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1.1 PROJECT INTRODUCTION

In late 2018, the City of Vancouver commissioned a study to determine the changes and drivers of
change being experienced by small, independent businesses in the City’s local shopping areas. There
is growing concern that local shopping areas in the City are declining, and that independent
businesses in particular are being displaced due to an unprecedented confluence of circumstances.
Using six case study areas across the City, this study attempts to answer to the following questions:

1. What changeshave occurred in the last 10+ years in six case study areasin terms of: ' CITY O F
® Predominant tenant types (counts and floor area) VA N C O U v E R
® Vacancies
¢ Chain businesses and independent businesses I
® Property values and property taxes \
®  Property ownership

® Basic and additional commercial rents

® Business revenues and profitability
® The context of change (spatial, demographic, and macro-economic)

2. What are the key issues and ‘drivers’ of change (positive and negative) in each area, including the
relative importance of different factors, and the interrelationships between factors?

3. What makes a healthy local shopping area*, and what are some of the indicators of failing

health?
* Most of Vancouver’s local shopping areas (LSAs)
4. How might the City best monitor neighbourhood retail health and vitality going forward, and evolved along the City’s historic streetcar routes.
how might it support independent business and business area vitality more broadly? They are street-oriented neighbourhood and
local-serving areas typically zoned “C-1”, “C-2" or
IIC_3A".
_________________________________________________ I
URBAN LEE & Andrew Yan LIVEABLE CITY
ASSOCIATES .
" MARKETING IN Consulting PLANNING LTD.

SVStemS COMMERCIAL REAL ESTATE SERVICES


https://www.google.ca/imgres?imgurl=https%3A%2F%2Fvancouver.ca%2Fimages%2Fcov%2Ffeature%2Fcovlogo-share.png&imgrefurl=https%3A%2F%2Fvancouver.ca%2F&docid=9K6DOqVothRl6M&tbnid=jTAacss69P-phM%3A&vet=10ahUKEwjMlt3l5IrlAhWGqp4KHf_4AtUQMwhhKAAwAA..i&w=1200&h=627&bih=835&biw=1707&q=city%20of%20vancouver%20logo&ved=0ahUKEwjMlt3l5IrlAhWGqp4KHf_4AtUQMwhhKAAwAA&iact=mrc&uact=8

1.1 PROJECT INTRODUCTION

® Across North America and in markets overseas, a variety of forces are threatening the viability
and vibrancy of neighbourhood retail. These include: the competition of online retail; rising
property taxes and lease rates; shifting demographics and consumer preferences; and the
pressures of redevelopment, to name a few.

® Vancouver’s local shopping areas have evolved over the City’s 134-year history. The first LSAs
emerged at the intersections of streetcar lines in the early 1900s, shaped by the dual logic of /
electric mass transit and pedestrian mobility. They expanded somewhat with the subsequent : CITY OF
adoption of automobiles but still remain walkable and connected to the neighbourhoods that
provide their customer base. Today, Vancouver’s LSAs contribute to social, economic and VAN CO UVE R
environmental sustainability by offering convenient local access to goods and services, places to
meet and socialize, and places to create and support unique neighbourhood character.

® The evolution and renewal of the city’s LSAs involves many actors including property owners;
small and large business tenants and their Business Improvement Associations (BIAs); local and
regional customers; and all levels of government including the City which controls land use,
property taxation, policing, local investments and maintenance of the public realm. The health
and vitality of the small, independent businesses that give our local retail streets their unique

flavour is also a function of our land economy, Federal and Provincial tax policies, City policy
decisions, neighbourhood vitality and the spending power and decisions of local customers, as
well as the self-organizing efforts of local BIAs.

® This study is a first step in providing baseline information on the dimensions and drivers of
change that are affecting local retail and services today. This information is necessary in order to
understand and respond to demographic change, competition, and wider market forces. There
are many opportunities to improve neighbourhood retail streets across this City. Through careful
planning and support, new roles can be found for retail streets to better serve changing
neighbourhoods. In our conclusions we provide some ideas on what roles the City might play to
support positive change going forward.

® The project Assumptions and Limiting Conditions are detailed in Appendix A.
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1.2 STUDY AREA SELECTION

® Six BIA Study areas were selected through an iterative process with City staff
in January - February 2019, and approved by the BIA partnership.* The
intent was to get a representative mix of Local Shopping Areas so that the

insights of the Study would be generally applicable across the City. - . C I TY O F

® In selecting Study areas, the general guiding principles were:

o Achieving north-south representation.
o Achieving east-west representation.

o Selecting at least four areas that appear to be evidencing change or
instability.
[ LL.of

y

o Selecting at least 2 Study areas in ‘Community Plan’ Areas.

> @ “‘A
. . . ! ’ Hastings North
o Selecting at least 2 Study areas that are in areas commonly perceived as

‘stable’ or ‘healthy.’

o Confining selection to areas with C-2 or similar zoning. " r gl Commercial

5
Qo
; : 3 | Broadwa Drive
® The BIAs selected according to these filters were: Gl mbroadwy; IF:

South Broadway
Granville

1. South Granville BIA

—

West Broadway BIA
Marpole BIA
Collingwood BIA

Hastings North BIA A | CW
{ Ve <
Commercial Drive BIA \-—

Grandville Street
Main Street
Victoria Drive

o Uk W

JIMarpole

B stuoyBia

*The Vancouver BIA Partnership (Partnership) is a coalition representing Non-Study BIA
all of the City’s 22 BlAs.
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1.3 STUDY AREAS: SOUTH GRANVILLE

® The South Granville BIA Study area encompasses the entirety of the
currently-defined BIA, extending from West 5th Avenue to West 15th
Avenue along Granville Street, plus the west side of Granville between West
15th and 16th Avenues.

® The Study area also includes all ground floor retail and service commercial
uses on the south side of West Broadway between Fir Street and the
laneway east of Granville Street.

® This area does not have a recent community plan, or vision.

® Portions of this area may be influenced by speculation due to the Broadway
Subway extension. The entrance for the South Granville Station will be on
the northeast corner of Broadway and Granville, currently occupied by a
four-storey commercial building.

South Granville BIA Snapshot

South Granville BIA

Number of Blocks 11
Linear Metres 1,100
Total Commercial Floor Area (sq.ft.) 540,392
Total Commercial Storefront Count 199
Recent Plan? No
Zoning C-3A
Year of Baseline Inventory 2006

SOUTH
GRANVILLE

South Granville BIA Study Area
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Source: City of Vancouver Open Data Catalogue
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1.4 STUDY AREAS: WEST BROADWAY
ON

BROADWA

® The West Broadway BIA encompasses the entirety of the BIA area, a 10- ,
block stretch from Collingwood Street in the west to Larch Street in the east. #THEHEARTOFKITS
It operates under the “Kits on Broadway” brand.

® The BIA includes three blocks east of Macdonald Street, which contains the
nearly 50,000 square foot Safeway store plus a stretch of small businesses.

® The area does not have a recent community plan or vision statement.

West Broadway BIA Snapshot

West Broadway BIA
Number of Blocks 10
Linear Metres 1,420
Total Commercial Floor Area (sq.ft.) 488,528
Total Commercial Storefront Count 255
Recent Plan? No
Zoning c-2c/c2C1
Year of Baseline Inventory 2010

West Broadway BIA Study Area

E

JarchStreet "Lk
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1.5 STUDY AREAS: MARPOLE

Marpole BIA Study Area
® The Marpole BIA encompasses the 7900 through 8700 blocks of Granville Street
(from West 71st Avenue to just north of West 63rd Avenue).

® The Marpole BIA is part of the area covered by the 2014 Marpole Community Plan.

Marpole Neighbourhood Boundaries
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Source: Marpole Community Plan

Marpole BIA Snapshot

Marpole BIA
Number of Blocks 8
Linear Metres 600
Total Commercial Floor Area (sq.ft.) 246,827
Total Commercial Storefront Count 141
Recent Plan? Yes
Zoning C-2/C-1/C-2C
Year of Baseline Inventory 2011
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1.6 STUDY AREAS: COLLINGWOOD @Umgwofb)d,\ BIA

Collingwood BIA Study Area

4

® The Collingwood BIA runs along Kingsway, from Rupert Street in the west
to Boundary Road in the east.

®* Note that the boundary line between two Community Vision Areas
(Renfrew Collingwood and Killarney) runs along the centre line of
Kingsway between Joyce Street and Boundary Road.

® The Study area encompasses the entirety of the currently-defined BIA.

® From a zoning standpoint, the Study area is entirely C-2 (north and south
of Kingsway), with the exception of CD-1 sites.

® Barring any future rezoning policy, there are no significant differences in
development potential between the two Community Vision areas.

Collingwood BIA Snapshot

Collingwood BIA
Number of Blocks 15 25
Linear Metres 1,450 Source: City of Vancouver Open Data Catalogue
Total Commercial Floor Area (sq.ft.) 411,300
Total Commercial Storefront Count 203
Recent Plan? No
Zoning C-2
Year of Baseline Inventory 2005
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1.7 STUDY AREAS: HASTINGS NORTH (EAST VILLAGE)

Hastings North BIA Study Area Hastings North BIA Snapshot (Study Area Only)
Hastings North*

Number of Blocks 10

Linear Metres 1,550

Total Commercial Floor Area (sq.ft.) 484,414

Total Commercial Storefront Count 257

Recent Plan? Yes (west of Nanaimo)
Hastings North BIA Study Area Zoning C-2C1/cC-2Cc/c-2C1
; - _ AYear of Baseline Inventory 2002

. |*area between Victoria and Renfrew

1
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RenfrewSt::

=

=
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4
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® While the Hastings North (East Village) BIA extends along Hastings St. from Renfrew in the east nearly to Clark Drive in the west, the analysis for this study looks
at only the portion of the BIA between Renfrew and Victoria (as depicted above).

® The decision to truncate the Study area at Victoria was taken primarily based on a zoning rationale: zoning is C-2C1 from Renfrew to Slocan, C-2C from Slocan
to Garden, C-2C1 from Garden to Victoria, and MC-1 / MC-2 west of Victoria. Industrial properties are excluded.

® Nanaimo St. marks the boundary between the Hastings Sunrise Community Vision and the Grandview-Woodland Community Plan area. In consultation with
City of Vancouver staff and the BIA board, it was determined that there was not sufficient difference in zoned potential between the two sections of Hastings
to affect study findings.

LEE & Andrew Yan
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1.6 STUDY AREAS: COMMERCIAL DRIVE

® The Commercial Drive BIA encompasses a 2-km section of Commercial Drive from 13™ Ave in the south to Venables Street
in the north.

® Initially, consideration was given to restricting the Study area to the portion of the BIA located north of the Grandview Cut,
as the area south of Broadway crosses community plan / vision area boundaries (from Grandview-Woodland Community
Plan to Kensington Cedar Cottage Community Vision).

® Ultimately a decision was taken to include the entirety of the BIA for the following reasons:

o After input from City of Vancouver staff, and an initial round of consultations with the BIA board, it was determined that
there was insufficient difference in zoned development potential between the Community Vision and Community Plan
areas.

= (C-2C1 Venablesto Charles
= C-2C from Charles to 3™ Avenue
= (C-2C1 from 3™ to 6% Avenues
= (C-2 from 6% Avenueto the Cut (with some CD-1)
= C-2C and C-3A from the Cut to 12" Avenue
= (C-2C1 from 12t to 13t Avenue
o There is street-oriented retail south of the Cut, including the Safeway store (which is a future redevelopment site).

o Historical data sets prepared by Commercial Marketing Inc (CMI) that are used in this study (discussed in detail in
subsequent sections of this document) cover the entirety of the BIA.

o This rationale for inclusion of the entire BIA was presented to the BIA Board in February, 2019 and all were in

agreement. Commercial Drive BIA Snapshot
Commercial Drive BIA

Number of Blocks 20
Linear Metres 2,000
Total Commercial Floor Area (sq.ft.) 802,341 n | :;.
Total Commercial Storefront Count 352 rlve
Recent Plan? Yes
Zoning C-2C1/C-2C/C-2/C-2C/C-3A
Year of Baseline Inventory 2005

Commercial Dr. BIA Study Area
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2.1 SUMMARY DEFINITIONS*

Anchor Uses

BIAs

Chain Business

Community Shopping Street

Independent Business

Small Business

Retail Hierarchy & Commercial
Area Typologies

Retail

Anchors are retail and non-retail businesses / uses with a significant draw of customers which also support other nearby
businesses. They can include grocery stores, retail clusters, community centres, libraries, and schools.

Vancouver has 22 Business Improvement Areas (BIAs) funded through a commercial property tax levy, and managed by
non-profit associations of property owners and business tenants whose goal is to promote and improve their business
district.

Defined by Statistics Canada as an organization operating four or more outlets in the same industry class under the same
legal ownership at any time during the survey year.

A broad typology of street-oriented commercial districts comprised of 30 to 400 shops. For this report, three types of
community shopping streets have been identified: small, medium and large. Community Shopping Streets do not include
neighbourhood clusters or nodes of <30 shops, or ‘shopping districts’, which are higher density (and often multi-level)
agglomerations such as those found downtown.

An organization operating three or fewer outlets in the same industry class under the same legal ownership at any time
during the survey year.

Statistics Canada defines a small business is one with 99 employees or fewer. BC Stats classifies a small business as one
with less than 50 employees. As employment data was not available for this report, the term ‘small business’ is used
interchangeably with ‘independent business.’

Land use economists classify commercial areas by their size (floor area) and function (local serving, city serving, sub-
regional and regional). Traditional concepts of retail hierarchy hold that smaller centres serve local areas, while larger re tail
centres serve a wider (regional) trade area. These classifications have become increasingly blurred as malls try to imitate
streets (“lifestyle centres”) and as street-oriented retail hosts many stores found in malls.

Used as a shorthand for a wide range of retail-commercial business categories found in the Study areas, many of which are
not strictly engaged in retail sales. These include restaurants and bars, and personal and professional service providers.

*Presented here for ease of reference. Additional definitions, and additional detail on the above definitions, are provided throughout Section 2.0.

URBAN
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2.1 DEFINITIONS

Chainand Independents

Statistics Canada
Statistics Canada defines chain and independent retail as follows:

® “Retail Store Chain” is defined as an organization operating four or more outlets in the
same industry class under the same legal ownership at any time during the survey year.

® A “Franchise” is defined as a person, group of persons, partnership or incorporated
company granted a contractual privilege permitting the sale of a product, use of a trade
name or provision of a service within a specific territory and/or in a specified manner.

° An “independent Store” consists of stores with less than four locations in the same industry
class under the same legal ownership at any time during the survey year.

There are in fact a variety of other working definitions in North America for what constitutes a
‘chain’ or ‘formula’ retailer, and similarly there are a variety of approaches to regulation and
oversight. Broadly speaking, chain businesses are those that have multiple locations (above a
given threshold), and standardized retail or service offers, features or a recognizable
appearance.

As a detailed review of beneficial ownership of businesses is beyond the capacity of the
analysis in the present study, businesses that would typically be considered “franchises”
through a visual assessment are amalgamated into the ‘chain store’ category.

Chain stores are sometimes called “formula retailers”,
recognizing the repetition or ‘sameness’ of characteristics
across establishments

WORKING DEFINITION FOR THISSTUDY

This study adopts Statistics Canada’s definition of chain retail
(with the inclusion of franchise businesses) to allow for
consistency with Statistics Canada and to allow for future
comparability across other Canadian municipalities. All
historical and current inventory data in the six Study areas is
classified using this definition.

Notably, the City of Toronto recently undertook a study on
chain retail, driven by research concerns and questions similar
to those raised by the City of Vancouver. Prior to the
commencement of that study, Toronto city staff had in-depth
discussions around working definitions of ‘chain’ and
‘independent’ business, as well as what constituted ‘small
business’. Ultimately, Toronto elected to adopt Statistics
Canada’s definitions of Chain Retail vs. Independent Retail.
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2.1 DEFINITIONS

Chainand Independents

The Statistics Canada definition of chain stores dates to 1931, from the Seventh Census of
Canada, Volume X: Merchandising and Service Establishments, Part 1. In that document, the
following definition was established:

Definition of a chain — a chain is defined as a group of stores of the same or similar kind of
business, centrally owned and operated, and stocked with merchandise placed through a
central buying office. It is not necessary that a warehouse be owned and operated by the
company itself in order that it be classified as a chain, but some form of central buying is a
fundamental feature of chain store operation for without this feature the advantage to be
gained from bulk purchasing would not be obtained. The information received regarding the

activity, irrespective of the method by which they are stocked.

A similar reference can be found in the American Economic Review (1937).

American municipalities.

ASSOCIATES

method followed in supplying the different stores of a given organization was usually l * I Statistics
inadequate to indicate when it should be considered a chain, so that it has been necessary to Canada
make an arbitrary division in this field. For this census, all groups of four stores or more under
the same ownership are classified as chains provided that they are engaged in similar lines of
For a variety of reasons, Statistics Canada is considering discontinuing the chain / non chain
distinction in its publication of the Annual Retail Trade Survey. The following pages provide
other working examples of chain / formula retail definitions currently used in some other North
Andrew Yan LIVEABLE CITY
Consulting PLANNING LTD.
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2.1 DEFINITIONS

Chainand Independents

SAN FRANCISCO

® Under section 303.1 of the San Francisco Planning Code, “formula retailers” have been defined as “a type of
retail sales activity or retail sales establishment that has eleven or more other retail sales establishments in
operation...located anywhere in the world,” and has two or more of the following features:

o Astandardized array of merchandise

A standardized facade

A standardized décor and colour scheme

A uniform product mix across all stores

Standardized signage

O O O O O

A trademark or a service mark

® In the mid-2000s, San Francisco adopted policies to limit formula retail in all neighbourhood commercial
districts (NCDs). Today it has arguably the most comprehensive formula retail use restrictions in North
America. Rules around formula retail vary by neighbourhood.

o Formularetail in all NCDs must obtain a conditional use authorization to open.

o Inafew NCDs, formula retail is ostensibly banned outright (although there are instances where chains have
been granted conditional use exceptions nonetheless).

o Conditional Use Application evaluations consider many factors, including the existing retail landscape, vacancies,
and compatibility with ‘neighbourhood character.’

o Aneconomicimpact study is required for uses greater than 20,000 square feet.

ASSOCIATES
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2.1 DEFINITIONS

NEW YORK
® New York has adopted the same working definition of formula retail as San Francisco.

® A 2017 City report entitled Planning for Retail Diversity recommended that staff should “work with stakeholders
to examine the potential for zoning restrictions on chain stores and restaurants” in response to growing concerns

about preserving neighbourhood character and diversity of local independent businesses.

® The 2017 report built upon a 2015 study released by New York City’s East Village (Preserving Local, Independent
Retail) which proposed limitations on chain stores in that neighbourhood. The East Village already has restrictions

on store frontage sizes and certain changes of store use.

NANTUCKET, MASSACHUSETTS
® In 2006, the Town of Nantucket (population: 11,327) banned chain stores from its downtown.

® The town defines chain stores and restaurants as companies with 14 or more identical outlets and more than

three standardized features.

® The regulation was driven not by large format chain retail influx, but by the arrival of smaller chain retail in the

apparel category.

JERSEY CITY, NEW JERSEY

® In 2015, Jersey City began restricting chain stores to 30% of ground-floor commercial space in downtown

buildings (with some exceptions).

® The city defines chain stores as those having multiple locations within the region, and which exhibit standardized

characteristics such as logos, menus and store décor.

® The ordinance does not apply to grocery stores.
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2.1 DEFINITIONS

Small Business
Table 1: Number of Employees within Small Business Classification, by Category,

* For the purpose of collecting and reporting national statistics, Innovation, ~_Bitish Columbia, December 2017

Science and Economic Development Canada (ISED) classifies businesses Employees

according to the number of paid employees. Its publication Key Small mm 20 to 49 50 to 99

Business Statistics (most recently released in January, 2019) uses the

H 0, 0, 0, 0, 0,
following classifications: Retail Trade 35.0% 29.0% 20.7% 9.6% 3.7%
o Small Business : 1to 99 employees Drinking Places 11.2% 15.0% 24.1% 41.4% 7.9%
o Medium Business: 100 to 499 employees Full-Service Restaurants 16.2% 23.3% 25.0% 24.5% 8.3%
o Large Business: 500+ employees Limited Service Restaurants 17.5% 22.6% 33.9% 20.0% 4.9%
® Within the small business category, data are publicly available at the Personal, Professional,
o . . . 55.2% 28.8% 11.8% 3.6% 0.5%
provincial level, by North American Industry Classification System (NAICS) Household Services

code, for the following employment clusters: o , , )
Source: Statistics Canada, Table 33-10-0037-01— Canadian Business Counts, with employees, December 2017

o 1to 4 employees

o 5to9employees

o 10to 19 employees

WORKING DEFINITION FORTHISSTUDY
o 20to 49 employees

o 50to 99 employees The term ‘Small Business” should be read as “independent business” in this studly.

