
Excerpt from business plan (for B2B Sports) 

Location Analysis 

Toronto’s downtown core is a prime location for B2B Sports to operate the majority of its programs. In terms of 

facilities, there is a wealth of options: the downtown core is home to more than 40 fitness centres and 

recreational centres. Demographically, there couldn’t be a more significant base of target consumers. While it 

used to be commonplace for businesses to set up their operations in the suburbs to take advantage of lower 

rents, companies are increasingly relocating to more central locations. Moving closer to downtown allows 

businesses to draw from the giant pool of young, highly educated workers moving into newly built condos that 

are sprouting up in the centre of Toronto. Availability rates for downtown office space now sit at 4.3 per cent, 

down from 5 per cent a year ago. A November, 2012 article in the Globe and Mail stated that, “the demographic 

is expected to grow as Toronto’s downtown intensifies and planners concentrate on creating ‘live, play, work’ 

communities.” B2B’s services would fit right in with that lifestyle. 

 

Toronto is home to 30 per cent of Canada’s Information and Communications Technology (ICT)-focused 

businesses, and is the third-largest North American financial services centre, after New York and Chicago. 

Almost 500,000 Torontonians are employed by those two office-centred industries alone. The ICT-sector, in 

particular, employs workers who fit squarely within the target market: young, highly-educated professionals. 

36.4 per cent of ICT workers are under the age of 35, and 61.5 per cent are under 45. 96.9 per cent have a post-

secondary certificate, compared with 88.9 per cent of the general labour force. 

 

B2B’s most established program, Agencyball, will be using the York School as the location for its games. 

Located at 1320 Yonge Street, the facility will make a great fit for a program of this scale. While future 

programs won’t necessarily utilize the same space, its central location serves as a representative example of the 

type of downtown core facilities from which B2B Sports aims to operate its programs.  

 

In the summer of 2012, Agencyball operated from the Miles Nadal JCC at 750 Spadina Avenue. 

Demographically, the population surrounding The JCC is also representative of the type of consumer that the 

business hopes to attract. 750 Spadina Avenue falls in the city’s twentieth ward. With a total population of 

almost 60,000 spread across eight square kilometres, Ward 20’s population is largely made up of a young, well-

educated work force. 25-34 year-olds make up 28 per cent of its population, in comparison to just 17 per cent in 

Toronto as a whole. (These statistics are from the 2006 census; 2011 census data for individual wards will not 

be made available until late 2013.) More than half of its residents either live alone or with a partner and have no 

children. 87 per cent live in apartment buildings, suggesting that they’d likely be interested in alternative 

exercise options. 87 per cent have some sort of post-secondary certificate, and Ward 20 has the highest 

percentage of residents with an earned doctorate of any ward in the city. Almost 40 per cent work in a business, 

finance or science-related occupation. 

 

While Ward 20 is just one of several that make up Toronto’s downtown core, the above statistics are generally 

representative of the location B2B Sports will be targeting. Its success as a location for Agencyball should serve 

as a testament to the desire for similar programs by the many office workers in downtown Toronto. It’s 

important to note, though, that should B2B Sports be approached to design or facilitate programs for businesses 

in other areas of the city (such as the Inner Soldier obstacle course in Toronto’s west end), the business will be 

willing to accommodate their location needs as well.  

 


