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“Colliers commends the City of Langley for taking the initiative to 
consistently and regularly invest in effective market research, which can not 
only generate fresh understanding of shifting market supply, demographic, 
and demand dynamics, but also contribute benchmark ideas and lessons 
from other relevant markets.”
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This report is an update of a previous Retail Trade Area Brief 
which was completed in April 2009.

INTRODUCTION

Reasons for Update:
• Examine new demographics
• Consider changed competitive 

climate 
• Re-evaluate the trade area
• Calculate retail demand

Addition for 2012 Report:
• Regional retail overview
• Local Supply overview
• Detailed demographic tables
• 2012 – 2016 forecasting:
 Retail potential
 Restaurant food & beverage 

potential
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REGIONAL CONTEXT

Major new competitive retail projects at various stage of 
planning and completion throughout Metro Vancouver: 

• Luxury Outlet Mall Richmond
• High Street Abbotsford
• Oakridge Redevelopment Vancouver
• Guilford Centre Redevelopment Surrey
• Tsawwassen Commons Tsawwassen
• Tsawwassen Mills Tsawwassen
• Plaza at New Westminster Station New Westminster
• Park Royal Expansion West Vancouver

New Retail Area (Above Projects): 3.53 million SF
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LOCAL RETAIL OVERVIEW

• Economic downturn → vacancy rates from 1.6% to 3.0%
• Current vacancy → 2.5% 

“Since 2010, local 
market condition 
have strengthened 
substantially”
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LOCAL DEMOGRAPHIC TREND 

• Population → City: 25,081 (↑ 1.2% annually ‘06 – ‘11)
→ Regional: 154,041 (↑ 3.6% annually ’06 – ‘11)

• Daytime population → 32,093 (59% at work) 
• Age Profile → significantly below provincial profile
• Household Size → significantly below provincial profile

“Younger  working singles and couples are more included to work within 
neighbourhood, frequent restaurants and bars, and seek and experience in 
their neighbourhood.”
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RETAIL TRADE AREA

• Primary Trade (PTA)→ 60% of expenditure generated
• Secondary Trade (STA) → 25% of expenditure generated
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RETAIL EXPENDITURE - CITY

“The City of 
Langley’s annual 
retail expenditure 
potential is 
expected to grow 
by nearly $34.7 
million over the 
next 4 years.”
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RETAIL EXPENDITURE - PTA

“The Regional 
PTA’s annual retail 
expenditure 
potential is 
expected to grow 
by $512 million 
over the next 4 
years, from $2.2 
billion to $2.7 
billion.”
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RETAIL EXPENDITURE - STA

“The Regional 
STA’s annual retail 
expenditure 
potential is 
expected to grow 
by $170 million 
over the next 4 
years, from 1.3 
billion to 1.5 
billion.”
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RETAIL EXPENDITURE – Food & Beverage

“The total annual trade area increase (in annual Restaurant Food & 
Beverage expenditure potential) over the 2012 – 2016 period of roughly 
$50 million would be sufficient to support over 84,000 sf of new restaurant 
floor space, a significant portion of which could be situated in current and 
expanded City of Langley nodes and centres.”

City of Langley Trade Areas

Restaurant Food & Beverage Potential 2012 2016
Increase 

(2011-2016)

City of Langley 25,276,398$      27,359,987$       2,083,588$     
Regional PTA 149,076,098$   186,087,782$     37,011,684$   
Regional STA 88,131,763$      99,539,327$       11,407,564$   
Source:  Environics 2012 Survey Data, Colliers Trade Areas
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RETAIL TRENDS 

“Some interesting trends could be adopted locally with the express purpose 
of reinforcing downtown Langley’s image as a unique destination far 
different from any institutionally-owned and operated shopping centres”

Food trucks Pop-up retail
Hot “grab & go” 
food concept
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OTHER INCENTIVES

Effective means of generating interest & investment:
• Consider offering Golden Ears Bridge toll validation for Downtown 

shoppers
• Event programming focused on Downtown 
• Stimulate interest in franchise operations – focus on specialty / niche 

areas 
• Foster relationships with retailers actively exploring “pop-up” retail 

concepts as a catalysts for a new brand launch or marketing / 
awareness campaign


