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DISCUSSION QUESTIONS 

Key Questions

1. In areas exhibiting signs of existing or 
potential over -supply, should we be 
considering expanding residential -only 
designations or reducing at -grade 
commercial requirements? ( e.g. 12th

Street, Sapperton )

2. The Queensborough Landing area is 
clearly in transition. What policy 
decisions should the City be exploring 
to facilitate an expansion of land uses?

3. Experiential Downtown Ṝhow can we 
enhance downtown as a local -serving 
market + pivot to an enhanced 
arts/cultural/entertainment 
experience?



1. !ɸɸǳɸɸ ǥʎɰɰǳȿʆ ɸʆǈʆǳ Ɋȍ ·ǳʧ ĞǳɸʆȽȜȿɸʆǳɰṭɸ ɰǳʆǈȜȴ ȴǈȿǬɸǥǈɭǳ 

Å Amount of space, by category ( new data)

Å Health / vitality of each retail area 

2. Under / Over Supply Assessment and Future Demand, by Category 

3. Strategic Recommendations for New Westminster and by Area 

1. PROJECT OVERVIEW 

BACKGROUND / PURPOSE 



2. TIMELINE

Mobility Data 
Review
Comprehensive 
Inventory 

Surveys 

Door -to -Door 
Engagement

Health / Vitality 
Assessments

Supply  / Demand 
Assessments 

Strategic 
Directions



2. TIMELINE

Mobility Data 
Review
Comprehensive 
Inventory 

Surveys 

Door -to -Door 
Engagement

Health / Vitality 
Assessments

Supply  / Demand 
Assessments 

Strategic 
Directions

WE ARE HERE



ÅMʬʆǳȿɸȜʦǳ Ǭǈʆǈ ɸǳʆ ɭʎɰǥȖǈɸǳǬ ȍɰɊȽ ṪąµṫṓȿɊʧ 
Near), covering all New Westminster. 

Å Home locations of anyone moving within City 
boundaries for 2019, and associated 
movement patterns

Å 57 million data points 

Å Data can be used in numerous ways 

Å For this study, used to inform retail trade areas

3. MOBILITY DATA REVIEW

CELL PHONE DATA ȷȼCOMMON EVENING LOCATIONSȽ



3. MOBILITY DATA REVIEW

NON-RESIDENT VISITS RESIDENT VISITS



ÅMajority of respondents identified as business owners , running independent businesses 
registered as corporations or sole proprietorships with 1 location in Metro Vancouver

Å Respondent businesses have noticed a decrease in sales since the start of the pandemic, 
largely attributed to fewer customers , as well as not enough staff and supply chain 
issues.

4. ENGAGEMENT HIGHLIGHTS ȷBUSINESS SURVEY

Å Respondent businesses provided a wide 
variety of services, including:
Å Retail trade (8)
Å Personal services (5)
Å Food based businesses (4)
Å Arts, entertainment, and recreation 

(2)
Å Educational services (2)
Å Professional services (2)

Å Respondent businesses identified the 
following factors as current challenges:
ÅCost of doing business (16)
Å Staff (16)
Å Parking (lack of) (14)
ÅRents (14)
Å Economy (13)



ÅMajority of respondents prefer to purchase goods and services from independent 
businesses and shop or access services within their own local area once a week or daily

4. ENGAGEMENT HIGHLIGHTS ȷLOCAL SHOPPERS

Å Respondents typically shop at the 
following types of stores in their 
neighbourhood:
Å Beer, wine and liquor stores (56.6%)
Å Convenience stores (50.3%)
Å Supermarkets and other grocery 

stores (46.2%)
Å Drinking places (41.3%)

Å Respondents would like to see more of 
the following store categories in New 
Westminster:
Å Specialty food stores (74.3%)
Å Clothing and clothing accessory 

stores (72.9%)
Å Drinking places (69.4%)
Å Sporting Goods, Hobby, Book and 

Music Stores (66.0%)



Å 23 in person interviews in the Uptown, West End, 
Queensborough and Sapperton neighbourhoods

Å Interviewed businesses tenures ranged from less 
than a year up to 45 years

Å Interviewed a diverse group of businesses including:
ÅGrocery, convenience, and specialty food items
Å insurance agencies
Å barber shop and wig store
Å home furnishings and flooring
Å photo lab
Å cannabis retailer

4. ENGAGEMENT HIGHLIGHTS ȷDOOR TO DOOR

HIGHLIGHTS:
Å Lack of business association 

awareness / engagement

Å Need to understand  market 
landscape

Å Promotion/marketing would help 
newer/smaller businesses

Å People are tired, but optimistic

ÅConstruction is a major pain point

ÅOngoing development risks 
impacting long -term businesses



RETAIL INVENTORY 



5. RETAIL INVENTORY

UPTOWN



5. RETAIL INVENTORY

UPTOWN ȷSERVICE



5. RETAIL INVENTORY

12THSTREET



5. RETAIL INVENTORY

QUEENSBOROUGH


