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I work in downtown Montreal, in the middle of it all, on 
Sainte-Catherine Street, which my offi ce window overlooks. 
For several years now, I have noticed how the various 
storefront displays that line the street usher in each 
season – more so than actual changes in the weather. 
Each successive event gives Sainte-Catherine a specifi c 
mood, be it a parade to celebrate a given community or a 
sports victory, a public celebration or protest, a car-free 
day, a sidewalk sale… everything seems to get bigger 
and bolder when it hits this legendary thoroughfare. 

The people who work here gladly participate in the 
hustle and bustle and have learned how to turn it to their 
advantage, despite some of the obstacles that come with 
operating in such a high-traffi c area. In this issue, our 
four contributors will give you a better idea of the scale 
of these challenges while making us realize how they add 
colour to the street and its activities giving it an incredible 
shine which many would like to copy. 

In an interview with Michel Remy, our new president, who 
lives and breathes Sainte-Catherine Street every day, will 
give us her take on managing properties on the street. 
Sonia Gagnon will highlight how retail establishments 
mirror the vitality of the downtown core and how important 
they are to Sainte-Catherine Street. 

Marie-France Benoit gives us an overview of the 
surrounding offi ce market and describes how the 
combination with retail activities and surrounding 
dynamism creates added value from a leasing perspective. 
And, fi nally, Martine Peyton will provide us with her 
perspective on the urban planning challenges that will 
have to be overcome to ensure Sainte-Catherine Street 
maintains its enviable status as a major commercial artery. 

Overall, this issue will make you 
appreciate the unique potential the 
street has and let you discover 
different, albeit converging, points 
of view about the richness and 
diversity that makes Sainte-Catherine 
Street what it is.

Wishing you all a wonderful spring!

BY AUDREY MONTY
Architect, LEED AP BD+C®

Director, Sustainable Design, Ædifi ca

EDITORIAL

The fi rst sections of the road that would be known until the 19th century as 
Sainte-Geneviève Street were opened around 1758. The later named 
Sainte-Catherine Street expanded as the population of the surrounding 
community grew. Gradually, near the end of the 19th century, most of 
the retail establishments that had been operating out of Old Montreal relocated 
to Sainte-Catherine Street. 

The area’s population was growing and the needs of its new and more 
affl uent clientele had to be fi lled. As time went on, the street continued its 
development along the center, then to the east and west. We all remember 
the institutions of old which made it famous: Eaton’s, Simpson’s, Dupuis 
Frères, Morgan’s and a host of others. Today, a handful of these trailblazers 
remain, including Maison Birks as well as otherswho joined the fold later on, 
among them Hudson’s Bay Company, Ogilvy’s and Maison Simons, as well as 
shopping centres such as Montreal Eaton Centre, Complexe Les Ailes, Place 
Montréal Trust, Les Promenades de la Cathédrale and Cours Mont-Royal.

The iconic street that is Sainte-Catherine is still Montreal’s biggest commercial 
thoroughfare and one of North America’s most reknown. A tourist destination 
in and of itself, its reputation extends around the world. Stretching out 
over more than 10 kilometres, it dominates by the concentration of its retail 
offering, even on a national level. The upscale and prêt-à-porter fashion 
boutiques, expansive shopping malls and the array of dining venues have 
been the pride of the city for decades.

Located in the heart of the downtown core, at the intersection of the 
business and cultural districts, Sainte-Catherine Street does have challenges 
nevertheless: competition from suburban shopping centres, parking fees, 
uninviting and uncomplimentary pockets of retail space and hassles caused 
by construction work. But the growing number of offi ce towers and residential 
developments under way will help densify the area and increase foot traffi c, 
which points to a bright future. Easy access to the Underground City 
and its 30 kilometres of passageways linking public transit to 1,600 stores, 
200 restaurants, movie theatres, hotels and museums is an undeniable 
advantage exclusive to Sainte-Catherine Street. Only a stone’s throw away 
from the outstanding architecture and style of the Quartier des spectacles, 
the environment is unique from both a retail and a cultural vantage point. 

