-Medical Health with 29% of the category compared to none in Martensville. 

•

Martensville has more businesses (21% per thousand residents) operating in the pet care services sub-sector than
does Warman (7% per thousand residents).

•

The Salon/Barber sub-sector includes personal services businesses such as nail salons, esthetic salons, tanning salons
and tattoo shops. This sub-sector was the largest category in the personal services retail category for every market
analyzed. Martensville was found to have slightly more businesses than Warman in this sub-sector.

•

The second largest sub-sector in this category for most of the markets analyses was the Massage sub-sector.
However, Warman and Martensville have the same number of businesses per thousand in this sub-sector.

Figure 7.18: Warman vs Martensville – Personal Services Retail (per thousand residents)

Table 7.5: Professional Services Retail – number of businesses per thousand residents
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7.14 Warman Household Spending Potential

The Household Spending Potential shows the amount spent on a variety of goods and services by households
that reside in Warman for 2020. Expenditures are shown by broad budget categories that are not mutually exclusive. Household spending does not equal business revenue. The Spending Potential Index represents the amount
spent in the area relative to a national average of 100. An SPI of 110 means that the area spends 10 percent more
than the national average on that good or service.
Table 7.6: Warman Spending Potential Index (2020)

Source: Environics
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Table 7.7: Warman Spending Potential Index (2020)

Source: Environics

Table 7.8: Martensville Spending Potential Index (2020)

Source: Environics
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Table 7.9: Martensville Spending Potential Index (2020)

Source: Environics

Source: Environics
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8 Retail Demand Analysis
Although there are commercial spaces located throughout the community, the primary commercial and retail
spaces are in three areas: along Central Street and the three adjacent streets of Sixth Avenue, Klassen Street and
Railway Street, along Centennial Boulevard, and the mix of land zoned highway commercial and industrial in
the southern half of the City.
8.1 Warman’s Commercial Areas
Central Business District
•

Warman’s downtown, located along Central Street.

•

Challenges may include mix of non-conforming residential dwellings mixed with commercial spaces in the area,
commercial spaces are dispersed and separated from each other due to early development that has led to single
detached dwellings being located along Central Street.

•

Strength of this area is the location on the main arterial road leading into the community from Highway 11.

Centennial Business District
•

Warman’s primary commercial district and the newest retail-focused development located along Centennial
Boulevard.

•

Challenges may include lack of visibility from Highway 11.

•

Strengths include new commercial spaces for potential businesses with a mix of tenants to attract consumers,
east-side of the development bordered by residential development, in close proximity to the Legends facility.

South Industrial
•

Land in the south half of the City that is zoned highway commercial as well as industrial.

•

Strengths include current available land for potential developers alongside the busy Highway 11 between
Saskatoon and Prince Albert, excellent visibility from Highway 11.
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Source: Colliers CRM+, City of Warman Planning Department

* Note: Dataset for Martensville total retail inventory is incomplete and actual vacancy is likely lower than table
value.