® In British Columbia, 98% of ‘retail trade’ businesses (NAICS 44-45) have 99

While there are undoubtedly instances where a business considered ‘small’ from an
or fewer employees, and 85% have 20 or fewer employees.

employment standpoint is also a chain, professional experience tells us that a majority of

® 35% of BC retail businesses can be classified as ‘nano enterprises (4 or independent businesses (3 or fewer locations) are likely to have under 100 employees.
fewer employees). Similarly, a majority of chain businesses are likely to have over 100 employees.

®* Amongst full-service and limited-service eating establishments,
respectively 99.6% and 97.4% are classified as ‘small” with 50% and 65%
having fewer than 20 employees.

Andrew Yan LIVEABLE CITY
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2.1 DEFINITIONS

SmallBusiness

Employeesvs. Floor Areas

While the number of employees is a common and useful metric for
conceptualizing and analysing business size, another metric that is used in the
retail and service commercial sectors is gross leasable or saleable floor area.

Sales volumes are typically tracked and reported on a per-square-foot basis,
and rent-to-sales ratios are often tracked on a floor-area basis.

What constitutes ‘small ‘or ‘large’ floor areas (or numbers of employees) in
the retail world varies by category. For instance, consider the typical size
thresholds for grocery stores and how those may compare to other
categories:

® Acorner store or green grocer is typically under 5,000 square feet, and may
be under 1,000 square feet (e.g. Nada, 675 E. Broadway; Be Fresh, 1900 W.
15t Avenue).

® A neighbourhood supermarket may be 8,000 to 20,000 square feet, and
typically includes a small café (e.g. Choices Market at W. 57" Avenue;
Strong’s Market on Dunbar).

® A typical destination or medium supermarket is 25,000 to 45,000 square
feet, and often includes full-sized cafes and specialty food stations (e.g.
Urban Fare).

® A large supermarket is over 50,000 square feet, and may be part of a much
larger extra-large general merchandiser (e.g. Wal Mart Supercentre of
180,000 square feet with 50,000+ square feet of retail grocery area). In
some of these larger general merchandisers, the grocery component may
be 80,000 to 150,000 square feet.

® Compare the concept of ‘small’ or micro’ grocery to the concept of
‘small’ for other categories:

o A ‘small’ pharmacy may be under 1,500 square feet.
o A ‘small’ restaurant is under 1,000 square feet.

o A‘small’ liquor store may be under 2,500 square feet.
Small Business and Independent Business

Another item to consider is the extent of overlap between ‘small” and
‘independent’ business categories. These terms are often used
interchangeably in planning-related discussions. However, if ‘small’ is
conceived using the Statistics Canada employment threshold of ‘under
100’ and a chain store is a business with 4 or more locations, then there
will be instances of small, chain businesses. Some examples of such in two
of the Study areas are: Turnabout Luxury Resale (5 locations); Trees
Coffee (6 locations), Thai Basil (4 locations), Banana Leaf (5 locations),
Purebread Bakery (5 locations). All are local or regional chains which likely
have under 100 employees.*

*Employment data for businesses in the Study areas was not available. Employment estimates have been made based on an estimate of 350 square feet per employee on

average, based on professional experience.
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2.1 DEFINITIONS

SmallBusiness

® The consulting team acknowledges that the term ‘small business’ may
have political connotations, and is a term that is often used
interchangeably with independent business.

® As discussed above, what classifies as ‘small” will differ depending on the
metric used (employees vs. floor area), and what is physically small for
one category may be large for another. Further there are instances where
businesses that are considered ‘small’ from an employment standpoint
are also chains.

® Unfortunately, the City of Vancouver does not possess a reliable database
of employment data by business. While data provided by the City’s BIA
Program does contain a field showing number of employees, there are
data veracity concerns which make this field problematic (and ultimately
not useful) for this study.

® By contrast, the City of Toronto “Retail Main Streets Study” (prepared by
ThreeSixty Collective for the City of Toronto Economic Development and
Culture Division) has the advantage of access to high-quality longitudinal
employment data by location and business type. This data has been
gathered and updated annually as part of the city-wide survey of
businesses since 1983.*

*See: https://www.toronto.ca/city-government/data-research-maps/research-reports/planning-development/toronto-employment-survey/
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2.1 DEFINITIONS

Anchor Uses or Attractors

An anchor use, alternately a ‘major attractor’ or ‘activity generator’, is defined

as a retail or non-retail use (or uses) that drive foot traffic and business to

other nearby uses in a commercial area. They are often critical for sustaining

the smaller, more specialized shops and services in an area. While anchors are

typically retail uses, there are other uses that can be effective drivers of traffic

such as community centres, libraries, or schools.

Examples of anchors within the context of street-oriented commercial

precincts are as follows:

Grocery stores and General Merchandisers: a full-line grocery store such as
a Save-On Foods or Safeway, a general merchandiser such as a London
Drugs, or even a pharmacy with sizeable retail grocery and general
merchandise components such as Shoppers Drugs Mart, will draw regular
foot traffic as customers return on a regular basis to buy day-to-day
convenience goods. Often these businesses benefit from greater brand
recognition and advertising resources, which positively impacts their ability
to draw customers. If these businesses are well-placed in a retail area, they
will both draw customers into an area and provide foot traffic to other
stores. The loss of a grocery or general merchandise anchor can have
knock-on impacts for local shopping areas. A recent example is the loss of
the Safeway grocery store in Point Grey Village (West 10t Avenue), and the
subsequent (negative) impact on foot traffic and business closures.

Clusters of Stores in same merchandise category: the concentration of many
storefronts in a single category (e.g. fashion, furniture stores, restaurants)
can also act as an anchoring use in a retail precinct. Customers are drawn
to these clusters, knowing that they will have many options within a short
distance. Examples of such ‘comparison goods’ clusters include furniture
and homewares stores on South Granville, apparel boutiques on Main
Street, or the ‘polar fleece’ district that emerged around Mountain
Equipment Co-op on Broadway.

Cultural, Civic, Institutional and Entertainment uses: the presence of a busy
community centre, a library, or a cultural venue like a theatre can act as
either primary or complementary activity drivers, and can make an area a
destination. The Stanley Theatre on South Granville, for instance, attracts
evening patronage to the precinct, and was found in a 2004 study to
positively benefit local businesses.* The loss of an institution can have
negative effects for an area. For instance, it was noted during interviews
conducted for this study that the closure of Sir Guy Carleton Elementary
School on Kingsway led to a noticeable drop in sales volumes for some
nearby businesses.

*Jones, Ken, Ryerson University Centre for the Study of Commercial Activity. (2004) Spillover Effects of Investments in Cultural Facilities.
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2.1 DEFINITIONS

Convenience and Comparison Goods and Services

® A common distinction made within the classification and hierarchy of retail districts is Convenience Goods and
Services vs. Shoppers (or ‘Comparison’) Goods and Services.
® Convenience Goods and Services:
o Arelower order goods and services which are purchased frequently.

o Are often the predominant businesses in most neighbourhood-oriented local shopping areas, and tend to decrease
as a proportion of total as one moves up the retail hierarchy.

o Typically include grocery stores, convenience stores, pharmacies, banks, personal services (e.g. barber, dry cleaner),
general services, and some professional offices.

® Comparison Goods and Services

o Higher order goods and services which are purchased less frequently than convenience goods and services, and for
which consumers are likely to do comparison shopping.

o Comparison goods include apparel, appliances, electronics books, hobbies, toys, music, homewares, and jewellery.
o Comparison services may include medical services, financial and legal services, and other professional services.

o The proportion of higher order goods and services in a shopping area will increase at higher levels of the retail
hierarchy. The hierarchy typologies as its applies to the City of Vancouveris discussed in more detail in Section 2.2.

For the purposes of Study area retail classifications in this document, Comparison and Convenience Service commercial
has been grouped under the single heading “Service Commercial.” Convenience Goods and Comparison Goods are kept
separate.

In addition, we use the category “Food & Beverage” to classify all types of restaurants / eating places / drinking places.
We use “Entertainment / Fitness / Recreation” for any entertainment or recreation venues including theatres, gyms, and
yoga studios. We use “Automotive Goods and Services” for all types of business that sell or service vehicles or vehicle
parts.
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2.1 DEFINITIONS

Convenience and Comparison Goods and Services

Convenience Goods

Service Commercial

Comparison Goods

Food and Beverage

Automotive Goods and Services

Entertainment / Fitness /
Recreation

Vacant

URBAN

systems

Grocery stores; specialty food stores (e.g. bakeries, fish markets; green
grocers); convenience stores; liquor stores; personal service stores and
pharmacies; florists

Personal services, professional services, health services, financial services, legal
services.

Art, books, clothes, luggage, accessories, electronics, appliances, furniture,
gifts, hobbies, toys, jeweler, lawn/garden/hardware, office supplies, optical
goods, pet store, shoe store, sporting goods, general merchandisers

Full-service restaurants; limited service eating places; drinking places.

Parts and accessories stores; repair and maintenance; auto, boat dealers.

Theatres, gyms, fitness, yoga, billiards, bowling, martial arts.

Unoccupied storefronts, regardless of lease / permitting status.
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2.1 DEFINITIONS

Vacancy Rates

ASSOCIATES

Vacancy can be, and often is, defined in different ways.

o The International Council of Shopping Centers (ICSC) defines vacancy in their Dictionary of

Shopping Terms (2005) as: “the square footage that is unoccupied even if leases are signed and
rents are being collected, expressed as a percentage of the total occupancy area of each store
category.”

The shopping centre industry typically follows the ICSC definition of vacancy. However, a 2013
article published by Ryerson University’s Centre for the Study of Commercial Activity noted that
few companies report vacancy by store category (as per ICSC definition). Instead, vacancy is
reported as a function of total floor area, with the following variations:

® Shopping centre owners and developers report vacancy on a square footage basis for

unoccupied space (including vacant space that is still subject to lease payments and is
technically non-leasable) and reported against gross leasable area (GLA).

" |easing industry professionals usually report vacancy as unoccupied space that is leasable,
and reported against total GLA.

When collecting or reviewing vacancy rate data, there must be clarity on what definition is being
used. From the perspective of the resident and shopper, an empty storefront looks and feels the
same, and has the same overall negative impact on the neighbourhood, regardless of whether it
is vacant and leasable or vacant and encumbered in some way from a new occupancy.

From the perspective of business area health, however, the difference between vacant and
leasable vs. vacant and encumbered could be important. If, for instance, half of vacancies are
encumbered from new occupancies, this could have much more serious impacts on the ability for
a struggling area to recover quickly.

WORKING VACANCY DEFINITION FORTHIS STUDY

The data collected for this Study reports as
“vacant” any storefront in the Study areas that
is unoccupied, regardless of lease status or
permitting status, based on field observations.

Vacancy percentages are reported as
proportions of total floor area and total store

count within each Study area.

Significant variations in vacancy percentages
between floor area and store counts are a
function of differences in store sizes. For
instance, a large space formerly occupied by a
grocery store is counted as only one storefront,
but it may significantly increase the vacancy
rate of an area on a floor area basis. Its loss is
also likely to have a significant impact on the
health and vitality of the shopping areas.
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2.1 DEFINITIONS

Vacancy Typologies

The ideal situation for a local shopping area is not to achieve 100% occupancy. Some commercial vacancy is a
necessary attribute of healthy property markets. This is often referred to as “Natural” market vacancy.

® The efficient operation of commercial markets, reflected in churn and filtering of businesses up and down the
property ladder, cannot occur without some degree of vacancy. This type of vacancy is often referred to as
“Frictional” or “Cyclical” vacancy.

® This can be differentiated from “structural” vacancy, referring to properties that are perpetually vacant for a
number of reasons. Such properties are a problem for commercial landlords, nearby small businesses, and
overall health and vitality of commercial precincts.

Natural market vacancy can be split into two tiers: Premium Vacancy and Auxiliary Vacancy
o Premium vacancy: represents the best properties, typically close to anchor tenants and the core of a local
shopping area, and are part of the typical cyclical / frictional vacancy cycle.

o Auxiliary vacancy: describes vacant secondary properties that still play a role in an area but are lower-grade
building stock. Often these buildings are critical for small, independent businesses.

® A common rule of thumb in the commercial brokerage industry is that a frictional vacancy rate around 5-7% is
healthy, and up to 10% is acceptable, as it allows for business churn and filtering without unduly impacting the overall
health and vitality of a precinct.
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2.1 DEFINITIONS

Commercial Rentsand Inducements

® Commercial rents are a significant operating cost. Businesses typically think about rent in terms of rent-to-sales ratios.

® Each business category has different abilities to pay rent, but a rule of thumb in the retail leasing industry is that if a
business is paying more than 15% to 20% of gross sales in combined rents (Basic + Additional), it is unlikely to survive
long-term.

® Within a standard commercial lease, particularly for a retail space, there are typically two components of rent:

1. Basic Rent (sometimes termed ‘minimum rent’), which is the per-square-foot per annum calculation that is the
negotiated rent paid to the property owner, not including tenant inducements; and

2. Additional Rent, which can comprise any of the following items: taxes, insurance, utilities and operating
expenses.

® Tenant inducements are a form of consideration given by a landlord to a tenant in order to incent them to sign a lease.
Inducements can be used to achieve a higher basic rent (i.e. the rate that goes into the lease) for the purposes of
resale or financing.

O Common types of inducements include any of the following, or combinations therein:
® Free rent periods
®  Leasehold improvements provided by the landlord
® (Cash allowance paid to the tenant

O Different inducement types result in different accounting and tax treatments.
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2.2 SHOPPING AREA TYPOLOGIES

Local shopping areas are not all created equal; the ingredients for their success
inevitably vary by size and context.

Historical City of Vancouver Commercial Area Definitions and Hierarchy

Historically, City of Vancouver policy recognized a hierarchy of five levels of
of which the first and third
neighbourhood-serving. Their descriptions, originally from a 1987 Review of

commercial districts, levels are primarily
Commercial Zoning Districts, and summarized by Vanessa Kay in a Professional
Project Report at the UBC School of Community and Regional Planning in 2010%,

are listed below:

1. Local Centres — provide convenience goods and services required by nearby
residents on a day-to-day basis. The major components are usually a grocery
store or medium-sized supermarket, a drug store, beauty or barber shop,
drycleaners and a service station. Over 75% of a local centre’s floor area is
devoted to the sale of convenience goods and services (food, drugs, beauty
needs etc.), and the remainder to shopping goods (apparel, appliances etc.)

2. General Business Areas — auto-oriented mix of retail, service, office and

general commercial components along major arterials

3. District Centres — offer a large variety of goods and services, in addition to
those provided in local centres, and function as the retail and service centre of
a whole residential district. The major components are usually a large
supermarket, large variety or discount store, other apparel and appliance
stores, and some professional offices. In addition, district centres are usually
the recreational, cultural and civic centres for the City’s residential districts.
Most district centres tend to contain a post office, library, community centre,
arena or theatre. Approximately 50% of the floor area is devoted to shopping
(comparison) goods and 50% to convenience goods and services.

4. Regional Centres — focal points of specialized shopping, usually

containing a large department store

5. Central Business District — the regional downtown; the principal office,

financial and entertainment centre for the metropolitan area

Embedded within the categories above are distinctions between retail
function, which themselves are indicators of an area’s placement within
the retail hierarchy. For instance, a local centre or district centre is likely to
have a greater weighting toward convenience goods and services, whereas
a regional centre will likely be more heavily weighted to comparison goods.

Other Typology / Hierarchy Definitions

Note that there are other City of Vancouver spatial / typological definitions
that have been used in discussions of the City’s neighbourhood retail
landscape over the years. For example:

® “Neighbourhood Shopping Areas,” or neighbourhood-serving shopping
areas are both frequently-used terms to describe local shopping streets
/ areas in City plans and reports.

® “Neighbourhood  Centres” nineteen

neighbourhoods through the City’s extensive neighbourhood visioning

were  designated  for

processes, in years following the adoption of City Plan in 1995.

There are also other classification schemas that are in use (formally and
informally) in various City planning groups.. One of the notable challenges
in reconciling different classification schemas is that different approaches
to definition and classification have been used for different purposes at
different times.

*Kay, Vanessa (2010). Neighbourhood Retail Change: The Evolution of Local Shopping Areas in Vancouver, BC. UBC School of Community and Regional Planning.
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2.2 SHOPPING AREA TYPOLOGIES

While most elements of the commercial area typologies and hierarchy
presented on the previous page remain valid, there have been changes in the
retail landscape in recent years which may alter the characteristics of our
commercial districts. Further, the “Local Centres” level of the hierarchy could be
further
differences in district size, mix and trade area. To set the context for a modified

broken down into sub-categories to better capture significant
commercial hierarchy, we present here a snapshot of some trends that are likely
to re-shape commercial districts in the coming decade and beyond. These are
discussed in more detail in Section 3.1.

® Online: Many comparison shopping goods (e.g. electronics, appliances,
books, sporting goods, fashion, homewares etc.), can now be easily browsed
and ordered online through multiple platforms, and delivered to homes,
offices or other locations for pickup. As this trend grows and expands to
more retail categories, more businesses will likely curate smaller storefronts
for display, limited on-site product sales, customer interface and virtual
browsing. These stores will also double as points for distribution / pickup of
orders at the curb. The outcome may not necessarily be a decrease in the
total floor area required (or the desire of a business to have a physical
presence in commercial districts), but rather a change to the way space is
demised between warehousing / logistics and retail / service.

® Artisanal & Online: People are seeking out more authentic, local experiences
and goods. For a local artisanal producer, this may translate into demand for
space with a small retail/service presence, back-of-house areas for
production and storage, while the bulk of sales are made through online

platforms.

Convenience Shopping Online: Customers are browsing and purchasing
convenience shopping goods (e.g. grocery, pharmacy, day-to-day home
products etc.) online through multiple platforms. People now order
everything from shampoo and paper towels to dry goods and fresh
vegetables online. Some orders are made through online retail giants like
Amazon; others are through online platforms of grocery chains like
Save-On Foods and Loblaws. Others still are ordered through online
platforms of smaller local businesses (independents and chains), who are
able to build robust sales platforms and business practices with the help of
groups like Shopify. As online shopping increases in convenience categories,
traditional grocery stores may increasingly reorganize their space to dedicate
more floor area to sorting and preparing online orders for delivery or pick-
up.

Restaurants Online: Web platforms are driving the expansion of third-party
home delivery companies. More restaurant floor area will be dedicated to
expediting deliveries. It will also mean more restaurants converting into, or
operating separate delivery-only ‘ghost kitchens” that will not need
prominent commercial space so long as they are within quick-delivery range
of a major consumer trade area. The growth of start-up brands is likely to
accelerate through expansion of ghost kitchens, as this will provide a lower

cost point of entry to the restaurant business.

Combination Stores: Demand is likely to increase for combination production
/ consumption (or sales) / meeting spaces that are local and unique. This
could include local cafes / bakeries, micro breweries / distilleries, artisan
manufacturing with other social functions (e.g. an artisan manufacturer that
also offers services to customers and a café) Flexibility and adaptability of
physical space, along with flexible and adaptable policies controlling use and
building upgrades in LSAs, will be critical in effectively responding to
emerging trends and ensuring that commercial districts can adapt effectively.
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2.2 SHOPPING AREA TYPOLOGIES

Proposed Commercial Hierarchy

® The commercial district hierarchy — per City of Vancouver — discussed previously will
continue to apply, but the nature of the business mix within that hierarchy is likely to
evolve as some of the trends discussed above become more prominent.