Sainte-Catherine Street benefi ts from substantial infl uence. It must 
preserve its vigor and reinvent itself on an ongoing basis. This major 
commercial thoroughfare is legendary and an undeniable force in the 
economic development in Montreal. 

BY JOHANNE MARCOTTE, CRX, CSM
General Manager, Montreal Eaton Centre, 
Complexe Les Ailes and 1500 University
Ivanhoé Cambridge
President, CREW Mtl

SAINTE-CATHERINE 
STREET: A LEGEND 

A WORD FROM THE PRESIDENT



THE DOWNTOWN CORE: 
A DRIVER OF RETAIL GROWTH 
BY SONIA GAGNON
President and Founder of SGM

A lot has changed in Montreal since I began my career in the real estate industry. There is an undeniably palpable 
energy that permeates the downtown core. If you’re a major brand looking for unbeatable main-street visibility, 
this is where you’ve got to be. However, one must admit that the suburbs have won their fair share of the market as 
well, with contemporary shopping centres where shopping is easy.

Rethinking the shopping centre 

In recent years, residential developments have 
mushroomed on the South and North Shore. These new 
population bases have prompted shopping centres to 
revisit their strategy for reaching out to customers and 
enhancing the in-mall experience. 

Fashion-forward centres rely heavily on top brands to 
bring people in, but they have more to offer. For example, 
consumers may head to Carrefour Laval for its H&M, 
Simons and Top Shop, but they also go for its Zara Home, 
Crate & Barrel, William Sonoma and other big names in 
home fashion. The Centre has pulled out all the stops 
to maximize the quality of its services and amenities, 
bringing together the right ingredients to spend the entire 
day strolling from store to store. 

Clearly, today’s suburban malls are more than just 
places to run a few errands. They are full-fl edged lifestyle 
destinations, where we eat, we get entertained, we 
discover. They are also family-oriented facilities. Spacious 
corridors, high ceilings and cozy interiors contribute to a 
warm, welcoming atmosphere. Quartier DIX30 has enjoyed 
a similar level of success in this regard: the complex has 
successfully created an authentic neighbourhood look and 
feel, with pedestrian areas, a movie theatre, a performing 
arts centre, a hotel and even a condo development on 
site. Quartier DIX30 is in sync with a generalized behavior 
within modern-day suburbs: shopping has become 
an activity in and of itself. But despite the success of 
complexes of this nature, they still have challenges to 
overcome. They remain diffi cult to get to without a car and 
traffi c can sometimes render access diffi cult. 

The vibrant downtown scene 

It is safe to say that downtown Montreal has always 
been front and centre of the fashion stage. There are 
high-profi le brand names everywhere you look on 
Sainte-Catherine Street, and setting up shop here is a 
costly proposition. Take, for example, the Holt Renfrew 
expansion, which at 220,000 square feet will make the 
Montreal location the biggest store in the chain. This is 
proof positive that downtown is the place par excellence 
for retailers looking for high and immediate visibility. 

Downtown Montreal boasts a truly unique pool of potential 
customers: with an advanced public transit system, 
an impressive Underground City, students from three 
universities, 5 million festival-goers every year and 
260,000 captive workers. In other words, it’s where it’s at! 
No other part of the city or the greater metropolitan area 
can claim these attributes. The residential population in 
this district has grown by 6.5% since 2006. Between now 
and 2016, U.S. retailer Nordstrom will be opening four 
stores in Canada, one of which is bound to be in downtown 
Montreal. And this past summer, Hudson’s Bay Company 
(HBC) acquired Saks Fifth Avenue, the American luxury 
department store chain, with plans to open a store in 
downtown Toronto in 2015 and possibly in the landmark 
building on Sainte-Catherine Street in 2016. 