8.3 Land Availability
Retail Land Comparison
Warman has approximately 97.76 acres of serviced commercial land for sale at an average asking price of
$473,768 per acre. This number includes the land zoned M1 – Light Industrial District as several of the permitted
uses in the M1 – Industrial District include retail operations such as agricultural machinery sales and services,
bakeries, gas bars, personal service establishment, veterinary clinics. 
Martensville, on the other hand, there are only 31.93 acres available at an average asking price of $553,000 per
acre.
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9 Considerations & Next Steps
This report seeks to identify features in comparison markets that may contribute to a vibrant commercial sector.
A comparative demographic and high-level market analysis between Warman and six similarly-sized communities was carried out between June to October 2021.
9.1 Methodology & Community Selection
The comparison communities were selected because they have populations of similar size to Warman and a highway
that is adjacent to or that runs through the city. Additionally, regional hubs were included because of the
communities’ primary/central retail sectors having been developed around a major highway corridor.
Highway commercial strip corridors are common in smaller towns and cities, as seen in the regional hub market data,
and these areas contribute to profitability and success for businesses. The intention was to examine what specific
features these markets possess that Warman could feasibly adopt or tailor as a strategy to expand the retail market.
Although these communities are not directly comparable to Warman, the populations in terms of size are similar and
provided the best comparator markets in the province.
Vibrant cities can contain substantially larger numbers of people during the typical workday than during evening
hours, and we wanted to consider the factors contributing to the regional hubs’ increased daytime population. It was
suspected that the increased daytime population, as compared to total population, was related to primary health
services, key infrastructure, and the ancillary services to both, as well as providing a larger central retail area for the
region.
Warman’s location adjacent to Highway 11 is a competitive advantage and presents an opportunity to develop the
commercial area because of the high volumes of traffic to and from northern Saskatchewan. Selection of the hub
markets for comparison was to answer the question “how important is the highway corridor to the retail market”. The
intent was to consider how these populations have grown into their current retail markets and if there are features
that Warman could adopt, adapt, or consider to grow its retail market.
The following communities in close proximity Saskatoon were excluded from analysis for the reasons identified
below:
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9.2 Key Outputs Provided

Note: Tables and infographics listed above have been provided in a separate Microsoft Word document for use in future marketing materials.
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9.3 Considerations
9.3.1 What now?
Further investigation is needed for a granular investigation of the retail market. This document’s intention was to
provide a retailer or developer with an understanding of Warman and its demographics as well as information
required to evaluate the potential for sales. Some ideas that the City may want to pursue may include:
•

Policy and process analysis of the touch points between the City and home-based businesses. Are there
opportunities for process improvement or initiatives the City could take to support the development of Warman’s
home-based entrepreneurs.

•

Identification of data gathering to assist in the targeting of potential retailers (E.g., a consumer intercept survey
to gather market research from the residents of Warman on which services/businesses they would most like to
have in the community, commercial traffic counts within the City of Warman)

•

Conducting a comparative case study of two similar markets, Estevan and Weyburn, that served the same
primary industry (oil and gas) but that grew at different rates. Uncovering the crucial key factor(s) that led one
economy to grow and the other not may provide the City of Warman ideas and strategies for planning growth
and development over the long term within the commercial sector.

•

Publication of commercial real estate market reports (for one or more asset class) – the frequency would be
based on the most feasible schedule for the City given the movement in the five asset classes identified above. 

•

Assessment of land sales in Warman: how long is land on the market, how is price different between serviced/
partially serviced/unserviced land, how long does it take a property owner from purchase to development and is
there any administrative barriers that the City can remove to speed up the development process

•

Analysis of the home-based business sector and opportunities that exist to support the expansion of these
businesses. Understanding the threshold and identify key indicators that signal when home-based business
owners make the transition into larger commercial enterprise. May require intercept surveys, yearly financial
data, evaluating the sectors in which the commercial activity is placed.

•

An in-depth potential sales analysis for specific types of businesses in a particular commercial area. An example
would be examining the potential fuel sales of a proposed gas station as a function of passing traffic along
Highway 11. The major factors that could be considered may include average fill, interception rate, trading
days in a month, and an updated total vehicles. The purpose of such an analysis would be to investigate the
interception rate required by a retailer to support sales at that site.

•

A thorough and detailed quantification of the City’s current commercial supply for all asset classes in order to
determine current supply versus demand in terms of supportable retail floorspace and resulting sales inflow and
outflow estimates.
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9.3.2 Quick Wins
Growth of a retail market is a stepped, longer-term project. However, quick wins building on this report could include:
•

Identifying potential local and regional retailers that may experience successful retail sales in Warman.

•

Reviewing the material in this report and selecting those items that would be of interest to potential retailers, and
developers or investors.

•

Development of marketing and promotional materials that incorporate infographics, data, and/or findings from
this report.