For the purposes of this report, as well as to present a starting point for the City’s
evolving conversation on commercial hierarchy leading up to the City Wide Plan process,
we propose the following hierarchy of commercial precincts organized from the smallest
to largest scale.

Proposed Commercial Hierarchy
1/ Convenience Commercial Nodes or Clusters
2 / Neighbourhood Clusters [ >1 to <3 blocks]
3 / Community Commercial Precincts

a) Small Neighbourhood / Community Commercial Precincts [ 3 to 5 blocks ]

b) Medium Length Community Commercial Precincts [ 5 to 9 blocks ]

Case Study Areas
c) Large/ Extended Community Commercial Precincts [ 9 or more blocks ]

4 / Regional Centres / Central Business Districts

Note that this hierarchy is broken out primarily by size of cluster (i.e. number of stores). As a
result some of these categories will fit into more than one of the categories in the historical
hierarchy.
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2.2 SHOPPING AREA TYPOLOGIES

Proposed Commercial Hierarchy

1. Convenience Commercial Nodes or Clusters
[ as smallas 1 storefront, up to 1 block]

® Includes small street-oriented ‘local centres’ (providing convenience commercial
and social function for immediate neighbourhood). May also include small ‘general
business areas’ along major arterials, serving both local neighbourhood needs and
the travelling public.

® At times comprised of a single store, but may extend up to 1 block (with some
partial spill over to an adjacent block) with retail, service, office and general
commercial.

®* Main mode of access is dependent on physical location and design (e.g. within a
neighbourhood vs. at intersection of major arterials).

® Often situated around either a food production / consumption use (e.g. bakery /

café), or a convenience store. Note that many small neighbourhood nodes serve
multiple functions.

® Convenience Commercial Nodes or Clusters are inclusive of active isolated C-zone
retail sites, active non-conforming retail sites, and active neighbourhood grocery
store sites.*

The Brick Yard at W. 16t Ave & Macdonald Street

*For a detailed inventory of neighbourhood retail sites (active and deactivated / demolished) throughout the City, see Hunter, Jacqueline (2019) “Small-scale neighbourhood retail in
Vancouver: An inventory of stores and an assessment of opportunities.” Prepared as part of the Greenest City or Healthy City Scholars Program, a partnership between the City of

Vancouver and the University of British Columbia.
____
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2.2

SHOPPING AREA TYPOLOGIES

Proposed Commercial Hierarchy

2. Neighbourhood Clusters [ >1 to <3 blocks]

Includes slightly larger ‘local centres’, and may include slightly larger
‘general business areas’.

Small, usually unanchored agglomerations of convenience retail,
service commercial, and restaurants, serving the immediate
neighbourhood.

May contain a unique destination draw (e.g. a popular bakery or
restaurant).

Typically these extend 1-2 blocks from an intersection, but may be up
to 3 blocks in length.

Land uses are often less mixed in these clusters (historically), but that is
likely to evolve.

Some examples include: W. 33 & Mackenzie; W. 24t & Macdonald.

W. 33 Avenue & Mackenzie Street

Macdonald Street, W. 24t Ave to W. King Edward Ave.

&
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2.2 SHOPPING AREA TYPOLOGIES

Proposed Commercial Hierarchy
3. Community Commercial Precincts

® This category generally encompasses both the ‘District Centres’ and ‘Local Centres’ from the historical
commercial district hierarchy.

® These areas are typically anchored by one or more grocery stores, depending on the size of the commercial
precinct.

* The grocery stores are typically complemented by specialty food retailers, one or more drug stores /  Exampleof Medium Length
. . . . . . Community Commercial Precinct:
pharmacies, a variety of personal and professional services (including banks), restaurants, and some Marple BIA
comparison goods and services.

Marpole BIA
® Some community shopping streets have larger proportions of comparison goods and services. This is a function _

Storefront Count

an area’s historical evolution and placement within the city more than a function of its size. : )
(including vacant)

® Following are sub-sets of Community Commercial Precincts: lad
A. SmallNeighbourhood / Community Commercial Precincts[ 3 to 5 blocks ] Combined Floor Area
o Typically contains a defined ‘core’ area and grocery store anchor, and ancillary convenience retail / service. (sa.ft.) 246,827
o Likely to have at least 75%, and possibly over 85%, of floor area in convenience goods and service, although
this could vary.
o Examples: West Point Grey BIA; Dunbar Village BIA (core area between W. 26t and W. 30t Ave); 15t & g:rr:/\i/:gsiingsciiogds/
Renfrew. Beverage as % of
Occupied Floor Area
B. Medium Length Community Commercial Precinct [5 to 9 blocks] 92%
o Atleast 5 blocks, and up to 9 blocks in length.
o May contain one or more ‘core’ areas serving different (but overlapping) trade areas.
o Typically at least 200,000 square feet of combined retail and service commercial floor area. Comparison Goods as
o Likely to contain a higher proportion of convenience goods and services vs. comparison goods and services Z’rzz OccupiedFloor
than the large / extended shopping streets. 8%
o Also likely to include one or more non-retail anchors, such as a library and/or a community centre.
e —
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2.2 SHOPPING AREA TYPOLOGIES

Proposed Commercial Hierarchy
3. Community Commercial Precincts
C. Large/Extended Community Commercial Precincts [9 or more blocks]
o May contain multiple anchored ‘core’ areas serving different (but overlapping) neighbourhood trade areas.
o Typically comprised of at least 400,000 square feet of combined retail and service commercial floor area, and up to 450 storefronts.
o Convenience goods and services comprise at least 60% of total floor area.

5 of the 6 Study areas examined in this report fall into this portion of the hierarchy. The table below provides examples using four of the Study
areas. Note the business mix in South Granville reflects its historical role as a destination shopping precinct, while also serving neighbourhood
convenience needs.

Examples of Large/Extended Community Commercial Precinct:

West Broadway Commercial Drive Hastings North South Granville
Storefront Count (including vacant) 255 352 257 199
Combined Floor Area (sq.ft.) 488,528 802,341 484,414 540,392

Convenience Goods + Services +
Automotive + Food & Beverage as % of 73% 83% 83% 44%
Occupied Floor Area

Comparison Goods + Entertainment as %

0, () () 0,
of Occupied Floor Area 28% 17% 17% 56%
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2.2 SHOPPING AREA TYPOLOGIES

Proposed Commercial Hierarchy
4. Regional Centres/ Central Business Districts

® This is an amalgamation of the top two tiers in the historical hierarchy (Regional Centres + Central
Business District).

® As per the historical hierarchy, this area (or areas) would comprise the focal points for specialized
shopping, along with major office, financial and entertainment.

® These areas are comprised of a network of multiple commercial streets / districts intersecting one
another, and would also include a region-serving mall like Oakridge Centre.

® Unlike the other areas in the hierarchy, there is more likely to be a significant amount of retail /
service commercial activity above and below the ground floor.

® These areas are often defined by high density residential and a mixture of land uses, or are
undergoing transformations to mixed use (e.g. Oakridge Centre).

® These areas will often include one or more regional transportation hubs.

This hierarchy should be taken as a starting point for further discussions around how the City may best
conceptualize different types of retail districts and precincts going forward. The discussion around the
hierarchical framework, and how it aligns with land use planning policy (including zoning), should be the
subject of further deliberation as the City moves forward into future phases of work on supports for
neighbourhood shopping areas.
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2.2 SHOPPING AREA TYPOLOGIES

Population Density Thresholds

Another way to conceptualize shopping area typologies may be to think about them in terms of surrounding area population
densities that comprise their trade areas. Based on a high-level review of population densities within 1 kilometre radii around
each of the City’s 22 BIAs using data from the 2016 Census, we found:

® Areas with more than 100 residents per hectare in the 1 Km radius around the BIA are also those that fall within the
“Regional Centre / Central Business District” typology (with the exception of Oakridge Centre). With the combination > 100 ?? / H d
of high population density, multi-modal access, and large daytime working populations, certain types of activities

and destination / specialty retailers can thrive.

o BIA catchment areas that meet or exceed the 100 residents/Ha thresholds include: West End, Robson Street,
Downtown and Yaletown.

o Assessing the health and vitality of these areas would likely require additional quantitative and qualitative
considerations that are beyond the scope of this study. In other words, the health and vitality “report card” that is
presented in later sections of this document would not necessarily apply to these areas.

® Areas with less than 100 residents per hectare in the 1 Km radius around the BIA fall into the various Community

<100 ¢ /Ha

Commercial Precinct typologies, which are themselves the “top’ of a hierarchy that includes neighbourhood clusters

and convenience clusters.

o In these types of precincts, retail activity is mostly on the ground level, and is often more oriented towards
convenience goods and services (although, as noted in the case of South Granville, there are exceptions to this
depending on the historical role played by a neighbourhood commercial street).

® A population density of less than 40 residents per hectare in the surrounding trade area may be a threshold indicator < 40 W / Ha

below which a local shopping area begins to struggle, particularly if inflow spending from areas beyond the
immediate trade area is insufficient. Point Grey Village on West 10t Avenue is a case-in-point. With just over 30
residents per hectare, the Village has historically depended on significant inflow spending from UBC's Point Grey
campus and the University Endowment Lands (UEL). The growth of local retail and service at UBC in recent years —
including a grocery store anchor at Wesbrook Village — has reduced inflow spending for Point Grey Village
businesses. Given these conditions, and an insufficient local trade area population density, the Village has
experienced increasing retail vacancies, exacerbated by the loss of the major anchor grocery store (related to a lease
expiry).
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3.1 RETAIL SALES TRENDS

Purpose of this Section

This section provides an overview of the macro-context within
which Vancouver's local shopping areas are operating, and
challenges they are facing.

Retail Sales Growth— BC and Vancouver

Retail sales in British Columbia have grown at an average annual rate of
4.1% since 2008, while sales in the Vancouver Census Metropolitan
Area (CMA) have increased at an average annual rate of 4.5%. In 2018,
retail sales in B.C. totaled just under $86 billion, of which approximately
47% (540.3 billion) occurred in the Vancouver CMA.

Retail sales growth slowed considerably in 2018, with virtually zero
growth in the Vancouver CMA year-over-year despite 1.5% growth in
the region’s population. Sales at the provincial level through the first
seven months of 2019 were up over the same period the previous year
(+0.5%) but were down in Vancouver (-1.1%). This is a strong indicator
that Vancouver will see a decrease in annual retail spending for the first
time since the 2008-09 financial crisis. This is likely a function in part of
a reverse ‘wealth effect’ taking hold in the Lower Mainland, with
stagnating home price growth translating to decreased consumer
confidence, increased consumer debt, and reduced willingness or
ability to spend on retail goods. Notably, this decline in Vancouver area
retail sales compares with strong gains in Canada’s other large cities.
Toronto’s retail sales from January through July 2019 were up 4.5%
from the same monthsin 2018, while Montreal saw a 5.9% gain.

The main drags on BC retail sales were motor vehicles and parts, and
building materials, garden equipment and supplies.

British Columbia and Vancouver Retail Sales, 2008 to 2018
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3.1 RETAIL SALES TRENDS

Growth by Category, Vancouver CMA

The figure at right shows retail sales growth and change by
category in the Vancouver CMA in 2016/17 and 2017/18.

Some sectors which performed strongly in 2016/17 slowed or
reversed course the following year, most notably:
® Building materials / garden supplies (still positive
growth, but significantly moderated).

® Jewelry, luggage and leather goods (from strong
growth to year-over-year drop).

® Vehicle sales and parts (from 9% growth to 7%
decline).
Other sectors showed turnarounds from the previous year,
notably:

® Specialty foods (+12%, vs. -13% previous year).

¢ (Clothing (+16%, vs. 2.6% previous year).

® Electronics and Appliances (+2.7%, vs. -0.9% previous
year).

Vancouver CMA Sales Change by Category, 2016/17 and 2017/18
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3.1 RETAIL SALES TRENDS

Vancouver CMA and British Columbia Sales Change by Category, 2017/18
Growth by Category, Vancouver CMAvs. BC

The figure at right compares sales growth in the 2017/18 period

. Miscellaneous 5%

between the Vancouver CMA and the province overall. 2.2%

i 2.6%

Sector-specific growth in the province has generally been General Merchandise 2.9%
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3.1 RETAIL SALES TRENDS

Sales by Store Type

Independent businesses in British Columbia last captured a majority of
total market sales in 2003.*

In the period between 2012 and 2017, annual sales growth amongst
independent retailers averaged 7.5%, compared with 4.0% for chain
retailers. The result has been an increasing proportion of retail sales
attributable to independents year-over-year, growing from 44% in 2012
to 48% in 2017. A goal of this Study is to determine the health and
viability of independent businesses in Vancouver specifically.

Total Retail Sales by Year, British Columbia
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M Chains Independents
Source: Statistics Canada, Table 20-10-0066-01

Market Share Captured by Independents

Looking at sales by sector, independents are most prominent in the categories
of health and personal care, furniture and home furnishings, and miscellaneous
goods retail. In each of these sectors, independents accounted for more than
50% of sales in BC.

Other prominent categories for independents in BC, from a proportion-of-
total-sales standpoint, are building materials and garden stores (48%), sporting
goods, hobbies, books and music (46%), and food and beverage stores (33%).

Proportion of Retail Market Captured by Independents, BC and Canada, 2017
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*CUPE and Civic Economics, 2013: “Independent BC: Small Business and the British Columbia Economy”
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3.1 RETAIL SALES TRENDS Chainvs. Independent Margins, 2012 to 2017

Chain vs. Independent Retailer Gross Margins, British Columbia
Gross and Operating Profit Margins by Store Type
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operating in British Columbia between 2012 and 2017. 20.0 273 25.9 25.9 263 26.1 25.1
s : 15.0
¢ Definitions: 10.0
o Gross Margin is calculated by subtracting the cost of goods 0
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British Columbia
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greater amongst independent businesses. 70 \
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Source: Statistics Canada, Table 20-10-0066-01

*Note that operating expenses include property taxes, insurance and utilities. They do not include loan payments, depreciation and income taxes
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3.1 RETAIL SALES TRENDS
E-Commerce Expanding Across Sectors

E-commerce is quickly growing as a proportion of total sales in
Canada. According to Statistics Canada it accounted for 1.6% of total
sales in 2012, 2% in 2015, 2.7% in 2017, 3.0% in 2018 and nearly 4%
in 2019. November 2019 e-sales were 7% higher than in 2018. Note
that this data excludes online purchases made by Canadian
consumers from foreign-based retailers.

The volume of e-commerce transactions from January through
November 2019 was up 21% over the same period in 2018. E-
commerce sales totaled $18.05 billion in 2018, up from $16.8 billion
in 2017, $11.6 billion in 2015 and $8.3 billion in 2012. They are
likely to exceed $21.6 billion in 2019.

The prominence of e-commerce varies considerably by sector. Note

Monthly Retail E-Commerce Sales in Canada, Monthly, January 2017 to November 2019
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3.1 RETAIL SALES TRENDS

E-Commerce Sales for Independents

Implications of E-Commerce for Vancouver Small Business:

® Independent businesses in Canada recorded $2.3 billion in e-commerce

sales in 2017, compared with $3.5 billion in e-commerce sales amongst

chains.

® E-commerce accounted for 0.7% and 1.3% of total sales achieved by

independents and chains in Canada that year, respectively.

® E-commerce sales by independents have been growing at an average

annual rate of 10.5% since 2013, and the pace of growth has increased in
recent years (15.5% between 2016 and 2017).

Through roundtables and discussions with brokers, it is reported
that many traditional retailers are seeing increased competition
from online portals. The range of competition is expanding across
nearly all product categories.

The range of product that customers are buying online is
increasing.

Savvy small businesses, including restaurants and food stores, are
using online platforms to increase their profile and sales.

Method 2013 2014 2015 2016 2017
In-Store S 268,276,275 | S 282,226,271 | S 291,782,182 | S 303,771,644 | S 326,905,054
E-Commerce S 1,565,278 | $ 1,646,880 | S 1,802,378 | $ 2,016,961 | $ 2,329,379
Catalogue / mail order / phone S 3,821,319 | S 3,750,451 | S 3,798,277 | S 4,202,010 | S 4,225,850
All other S 2,439,660 | $ 2,628,862 | $ 2,797,383 | $ 2,846,523 | $ 2,030,900
TOTAL $ 276,102,532 |$ 290,252,464 ( $ 300,180,220 | $ 312,837,138 | $ 335,491,183
E-Commerce as % of Total 0.6% 0.6% 0.6% 0.6% 0.7%
Annual growth of E-Commerce 5.2% 9.4% 11.9% 15.5%

Source: Statistics Canada Table 20-10-0064-01

—————————————
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3.2 RETAIL CONCEPT TRENDS

Omni-Channel Sales Strategies

Omni-channel refers to the multi-channel approach to marketing, selling and serving
customers in a way that creates an integrated, cohesive customer experience
regardless of how or where a customer reaches out. A customer can shop online, by
phone, or in a physical store (or through a combination), and the experience should
be seamless.

Omni-channel is differentiated from multi-channel by the depth of integration.
Simply, all omni-channel experiences use multiple channels, but not all multi-
channel experiences are omni-channel. A business may have excellent mobile
marketing, engaging social media, and a compelling website. But if they do not work
together well, they have not achieved an omni-channel experience.

At its core, omni-channel retailing is about creating complementary experiences for
consumers. For most small, independent businesses, the bricks-and-mortar retail
experience remains paramount. However, building a robust online channel to
complement in store sales can help convert and retain customers.

Restaurant Market Share Captured by Independents

® A study prepared by Civic Economics in 2013 indicated that independents make
up a minority of limited-service restaurants in BC (and Canada), but make up a
substantial majority of full-service restaurants.*

o Independentsaccounted for 17.8% of limited-service restaurantsin BC, 18.5% in
Canada.

o Independentsaccounted for 72.5% of full-service restaurantsin BC and 65.5% in
Canada.

*Civic Economics, 2013: Independent BC: Small Business and the British Columbia Economy.

Micro-Warehousing / Click and Collect

As more shopping occurs online, more retailers are trying to create
smaller urban distribution points to fulfill online orders. Retailers can
reduce the costs and problems in their distribution chain by adding
small warehouses into urban areas. These micro-warehouses do not
have to be stand-alone entities, nor do they have to be warehouses
in the traditional sense. A micro-fulfilment centre could be co-
housed in a small format urban store on a main street.

Autonomous Delivery

While still in the experimental phase, autonomous delivery could
become a major piece in the broader retail puzzle, working alongside
micro-warehousing and e-commerce to further disrupt the retail
landscape. Going forward, we are likely to see small format stores in
urban locations use their locational advantage to aid with online
order fulfillment and delivery. Many will partner with micro-
fulfilment start-ups and autonomous mobility companies to reduce
costs and increase speed of the ‘last mile’ delivery to consumers.
Currently, last-mile logistics have an outsized impact on thin margin
businesses. Autonomous vehicles could change the math.
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3.2 RETAIL CONCEPT TRENDS

Checkout-Free Retail

Amazon Go — Amazon’s convenience retail experiment with stores in Seattle,
San Francisco and Chicago — may have been the first to bring the concept of
checkout-free retail to reality (in January 2018), but others are quickly
following. Check-out free retail relies on sophisticated image recognition
software and artificial intelligence to eliminate the need for a traditional
check-out line. In an Amazon Go store (a convenience concept of up to 2,300
square feet with groceries and prepared foods), cameras track customer
movement throughout the store and keep tabs on the goods being collected.
Software reads the codes on each product as the customer shops, with the
ability to differentiate between nearly identical products. Weight sensors on
each shelf know when an item has been removed, or returned. Nothing is
charged until the shopping trip is over and the customer has departed
through the automated gates.

Some speculate that checkout-free technology will become the norm in 10 to

15 years, significantly disrupting bricks-and-mortar retail across sectors.

® A poll taken in the United States found that 43% of respondents would
rather scan-and-go than wait in a checkout line (GPShopper, May 2018).

® Checkout-free technology may accelerate the demise of large-
format stores, whose business models are already struggling
against e-commerce, replaced by small stores supported by
just-in-time distribution and logistics networks.

® As technology improves and costs are reduced, small chains
and independent retailers could use this technology, just as
independents previously began to use Amazon Marketplace for
direct-to-consumer selling and distribution.

