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Awesome Power of Markets

% of Shoppers that 
Spend on Nearby 

Retail
Average Spend in 

Market

Additional Spend 
@ Neighboring 

Businesses Source

58% $71 $20 2008, St. Lawrence 
Market, Toronto

60% $10 $9 2002, PPS - Project for 
Public Spaces
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Three Requirements for Public Market

 Distinction – what are you known for?
 Variety – many vendors all slightly different
 Flow – within Market and Downtown

• Natural progression• Natural progression

Urban Marketing Collaborative 

Setting the Vision

 What is it?
 How is it different?
 One-of-a-kind element
 A must-see place to be
 Prioritize consumer target markets

• Local urbanites
• Regional families
• Employees
• Tourists
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Leadership – Who is in Control?

 Problem – Vendors are in control, lack of 
leadership
 Cannot do urban upgrades if not willing to 

change the organization
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Site Selection – Don’t Let Deal Decide
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Capital and Operating Budgets

 Rent is an opportunity to do sales
 Better locations drive better rents
 GLA can be 55% to 65% of total space
 Rents within a building should be based on  Rents within a building should be based on 

products sold and location
 Subsidies will vary greatly
 Rarely can markets pay capital costs but should 

be able to break even
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Marketing and Events

 Ensure marketing is well funded
 Full-time public markets have to be 

programmed
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Has not 
heard of the 

brand

Knows the 
brand

Understands 
the brand

Perceives 
the brand 

to be 
better

Buys/uses 
the brand

Will 
choose the 

brand in 
the future

Recommends 
the brand to 

others

Unaware Aware Understands Accepts Purchase Loyal Advocacy

Awareness Campaigns
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Education and Understanding

 Connect product to the place
 Terroir – uniqueness of a region
 Pairing of food and wine – same regions share a 

common land; culture and history
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Brick Works Market
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Buy Local Menus

Urban Marketing Collaborative 

Eco Source – Work with Students
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Eco Source – Work with Students
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Educating the Consumer

Toronto, Chicago, Montreal
www.jcwg/umc/umc.html

(416) 929-7690
John Archer, jarcher@jcwg.com

Thank you and keep in touch.
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