The Quartier des spectacles is also doing its part to rev 
up momentum in the downtown area. And the thriving 
cultural scene is something the suburbs simply cannot 
replicate. This distinctive “district within a district” is a 
prime entertainment destination, with a decidedly cultural 
fl air and an optimal urban backdrop. With the expected 
increase in customer traffi c in the coming years, and 
a full slate of residential and offi ce properties in the 
development pipeline, this area will cement its reputation 
as a place to be. Consumers will be drawn to it to explore, 
shop and dine. And premier retailers will then undoubtedly 
heed the same call and take advantage of the dynamic, 
consumer-friendly environment. Complexe Desjardins, in 
turn, will be well poised to capitalize on this growth, as the 
only dominant shopping centre in the immediate area. 

Focusing on what matters 

It is a fact: people do not shop the same way in downtown 
Montreal as they do in the suburbs. It boils down to a 
matter of space. In the heart of the city, everything is 
highly concentrated and therefore easily accessible. But 
there is still room for improvement. Consumers have to 
be given compelling reasons to go downtown – and stay 
for a while. That is where urban planning has a front-line 
role to play. There is a need for more places to relax and 
unwind. Some people have even brought up the possibility 
of transforming Sainte-Catherine Street into a pedestrian 
mall. Just imagine: a street with no cars and heated 
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McCarthy Tétrault to maximize value and minimize risk for all 
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With one of the largest real estate practices in the country 
and offi ces in all major Canadian business centres, McCarthy 
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Make McCarthy Tétrault your choice for real estate counsel.
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www.mccarthy.ca
www.canadianrealpropertylawblog.com/

sidewalks perfect for strolling along, even in 
the cold winter months! And trust me: this is 
no pipedream. It is actually being discussed 
at city hall. 

So what does this all mean? Clearly 
downtown Montreal has much to offer. 
Personally, I am looking forward to seeing 
an urban development plan that takes the 
esthetic dimension to the next level, where 
shop window displays will be even more in 
tune with the Montreal vibe and its emphasis 
on culture, innovation and design, with the 
arrival of such prestigious international 
banners as Uniqlo, Nordstrom and AllSaints. 
I do not think of the suburbs as eclipsing 
the downtown core. Quite the contrary, the 
suburbs are providing the impetus for the 
downtown to push its own limits, strengthen 
its unique position in the market, defi ne 
its retail mix and maximize the shopping 
experience by making the most of the space it 
has. Shopping centre managers have already 
gotten the message and are working toward 
making this a reality. And I am thrilled!

Sonia has 26 years of experience in the retail 
real estate industry. Ten years ago, she 
founded SGM, which today is still the only 
communications agency specializing in the 
marketing of retail real estate companies 
and supporting them in their growth. Sonia 
is bold, passionate and forward-looking 
and has a number of prestigious awards to 
her credit. She is a role model for the next 
generation of real estate professionals and 
a success story for other businesswomen. 
She is a member of CREW Mtl and serves on 
the Communications Committee. She can be 
reached at sgagnon@sgmagence.com.



A WISE PROPERTY MANAGER 
IN THE HEART OF MONTREAL 
INTERVIEW WITH: JOHANNE MARCOTTE, CRX, CSM
General Manager, Montreal Eaton Centre, Complexe Les Ailes and 1500 University
Ivanhoé Cambridge
President, CREW Mtl 
INTERVIEW BY: MICHEL RÉMY
WRITTEN BY: MARTINE DALLAIRE 

“Ivanhoé Cambridge owns and operates a sizeable portfolio of properties around the world,” 
asserts the General Manager of the Montreal Eaton Centre, Complexe Les Ailes and 
1500 University, with pride. Marcotte oversees more than 1 million square feet of space, 
including two shopping malls, which together account for 230 retailers, and an upscale 
offi ce tower. Among the things the three properties have in common are their location on 
Sainte-Catherine Street, their connection to the Underground City and their multilevel, 
mixed-use structure. 

Marcotte points out that business that choose to set up shop downtown, especially on 
Sainte-Catherine Street, need to be ready to live in non-stop action. The customer traffi c, sales 
volumes and pace of change can be somewhat dizzying, especially in contrast to the suburban 
market, where she worked before taking on her current assignment in the heart of the city. 

“Working in downtown Montreal is a privilege,” says Marcotte. “It is a truly exceptional 
experience, from a business, social and cultural point of view.”