® Amazon Go-type technology could accelerate the retail
landscape’s shift away from large-format stores back to small-
box and local merchants.

Amazon intends to open 3,000 Amazon Go stores across North
America and the UK by 2021, and is looking to expand the concept to
airports, university campuses, transit stations and office lobbies.
Others are experimenting with similar technology, including Tesco in
the UK and Walmart in partnership with Microsoft in the US.
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3.2 RETAIL CONCEPT TRENDS

Large Format Retail Decline

The combination of e-commerce, micro-warehousing, checkout-free retail
and reduced-cost / highly flexible delivery will all work together to
accelerate the demise of the large format retail store. As these larger
format stores ‘right size’ into smaller footprints that are more conducive to
street retail environments, small business may face growing barriers to
entry (in hot areas) as costs of entry are further bid up.

Pop-Up Retail

Pop-up retail is not in itself an emerging trend. Pop-ups have had regular
presence in many settings for the last 20 years, including at festivals, sales
events, and through creative work of business associations and
neighbourhood groups temporarily activating vacant stores. The emerging
trend in pop-up retail is its use as a way for established (or establishing)

retailers to experiment with new products or approaches.

One example of this is the pop-up retail stores by previously online-only
retailers. Pop-ups are being used to test concepts and gauge levels of
consumer interest in bricks-and-mortar presence of previously virtual
retailers. This can lead to some electing for permanent street locations,
such as Indochino on Homer Street, or Clearly on Robson Street.

Pop-up retail is also being used by developers as part of the process
of creating a compelling tenant mix in some of their new, mixed-use
projects. A recent example of this is the Atrium project at 595 Bay
Street in Toronto. The developer’s pop-up initiative is making several
spaces in the retail podium available for temporary activation, with
the goal of attracting a more diverse clientele and providing a boost
for adjacent retail tenants. For the pop-up brands, this helps create
publicity and test their concepts. Atrium partnered with a firm
specializing in temporary retail activation, which works with
landlords and brands across North America to bring pop-ups into

new projects and established street districts.

Pop-up retail is likely to become more prominent in the business mix
of Vancouver’s local shopping areas, particularly at sites which are
awaiting redevelopment.
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3.2 RETAIL TRENDS

Ghost Kitchens

The recent closure of Dixie’s Barbecue — Vancouver’s only Central Texas-style
barbecue restaurant — at 337 East Hastings, may at first blush be worthy of a
notation in the City’s records of annual restaurant churn. However, unlike
other restaurant closures, Dixie’s has not truly closed. Instead, it has closed
its dine-in function and reinvented itself to take advantage of a growing
trend in the restaurant industry: ghost kitchens. Its focus is now on food
delivery (via third-party delivery services), a business segment which already
accounts for over 50% of that restaurant’s sales (and growing). Its kitchen
will also serve its growing catering function, and as a commissary space to
allow for expansion of another successful nearby eatery under the same
ownership (Gringo). It will also be available for rent to culinary start-ups or
restaurants in need of extra production space.

Dixie’s is a current, local example of a growing trend in the restaurant
industry, one which could change the nature of many shopping areas in the
next 10+ years. The ghost kitchen, or virtual kitchen phenomenon has been
made possible by the rise of delivery apps, and they are bolstered by growing
consumer demand for convenience when it comes to food. One of the most
prominent examples of this phenomenon is in Toronto, where the Globe and
Mail recently highlighted an example of a local restauranteur with 15
restaurants, almost none of which have a dining room or take-out counter.*

All these restaurants operate by way of delivery services exclusively.
This phenomenon allows restaurateurs to save on staff costs and the
rent required to have full dining rooms and allows for
experimentation with new concepts. As this trend grows, it will likely
mean that restaurants will make up a shrinking proportion of
business counts and floor space in local shopping areas.

Combination Stores/ Uses

Small-scale manufacturing, with ancillary retail and/or service space,
is a phenomenon that is on the rise, and is generating demand for
more flexible zoning regulations to accommodate it. In some cities,
this is taking the form of ‘craft districts’ where products are made
and exported, but also sold on site. This can include high-end
apparel, homewares, musical instruments, recreational goods, and
food & beverage (e.g. microbreweries and micro distilleries). This
type of small-scale manufacturing / retail is growing in demand,
building upon changing consumer sentiment against homogeneous
production and products and a desire for locally, ethically and
sustainably-sourced products.

With demand on the rise, zoning bylaws are under pressure to
accommodate artisanal producers that blur the lines between light
industry, retail and service commercial. Many artisanal businesses
would benefit from ‘performance-based’ zoning that judges
appropriateness based on impact rather than use.

*Deschamps, Tara. “Ghost Kitchens begin to pop up in Canada as food delivery grows in popularity.” The Globe and Mail July 19, 2018.
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3.3 CITY OF VANCOUVER BUSINESS SUPPORTS

The City of Vancouver already has a number of initiatives in place to support business activity in the City’s local shopping areas and beyond, and is
working with the Province on additional initiatives. This section provides an overview of some of these efforts.

Commercial Tax Ratio Shifting Targeted Land Averaging
High and increasing property taxes can cause financial burdens for There are many instances across the City where commercial
business owners and operators across the City. properties experienced large year-over-year property tax increases.

The City has made efforts to use levers available to it to reduce the A City staff report indicated that approximately 3,000 commercial

. roperties in Vancouver (or 21% of total properties) are deemed
business property tax burden: prop ( % prop )

“under-developed”, whereby their highest and best use is greater

* According to a recent staff report, the City’s commercial-to- than their existing use.* Their assessed values reflect that highest
residential tax ratio is significantly improved in the last 18 years and best use, and taxes are levied on that higher value (at the
(3.82:1 in 2018, down from 4.93:1 in 2001). The ratio has been commercial rate).
further reduced in 2019 to 3.17:1. * Three-year targeted tax averaging was introduced by the City in

* In 2019 the City reduced the business tax rate to $4.08 per $1,000 of 2015 and transitioned to 5 years in 2019. This program is aimed
property value (from $4.61 per $1,000 in 2018). at providing short-term, multi-year relief to businesses to mitigate

instances of significant tax increases.
® In April of 2019, council approved a 2% “tax shift” from non-

residential to residential property classes, phased in over 3 years. * Targeted averaging allows tax payments to be spread out and
The effect of this will be to increase the residential tax share to gives owners relief by phasing in tax increases due to changes in
55.9% and reduce the non-residential share to 44.1%. land values set by BC Assessment.

* Only ‘hot’ properties are eligible for averaging. A ‘hot’ property is
defined as: “a property that experienced unanticipated, year-over-
year increases in total net assessed value, before averaging, which
exceeds the average assessment increase for the same property
class by more than 10%.”

*City of Vancouver (April 8, 2019) Property Taxation: Distribution of Property Tax Levy. Administrative Report prepared for Standing Committee on City Finance and Services.
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3.3 CITY OF VANCOUVER BUSINESS SUPPORTS

Support for Split Assessment through Commercial Sub-Class

In February of 2018, Vancouver City Council submitted a formal
request to the Province of B.C. to Iinitiate a province-led
intergovernmental working group to assess the options previously
put forward by the City to address the impact of property
assessments on independent small business tenants. This request
was supported by a formal motion of the Union of BC Municipalities
(UBCM) in September 2018. An intergovernmental working group
was formed near the end of 2018, and has made the following
recommendations for 2020:

® Split “development potential” from “existing use” in the
property assessments.

® Capture “development potential” taxation in a new commercial
sub-class (vs. current method of capturing all under Class 6 —
Business).
The City of Vancouver is now studying how best to enact a split
assessment system if the Province adopts the working group’s
recommendations. This includes:

® Establishing well-defined eligibility requirements,

® Defining the duration of tax relief for the development
potential portion of property value.

® Setting an appropriate tax rate for the development potential
(ranging from x% below Class 6 to $0).

The City believes that splitting development potential from existing
use is the most appropriate means to provide tax relief to small
businesses for the following reasons:

® Provides the most targeted and time-limited approach to
address taxation impacts arising from development potential.

® Shifts the tax to other commercial properties.

®* Upholds the Highest-and-Best-Use (HBU) methodology as
stipulated in the Assessment Act while enabling municipalities
to tax “existing use” vs. “development potential” differently.

® Offers a common platform for municipalities while allowing for
flexibility, scalability and customization.

® It is scalable and less administratively burdensome than a
revitalization tax exemption tool.
In October 2019, a private members’ bill was introduced in the BC
Legislature seeking to create a new property tax class to allow for
differential taxation between actual use versus potential future use.
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3.3 CITY OF VANCOUVER BUSINESS SUPPORTS

BIAs Small Business Commercial Renovation Centre

® The City plays an ongoing role in facilitating annual funding of 22 ® The City established a Small Business Commercial Renovation
Business Improvement Associations (BIAs) and remitting money Centre, which offers support to small businesses who are
annually to fund their work supporting local shopping areas through moving or starting new locations. The program offers hands-on
marketing, safety, research and beautification. The City’s BIAs support to reduce difficulties in what can be an onerous and
represent over 20,000 businesses on nearly 7,200 properties, and expensive permitting process, especially for novice applicants.

over $39 billion in taxable property value.

® Inthe 2018-19 fiscal year, the City levied and remitted $12.5 million
to the City’s BIAs, representing a year-over-year increase of 7%.

® The Vancouver BIA Partnership, an umbrella organization of the City’s
BIAs, offers a conduit for local businesses to voice their concerns to
City officials.

Zoningand Development Standards

® The City has a long history of enacting development standards
designed, in part, to promote pedestrian-oriented streets and foot
traffic for business.

®* There are approximately 120 street retail clusters in Vancouver;
most fall under C-2 and C-3A district zoning schedules and must
follow development guidelines which encourage particular
‘pedestrian friendly’ streetscape elements.

® Some C-2 districts guidelines (e.g. Commercial Broadway)
recommend that storefronts have a maximum frontage of 25 feet.
Other C-2 schedules require a maximum frontage of 50 feet (with
negotiability).

Andrew Yan LIVEABLE CITY
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4.1 APPROACH TO ANALYSIS OF “CHANGE OVER TIME”

This study uses a combination of data sets to analyse change over time in six local shopping areas. These data sets include:

City of Vancouver BIA Administrative Data on commercial property taxes, total property values, and ownership records.

City of Vancouver Open Data.

Commercial Marketing Inc. (CMI) historical street inventory data for each area, at varying points in time back to 2002.

Updated CMI street inventory datafor the six case Study areas, preparedin collaboration with BIA Executive Directors (EDs) between February and April, 2019.*

Statistics Canada datafrom the 2006 and 2016 Census.

CMI Data Sets as Basis for Business Mix Change Analysis

After extensive review of data provided by and retrieved from the City, the study team determined that only the CMI data sets were useful for analysing the current and
historical mix of businesses in each Study area (and thus change over time). This was despite the following limitations to these data sets:

1. Not offering consistent historical time points across areas.
2. Only providing one historical data point for each area.

3. Being limited to businesses with a ground-floor address.

The CMI data sets, including the 2019 updates, provide consistent and reliable snapshots of each Study area in terms of:

Business counts

Business floor areas (for some of the Study areas historically)

Business categories (coded using both CMI’s ‘ground codes” and North American Industry Classification System (NAICS) categories)
Chainvs. independent (based on Statistics Canada’s definition)

Vacant storefronts

Civic addresses

Business names

The data was collected and coded consistently, and verified for accuracy by the respective BIA Executive Directors. In each case, the collection, coding and verification
process was a collaborative effort between the study team and BIAs. Through this process of inventory vetting and co-creation, inventory accuracy was considerably
increased and a high level of trust and collaboration was established between the study team and the respective BIA directors.

*Note that 2020 updates of CMl inventories for each Study area are presented in the accompanying Appendices, along with 2019 and historical inventories. The 2020 inventories are
presented for information purposes only; they have not been used in the ‘change over time’ analysis presented in Section 5.
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4.1 APPROACH TO ANALYSIS OF “CHANGE OVER TIME”
City of Vancouver BIA Data

The City of Vancouver provided the study team with the following data:
® Total propertyvaluesin each BIA, by parcel, back to 2012
® Commercial propertytaxesin each BIA, by parcel, back to 2012
®  Property ownership recordsin each BIA, by parcel, back to 2012
®  Businesslicense information

The property value and property tax information was used to present two snapshots in time for each parcel: 2012 and 2019. Additional disaggregation of the data for
presentation of information for intervening years was not possible within the scope of this study. The two snapshots in time paint a picture of how total property values,
and commercial property taxes, have changed in each Study area between two pointsin time over 7 years.

2012 was selected as a baseline year as it was the oldest year that property data for all the current BIA districts in their current configurations were consistently available.

With the nature of “triple net leases” and “additional rents”, an examination of commercial property tax trends allowed for an insight on the changing financial pressures
faced by retail and commercial service tenants. An analysis on total property values provided a view into development pressures faced by property owners to sell or
redevelop which can, in turn, not only have direct financial implications for the business, but also affect the leasing terms in reference to early lease termination/demolition
clauses to storefront spaces.

Please note that changes in commercial property taxes are independent of changes in total property values. Commercial property taxes and overall property tax
assessment rates are set annually by the municipal government whereas property values are determined annually by BC Assessment.

The figures in total property values and commercial property taxes analysis may not be exactly reproduceable. Incomplete total property value and commercial property
tax records and value outliers were removed to maintain a consistent 2012 to 2019 comparability. The reasons behind the incom pleteness of property records between
these two timeframes can stem from various factors such as the re-development of a new propertyin 2019 on a previoussite in 2012 or administrative miscodes in
records.

City of Vancouver Open Data
The City of Vancouver’s Open Data Catalogue provided key geospatial datasets such as parcel data, BIA boundaries, and citywide air photos.
Statistics Canada Census Data, 2006 and 2016

Statistics Canada provided a key source of demographic information for the areas surrounding each BIA. This study specifically looks at the population densities for the
Census dissemination areas within a one kilometre distance from each BIA.

Andrew Yan LIVEABLE CITY
Consulting PLANNING LTD.
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4.2 APPROACH TO ANALYSIS OF

Beyond measuring what has changed in each Study area over time, this study
also examines reasons for and drivers of change. To do this, the team engaged
with each BIA and its membership, alongside industry experts and property
owners, using a combination of surveys, roundtables and one-on-one
discussions.

This study came together in an iterative manner rather thanin a linear
progression. For instance, most of the introductory meetings with BIA leadership
(noted as “Stage 1” below) occurred near the beginning of the process, either
before or during the initial gathering of data and analysis of change in business
mix and other metrics over time. These early meetings were critical for
establishing communication and trust between the study team and BIA
leadership, and to engage each BIA in an active process of co-creation and data
review. This was critical for ensuring accuracy of storefront inventories, as well
as for organizing roundtables, following up with membership regarding survey
completion, and vetting the veracity of some conclusions and indicators.

Stage 1: Introductory Meetings with BIA Leadership

Stage 1 of the engagement protocol involved one-on-one, in-person meetings
between members of the consulting team, the City’s BIA Coordinator, each BIA’s
Executive Director, and in some cases, members of their BIA Boards. The
purpose of these meetings was to introduce the study and consulting team to
each BIA, establish open lines of communication, and to convey the need for
ongoing participation from BIA leadership throughout the process. The study
team explained that BIA Directors would be involved in vetting the updated
business inventories, and that each study BIA would be expected to assist in
convening a roundtable event with their respective membership.

Stage 2: Roundtable Pilot (South Granville)

The study team and City staff agreed that roundtable sessions with BIA
membership and property owners would be one of the key forums for
gathering input on the drivers of change. One-on-one meetings with
representative samples of local businesses in each Study area (focusing on
dominant categories) was another method discussed, but it was ultimately
determined that the resources available for this project would not allow for
this approach to be done effectively.

The study team worked with City staff to design a standardized two-hour
roundtable session. South Granville BIA was jointly selected as the pilot area to
test the roundtable approach.

The pilot roundtable proceeded as follows:
® Arrival and check-in of participants.
® Introductory remarks from City and consulting team (15 minutes).

® Presentation from consultant on specific local shopping area trends,
based on preliminary analysis (25 minutes).

® Creative planning session / open discussion of causal links (40 minutes): a
facilitated table discussion amongst invitees to discuss drivers of change,
including a “Top 10 Drivers of Change” exercise whereby each participant
ranked their own issues from 1 to 10 on cue cards (one issue per card).

® Areview of “Top 3 Drivers” (5 minutes): sharing the sentiments in the
room by reading out the cue cards for each of the top 3 issues.

® Concluding remarks and call for surveys (5 minutes): the team thanked
attendees for their participation and asked them to complete the more
detailed printed surveys (discussed below).

URBAN‘ LEER @\ Andrew Yan LIVEABLE CITY
. FOMNERGLAL Consulting PLANNING LTD.
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4.2 APPROACH TO ENGAGEMENT FOR “DRIVERS OF CHANGE” ANALYSIS

Stage 3a: Surveys of Business Owners, Landlords, Brokers

The study team developed two surveys — one for business owners /
operators, one for landlords and brokers — as a second means to gather
information from stakeholders. The surveys were designed to identify, at a
greater level of detail, some of the critical issues and change drivers faced
by business owners and landlords in the subject LSAs.

At the time of the South Granville pilot roundtable, surveys were
administered in hard-copy only. Surveys were distributed to attendees as
they entered the venue, and they were asked to return completed surveys
either at the end of the roundtable, or within 1-2 weeks to the BIA
director.

Following completion of this pilot event, subsequent surveys were
digitized using an online platform (Voxco) and links were emailed to BIA
membership by respective BIA Executive Directors.

BIA directors were tasked with following up with their respective
membership to remind them to take the time to fill in the surveys. Survey
results were collated and analyzed by the consulting team.

Stage 3b: Additional Roundtables and Industry Expert Integration

Following completion of the pilot roundtable in South Granville, the
following ‘tweaks’ were made for each of the five subsequent roundtable
sessions:

® |t was determined that at least three members of the consulting
team would be required at each roundtable event to act as
facilitators and presenters.

® At least three City staff members would be required at each
subsequent roundtable to act as both notetakers and facilitators.

® The study team determined (and City staff agreed) that the best
means to gain the benefit of leasing and commercial real estate
industry expertise and input through this process was to seek out
industry experts and actively embed them into the roundtables. This
was done by way of personal outreach by members of the consulting
team to an array of people from the following industries:

o Commercial leasing

o Property development
o Property management
o Small business finance

o Former small business and chain business owners

Approximately 30 industry experts were included in the roundtable
events. Some attended multiple events. Additional industry experts were
consulted by phone outside of the roundtable format.
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5.1 OVERVIEW

Introduction and Section Structure

Retail is dynamic and changing. One given is that retail will continue to change, and that the nature of change will vary by category. Some categories will
experience serious shake-ups as a result of the trends and factors discussed in Section 3 (and others not noted), leading to long-term decline or outright
reinvention. Other categories will grow and thrive in this new environment.

A significant data gap affecting the current discussion around small businesses and the nature of Vancouver’s local shopping areas is the extent to which change
has occurred, and what the nature of that change has been. The exploration of this change is a central thrust of this study, and is the focus of this report section.

Section 5 documents the consulting team’s review of the following factors for each of the 6 Study areas, and all Study areas in aggregate, using the data sources

noted below:
Factor of Change Source(s) of Data
Change in vacancy between one historical point in time and 2019 CMI field surveys, verified by respective BIA Executive Directors

Change in business mix between one historical pointin time and 2019. Including analysis
by floor area. Baseline Years are:
* South Granville — 2006
¢ West Broadway— 2010 CM field surveys, coded by consulting team using NAICS categories, verified by
*  Marpole—2011 respective BIA Executive Directors
e Hastings North — 2002
* Collingwood — 2005
e Commercial Drive — 2005

Change in number of businesses (storefronts) by business type (independent vs. chain) CM field surveys, coded independent vs. chain, verified by respective BIA Executive
between historical time point and 2019. Including analysis by floor area. Directors; City of Vancouver spatial data (for mapping)

Change in total assessed values and commercial property taxes, 2012 vs. 2019 City of Vancouver Property Tax Office data archived by BIA Program Office

Change in building / land ownership patterns between 2012 and 2019 City of Vancouver, categorized by consulting team

Change in baseand additional rent (as available) Review of brokerage reports; engagement with brokers during Roundtable events;

phone calls with commercial brokers

Change in population growth and density in each Study area, 2006 to 2016 Statistics Canada

Additionally, some potentially important and informative relationships between data sets are explored, pointing to possible areas for future research. Note that
some figures will not necessary add up to 100% with the effects of rounding.