•

Capitalizing on the connectedness of the community in Warman by conducting consumer intercept survey(s) to
identify preferred retailers for the community or perceived retail service gaps.

9.3.3 Concluding remarks
The tables, figures, and infographics in this report were designed to provide a realistic expectation for potential retail
sales in Warman relative to the composition of the community and the consumer segments.
Warman’s educated and affluent population is an asset and bodes well for retail development in the city. The
underperforming markets analysis provides a starting point for the City to explore opportunities that would be a good
fit with the needs of the population and would also provide a Warman-specific retail experience unique to the region.
The biggest challenge that Warman will face in growing the retail market is the pressure by way of competition from
the neighbouring markets of Saskatoon and Martensville in the draw of both consumer dollars as well as potential
retailers. The City may want to consider exploring those specific and unique features of Warman, not available in
other regional markets, that will make the community stand out as an exceptional location for retail businesses.
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Glossary of Terms and Acronyms
Census Subdivision (CSD)~: The general term for municipalities (as determined by provincial/territorial legislation)
or areas treated as municipal equivalents for statistical purposes. 
Census Metropolitan Area (CMA)~: Area consisting of one or more neighbouring municipalities situated around a
core. A census metropolitan area must have a total population of at least 100,000 of which 50,000 or more live in the
core. A census agglomeration must have a core population of at least 10,000.
Daytime Population: Is an estimate of the population that covers both residents and workers during the day. The
data source used for calculating daytime population does not distinguish if workers are in an area predominantly
between the hours of 9:00 a.m. and 5:00 p.m. or during some other time of the day. However, while there is no
way to identify specific workday hours, workday activities typically occur Monday through Friday between 9:00 a.m.
and 5:00 p.m. At time of writing the report, we do not have the information specific to daytime population and the
numbers provided is an estimate based on advanced statistical modelling techniques.

Grocery or Community Centre*: Mid-size to larger enclosed or unenclosed centres with a community-oriented
focus, offering products and services for daily needs, but with an expanded soft goods and services component.
Anchors often include supermarkets, drugstores, discount department stores and similar outlets, but can also
include “big box” outlets in categories such as apparel, home improvements, electronics and others. 
Neighbourhood or Strip Centre: Smaller to mid-size unenclosed centres, intended for convenience shopping
for the residents of the surrounding neighbourhood. These centres are often anchored by smaller supermarkets,
drugstores, discount stores, etc., with a mix of smaller, attached retailers.
Power Centre: Larger “open air” centres, typically in arterial locations, comprising a cluster of mostly freestanding,
large-format “big box” stores, with ample surface parking adjacent to the stores and throughout the centre. Tenant
mixes tend to reflect anchors such as discount department stores, home improvement/hardware, electronics, office
supplies, cinemas, fashion outlets, etc., with few smaller CRUs.