Here are a few facts and fi gures that do the talking:

• The celebrated Sainte-Catherine Street is currently Montreal’s most important commercial 
 artery and is renowned throughout North America.

• The properties managed by Marcotte are visited by 30 million people every year.

• The active workforce in the downtown core hovers at around the 260,000 mark.

• Average daily traffi c on Sainte-Catherine Street alone is estimated at 17,000 vehicles.

• Every year, 12 million metro users go through the McGill metro station, practically at the 
 entrance to the Montreal Eaton Centre and Complexe Les Ailes.

Although retailer’s productivity inevitably fl uctuates over the year, the advantage of being 
downtown is that the slower periods are compensated by the constant infl ow of tourists. 
Customer traffi c during lunch hours and weekends is very high and the number of weekly visits 
per customer is signifi cantly higher than average compared to traditional shopping centres. 

Downtown Montreal is one of the most vibrant city centres in the country, and Johanne 
Marcotte is one of its contributors as leader of a large property management team, within a 
world-class real estate company that focuses on the shopping centre and offi ce sectors. 



Managing these shopping centres therefore involves a 
number of specifi c (and enviable) challenges that are 
simply not issues for their suburban counterparts. “Doing 
business downtown means doing business in the middle 
of a vibrant milieu unlike any other,” Marcotte stresses.

The hustle and bustle of the downtown area, particularly 
on Sainte-Catherine Street, requires a particular 
management style in order to account for the constant 
fl ow of people arriving throughout the day, with different 
objectives, from both the street and underground levels. 
There are students, residents, tourists, festival-goers, 
culture afi cionados, workers and many more. And given 
that most of the shops and services found in the 
Underground City also have a street-level entrance, the 
fl ow of customer traffi c is constant and multidirectional. 

The area, located in close proximity to the Quartier des 
spectacles, benefi ts from the cultural scene and activities 
like parades, shows and festivals, in which they can 
participate by simply opening their front doors. The 
cultural offering is an important component and with the 
cooperation of Ivanhoé Cambridge’s managers, several 
sites within the properties are transformed into makeshift 
art galleries during the annual Art Souterrain festival. 
The unorthodox choice of the Montreal Eaton Centre as 
the location for the new Grévin Museum is the result 
of a great initiative within her group and reinforces the 
cultural vitality of the downtown core. “Our shopping 
centre blends seamlessly into the surrounding cultural 
landscape,” says Marcotte. “We are no longer just a place 
to shop – our vision is much broader than that. Sometimes 
you really have to think outside the box.”

The downtown core offers an exclusive showcase, but 
it also presents a variety of additional operational 
challenges. For example, the fact that the McGill metro 
station is open until 1 a.m. every night means that parts 
of the shopping centre have to be accessible to the public 
long after closing time. And then there’s the matter of 
coordinating deliveries outside of regular business hours, 
which requires a great deal of planning for retailers. 
Managers need to go that extra mile if they hope to 
maintain their leading-edge status in the business world. 
“You have to have a knack for surrounding yourself with 
good people, whether you work at the administrative level, 
like us, or you’re one of our merchants,” adds Marcotte. 

Backed by her well-rounded experience and expertise in 
property management, Marcotte knows the downtown 
market well, having spent the last decade working there. 
“We work in partnership with our tenants and being 
attuned to their needs and challenges is essential. We 
operate on several different levels. It takes a special 
breed of tenant to operate downtown. Our retailers have 
what it takes to provide the required level of service and 
ensure product availability at a faster pace than most,” 
she explains. 

Marcotte’s involvement in her community is equally 
essential. She is currently the Vice-Chair of Destination 
centre-ville, a commercial development association that 
represents over 8,000 places of business and whose 
mission is to ensure that downtown Montreal is a clean, 
safe and dynamic world-class district!

Johanne Marcotte specializes in shopping centre and offi ce property management. She is currently the General 
Manager of the Montreal Eaton Centre, Complexe Les Ailes and 1500 University. During the course of her remarkable 
career, she has gained insight into a variety of markets and administered shopping centres across the province, in 
such locations as Quebec City, Trois-Rivières and Gatineau.