Andrew Yan LIVEABLE CITY
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5.1 OVERVIEW

How to Read a Box and Whisker Plot

To present large quantities of property data (tax, values, floor area ranges) in a

graphical way, the study team has used ‘box and whisker’ plots. The box and

whisker plots display a 6-number summary of each set of data:

The middle line of the box represents the median value of a data set.
The x in the box represents the mean (average) value of a data set.

A quartile is where about data points can be grouped into about 4 equal
points.

The bottom line of the box represents the median of the bottom half or
1st quartile of a data set.

The top line of the box represents the median of the top half or 3rd
quartile of a data set.

The whiskers (vertical lines) extend from the ends of the box to the
minimum value and maximum value in the data set.

Looking at the box and whisker plot presented at right, which summarizes

2012 and 2019 property tax data sets for the 107 commercial properties in the

South Granville BIA, we can interpret the graphic as follows:

ASSOCIATES

The median property tax change between 2012 and 2019 was 7%
The mean property tax change was 15%

25% of properties saw a drop in property taxes, with that drop ranging
from -22% to -3%

25% of properties saw a change in taxation ranging from -3% to +7%
25% of properties saw an increase in property taxes of 7% to 30%
25% of properties saw an increase in property taxes from 30% to 63%

Note that extreme outliers were removed for these plots

Sample Box and Whisker Plot: Property Tax Change, South Granville BIA

South Granville BIA Commercial Property Tax Change
2012 to 2019

70%
—1—63% =
60%
50% 4th
- Quartile
40%
30% — 30% —
20% 37
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Mean (Average)
10%
ons % 4— Median
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0%
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-10% st
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-20%
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5.1 OVERVIEW

Notes on the complexity of tracking Commercial Lease Rates

Tracking commercial historical lease rates is complicated for a number of reasons:

Tenant inducements make it difficult to compare and analyse lease rate data. These are typically not
disclosed in the lease rate data.

Rent comparables are dependent on source reliability, which makes it difficult to verify rent data
provided.

Rental rates vary by location within commercial precincts, and their use or category. If rental data for
change-over-time are not from the same block/location, and if possible from the same building, then
the data will be more variable, and its longitudinal comparability will be suspect.

Even when looking at change-over-time for the same building, variability can occur due to ownership
change, renovations, or significant upgrades.

Our approach to tracking commercial lease rates over time relied on tracking same-building change over
time with input from long-term landlords and property managers in each Study area.

To collect historical rent data by building, the consulting team contacted landlords and property
managers within the Study area precincts who were deemed to be the most accessible sources for this
information.

The consulting team contacted other possible sources for this type of data, who were reluctant to
participate due to both the time and cost required to assemble this type of historic information.

This exercise in trying to collect historical rental information proved to be time consuming for both the
consulting team and property owners / managers.

Some property owners were reluctant to share data for a variety of reasons.

Ultimately the study team’s approach generates reasonably reliable measures of change for the
subject properties but the trade-off is a relatively limited sample size.

COMMERCIAL LEASE AGREEMENT

This Lease Agreemant (the *Agreement”) is made and effactive [DATE)

BETWEEN: [YOUR COMPANY NAME] (the “Landlord"), a corporation organized and
existing under the laws of the [State/Province] of [STATE/PROVINCE], with is
head office located at

[YOUR COMPLETE ADORESS)
AND: [TENANT NAME] (the “Tenant"), an individual wih his main address located at

under the laws of the [State/Province] of
ated at

a corporation organized and
[STATE/PROVINCE]. with ts he
[COMPLETE ADDRESS)

1. DESCRIPTION OF PREMISES

Landiord leases to Tenant the premises located at [(ADDRESS], [CITY), [STATE], and described more
particularty as follows:

(INSERT LEGAL DESCRIPTION]
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5.2 CHANGE OVER TIME: SOUTH GRANVILLE

Vacancies—2006 vs 2019

® As of April 2019 there were 25 vacancies in the entirety of the South
Granville BIA, accounting for 13% of the total storefront count.

® Most vacant storefronts were located along the west side of
Granville Street (21 of 25).

® Note that this area appears to be in a period of transition.

o Since the inventory was completed in April 2019, additional
businesses have indicated pending closures or relocations. Some of
these pendingclosures are noted in the table below.

o Thevacancy rate is expected to spike to 16% in early 2020, unless

vacancies are backfilled.

Pending Expected Closures in South Granville BIA in 2020

Category Address Location Description

Ramin and Sons Antiques 2250 Granville East side, between 6th
(furniture) and 7t Ave
Plum Women’s Apparel 2799 Granville  West side, between

11th and 12t Ave.

West Full-Service 2881 Granville West side, between
Restaurant 12th and 13t Ave.

Ouisi Bistro Full-Service 3014 Granville Eastside, between 14t
Restaurant and 15% Ave.

Williams-Sonoma Home Furnishings 2903 Granville  West side, between

13th and 14t Ave.

Source: Correspondence with SGBIA Executive Director, October 2019

Vacancies in the South Granville BIA,

April 2019
100 AL
West 5! Ave
West 6" Ave
West 7th Ave
8 f
& West 8 Ave
& ] |
S ‘
Broadway
[ ]
West 10t Ave
[ ]
L |
(]
‘ __ West 11 Ave
I
L= I
L
West 12 Ave a
=X =
9 1
_West 13t Ave
= ‘ R
! 8| L
_ West 141 Ave
— |
West 15t Ave
‘ ‘ @ Vacancy
| LI
West 16" Ave [_1BIA Boundaries

Vacancy Rates in the South Granville BIA, 2006 - 2019 -
Early 2020 (Expected)

16%

13%

4%
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La Vie en Rose Women’s Apparel 3003 Granville  West side, between
14t and 15t Ave
2006 2019 Early 2020 (Expected)
Andrew Yan LIVEABLE CITY
Consulting PLANNING LTD.
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5.2 CHANGE OVER TIME: SOUTH GRANVILLE

Vacancies by Floor Area— 2006 vs 2019

® Vacancy rates by floor area were slightly different than vacancy
rates by number of storefronts from 2006 to 2019.

o In 2006, the vacancy rate in South Granville by storefront count
was lower than the vacancy rate by floor area.

o In 2019, the vacancy rates by storefront count was higher than
the vacancy rate by floor area.

® The number of vacancies by raw number increased from 7 out
of 199 in 2006 to 25 out of 199 in 2019.

® OQver time, the character of vacant storefronts in South
Granville has changed as floor area sizes of vacancies became
smaller.
o The median floor area size for vacancies decreased from 2,094
square feet in 2006 to 1,629 in 2019.

o The average vacant floor area size also decreased from 3,770
square feet in 2006 to 2,599 square feet in 2019.

o
<

eet)

% Vacancy Rates by Storefronts and % Vacancy by Floor Area
in the South Granville BIA, 2006 vs 2019

5%
4%

2006

m Vacancy Rate by Storefronts

Distribution of Vacancies

by Floor Area

in the South Granville BIA, 2006

9.000

8,000

7.000

6,000

3,000

2,000

1,000

—|— 8,260

% 3,770

—— 1,500

7,500

2,094
1,638

13%
11%

2019

Vacancy Rate by Floor Area

Distribution of Vacancies
by Floor Area
in the South Granville BlA, 2019

4,000

5,360

5,000

4,000
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5.2 CHANGE OVER TIME: SOUTH GRANVILLE

Occupied and Vacant Space in South Granville by Floor Area, April 2019

® There are 199 storefronts in the South
Granville BIA from 5th Avenue to 16th
Avenue, encompassing 540,392 square

25

feet.

® There are 25 vacant storefronts (as of 20 m Occupied mVacant
April 2019), accounting for 13% of total
storefronts.

® There are 57,169 square feet of vacant

w

floor area, accounting for 11% of total
floor area.

® Of the 25 noted vacancies, 24 are
vacant and available for lease, and one

Number of Storefronts
>

is vacant under construction.

® The figure at right shows the
distribution of occupied and vacant
storefronts by floor area.
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5.2 CHANGE OVER TIME: SOUTH GRANVILLE

Business Mix “Top 5”, 2006 and 2019 — Number of Stores

Top 5 Dominant Categoriesin South Granville BIA - 2019
% of Total Businesses
® Vacancy is much more prominent in 2019 vs. 2006.

®*  Women’s clothing stores, while still a prominent Vacant Store 13%

cluster, have decreased in dominance.
Limited service eating places | IEGKEGcz_ENB 12%

® Furniture stores have increased their overall

Women's clothing stores | NI 10%

presence.
®* There are more restaurants (limited, full-serve and Furniture stores [N 5%
drinking places) in 2019.
Other home furnishings stores | 6%

® Art dealers are no longer prominent along Granville

south of Broadway.

All Other Business Types 52%

® Cosmetics, beauty supplies and perfume stores have

fallen out of the top 12.

2019
Rank | Type of Business Category Number of Business | % of Total Businesses | Floor Area (in Sq Ft) | % Total Floor Area
1 | Vacant Store 25 13% 57,169 11%
2 | Limited service eating places 23 12% 42,309 8%
3 | Women's clothing stores 20 10% 42,722 8%
4 | Furniture stores 16 8% 86,023 16%
5 | Other home furnishings stores 11 6% 26,040 5%
Other Types of Businesses 104 52% 286,130 53%
Total 199 100% 540,392 100%
2006

Rank |Type of Business Category

Number of Businesses

% of Total Businesses

Floor Area (in Sq Ft)

% of Total Floor Area

1 |Limited Service Eating Places 25 13% 46,681 9%
2 |Women's Clothing Stores 24 12% 53,477 11%
3 |Art Dealers 17 9% 33,871 7%
4 |Furniture Stores 16 8% 50,213 10%
4* |Hair Care And Esthetic Services 16 8% 21,162 4%
5 |Used Merchandise Stores 9 5% 13,027 3%
Other Types of Businesses 92 46% 280,645 56%
Total 199 100% 499,075 100%
* Tie in Number of Businesses
e
URBAN‘ LEE & Andrew Yan LIVEABLE CITY
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5.2 CHANGE OVER TIME: SOUTH GRANVILLE

Business Mix “Top 5”, 2006 and 2019 Floor Areas Top 5 Business Mix - % of Total Businesses and % of Total

e . o Floor Area in the South Granville BIA, 2019
® There have been shifts in business mix in the area,
18%

moving away from limited service eating places and . 16%
16
women’s clothing stores in 2006, to home furniture 5
L . 12%
stores and other home furnishing stores in 2019. 12% ’ 10%
10% o 0/
. s L 8% 8%
® If “Furniture stores” and “Other home furnishing stores” - &% ° i
. . 6% ,
categories were combined, they would become the &% ° - 5%
largest business type category in the area at 14% of total o
2%
businesses and occupy 21% of all retail floor space in the -
area. Vacant Store Limited service  Women's clothing  Furniture stores Other home
eating places stores furnishings stores
. ! . )
The decline of art dealers in the area reflects a major % of Total Businesses B % of Total Floor Ares
change as South Granville was once renowned for its
concentration of art dealers and galleries.
Top 5 Business Mix - % of Total Businesses and % of Total Floor Area in
the South Granville BIA, 2006
18%
16%
14% 13% 12%

11% 10%

12%
9% :
105 9% 8% 2%
a% 7%
5% 4%, 5%
a5 3%
- i []
0%

Limited Service Women's Art Dealers  Furniture Stores  Hair Care And Used
Eating Places  Clathing Stores Esthetic Services Merchandise
Staores

m % of Total Businesses m % of Total Floor Area
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5.2 CHANGE OVER TIME: SOUTH GRANVILLE

Chainvs Independent Businesses, 2006 and 2019
Percentage Change in Chains vs Independent Busineses in

® In the 13 years between inventories, the total number of ground the South Granville BIA, 2006 - 2019

floor storefronts remained flat at 199.

. o/
®* Independent Businesses: 0% /0%
o There was a loss of 48 independent ground floor businesses from
60%
2006 to 2019.
0% y 46%
o Independents decreased as a proportion of total ground floor 42%
A0%
storefronts, from 70% to 46%.
0% 27%
o Independents decreased as a proportion of total floor area, from
55% t0 35%. - = 12%
10% =, o
8 0% v - .
. . (]
® Chain Businesses: 0% - [ |
o There was an increase of 30 chain ground floor businesses in the Chain Independent Under Construction Vacant

Study area.

Note: Vacancy rates in this section will differ from the vacancy rates in the previous section for the
BIA as the vacancy rate used here disaggregates “Vacant” storefronts into separate “Under
Construction” and “Vacant” categories. Furthermore, vacancy numbers may slightly differ due to
from 27% to 42% of the total business mix. numbers rounding.

o Chains increased as a proportion of total ground floor storefronts

o Chainsincreased as a proportion to floor area, from 40% to 54%.

¢ Vacancy

o The vacancy rate (on a storefront count basis) increased from 4% to
12% (from 7 to 24 storefronts) with 1 unit in 2019 being under
construction.

I —— I—
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5.2 CHANGE OVER TIME: SOUTH GRANVILLE

Distribution of Floor Area by Chain, Independent, and Vacant Status in the
South Granville BIA, 2019

Chainvs. Independent vs. Vacant by Floor Space, 2019 3000
8,000 —T— 8,000
®* Independent businesses tend to cluster toward
small floor plates.

7,000
6,000

® The median floor plate for a chain storefront was

5,000

Floor Area (in Square Feet)

2,000 square feet, for an independent storefront 4,500
4,000 4,000
was 1,500 square feet, and 1,638 square feet for a x3523 T 3,500
vacant storefront. 3000 . 2,875
2,500
. . 2,000 2,000 x2,097 X2,128
® Chain businesses are found across the floor space . 1610
. 1,256 '
size range, but have a greater tendency to be 1,000 L g7
. 400 450 563 1,500
present in the larger floor plates than
Chain Independent Vacant

independents.

Note: Significant outliers were removed from these distribution of floor area charts

Number of Chain, Independent, and Vacant Storefronts
in the South Granville BIA by Floor Area, 2019
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5.2 CHANGE OVER TIME: SOUTH GRANVILLE

Changein Property Values and Property Taxes

SGBIA Total Property Value Change SGBIA Commercial Property Tax Change
2012 to 2019 2012 to 2019
Total Property Values 250% 70%
® Between 2012 and 2019, SGBIA properties increased in —1—63%
aggregate value by $456.2 million, from $642.5 million to 60%
nearly $1.1 billion. —1—212%
® 75% of the total property assessments in the SGBIA went 200% 50%
up between 39% and 212%.
® The top 25% of properties increased in value by at least 40%
115%.
® The average total assessment increase was 78%. 150% 30%
® The median total assessment increase was 57%.
20%
Commercial Property Taxes
. . . . 100% 0%
® Qver the same time period, commercial property taxes in
the SGBIA increased from $8.9 million to $10.4 million.
0%
® Average commercial property tax increases in South
Granville were 15%.
® The highest commercial property tax increase was 63%, 50% o
except for 3 outliers which increased by 82%, 86% and
119% (not shown in the box and whisker plot). -20% 220
- (]
® 25% of all properties in the SGBIA faced commercial
property tax increases from 30% to 63%. 30%
0%
® Average commercial property tax increase was 15%.
UR'BAN LEE & Andrew Yan LIVEABLE CITY
ASSOCIATES
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5.2 CHANGE OVER TIME: SOUTH GRANVILLE

Change in Basic and Additional Rent Additional Rent
(per sq. ft. per

annum)

Annual
Average
Basic Rent

Area of
Premises
(square feet)

Street

Base Rent (per sq.
ft. per annum)

Average
Annual
Additional

Current and historical basic rent information for South
Granville was obtained for a sample of 10 commercial units

through conversations with industry contacts.

All premises for which longitudinal data was available saw
either very modest increases, or very modest decreases, in
basic rent between 2011 and 2019.

Additional on the other hand,
substantially in nearly all cases, ranging from a low of 5.69%

to a high of 11.76%.

rent, increased quite

This data is consistent with anecdotal information from
brokers and landowners, who have indicated a need to help
offset increases in additional rents (mostly property taxes) by
minimizing increases in basic rent, and in some cases
decreasing the basic rent amount.

South Granville

Increases

Rent Increase

2011 X 600 $47.92 $22.84

Granville
2019 600 $25.00 -5.98% $37.81 8.19%
2011 . 1300 $65.00 $27.58

Granville
2019 1300 $60.00 -0.96% $40.14 5.69%
2011 . 1350 $65.00 $27.58

Granville
2019 1350 $60.00 -0.96% $40.14 5.69%
2011 . 850 $43.00 $22.84

Granville
2019 850 $45.00 0.58% $34.45 6.35%
2011 1500 $18.00 $17.51

Granville
2019 1500 $23.10 3.54% $33.98 11.76%
2011 2580 $27.32 $22.84
2019 Granville 2580 $27.02 -0.14% $34.45 6.35%

systems

2011 [ 1124 $74.73 $22.84
2019 ranvifie 1124 $69.75 0.83% $34.45 6.35%
011 [ 867 $69.20 $22.84
2019 ranvitie 867 $70.00 0.14% $34.45 6.35%
2011 849 $63.60 $22.84
Granville
2019 849 $65.00 0.44% $34.45 6.35%
URBAN LEE & Andrew Yan LIVEABLE CITY
ASSOCIATES N
Consulting PLANNING LTD.



5.2 CHANGE OVER TIME: SOUTH GRANVILLE

Change in Commercial Property Ownership, 2012 vs 2019

® Over the last 8 years the proportion of commercial properties in the Types of 2012 2019 % Changein
SGBIA owned by development firms, numbered corporations and Ownership Ownership Type
holding companies has increased.
Business 5 5 0%
® In 2012, 11% of commercial properties were owned by developers.
This increased to 15% by 2019. Developers 13 17 24%
® The transition away from ownership in the name of individuals or . .
business names is offset by increase in numbered corporations and Fma,nCI?I 3 1 -200%
. ) ) Institutions
holding companies. These changes do not necessarily reflect
fundamental shifts in the beneficial ownership of properties, but Holding 54 57 5%
rather changes made to better manage business finances and tax Company
obligations. .
Individual 17 11 -55%
® There seems to be a relationship between the pace of property
ownership change and the uptick in vacancy in the area where Numbered 12 16 25%
changes in property ownership and ownership type has also come at Corporation
the same time as an increase in developer ownership. Further analysis owner
and investigation of changes in property ownership and vacancy rates Occupied 8 3 -167%
for this BIA as well as others should be further pursued in future
studies. Public 3 3 0%
Total 115 113
===,
Andrew Yan LIVEABLE CITY
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5.2 CHANGE OVER TIME: SOUTH GRANVILLE

Population Growth and Density

® In 2006, the population within a 1-kilometer radius around
the South Granville BIA was 37,838.

® By 2016, the population had increased to 40,910.

® Between 2006 and 2016 the area grew by 8.1%, compared to
City-wide growth of 9.2% over the 10-year period.

® Population density in the 1km radius in 2016 was 79.0
residents per hectare. The chart below compares this density
to the 1km radii around all 22 BIAs.

South Granville Population Density vs BIAs City-Wide
WestEnd BIA I 2 (0.4
Robson St. BIA I 1003
I 1587
I 1339
I 118.0
I 1113
I 89,9
I 79.0
I 759
I /3.1
I 633
I 633
I 5.2
N 65.0
611

Downtown Vancouver BIA
Yaletown BIA

Gastown BIA

Hastings Crossing BIA
Kitsilano Fourth Ave. BIA
South Granville BIA
Chinatown BIA

West Broadway BIA
Cambie Village BIA
Collingwood BIA
Victoria Drive BIA

Fraser St. BIA
Commercial Dr. BIA

Population Distribution Living within a One Kilometre Radius of the South Granville BIA
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S. 2 C HAN G E OVE R TIME: SOUTH GRANVILLE Population Distribution Living within a One Kilometre Radius of the South Granville BIA

Household Income and Spending

® The median and average household incomes within this
Study area in 2019 are estimated at $80,485 and
$126,167, respectively.