~ Source: Statistics Canada, https://www150.statcan.gc.ca
* Definition source: NAIOP, the Commercial Real Estate Development Association www.naiop.org
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Regional Hub Market: In the analysis of the comparative markets, it was found that three of the comparison
markets (Humboldt, Melfort, and Weyburn) possessed particular characteristics unique to them. These three
markets were classified as regional hubs on the basis of: geography and situated further away from a larger centre
classified as a CMA by Statistics Canada (such as Prince Albert, Saskatoon, or Regina), serve as the primary retail
market for the surrounding rural municipalities.
Regional Shopping Centre: Larger enclosed malls characterized by multiple anchors (typically including department
stores/mini-anchors) complemented by numerous smaller retailers (CRUs). The CRUs are generally oriented inwardly
with stores connected by internal walkways (malls) and with numerous common entrances. They tend to reflect a
high proportion of national tenants, with a broad mix of categories. 
Retail Inventory*: The total number of buildings and total square footage (net rentable area) in the competitive
inventory. Buildings under construction are not part of total inventory. Total inventory increases when a new
building is delivered and decreases when an existing building is demolished or changes use. Total inventory includes
properties under renovation if the building remains leaseable during the renovation but excludes properties
converting to a different use.
Trade Area: A geographical region in which a commercial enterprise transacts business. The size of a trade area is
based on the range of goods and services offered in the community as well as the proximity of the community to
competing trade area markets.
Underperforming Sector: Underperforming sectors were identified within the Warman retail market by
the following criteria: the sector has less participants per capita as compared to other markets with similar
characteristics, and that has realistic potential for growth within the city of Warman. Warman’s ranking in
merchandise spending data for each sector was compared to Martensville, and then to all other comparison markets.
Vacancy Rate*: A measurement expressed as a percentage of the total amount of vacant space divided by the total
amount of inventory. 
Visible Minority~: Visible minority refers to whether a person belongs to a visible minority group as defined by the
Employment Equity Act and, if so, the visible minority group to which the person belongs. The Employment Equity Act
defines visible minorities as “persons, other than Aboriginal peoples, who are non-Caucasian in race or non-white in
colour.” The visible minority population consists mainly of the following groups: South Asian, Chinese, Black, Filipino,
Latin American, Arab, Southeast Asian, West Asian, Korean and Japanese.
White City/Emerald Park Aggregate: White City (Census Profile: White City, Town) and Emerald Park (Census
Profile: Emerald No. 277) were combined into an aggregate, or combined to form a whole for the purposes of
market comparison. These two markets function as a single bedroom community despite being classified differently
in Statistics Canada’s Census Profiles. White City is approximately 3.4 km from Emerald Park, and most of the
population of the aggregate area resides in White City. Emerald Park, on the other hand, is the area where most of
the retail and commercial activity takes place around and in both White City and Emerald Park. In some instances,
population and commercial data is only available for the larger R.M. of Edenwold, which encompasses both
communities.
~ Source: Statistics Canada, https://www150.statcan.gc.ca
* Definition source: NAIOP, the Commercial Real Estate Development Association www.naiop.org
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Sources of Data and Information
During the course of the study, a number of information resources were used to quantify population demographics
and retail market supply and demand conditions. 
The following sources of information were used in this Retail Market Analysis:
•

City of Warman Official Community Bylaw No. 2015-11 and Schedule ”A” to Bylaw No. 2015-11

•

City of Warman Zoning Bylaw No. 2018-06

•

City of Warman business license data, 2021

•

City of Warman building permit data, 2021

•

City of Warman building information data, 2021

•

Saskatoon North Partnership for Growth (P4G)

•

City of Saskatoon, Evergreen Neighbourhood Concept Plan, 2009

•

City of Martensville Official Community Plan

•

Town of White City, Official Community Plan Bylaw No. 580-14, 2014

•

RM of Edenwold 158 Official Community Plan

•

City of Lacombe, Downtown Area Redevelopment & Urban Design Plan, 2013

•

City of Lacombe, Bylaw No. 263: Southeast Lacombe Area Structure Plan, updated 2018

•

City of Lacombe North Area Structure Plan, 2000

•

City of Melfort Official Community Plan, July 2019

•

City of Melfort Zoning Bylaw, August 2019

•

City of Melfort Basic Planning Statement Schedule “A” to Bylaw No. 96-08

•

City of Melfort Business Incentive Policy 7.4.40

•

City of Humboldt Background Report, 2016

•

City of Humboldt 2035 Community Plan

•

City of Weyburn Official Community Plan Bylaw No: 2020-3411 Schedule “A”

•

Weyburn Regional Economic Development, Weyburn Community Profile 2021
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Population demographics data and projection
Population demographics and PRIZM Segmentation Profiles were created through Colliers Hydra, which uses the
industry’s most comprehensive set of data sources and leading modelling techniques. Population demographic data
is obtained from a variety of data sources including the latest and historical Census data, current economic indicators,
post-censal estimates from federal and provincial governments, immigration statistics and economic data. The
population demographics presented in this report are estimates and projections to provide a comprehensive set of
demographics and socioeconomic attributes about the population of Warman and the six comparison markets. 
With the interruption to the ongoing Canadian Census, the last complete Census count was 2016 and demographic
information is derived from advanced statistical modeling techniques based on the 2016 Census data. At time of writing,
the 2021 Canadian Census demographic data has not been made available, and the release date of that information is
2022.
•