Johanne has earned her Certifi ed Shopping Centre Manager (CSM) and Commercial Real Property Executive (CRX) 
designation from the International Council of Shopping Centers and is actively involved in the real estate community. 
She is currently the Vice-Chair of Destination centre-ville, a commercial development association, and the President 
of CREW Mtl. She can be reached at Johanne.Marcotte@ivanhoecambridge.com.



SAINTE-CATHERINE STREET: MUCH MORE 
THAN A COMMERCIAL ARTERY 
BY MARIE-FRANCE BENOIT, MBA
Senior Director, Altus InSite, Division of the Altus Group

As Greater Montreal’s most iconic commercial thoroughfare, Sainte-Catherine Street is known as much for its diverse 
mix of retail establishments as for its liveliness 7 days a week. Captivated by the window displays or focused on 
making our way through the crowd that pours in and out of the stores and shopping centres we forget to look up at the 
skyline to realize that this is also a major offi ce building node. In fact, skyscrapers and offi ce buildings with frontage 
on the city’s busiest street represent nearly 17% of the total offi ce space inventory in the downtown market. 

Between Place Dupuis and Place Alexis Nihon, there are close to 50 offi ce buildings with frontage on Sainte-Catherine. 
They vary in size, age and type of occupancy, but they all have one thing in common: retail premises on the ground fl oor. 
This access to shops, boutiques and various services, not to mention the metro and the Underground City, is a defi nite 
plus for potential offi ce space tenants. 

Although Sainte-Catherine Street has been a thriving commercial hub since the beginning of the last century, it was 
only during the 1970s that its offi ce component was most heavily developped. More than half of the offi ce space located 
on the street was developed over the 70s and 80s. It is worth noting that there were already 2 million square feet of 
offi ce space on Sainte-Catherine between Berri and Atwater, in the 1950s. The juxtaposition of recently built towers and 
this rich architectural legacy gives the street a one-of-a-kind charm, unique in North America. 

Source: www.altusInSite.com, Q1 2014

Offi ce building on Sainte-Catherine Street 
Square footage by year built
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More than 8.7 million square feet between Berri and Atwater 

Excluding space dedicated to retail use, the Altus InSite inventory 
of offi ce properties with at least one entrance that provides direct 
access to Sainte-Catherine Street, totals 8.7 million square feet. Note 
that this does not include offi ce space that overlooks the street but 
with no direct access to it. Also excluded are university facilities, 
such as the UQAM campus to the east and the Concordia University 
campus to the west. 

Sainte-Catherine Street crosses three downtown districts: the 
business district (McGill College Avenue node), the eastern part of 
the downtown core (Quartier des spectacles/Berri Street node) 
and the western part of the downtown core, west of De La Montagne 
Street to Westmount). Based on the (strictly unscientifi c) assumption 
that every employee in these offi ce towers occupies 150 square 
feet of space (including common spaces), we estimate that 
Sainte-Catherine Street alone is home to some 60,000 workers, 
providing a signifi cant source of consumer traffi c to the retailers 
during the week. 

The availability rates for buildings with an address on Sainte-Catherine 
Street are presented in the table below. 

In comparison, availability rates for the 
downtown core as a whole are 10.2%; 5.2% in 
the East and 11.2% in the West whereas the 
business district posts a rate of 14.1%. 

We also observe that availability rates for 
buildings on Sainte-Catherine Street do not 
follow the upward trend experienced in other 
downtown-based properties. Can this be 
attributed to the street’s overall appeal?

The development of its offi ce component 
does not seem to be over. A prominent new 
project is taking shape in the Quartier des 
spectacles, where Class A offi ce space is in 
short supply. Known as the Tour Quartier 
des spectacles, the initiative is being led by 
Canderel in conjunction with its partner, 
the Fonds immobilier de solidarité FTQ. 
Already in the preleasing phase, the building 
will be located at the corner of Bleury and 
Sainte-Catherine, across from the place des 
Festivals, and will consist of two skyscrapers 
totaling 1.2 million square feet. The complex 
will aim for LEED-certifi cation and offer 
a state-of-the-art work environment as well 
as a ground fl oor dedicated to retail use, 
of course!