® The aggregate household income in the 1-kilometer
buffer area was approximately $3.21 billion.

®* The average household retail and food/beverage

expenditure in 2019 was just over $58,000. In aggregate, HER T |53 Z T p e |
this figure was $1.48 billion. et

South Granville Income and Spending vs. City-Wide

Metric (2019) South City of % Over/Under
Granville Vancouver City .
Average Annual $126,167 $109,914 +15% T
Household Income
Median Annual $80,485 $74,312 +8%
Household Income i
Aggregate Annual $3.21 $33.0 billion . i I
Household Income billion :

Average Annual Retail $58,117

+ F&B Spend

S B WIT 1 Kilometre Radius
Aggregate Annual 1.48 - . around BIA
Retail + F&B Spend billion 17 R study A

T Surrounding BIA
)
Source: Environics Analytics / I:l Census Dissemination
mnre”

Area Boundary

= '\J . 20 Residents
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5.3 CHANGE OVER TIME: WEST BROADWAY

Vacancies in the West Broadway BIA, February 2019
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® As of February 2019 there were 39 vacancies in the entirety of the BIA Vacancy Rates in the West Broadway BIA, 2010 vs 2019
(including units under construction), accounting for 15% of the total ’ 15%
storefront count. This is higher than the area’s 2010 baseline year vacancy
rate of 7%.
® This figure can be further broken out as:
o Vacant leasable storefronts: 10% (27 storefront). 7%
o Vacant and under construction: 5% (12 storefronts) are under
construction.
® Many of the vacancies in the area are concentrated in the newer
buildings and are under construction. 2010 2019
URBAN LEE & Andrew Yan LIVEABLE CITY
ASSOCWES Consulting PLANNING LTD.
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5.3 CHANGE OVER TIME: WEST BROADWAY

Vacancies by Floor Area—2010vs 2019

® Vacancy rates by both storefront and floor area grew significantly

from 2010 to 2019 in the West Broadway BIA.

The number of vacancies by raw number increased by 20 units from
19in 2010 to 39 in 2019.

® The characteristics of vacant storefronts in the West Broadway BIA
changed to include vacancies that had larger floor areas.

o The median floor space size for vacancies increased from 1,000
square feet in 2010 to 1,235 square feet in 2019 and the average
vacant floor space size also increased from 1,541 square feet in 2010
to 2,077 square feet in 2019.

3,500

% Vacancy Rates by Storefront and % Vacancy
by Floor Area in the West Broadway BIA, 2010 vs 2019

7%

2010

Vacancy Rate by Storefront

Distribution of VVacancies by Floor Area

in the West Broadway BIA, 2010

15%

2019

m Vacancy Rate by Floor Area

Distribution of Vacancies by Floor Area
in the West Broadway BIA, 2019

URBAN Resbeiures A
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3,000
= & 4000
& 250 3 3500
?} 2,000 % A0
£ 1715 2 250
5 1500 X1,541 3 2000 X 2,077
= =
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= 700 “ 1000
500 —Lmo 500 . 588
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5.3 CHANGE OVER TIME: WEST BROADWAY

Occupied and Vacant Space in West Broadway by Floor Area, April 2019

® There are a total of 255 storefronts in the West Broadway BIA from Collingwood St to Larch St, encompassing 488,528 square feet

® In 2019 there were 38 vacant storefronts, accounting for 15% of total storefronts.

® The vacancy rate by floor area also stood at 15%.

® Of the 38 noted vacancies, 26 were vacant and available for lease, and 12 were vacant under construction.

® The figure below shows the distribution of occupied and vacant storefronts by floor area.
20
18
1 B Occupied B Under Construction Vacant
14

12

10

Number of Storefronts

2
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5.3 CHANGE OVER TIME: WEST BROADWAY

Top 5 Dominant Categories in West Broadway BIA- 2019

Business Mix “Top 5”, Number of Stores, 2010 and 2019
% of Total Businesses

®* While the dominant business categories were

. Vacant Store _ 15%
relatively stable between the two snapshot years,
vacancies moved from second place to first place Limited Service Eating Places _ 159
as the most dominant category on a storefront
count basis. Note that this vacancy figure includes offices Of Other Heatth Practitioners [
the space classified as ‘under construction’ on the
previous page. Full Service Restaurants - 9%
o , L
The major categories in the area are focused on Hair Care And Esthetic Services - -
consumption in the form of restaurants and
limited service eating places (cafes) and services. Other Types of Businesses 46%
® There is a decline in merchandise retail in the
form of woman’s clothing stores as they were
once in the top 5 of business categories, but are 2616
belOW the top 10 bUSiness Category in 2019 Rank | Type of Business Category Number of Business % of Total Businesses Floor Area (in Sq Ft) % Total Floor Area
! 1|Vacant Store 38 15% 91,784 19%
2|Limited Service Eating Places 37 15% 29,284 6%
3|Offices Of Other Health Practitioners 26 10% 16,475 3%
4|Full Service Restaurants 22 9% 8,580 2%
5|Hair Care And Esthetic Services 13 5% 14,685 3%
Other Types of Businesses 119 46% 327,720 67%
Total 255 100% 488,528 100%
2010
Rank|Type of Business Category Number of Businesses |% of Total Businesses | Floor Area (in Sq Ft) |% of Total Floor Area
1[Limited Service Eating Places 51 20% 91,784 20%
2|Vacant Store 19 7% 29,284 6%
3|Offices Of Other Health Practitioners 15 6% 16,475 4%
4|Hair Care And Esthetic Services 13 5% 8,580 2%
5|Full Service Restaurants 11 4% 14,685 3%
5*|Women's Clothing Stores 11 4% 11,640 3%
Other Types of Businesses 135 53% 278,479 62%
Total 255 100% 450,928 100%
*Tie in Number of Businesses
_________________________________________________
URBAN‘ LEE & Andrew Yan LIVEABLE CITY
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5.3 CHANGE OVER TIME: WEST BROADWAY

. . Top 5 Business Mix - % of Total Businesses and % of Total Floor Area
Business Mix “Top 5”, Floor Area, 2010and 2019 Y . ’
in the West Broadway BIA, 2019
) S 25%
® While vacancies in 2019 represent 15% of total
. e s
number of businesses, it is important to note that 2 _
15% 15% 15% 14%
many of these vacant spaces are in new 5% oo
. . ¢ 9D
developments and in process of occupation. 10% 7% © 75
5%
. . . 5% 2%
® Overall, while there were changes in business ’ . I l -

. o 0% .
floor area, the business mix in the West Broadway Vacant Store Limited Service Offices Of Other Full Service Hair Care And
BIA was re|ative|y stable. Some exceptions were: Eating Places  Health Practitioners Restaurants Esthetic Services

o Decrease in women’s Clothing stores and W % of Total Businesses B % Total Floor Area
increase in hair care and esthetic services.
* Decrease in limited service eating places. Top 5 Business Mix - % of Total Businesses and % of Total Floor
. . Area in the West Broadway BIA, 2010
® Increase in proportion of ‘other health YEA,
o , 25%
practitioners. 20% 20%
. . 20%
® Increased proportion of full-service
15%
restaurants.
10% 7% oy o »
(] 0y o7
5% II I 4% . 4% 39 ‘%
(3
- N l = 0m 0=
Limited Service  Vacant Store Offices Of Other Hair Care And Full Service Women's
Eating Places Hezlth Esthetic Restaurants  Clothing Stores
Practitioners Services

W% of Total Businesses W% of Total Floor Area

Andrew Yan LIVEABLE CITY
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5.3 CHANGE OVER TIME: WEST BROADWAY

Chainvs. Independent Businesses, 2010 - 2019

Percentage Change in Chains vs Independent Busineses in

° CM™mI d-fl busi i tory data i ilable for t ints i
ground-floor business inventory data is available for two points in the West Broadway BIA, 2010 - 2019

time: 2010 and 2019. The latter was last updated in February 2019 with

the assistance of the BIA Executive Director. = /4%
0% 66%
® In the 9 years between inventories, the total number of ground floor .
storefronts remained flat.
50%
® Independent Businesses: 0%

o Loss of 20 independent ground floor businesses.
18% 19%

o Decrease as a proportion of total ground floor storefronts from 74% to 20% 1o,

()] ; %
66%. 10% = oo, 8%
0% o 0% (] .

o o

o Decreased as a proportion of floor area from 58% to 50%. o

Chain Independent Under Construction Vacant
° w Note: Vacancy rates in this section will differ from the vacancy rates in the previous section for the

BIA as the vacancy rate used here disaggregates “Vacant” storefronts into separate “Under
Construction” and “Vacant” categories. Furthermore, vacancy numbers may slightly differ due to
numbers rounding.

o Aslight change in number of chain businesses — growth from 47 to 48.

o Increased as a proportion of total ground floor storefronts from 18% to
19%.

o Remained stable as a proportion of floor area, at 35%.

* Vacancy

o Increased from 8% to 11% based on storefront count (from 20 to 27),
and from 6% to 12% based on floor area.

o 12 vacant storefronts in 2019 were under construction and represent 5
percent of ground floor businesses.

I —— I—
URBAN LEE & Andrew Yan LIVEABLE CITY
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5.3 CHANGE OVER TIME: WEST BROADWAY
Chainvs. Independent by Floor Area, 2019

®* Independent businesses tend to cluster toward
small floor areas.

o Median floor areas for chain stores were 2,260
square feet versus 1,045 square feet for
independent stores.

® The median vacant storefront floor area was
1,296 square feet.

Distribution of Floor Area by Chain, Independent, and Vacant Status
in the West Broadway BIA, 2019

ASSOCIATES

Systems COMMERCIAL REAL ESTATE SERVICES
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5.3 CHANGE OVER TIME: WEST BROADWAY

Changein Total Property Values and Commercial Property Taxes West Broadway BIA Total Property Value West Broadway BIA Commercial Property Tax
Change, 2012 to 2019 Change 2012 to 2019
Total Property Values 200% 140%
® Between 2012 and 2019, West Broadway BIA properties —T1276%
increased in aggregate value by $736.7 million, from $411.2 120% s
million to nearly $1.2 billion. 250% ’
® 75% of the total property assessments in the West Broadway 100%

BIA went up between 82% and 276%.

® The top 25% of properties increased in value by at least
195%.

200% 80%

® The average total assessment increase was 142%.
60%

® The median total assessment increase was 109%. 6%
150%
Commercial Property Taxes 40%
® Over the same time period, commercial property taxes in the
%
West Broadway BIA increased from $5.65 million to $8.23 0 20% 17%
(+]
million.
) ) ) %
® The highest commercial property tax increase was 114%, at o
3396 West Broadway (TD Canada Trust). so%
® 25% of all properties in the West Broadway BIA faced
commercial property tax increases from 56% to 114%. -20% 23%
® Average commercial property tax increase was 29%.
0%
-40%
I —
UR'BAN LEE & Andrew Yan LIVEABLE CITY
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5.3 CHANGE OVER TIME: WEST BROADWAY

Changein Basic and Additional Rent

® Current and historical basic rent information for West Broadway was obtained for a sample of 3 commercial units through conversations with

industry contacts.

® Base rent increases were relatively modest, ranging from under 1% to just over 2% per year.

® Additional rent increases were higher, ranging from 2.5% to nearly 7% per year.

West Broadway Base and Additional Rent Sample
. Area' of Base Rent (per sq.ft.| Annual Average | Additional Rent (per Average Annual
Year Location Premises . .
(sqL.ft.) per annum) Basic Rent Increase | sq.ft. per annum) |Additional Rent Increase
2011 $38.00 $15.00
W. Broad 988
2019 roadway $40.00 0.7% $18.00 2.5%
2011 750 $33.00 $16.00
2019 W. Broadway $39.00 2.3% $20.00 3.1%
2011 1469 $30.00 $14.25
2019 W. Broadway $35.00 2.1% $22.00 6.8%
_________________________________________________
URBAN‘ LEE & Andrew Yan LIVEABLE CITY
ASSOCIATES .
SERVICES Consulting PLANNING LTD.

systems




5.3 CHANGE OVER TIME: WEST BROADWAY

Changein Property Ownership, 2012 to 2019

% Changein

Over a 7-year period, the proportion of properties in the West Broadway BIA Types of 2012 2019

owned by businesses and developers declined by 77% and 39% respectively. Ownership Ownership Type
o 1n 2012, 17% of properties were owned by developers which decreased to 12%
by 2019. Business 23 13 -77%

® The transition away from ownership in the name of individuals or business

names is offset by increase in numbered corporations and holding companies. Developers 25 18 -39%
These changes do not necessarily reflect fundamental shifts in the beneficial Financial
ownership of properties, but rather changes made to better manage business Institutions 2 1 -100%
finances and tax obligations. _
Holding 37 48 23%
Company
Individual 44 32 -38%
Non-Profit 2 2 0%
Numbered 5 20 75%
Corporation
Owner
. 3 5 40%
Occupied °
Public 9 10 10%
Total 150 149
_________________________________________________
LEE & Andrew Yan
URBAN' FE& Cog%\ﬁ\c _ LIVEABLE CITY
Consulting PLANNING LTD.

systems MVERGIAL - COMMER



5.3 CHANGE OVER TIME: WEST BROADWAY

Population Growth and Density

® In 2006, the population within a 1-kilometer radius around
the West Broadway BIA was 38,253.

® By 2016, the population had increased to 41,085.

® The area growth rate of 7.4% compares to City-wide growth

of 9.2% over the 10-year period.

® Population density in the 1km radius in 2016 was 73.1

residents per hectare. The chart below compares this density
to the 1km radii around all 22 BIAs.

West Broadway Population Density vs BIAs City-Wide

West End BIA

Robson St. BIA
Downtown Vancouver BIA
Yaletown BIA
Gastown BIA
Hastings Crossing BIA
Kitsilano Fourth Ave. BIA
South Granville BIA
Chinatown BIA

West Broadway BIA
Cambie Village BIA
Collingwood BIA
Victoria Drive BIA
Fraser St. BIA
Commercial Dr. BIA
Mount Pleasant BIA
Hastings - North BIA
Marpole BIA
Kerrisdale BIA
Dunbar Village BIA
Point Grey Village BIA

URBAN

systems

50.0 100.0 150.0
Residents per Hectare

I 200.4
I 199.8
I 158.7
I 138.9
I 118.0
I 111.3
I 39.9
I 79.0
I 75.9
I 73.1
I 68.8
I 68.3

I 65.2

I 65.0

I 1.1

I 50.6

I 419

I 416

I 39.0

I 37.1

. 304

200.0

250.0

Population Distribution Living within a One Kilometre Radius of the West Broadway BIA

1 Kilometre Radius
around BIA

- Study BIA
Surrounding BIA

Census Dissemination
Area Boundary

. 20 Residents
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5.3 CHANGE OVER TIME: WEST BROADWAY
Household Income and Spending

® The median and average household incomes within this
Study area in 2019 are estimated at $83,032 and $124,747
respectively.

® The aggregate household income in the 1-kilometer buffer
area was approximately $2.99 billion.

® The average household retail and food/beverage
expenditure in 2019 was just over $57,000. In aggregate,
this figure was $1.28 billion.

West Broadway Income and Spending vs. City-Wide

Metric (2019) West City of % Over/
Broadway Vancouver Under City
Average Annual $124,747 $109,914 +13%

Household Income

Median Annual $83,032 $74,312 +12%
Household Income

Aggregate Annual $2.99 billion  $33.0 billion
Household Income

Average Annual Retail $57,190
+ F&B Spend

Aggregate Annual $1.28 billion
Retail + F&B Spend

Source: Environics Analytics

Population Distribution Living within a One Kilometre Radius of the West Broadway BIA

1 Kilometre Radius
around BIA

- Study BIA

Surrounding BIA
I:l Census Dissemination
Area Boundary

. 20 Residents

ASSOCIATES

Systems COMMERCIAL RE ATE SERVICES MARKETING IN

Andrew Yan LIVEABLE CITY
Consulting PLANNING LTD.



Vacancies in the Marpole BIA, January 2019

5.4 CHANGE OVER TIME: MARPOLE

W 63 Ave
Vacancies—2011and 2019
® As of January 2019 there were 16 vacancies in the entirety of the Marpole BIA, accounting . ® 8
;
for 11% of at the total storefront count. yLesle
o Thisis higher than the area’s 2011 baseline year vacancy rate of 9 percent. ®
® Vacancies are fairly evenly distributed on the east and west sides of Granville Street, W 65 Ave -
however their north-south distribution is more variable on the east side of the street. L0
§
o On the west side of the street, vacancies are clustered around 68 Avenue, with additional S
one-off vacanciesin the south and north ends. o
W 66 Ave
o Onthe east side of the street, vacancies are distributed throughout each block.
W 68 Ave
Vacancy Rate in the Marpole BIA, 2011 vs 2019 ' ®
12% 11%
O
10% 99
8% O
]
6% SW Marine Dr
4% z
Avery Ave
2% ®
0% O
2011 2019 ® vaangy W 717 Ave
DBIABoundaries
_________________________________________________
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5.4 CHANGE OVER TIME: MARPOLE

Vacancies by Floor Area—2011vs 2019

®  While vacancy rates in the Marpole BIA were high, vacancies were
characterized by smaller floor areas.

® From 2011 to 2019, the average floor space size that is vacant has
not changed, but the median vacant floor space unit has grown from
1,053 square feet to 1,200 square feet.

% Vacancy Rates by Storefront and % Vacancy by Floor Area in the
Marpole BIA, 2011 vs 2019
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5.4 CHANGE OVER TIME: MARPOLE

Occupied and Vacant Space in Marpole by Floor Area, April 2019

® There are a total of 141 storefronts 10
in the Marpole BIA from West 63rd
Avenue to West 71st Avenue, 9

encompassing 246,827 square feet. W Occupied M Vacant

® There are 16 vacant storefronts,
accounting for 11% of total

~

storefronts.

(<))

® There are 20,332 square feet of
vacant floor area, accounting for
8% of total floor area.

®* The figure at right shows the
distribution of occupied and vacant
storefronts by floor area. “ ‘ ‘ ‘ “ “ ‘ ‘ ‘
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Floor Area (in Square Feet)

®* Of the 16 noted vacancies, 11 are

Number of Storefronts
EN o

available for lease.
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5.4 CHANGE OVER TIME: MARPOLE

Top 5 Dominant Categories in Marpole BIA - 2019
% of Total Businesses

H H o ” H
Business Mix “Top 5”,2011 and 2019, - business count Offices of Other Health Practiconers [N :::

*  The predominant category in Marpole is Offices of Full service restzurzrts || A 15>

Other Health Practitioners. However if all vacentstore | 1%
restaurant types are amalgamated, they together

form the predominant category at 26% of total Limited service eating places || 11%
storefronts. garking | <
® Vacancies were the 3rd place most prominent Hair care and esthetic services [ NG %

business category in both 2011 and 2019.
Insurance agencies and brokerages - 4%

Other Types of Businesses 28%

* Denotes tie in number of businesses in category

2019
Rank Type of Business Category Number of Businesses % of Total Busi Floor Area (in Sq Ft) % Total Floor Area
1 |Offices of Other Health Practitioners 26 18% 32,216 13%|
2 |Full service restaurants 21 15% 33,089 13%|
3 |Vacant Store 16 11% 20,332 8%
3* |Limited service eating places 16 11% 23,008 9%
4 |Banking 9 6% 29,456 12%
4* |Hair care and esthetic services 9 6% 8,697 4%
5 |Insurance agencies and brokerages 6 4% 7,869 3%
Other Types of Businesses 39 28% 92,160 37%
Total 141 100% 246,827 100%
2011
Rank |Type of Business Category Number of Businesses % of Total Busi Floor Area (in Sq Ft) % of Total Floor Area
1|Offices Of Other Health Practitioners 22 15% 28,132 12%
2|Limited Service Eating Places 19 13% 23,442 10%
3|Full Service Restaurants 13 9% 22,075 9%
3*|Vacant Store 13 9% 15,153 6%
4|Hair Care And Esthetic Services 10 7% 9,666 4%
5[Banking 7 5% 26,893 11%
Other Types of Businesses 59 41% 112,194 47%
Total 143 100% 237,553 100%
I m—— I———
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5.4 CHANGE OVER TIME: MARPOLE

Business Mix “Top 5”,2011 and 2019, -Floor Area Top 5 Business Mix - % of Total Businesses and % of
Total Floor Areain the Marpole BIA, 2019

* The business mixes in the Marpole BIA remain

205 18%
similar from 2011 to 2019. 18% 15%
16% 13% 12%
. . 14% 11% 11% 12%
o In 2019, the largest category of businesses in the 12% 0%
. 10% 8% 5 5
Marpole BIA was “Offices of Other Health &% 6% 6% .
L. ” 6% 4% 4% 3%

practitioners. a%
2 m s
0%

Restaurants in the form of “Full rvi

© estaura S“ W .e ) ° 0 u se Cs Offices of  Full service VacantStore  Limited Banking Hair care Insurance
Restaurants” and “Limited Service Eating Places Other Health restaurants service and esthetic agencies and
remain the largest combined form of business in Practitioners eating services®  brokerages
places®
the area as they form 26% of the total number of
businesses and 20% of floor area in the BIA. m % of Total Businesses  m % Total Floor Area
Top 5 Business Mix - % of Total Businesses and % of
Total Floor Area in the Marpole BIA, 2011

20%
18% o
e 15%

o
14% 12% 13% 11%
ié: 10% 0% 9% 9%
8% 5% 7%
6% 4% S%
4%
: m
0%

Offices Of  Limited Service Full Service  Vacant Store® Hair Care And Banking
Other Health  Eating Places  Restaurants Esthetic
Practitioners Services

W% of Total Businesses W% of Total Floor Area

* Denotes tie in number of businesses in category
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5.4 CHANGE OVER TIME: MARPOLE

Chainvs. Independent Businesses, 2011 - 2019

® CMI ground-floor business inventory data is available for two points in
time: 2011 and 2019. The latter was last updated in April with the
assistance of the BIA Executive Director.