Colliers Hydra platform

•

Colliers Canada Research

•

Colliers CRM+

•

Environics

•

ESRI

•

McKinsey & Company, Elements of Success: Urban Transportation systems of 24 global cities, June 2018

•

Retail Council of Canada, Canada’s top 100 retailers, March 4, 2020

•

Deloitte, Global Powers of Retailing 2021

•

Government of Saskatchewan Traffic Map, 2018

•

Average Annual Daily Traffic, Government of Saskatchewan, 2020 

•

Centre for the Study of Commercial Activity, Research Insight: Major Food Services (MFS) in Canada

•

Statistics Canada, Table 20-10-0008-01 (Retail Trade), August 2020 to August 2021

•

Statistics Canada, Population growth rate by census metropolitan area, 2019/2020, Canada, 17-10-0135-01

•

Statistics Canada. Table 33-10-0270-01 Experimental estimates for business openings and closures for Canada,
provinces and territories, census metropolitan areas, seasonally adjusted

•

Statistics Canada, Retail e-commerce sales, Table 20-10-0072-01 Retail e-commerce sales (x 1,000)

•

Statistics Canada, Monthly Retail Trade Summary – May 2021

108

Appendix B
•

Statistics Canada, Working from home during the COVID-19 pandemic, April 2020 to June 2021

•

Conference Board of Canada, Canadian Outlook

•

MSCI

•

Hoovers

•

IIMMI Group

Home-Based Businesses Data
Although home based businesses are an important component of the commercial sector in Warman, they have been
excluded from analysis as they do not occupy commercial retail floor space and are therefore more challenging to
quantify. While understanding the composition and opportunities within the home-based business sector is important,
this information does not provide value to those parties interested in investment and development in Warman. That
said, it should be noted that home-based businesses assist in stimulating the local economy through the purchase of
local goods. Through expansion, home based businesses could lead to full scale enterprise, which may then require
commercial retail floorspace to continue operations.
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Key Outputs: Tables
Table 4.1: Warman total population, households and dwellings, 2020 - 2030

Source: Colliers, Environics
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Key Outputs: Tables
Table 4.2: Warman income and labour force, and median and average age, 2020 - 2030

Source: Colliers, Environics
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Key Outputs: Tables
Table 4.4: Warman population by age, 2020 - 2030

Source: Colliers, Environics
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Key Outputs: Tables
Table 4.5: Warman population 15+ by ethnic characteristics - 2020

Source: Colliers, Environics

Table 4.6: Warman population 15+ by ethnic characteristics - 2025

Source: Colliers, Environics
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Key Outputs: Tables
Table 4.7: Warman population 15+ by ethnic characteristics - 2030

Source: Colliers, Environics

Table 7.6: Warman Spending Potential Index (2020)
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Data Note: 2020 Household Spending Potential shows the amount spent on a variety of goods and services
by households that reside in the market area. Expenditures are shown by broad budget categories that are not
mutually exclusive. Household spending does not equal business revenue. “Current year $” refers to a currency in
the current time period. The term “constant year $” refers to dollars of several years expressed in terms of their value
(“purchasing power”) in a single year.
Source: Colliers, Environics

Table 7.7: Warman Spending Potential Index (2020)

Data Note: 2020 Household Spending Potential shows the amount spent on a variety of goods and services
by households that reside in the market area. Expenditures are shown by broad budget categories that are not
mutually exclusive. Household spending does not equal business revenue. “Current year $” refers to a currency in
the current time period. The term “constant year $” refers to dollars of several years expressed in terms of their value
(“purchasing power”) in a single year.
Source: Colliers, Environics
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