Marie-France Benoit is Senior Director of 
Altus InSite, a division of the Altus Group. 
Prior to joining Altus InSite in 2009, she 
worked with the Altus Group in Research 
Analysis and was responsible for developing 
market research activities for the 
Quebec City region, as well as marketing 
Altus Group’s web-based AVM software 
VALERI to Real Estate Boards. Before joining 
Altus in 2004, Marie-France was General 
Manager at Espace Publications, the 
publisher of Espace Montréal and Espace 
Québec magazines. She was also one 
of the founding members of Convercité, 
a non-profi t urban revitalization agency. 
Marie-France sit on the Board of Directors 
of the Urban Development Institute and 
its Quebec City Regional Council and is 
actively involved in various UDI committees. 
She is also a member of CREW Mtl. She is 
a B.Comm. graduate of Concordia University 
and completed an Executive MBA in Real 
Estate Studies at UQAM. She can be reached 
at marie-france.benoit@altusinsite.com.

Source: Altus InSite, February 2014

Table 1: Availability rates and square footage 
for offi ce properties on Sainte-Catherine Street 

Downtown –  3,829,709  2.4% • Complexe 
East     Desjardins 
   • Place Dupuis

Business  3,289,925  7.4% • Maison Astral 
district   • 1500 University 
   • Tour McGill 
    College

Downtown –  1,599,204  14.7% • Place Alexis 
West     Nihon 
   • Westmount 
    Square

District Total 
offi ce 
space 

(sq. ft.)

Availability 
rate 

Key 
properties



URBAN PLANNING AND DEVELOPMENT 
CHALLENGES FOR DOWNTOWN MONTREAL 
AND SAINTE-CATHERINE STREET 
BY MARTINE PEYTON
Urban Planner and Project Director, Provencher Roy Urbanisme

One of the defi ning aspects of downtown Montreal is Sainte-Catherine Street, a commercial thoroughfare 
with a rich history and known throughout the city. The downtown core has been trending towards higher 
density in recent years. 

The residential population will be growing gradually, with a number of mixed-use developments on the 
horizon, including Carré Saint-Laurent, a 47,500 square metre complex spearheaded by the Société 
de développement Angus, and Le Séville, a 477 unit condominium project completed by société Prével in 
the vicinity of Place Alexis Nihon. They will be integrated into a truly urban setting, with a full range of 
experiences, known for its cultural events, and marked by commercial dynamism and economic vitality. 
However, some sections of Sainte-Catherine Street are visibly losing ground to the competition and are 
getting less desirable. So what are the challenges in terms of urban planning that will help it maintain its 
unique market positioning and symbolic signifi cance?

Diversity and life 

The development of communities will inevitably involve a mix of uses. For example, having nearby offi ce 
workers or a larger population of local residents could contribute to the economic longevity of this 
commercial thoroughfare. 

In addition, a commercial artery livened up by concerts, promotional activities, street entertainment or 
enhanced public art is desirable. An exclusive lineup of events constitute the basis of the Sainte-Catherine 
Street experience as well as enabling it to compete with lifestyle centres that are also seeking to deploy 
such activities. 

The blend of a mixed-use approach with animation contribute to maintaining extended periods of customer 
traffi c, as the challenge is to avoid lulls in activity at any given place or time on any given day. 

Urban design and market positioning 

The retail offering along Sainte-Catherine Street needs to ensure that it provides consumers with a 
seamless experience and avoid any interruptions caused by a defi cient urban fabric in some of its sections. 
Various urban design measures can be undertaken to reinforce its attractiveness. These can involve 
upgrades to building façades that preserve their original look and feel, commercial signage and the 
development of quality public space. It is essential, however, to learn from the mistakes made during the 
Revit Centre program in the 1980s, which focused on enhancing urban development without paying adequate 
attention to the desired market positioning. 