® In the 8 years between inventories, the total number of ground floor
storefronts largely remained flat with the loss of two storefronts.

¢ Independent Businesses:

o Independent ground floor businesses have remained relatively steady, at
96 businessesin 2011 and 97 in 2019.

o Independents increased as a proportion of total ground floor storefronts
from 67% to 68%.

o At the same time, independent businesses decreased as a proportion of

total floorarea, from 53% to 48%.

® (Chain Businesses:
o The number of ground floor chain businesses decreased from 34 to 28
between 2011 and 2019.

o As a proportion of ground floor storefronts, chain businesses decreased
24% to 20%.

o As a proportion of ground floor business floor area, chain businesses
increased from 41% to 45%.

¢ Vacancy

o On a ground-floor storefront basis, Increased from 9% to 11% (from 13 to
16 storefronts).

o Asa proportion of floor area, increased from 6% to 7%.

80%
70%
60%
50%
40%
30%
20%
10%

0%

Percentage Change in Chains vs. Independent Businesses
in the Marpole BIA, 2011-2019

67% 68%

20%
11%
o 9% 0
S 0% 0% -
Chains Independents Under Vacant

Construction

Note: Vacancy rates in this section will be differ from the vacancy rates in the previous section for
the BIA as the vacancy rate used here disaggregates “Vacant” storefronts into separate “Under
Construction” and “Vacant” categories. Furthermore, vacancy numbers may slightly differ due to
numbers rounding.
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5.4 CHANGE OVER TIME: MARPOLE

. Distribution of Floor Area by Chain, Independent, and
Chainvs. Independent by Floor Area, 2019 Vacant Status in the Marpole BIA, 2019

6,000
® Like the other study BIAs, independent
businesses tend to cluster toward small 5,000 5,040
floor plates compared to chain

4,295
businesses. 4,000
X 3,727
o Median floor areas for chain stores
3,150
were 2,037 square feet versus 1,036 3,000
square feet for independent stores
. 2,140
* The median vacant storefront floor area 2000 2037 2015
1,736
was 1,200 square feet. X 1375 o
1,071 1036 1,200
1,000 T A .
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5.4 CHANGE OVER TIME: MARPOLE

Changein Total Property Values and Commercial Property Taxes Marpole BIA Total Property Value Marpole BIA Commercial Property Tax
Change, 2012 to 2019 Change, 2012 to 2019
Total Property Values 0% oo
—7—428% —T1151%
® Between 2012 and 2019, Marpole BIA properties increased 120%
in aggregate value by $368.7 million, from $139.52 million to oo
$508.27 million.
120%
® 75% of the total property assessments in the Marpole BIA  350%
went up between 89% and 428%.

324%

100%
® The top 25% of properties increased in value by at least 5q5y
324%.
. 80%
® The average total assessment increase was 203%.
250%
® The median total assessment increase was 178%.
60%
200%
Commercial Property Taxes
178% 40%
® QOver the same time period, commercial property taxes in 150%
Marpole BIA increased from $2.10 million to $3.12 million. o
® The highest commercial property tax increase was 151%, at
8655 Granville Street (C2 development lot). This is followed 1o0% 299 .
0
by 126%, at 8697 Granville (1-storey commercial building).
® 25% of all properties in the Marpole BIA faced commercial  50% 199
-20% -
property tax increases from 80% to 151%. 0 0
® Average commercial property tax increase was 47%. %
-40%
URBAN RSSOCIATES Andrew Yan LIVEABLE CITY
Consulting PLANNING LTD.
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5.4 CHANGE OVER TIME: MARPOLE

Changein Basicand Additional Rent

Our research returned very limited results on the question of current
basic and additional rent (and trends in rent) in the Marpole area.
Through discussions with brokers and the landlord survey, we were
able to gather information for 3 units.

® The landlord interview found that one property, measuring 4,115
square feet, had a base rate of $43 per square foot in 2014, and
S45 per square foot in 2019, for a 0.93% annual increase over 5
years. Over that same period, the additional rent (primarily
comprising property tax) increased from $16.40 to $25.70 per
square foot —an 11.4% increase in 5 years.

The leasing information obtained from survey data — pertaining to
2 units measuring 4,200 and 2,700 square feet respectively —
revealed the following per square foot rates for base rents:

o 2011: $21.00

o 2015: $24.00
o 2019: $35.00

This represents an average annual basic rent increase of 8.3%.

Sample Property Base and Additional Rent Change

Property Size

4,115 sq.ft.

Base Rent, 2014

S43 per sq.ft.

Base Rent, 2019

S45 per sq.ft.

Additional Rent, 2014

$16.40 per sq.ft.

Additional Rent, 2019

$25.70 per sq.ft.
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5.4 CHANGE OVER TIME: MARPOLE
Changein Property Ownership, 2012 to 2019

® Individuals remain the dominant forms of ownership type in the Marpole
BIA.

® Ownership type change has been stable with the exception of a large
increase of developers entering the area since 2012.

ASSOCIATES

Sys‘tems JMMERCIAL RE/ SERVICES

Types of % Changein
Ownership 2012 2015 Ownership Type
Bank 1 1 0%
Business 13 13 0%
Developers 0 7 700%
Holding 20 15 -25%
Company
Individual 36 30 -17%
Numbere'd 6 100%
Corporation
Owner 0
Occupied 12 13 8%
Public 0 2 200%
Total 86 87 1%
Andrew Yan LIVEABLE CITY
Consulting PLANNING LTD.



5.4 CHANGE OVER TIME: MARPOLE

Population Growth and Density

® In 2006, the population within a 1-kilometer radius around

the Marpole BIA was 18,902.

® The population remained nearly flat over 10 years, reaching

18,903 in 2016.

® Population density in the 1km radius in 2016 was 41.6
residents per hectare. The chart below compares this density

to the 1km radii around all 22 BIAs.

Marpole Population Density vs BIAs City-Wide

West End BIA
Robson St. BIA
Downtown Vancouver BIA
Yaletown BIA
Gastown BIA
Hastings Crossing BIA
Kitsilano Fourth Ave. BIA
South Granville BIA
Chinatown BIA

West Broadway BIA
Cambie Village BIA
Collingwood BIA
Victoria Drive BIA
Fraser St. BIA
Commercial Dr. BIA
Mount Pleasant BIA
Hastings - North BIA
Marpole BIA
Kerrisdale BIA
Dunbar Village BIA
Point Grey Village BIA
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5.4 CHANGE OVER TIME: MARPOLE

Household Income and Spending

® The median and average household incomes within the 1-
kilometer Study area in 2019 are estimated at $62,557 and
$100,133, respectively.

® The aggregate household income in the 1-kilometer buffer

area was approximately $1.07 billion.

® The average

household retail and food/beverage

expenditure in 2019 was just over $48,000. In aggregate, this

figure was $441.75 million.

Metric (2019)

Average Annual
Household Income

Median Annual
Household Income

Aggregate Annual
Household Income

Average Annual Retail
+ F&B Spend

Aggregate Annual
Retail + F&B Spend

Marpole Income and Spending vs. City-Wide

Marpole City of
Vancouver

$100,133 $109,914
$62,557 $74,312
$1.07 billion $33.0 billion
$48,205

$441.75 million

%
Over/Under

City

-9%

-16%

Source: Environics Analytics

URBAN

systems

Population Distribution Living within a One Kilometre Radlius of the Marpole BIA

1 Kilometre Radius
around BIA

- Study BIA
Surrounding BIA

Census Dissemination
Area Boundary
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5.5 CHANGE OVER TIME: HASTINGS NORTH

Vacancies in the Hastings North BIA, March 2019

Vacancy Rates in the Hastings North BIA,
® As of March 2019 there were 31 vacancies in the entirety of the Hastings 2002 vs 2019

North BIA, accounting for 12% of the total storefront count. However this can
be broken out as follows: 12%

o Vacantand Available for Lease: 11% (28 storefronts). 9%
o Vacantand Under Construction: 1% (3 storefronts).

o Vacant storefronts are located along both the North and South side of

Hastings Street.

2002 2019
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5.5 CHANGE OVER TIME: HASTINGS NORTH

Distribution of Vacancies by Floor Space in the
Vacancies— 2002 and 2019 Hastings North BIA, 2019

7,000
® Vacancy rates in the Hastings North BIA have increased since 2002;
vacancies are characterized by smaller floor areas.

® In 2019, the median vacant floor area was 1,500 square feet with an

6,000 —1— 6,000
average vacant floor area of 2,042 square feet.
®  Floor area information for 2002 was not available.
5,000
% 4,000
% Vacancy Rates by Storefront and % Vacancy by Floor Area in : 3,250
the Hastings North BIA, 2002 vs 2019 £ 3000
16% -
14%
12%
o 2,000
8%
N S 1,500
o < —
4% S E
’ 2z 1,000 1,000
2% a3
o O
0% ~N Z
2002 2019

m Vacancy Rate by Storefront m Vacancy Rate by Floor Area
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5.5 CHANGE OVER TIME: HASTINGS NORTH

Occupied and Vacant Space in Hastings North by Floor Area, April 2019

® There are a total of 257 storefronts in 70
the Hastings North BIA from Victoria
Drive to Renfrew St, encompassing

60 W Occupied W Vacant
484,414 square feet.
® There were 31 vacancies in 2019,
accounting  for 12% of total 0
storefronts. p
£
® There were 67,731 square feet of %40
vacant floor area in 2019, accounting %
for 14% of total floor area. g
S 30
® Of the 31 noted vacancies, 28 were e
vacant and available for lease, and 3
were vacant under construction. 20
® The figure at right shows the
distribution of occupied and vacant 10
storefronts by floor area. I I

Floor Space (in Square Space)

Andrew Yan LIVEABLE CITY
Consulting PLANNING LTD.
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5.5 CHANGE OVER TIME: HASTINGS NORTH

Business Mix “Top 5”, 2002 and 2019, Number of Stores

® Vacancy is much more prominent in 2019,
accounting for 31 total storefronts (#1), vs.
21 total storefronts (#2) in 2002.

® There is a remarkably broad range of services
and food consumption establishments in the
BIA.

®  While there is a 12 percent vacancy rate in
the BIA, the street remains quite vibrant.

Top 5 Dominant Categories in Hastings North BIA
% of Total Businesses

Vacant Store - 12%

Limited service eating places - 1%

Full service restaurants - 11%

General professional offices - 9%
Hair care and esthetic services - 8%

Other Types of Businesses

-2019

49%

ASSOCIATES

systems R e

2019
Rank | Type of Business Category Number of Business | % of Total Businesses | Floor Area (in Sq Ft) | % Total Floor Area
1|Vacant Store 31 12% 67,731 14%
2|Limited service eating places 29 11% 36,319 7%
3|Full service restaurants 28 11% 51,313 11%
4|General professional offices 24 9% 48,112 10%
5|Hair care and esthetic services 20 8% 18,759 4%
Other Types of Businesses 125 49% 262,180 54%
Total 257 100% 484,414 100%
2002
Rank|Type of Business Category Number of Businesses |% of Total Businesses | Floor Area (in Sq Ft) \% of Total Floor Area
1|General Professional Offices 24 10%
1*|Limited Service Eating Places 24 10%
2|Vacant Store 21 9%
3|Full Service Restaurants 17 7% )
4|Hair Care And Esthetic Services 13 5% Data Not Avaliable
5|Offices Of Other Health Practitioners 11 5%
Other Types of Businesses 128 54%
Total 238 100%
* Tie in Number of Businesses
Andrew Yan LIVEABLE CITY
e Consulting PLANNING LTD.




5.5 CHANGE OVER TIME: HASTINGS NORTH

) ] . o . o
Business Mix “Top 5, 2002 and 2019, Floor Area Top 5 Business I\/I|>.< % of Totf'jl Businesses and % of Total Floor
Area in the Hastings North BIA, 2019
. . . . 16% 145,
® The business mixes in the Hastings North BIA have s °
12% .
shifted, but have largely remained similar 12% 11% 11% 119 .
g, 10%
between their reference periods of 2002 and 10% - a%
0
%
2019. ¢
= 4%
o Eating establishments in the form of “Full Service 4%
Restaurants” and “Limited Service Eating Places” o l
remain the largESt combined form of business in Vacant Store Limited service Full service General Hair care and
the area as they form 22% of the total number of eating places restaurants  professional offices  esthetic services
businesses and 18% of floor area in the BIA. W % of Total Businesses m % of Total Floor Area
o General professional office were once the
redominant business type (2002), but shifted to . . .
ph 4 place by 2019 ype | g Top 5 Business Mix - % of Total Businesses and % of Total Floor
the ace . . .
P y Area in the Hastings North BIA, 2002
14%
2% 0% 10%
10% 9%
% 7%
o
&% =% 5%
4% % 2
2% 8%
52
0% S 5
N Z
General Limited Service Vacant Store Full Service  Hair Care And Offices Of
Professional  Eating Places Restaurants Esthetic Other Health
Offices Services Practitioners
W % of Total Businesses % of Total Floor Area

Andrew Yan LIVEABLE CITY
Consulting PLANNING LTD.
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5.5 CHANGE OVER TIME: HASTINGS NORTH

Chainvs. Independent Businesses, 2002 and 2019

® CMI ground-floor business inventory data is available for two points in
time: 2002, and 2019. The latter was last updated in March 2019 with
the assistance of the BIA Executive Director.

® In the 17 years between inventories, the total number of ground floor
storefronts increased from 238 storefronts in 2002 to 257 storefronts in
20109.

® Independent Businesses:

o There was a recorded increase of 12 independent ground floor
businesses. However, with the overall addition of 19 storefronts,
independent businesses decreased as a proportion of total storefronts,
from 75% to 74%.

® Chain Businesses:
o There was a decrease in total chain businesses, from 38 to 35. There was
a corresponding decrease in chains as a proportion of total storefronts,
from 16% to 14%.

® Vacancy
o Increased from 9% to 11%.

o Under constructionincreased from 0% to 1%.

Percentage Change in Chains and Independent
Businesses in the Hastings North BIA, 2002 vs 2019

75% - 74%

16%

14% oz
9 11%
3
B: R |
Chain Independent Under Construction Vacant

Note: Vacancy rates in this section will be differ from the vacancy rates in the previous section for
the BIA as the vacancy rate used here disaggregates “Vacant” storefronts into separate “Under
Construction” and “Vacant” categories. Furthermore, vacancy numbers may slightly differ due to
numbers rounding.
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5.5 CHANGE OVER TIME: HASTINGS NORTH

Chainvs. Independent by Floor Area, 2019

® Independent businesses tend to cluster

toward small floor plates.

® Chain businesses can be found at all
floor area sizes, but then cluster at large

sized floor plates.
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Number of Storefronts
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Distribution of Floor Area by Chain, Independent, and Vacant Status in the
Hastings North BIA, 2019
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5.5 CHANGE OVER TIME: HASTINGS NORTH

Changein Property Values and Property Taxes Hastings North Total Property Value Change, Hastings North Commercial Property Tax
2012 to 2019 Change, 2012 to 2019

Total Property Values 600% 180%

® Between 2012 and 2019, Hastings North BIA (East Village) ——541% 160%
properties within the Study area increased in aggregate —T1—154%
value by $1,151.96 million, from $407.25 million to & %
1,559.21 million. o
* 75% of the total property assessments in the Study area
120
went up between 131% and 541%. This excludes 5 outliers ~ 400% ”
ranging from 574% to 972%.
100%
® The top 25% of properties increased in total value by at least
305%. 300%
) 80%
® The average total assessmentincrease was 250%.
® The median total assessmentincrease was 214%.
60%
200%
Commercial Property Taxes o
® Qver the same time period, commercial property taxes in
the Study area increased from $5.68 million to $8.85 million. 100% 20%
®  The highestcommercial property tax increase was 291%.
®  25% of all properties (excluding outliers) in the Study area 0%
faced commercial property tax increases from 77% to 154%. o
-20%
® Average commercial property tax increase was 59%. —L—50% e —L 959
-100% -40%
UR'BAN LEE & Andrew Yan LIVEABLE CITY
ASSOCIATES .
Consulting PLANNING LTD.
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5.5 CHANGE OVER TIME: HASTINGS NORTH

Changein Basic and Additional Rent

Hastings North Base and Additional Rent Sample Data

Avg. Annual Change in

Data on changes in basic and additional rent Base R::Esr::)r sfrer o e Rent (2019 vs, first Addlt:a:ra;:::;gper sf AngdAgir;iL;ar:aCIhRaenngteln
in Hastings North were sourced through calls year)
with brokers, plus information gathered from 1 2011 E 24.55 E 12.75
andlords th hth i 2019 $ 31.00 3.3% $ 16.85 4.0%
andlords through the online survey. ) 2011 S 18.43 S 8.30
- Y 0,
® Telephone interviews provided input on 4 2019 2 1836 0.05% 2 14.62 3:22%
. . 3 2011 $ 19.26 $ 12.03
properties with an average floor plate of 2019 s 29.50 6.65% s 21.34 9.67%
1,400 square feet; for each, base lease rates 4 2011 $ 12.00 $ 8.30
. 0, 0,
were provided for 2011 and 2019 2019 3 25.00 13.54% 3 14.62 9.52%
2011 $ 17.83
® Survey data provided base rent information 5 2015 S 17.83
. . - 2019 22.59 3.34%
for an additional 6 properties. Additional rent 2011 S 13520 >
information was not provided 6 2015 $ 13.20
) 2019 $ 20.00 6.44%
® Average annual base rent increases vary from 2011 S 21.00
a low of 0% to a high of 13.5%. The latter 7 2015 $ 24.00
property also saw a nearly 10% increase in 2019 |S 24.00 1.56%
dditional rent over the 2011-2019 period o 23.00
additional rent over the - perio 8 2015 S 23.00
2019 $ 24.00 0.54%
2011 $ -
9 2015 $ 20.16 -
2019 $ 24.00 2.38%
2011 $ 15.89
10 2015 $ 17.75
2019 $ 18.66 1.95%
_________________________________________________
URBAN‘ LEE& Andrew Yan LIVEABLE CITY
Consulting PLANNING LTD.

systems S



5.5 CHANGE OVER TIME: HASTINGS NORTH

Changein Property Ownership, 2012 to 2019

Types of

% Changein
Ownership 2012 2019 Ownership Type

® Qver the 8-year period from 2012 to 2019, the proportion of properties in the

Hastings North BIA owned by developers and holding companies increased. Bank 1 0 -100%
® In 2012, 12 properties were owned by developers while, by 2019, 15 .
. Business 15 13 -13%
properties were owned by developers.
® Ownership changes and increases in certain ownership types such as holding Developers 12 15 25%
companies may not necessarily reflect fundamental shifts in the beneficial
ownership of properties, but rather changes made to better manage business Government 0 1 100%
finances and tax obligations.
Holding 48 50 4%
Company
Individual 48 55 15%
Non-Profit 1 2 100%
Numbere_d ’3 ’3 0%
Corporation
owner 23 17 -26%
Occupied
Union 1 0 -100%
Utility 1 0 -100%
Total 173 176
_________________________________________________
Andrew Yan LIVEABLE CITY

systems JMMERCIAL R SERVICES MARKETING Consulting PLANNING LTD.