This market positioning can also be improved by creating retail niches or stepping up efforts to attract 
exclusive and new-to-market banners. Current commercial activity, traditional in character, could be 
extended to accommodate the essential needs of a more local consumer base, given the large-scale real 
estate developments with a residential component that are in the works. 

The challenge will be to maintain the street’s unique character in the ever-changing urban landscape, 
to steer clear of attempts to fl atten or water down its personality and to ensure that retail niches are 
adequately positioned to cater to consumers’ needs. One of the main drawing cards that bring shoppers 
to Sainte-Catherine Street remains its diversity. 



Connectivity

Some thought should also be given to the paths used by consumers on Sainte-Catherine Street and in 
the downtown area. The Underground City already goes a long way in facilitating access, with links 
to public transit and a broad array of retail and cultural amenities. Furthermore, in this age of sustainable 
development, the space required by pedestrians and cyclists needs to be analyzed in more depth. Bicycle-
friendly facilities can revitalize the urban environment and help improve quality of life for a minimal fi nancial 
investment. Studies show that more and more people are embracing the bicycle as a primary means of 
transportation. In Portland, Oregon, for example, it is estimated that a quarter of consumers cycle to their 
shopping destinations, simply because of the readily available bicycle parking facilities. 

The idea is to come up with distinctive public amenities and services (lighting, maintenance, etc.) that 
encourage various users to share public space and enable them to do so in a safe, comfortable and 
unfettered way. These alterations could include wider sidewalks interspersed by green space, more street 
furniture and the strategic use of pavement to delimit different spaces. Nevertheless, easy access to 
underground parking for motorists must not be brushed aside. Suburbs have an advantage in this respect, 
with their abundance of free and ample parking. Accessibility considerations have to be given careful 
thought before work gets underway to replace obsolete public infrastructure in order to minimize the 
possible impacts and avoid repeating the mistakes made on Saint-Laurent Boulevard. 

The challenges associated with the downtown core, and in particular the commercial thoroughfare that 
is Sainte-Catherine Street, are many and interrelated. This important commercial artery will undoubtedly 
reinvent itself as the city continues to evolve. Ultimately, the goal for Sainte-Catherine Street will be to 
play up its unique characteristics in order to make it an indispensable part of city life, both at the local and 
metropolitan levels.

Martine Peyton has a 12-year background in urban planning. She 
joined Provencher Roy Urbanisme as a project manager in 2012. She 
has worked with a number of Canadian and U.S. retailers to plan and 
move forward with various mixed-use developments, including the 
Quartier DIX30 lifestyle complex in Brossard. She is a member of the 
International Council of Shopping Centers, the Project Management 
Institute and CREW Mtl. She co-chairs the ICSC Student Membership 
Committee, serves on the ICSC Next Generation Committee and 
actively participates in various CREW Mtl committees.
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GOLD

CBRE / Compagnie d’assurance titres Chicago Canada / 
Groupe Altus / Groupe Mach inc. / Lumi Group inc. / Magil Laurentienne 
Gestion Immobilière inc. / Menkès Shooner Dagenais Letourneux / 
Services intégrés Lemay et associés inc. / VAD associés Designers inc.

CONTACT US
CREW MTL 
infocrew@crewmontreal.com

VALÉRIE BOUCHARD
DIRECTOR OF COMMUNICATIONS 
AND PUBLIC RELATIONS 
valerie.bouchard@ivanhoecambridge.com

UPCOMING EVENTS

APRIL 24,  2014 (EVENING)
FUNDRAISING EVENT:
GIVE BACK AND SHINE 
Where: St-James Theatre

MAY 20,  2014 
VIP NETWORKING 
5-7: SPEED NETWORKING 
Where: Hotel Gault / Gallery MX

JUNE 12-13,  2014 
CREW NETWORKING
SPRING LEADERSHIP SUMMIT 
Where: Cincinnati, Ohio

JUNE 17,  2014
5-7: VISIT MONTREAL’S BUILDINGS 
BY BIKE, BIXI 
Where: Montreal

FOR MORE DETAILS 
AND A COMPLETE LIST OF 
UPCOMING EVENTS: 
WWW.CREWMTL.COM