5.5 CHANGE OVER TIME: HASTINGS NORTH
Population Growth and Density

® In 2006, the population within a 1-kilometer radius around
the Hastings North BIA was 35,250.

® The population grew slightly over 10 years, reaching 36,206
by 2016.

® Population density in the 1km radius around the entire BIA in
2016 was 41.9 residents per hectare.

® The chart at right compares this density to the 1km radii
around all 22 BIAs.

Hastings North Population Density vs BIAs City-Wide

West End BIA

Robson St. BIA
Downtown Vancouver BIA
Yaletown BIA

Gastown BIA

Hastings Crossing BIA
Kitsilano Fourth Ave. BIA
South Granville BIA
Chinatown BIA

West Broadway BIA
Cambie Village BIA
Collingwood BIA
Victoria Drive BIA

Fraser St. BIA
Commercial Dr. BIA
Mount Pleasant BIA
Hastings - North BIA
Marpole BIA

Kerrisdale BIA

Dunbar Village BIA
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Point Grey Village BIA I 30.4
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5.5 CHANGE OVER TIME: HASTINGS NORTH

Metric (2019) Hastings North City of % Over/Under

Household Income and Spending v Cit
ancouver ity

Average Annual $85,393 $109,914 -22%

® The median and average household incomes within this
Household Income

Study area in 2019 are estimated at $62,320 and $85,393,
respectively. Median Annual $62,320 $74,312 -16%

Household Income
® The aggregate household income in the 1-kilometer buffer

) . Aggregate Annual $1.47 billion $33.0 billion
area was approximately $1.47 billion. Household Income
®* The average household retail and food/beverage Average Annual Retail ~ $42,047
expenditure in 2019 was just over $42,000. In aggregate, the + F&B Spend

figure was 5718.67 million. Aggregate Annual $718.67 million

Retail + F&B Spend

Source: Environics Analytics

Population Distribution Living within a One Kilometre Radius of the Hastings North BIA

% . % 5 - e.2
® "
. o (3
. T Wi L)
& "S o8 = K 9.
. . . .
2 3 s S hovl S cte T o o .
. S ol e ®ge .0 L
03 AL o of o, o
) r) . [* -l § $ 5
\* < . o . S, o, | ® o
. . b Sege 3 o’ . .« ®
. B o, ) 0e® 1 L ) L
: . g ¢ - o g '.-.' .°=. 2 ®
.
o hn e e o B S TR B
= Chadicy
A N HE OB W T | atee e TH
A A - 2 .:"..Oc .o:;i‘ % — -
~:o. e : 1 ) n'.. Lo ®o - - .-.01':0\.‘ . . X .’ »)
r bs .'l' ® < o ® . . _— % ° 5 ] { D 1 Kilometre Radius
e 5 * 8 o 8e o° Le gé o e, around BIA
. . "o 8, ey L "‘ < - 9P », ‘
S s ) | o0 o 75 ol o e - Study BIA
. . . LY o ob® . LIRS M ." .
i ‘.f - 0 ® T . & |~ O Wt .{'q s O Surrounding BIA
o 2 % 5.5 2 -
% § ) n__Se .: - by I:l Census Dissemination
= bl L Area Boundary
.
o b : . 20 Residents

Andrew Yan LIVEABLE CITY
MARKETING IN Consulting PLANNING LTD.

ASSOCIATES

SVStemS COMMERCIAL REAL ESTATE SERVICES




5.6 CHANGE OVER TIME: COLLINGWOOD

Vacancies— 2005 vs 2019

®* As of March 2019 there were vacancies
distributed through the entirety of the BIA,
accounting for 6% of the total storefront
count.

® Most vacant storefronts are located along the
north side of Kingsway (9 of 12).

® The area has a healthy vacancy rate for a
commercial/retail area.

Vacancy Rates in the Collingwood BIA, 2005 vs 2019

6% 6%

2005 2019

Melbourne St
Aberdeen St
Lincoln St
Ormidale St
Boundary

ASSOCIATES

Sys‘temg JMMERCIAL REAL ESTATE SERVICES

Sch, sl &
014% Kingsway
@ Vacaney East 4375t
D BIA Boundaries
Andrew Yan LIVEABLE CITY
MARKETING INC, Consulting PLANNING LTD.



5.6 CHANGE OVER TIME: COLLINGWOOD

Vacancies—2005vs. 2019

® At a 6 percent vacancy rate, the Collingwood BIA has the healthiest
vacancy rate out of the six Study areas.

® In 2019, the median vacant floor area was 1,200 square feet with an
average vacant floor area of 1,467 square feet.

®  Floor area information for 2005 was not available.

Floor Area (in Square Feet)

Distribution of Vacancies by Floor
Area in the Collingwood BIA, 2019

3,500

3,000

2,500

2,000

1,500

1,000

500

—T— 3,000

X 1,467

ann

[s1wiv)

% Vacancy Rates by Storefronts and % Vacancy by Floor Area in
the Collingwood BIA, 2005 vs 2019

2,250

1,200

800
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3% 6% 6%
2% 4%
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5.6 CHANGE OVER TIME: COLLINGWOOD

Occupied and Vacant Space in Collingwood by Floor Area, April 2019

® There are a total of 203 storefronts
in the Collingwood BIA from Rupert
St to Boundary Road, encompassing a5

411,300 square feet. “ m Occupied  ® Vacant

® In 2019 there were 12 vacant

25
storefronts, accounting for 6% of
total storefronts.
® There were 17,600 square feet of
vacant floor area, accounting for 4%
of total floor area. I
5
® Of the 12 noted vacancies, all were - — I [ [ [ ]
s

= N
o o

Number of Storefronts
S

|
vacant and available for lease. R Y I R I
AN [ A ) AN IS N %S N ™ oY < ©° =N W ¥

N
D

® The figure at right shows the

s . . @
distribution of occupied and vacant Floor Area (in Square Feet) RS

storefronts by floor area.

URBAN LEE & Andrew Yan LIVEABLE CITY
ASSOCIATES

SVSthS COMMERCIAL REAL ESTATE SERVICES MARKETING INC) Consulting PLANNING LTD.




5.6 CHANGE OVER TIME: COLLINGWOOD

Business Mix “Top 5” 2005 and 2019— Business Counts

Top 5 Dominant Categories in Collingwood BIA - 2019

. . o o
This area of the city is a notable destination for % of Total Businesses

Chinese and other ethnocultural restaurants. Full

service restaurants are the predominant business Full Service Restaurants _ 17%
category, accounting for 17% of storefronts and

. Offices Of Other Health Practitioners _ 12%
18% of floor area in 2019. ’
B

® |If restaurants (limited and full serve) are grouped Limited Service Eating Places %

together, they account for 27% of storefronts and

air Care And i Vi 9
27% of floor area. Hair Care And Esthetic Services - 8%
N

® The number of ground floor general professional General Professional Offices %

offices has decreased since 2005, as have the

number of ground floor vacant units. Both Other Types of Businesses 45%
represent positive change.
2019
Rank Type of Business Category Number of Business | % of Total Businesses | Floor Area (in Sq Ft) | % Total Floor Area
1 |Full Service Restaurants 35 17% 72,400 18%
2 |Offices Of Other Health Practitioners 25 12% 38,300 9%
3 [Limited Service Eating Places 20 10% 38,700 9%
4 |Hair Care And Esthetic Services 17 8% 19,900 5%
5 |General Professional Offices 15 7% 24,800 6%
Other Types of Businesses 91 45% 217,200 53%
Total 203 100% 411,300 100%
2005
Rank |Type of Business Category Number of Businesses |% of Total Businesses | Floor Area (in Sq Ft) |% of Total Floor Area
1|Full Service Restaurants 27 12%
2|General Professional Offices 25 11%
3[Hair Care And Esthetic Services 20 9%
4|Limited Service Eating Places 14 6% Data Not Avaliable
5|Vacant Store 13 6%
Other Types of Businesses 130 57%
Total 229 100%

ASSOCIATES

systems ——

Andrew Yan LIVEABLE CITY
Consulting PLANNING LTD.




5.6 CHANGE OVER TIME: COLLINGWOOD

Business Mix “Top 5” 2005 and 2019— Floor Areas

The business mixes in the Collingwood BIA have slightly shifted, but
have largely remained similar between the reference periods of
2005 and 2019.

Eating Establishments and Personal Services clusters are major
anchors for the local shopping area.

o Eating establishments in the form of “Full Service Restaurants”
and “Limited Service Eating Places” remain the largest combined
form of business in the area as they form 27% of the total
number of businesses and 27% of floor area in the BIA.

o Personal Services in the form of Office of Other Health
Practitioners, Hair care and esthetic services, and general
professional offices, when combined, form 27% of all businesses
and 20% of floor space.

20%

15%

10%

n
R

20%

15%

10%

5%

0%

Top 5 Business Mix - % of Total Businesses and % of Total
Floor Area in the Collingwood BIA, 2019

17% 18%

12%
0, 10% oy
9% 9% a5 5
7%
) 6%
5% I

Offices of Other
Health Practitioners

Hair care and General
esthetic services  professional offices

Limited service
eating places

Full service
restaurants

W % of Total Businesses W % of Total Floor Area

Top 5 Business Mix - % of Total Businesses and % of
Total Floor Area in the Collingwood BIA, 2005

12% 119%

2 9%

<]

£ o 6% 6%

el

R

83

n <

g%
Full Service General Hair Care And Limited Service Vacant Stare
Restaurants Professional Offices Esthetic Services Eating Places

W % of Total Businesses % of Total Floor Area
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5.6 CHANGE OVER TIME: COLLINGWOOD

Chainvs. Independent Businesses, 2005 and 2019 ] ] ] )
Percentage Change in Chains vs Independent Busineses in

the Collingwood BIA, 2005 - 2019
® Between 2005 and 2019, the number of recorded storefronts in the

20% 84%
Collingwood BIA decreased, from 229 to 203. . 77%
® Independent Businesses: 70%
o There was a recorded decrease in independent businesses, from 193 to 0%
156. As a proportion of total, the decrease was from 84% to 77%. 50%
40%
® Chain Businesses:
- 30%
o There was an increase in chain businesses, from 24 to 35. . 17%
20
. . 10% _ _
o Asa proportionto total storefronts, chains grew from 10% to 17%. 10% 9 6% _ 6%
0% 0%
e o o - -
¢ Vacancy Chain Independent Under Construction Vacant
o Vacant storefronts slightly increased from 5% to 6% S ) ) )
Note: Vacancy rates in this section will differ from the vacancy rates in the previous section for the
BIA as the vacancy rate used here disaggregates “Vacant” storefronts into separate “Under
Construction” and “Vacant” categories. Furthermore, vacancy numbers may slightly differ due to
numbers rounding.
_________________________________________________ ——
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5.6 CHANGE OVER TIME: COLLINGWOOD
Chainvs. Independent by Floor Space, 2019

®* Independent businesses tend to cluster toward small
floor areas.

o Medianfloor areas for chain stores were 2,500
square feet versus 1,200 square feet for independent
stores.

® The median vacant storefront square footage was
1,200 square feet.

Number of Storefronts

30

10

Floor Area (in Square Feet)

o W ]

©
3

Distribution of Floor Area by Chain, Independent, and Vacant Status
in the Collingwood BIA, 2019
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5.6 CHANGE OVER TIME: COLLINGWOOD

Changein Property Values and Property Taxes Collingwood BIA Commercial Property Value Collingwood BIA Total Property Tax Change,
Change, 2012 to 2019 2012 to 2019
Total Property Values 200% 1o0%
—T1—283% ——91%
® Between 2012 and 2019, Collingwood BIA
properties increased in aggregate value by $327.6 2o%
million, from $225.79 million to $553.40 million. 250%
® 75% of the total property assessments in
Collingwood went up between 87% and 283%
60%
® The top 25% of total properties increased in value o005
by at least 178%.

® The average total assessment increase was 128%

20%
® The median total assessment increase was 128%
150%
Commercial Property Taxes 20%
® Qver the same time period, commercial property
100%
taxes in Collingwood increased from $2.93 million
to $4.09 million. o
® The highest commercial property tax increase was
123%, at 3055 Kingsway (Big O Tires). 0%
-20% -21%
® 25% of all properties (excluding outliers) in the
Collingwood BIA faced commercial property tax
increases from 42% to 91%.
0% -40%
® Average commercial property tax increase was
27%.
URBAN RSSOCIATES Andrew Yan LIVEABLE CITY
Consulting PLANNING LTD.

Systems COMMERCIAL REAL ESTATE SERVICES MARKETING INC.



5.6 CHANGE OVER TIME: COLLINGWOOD

Changein Basic and Additional Rent

® Data on changes to basic and additional rent in Collingwood was sourced
through broker interviews.

®  Survey responses from brokers / landlords were limited (3 surveys completed),
and none of these completed surveys provided information on base or
additional rents.

® Information gathered through interviews is provided in the table below.

Collingwood Base and Additional Rent Sample Data
Avg. Annual Changein

Base Rent (persf per Base Rent (2019 vs, first Additional Rent (persf Avg. An.n'ual Changein
annum) perannum) Additional Rent
year)

1 2014 S 22.25 S 12.01

2019 S 25.00 1.5% S 16.82 5.0%
) 2011 S 25.00 S 7.00

2019 S 28.00 1.5% S 8.50 2.7%

_________________________________________________
Andrew Yan LIVEABLE CITY
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5.6 CHANGE OVER TIME: COLLINGWOOD

Changein Property Ownership, 2012 to 2019

Types of % Changein
. 2012 2019 .
Ownership Ownership Type
® Alongside sizeable increases in property values, the Collingwood area has
seen a substantial increase in the proportion of properties held by Bank 2 1 -100%
developers —increasing from 11 in 2012 to 40 in 2019.
H _70N0
® There has also been a slight increase in the number of properties held by Business 17 10 /0%
holding companies.
Developers 11 40 73%
Holding 27 32 16%
Company
Individual 57 50 -14%
Numbergd g 0%
Corporation
Owner
. 9 9 0%
Occupied 0
Union 23 0 N/A
Total 154 150
_________________________________________________
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ASSOCIATES .
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5.6 CHANGE OVER TIME: COLLINGWOOD

Population Growth and Density

Popu

In 2006, the population within a 1-kilometer radius around the
Collingwood BIA was 44,041.

The population grew significantly over 10 years, reaching 49,225 by
2016. This area growth rate of 12% exceeded the city-wide average
growth of 9.2%.

Population density in the 1km radius around the entire BIA in 2016
was 68.3 residents per hectare, with significant density clustered near
the Joyce Collingwood Skytrain station.

The chart at right compares this density to the 1km radii around all 22
BIAs.

lation Distribution Living within a One Kilometre Radius of the Collingwood BIA

il

Collingwood Population Density vs BIAs City-Wide
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Downtown Vancouver BIA
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South Granville BIA
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5.6 CHANGE OVER TIME: COLLINGWOOD

Metric (2019) Collingwood City of % Over/Under

Vancouver City
Household Income and Spending

Average Annual $87,781 $109,914 -20%
Household Income
® The median and average household incomes within this Study area Median A | $69,145 $74 312 2o
in 2019 are estimated at $69,145 and $87,781, respectively. edian Annua ’ ! e
Household Income
® The aggregate household income in the 1-kilometer buffer area was Aggregate Annual $1.51 billion $33.0 billion
approximately $1.51 billion. Household Income
® The average household retail and food/beverage expenditure in Average Annual Retail $44,991
2019 was just under $45,000. The aggregate annual retail / food +F&B Spend
and beverage spend was nearly $835 million. Aggregate Annual $834.9 million

Retail + F&B Spend

Population Distribution Living within a One Kilometre Radius of the Collingwood BIA

1 Kilometre Radius
around BIA

[0 study Bia

Surrounding BIA

I:l Census Dissemination

Area Boundary
. 20 Residents
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Consulting PLANNING LTD.

ASSOCIATES

Systems JMMERCIAL REA ATE SERVICES MARKETING IN




. . m Venables St
Vacanciesin the g
Commercial Drive BIA, z ISR
5.7 CHANGE OVER TIME: COMMERCIAL DRIVE April 2019 E
Napier St
Vacancies- 2019 Wil
® As of April 2019 there were 15 vacancies in the entirety of the Commercial |
Drive BIA, accounting for 5% of the total storefront count.
® The area had a fairly healthy vacancy rate for a commercial/retail area. L™ i
J Grant St
Graveley St
- E 1stAve
e
E 2" Ave
o
L J
E 3dAve
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Vacancy Rates in the Commercial Drive
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5.7 CHANGE OVER TIME: COMMERCIAL DRIVE

Vacancies— Basevs. 2019

® While increasing 1 percent, vacancy rates have remained largely stable from Distribution Df Vacancies by F|DDF
2005 to 2019. - . -
° Space in the Commercial Drive BIA,
2019
3,500
3,000 3,000

% Vacancy Rates by Units and % Vacancy by Floor Area in
the Commercial Drive BIA, 2005 vs 2019
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5% ey
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5.7 CHANGE OVER TIME: COMMERCIAL DRIVE

Occupied and Vacant Space in Commercial Drive by Floor Area, April 2019

® There are a total of 352 storefronts in the

Commercial Drive BIA from Venables St to East 60

13th Ave, encompassing 802,341 square feet. o m Oceupied = Vacant
® There are 16 vacant storefronts, accounting for *é 0

5% of total storefronts. T

5 30

® There are 28,315 square feet of vacant floor g

area, accounting for 4% of total floor area. ;§ 20
® The figure at right shows the distribution of " II I I

occupied and vacant storefronts by floor area. I I I I

N | N DN PN U | BN W O N | [ O

Floor Area (in Square Feet)
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5.7 CHANGE OVER TIME: COMMERCIAL DRIVE

Dominant Categories and Themes, 2005 and 2019 Top 5 Dominant Categories in Commercial Drive BIA - 2019
% of Total Businesses

. . . X Limited Service Eating Places _ 19%
destination for local residents and across the City.

The combination of limited and full-service eating Full service Restaurants [ 102

® Commercial Drive is a major restaurant

places (the 1st and 2nd categories for total
Offices Of Other Health Practitioners [l 5%

number of businesses respectively) account for

29% of store counts and 23% of floor area. General Professional Offices - 4%
® The total number of businesses in Commercial Hair Care And Esthetic Senices ] 5%
Drive has decreased over 14 years.
Other Types of Businesses 51%
®* There is considerable business diversity
throughout this extensive BIA.
2019
Rank | Type of Business Category Number of Business | % of Total Businesses | Floor Area (in Sq Ft) | % Total Floor Area
1 [Limited Service Eating Places 67 19%) 116,862 15%
2 |Full Service Restaurants 36 10%) 67,140 8%
3 |Offices Of Other Health Practitioners 31 9% 58,236 7%
4 |General Professional Offices 20 6% 55,200 7%
5 |Hair Care And Esthetic Services 17 5% 22,000 3%
Other Types of Businesses 181 51%, 482,903 60%
Total 352 100% 802,341 100%
2005
Rank|Type of Business Category Number of Businesses _|% of Total Businesses | Floor Area (in Sq Ft) |% of Total Floor Area
1[Limited Service Eating Places 61 16%)
2|Full Service Restaurants 33 9%
3|Offices Of Other Health Practitioners 30 8%
4|General Professional Offices 27 7% Data Not Avaliable
5|Hair Care And Esthetic Services 23 6%
Other Types of Businesses 207 54%)|
Total 381 100%|
I m——
URBAN‘ LEE & Andrew Yan LIVEABLE CITY
ASSOCIATES -
Consulting PLANNING LTD.
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5.7 CHANGE OVER TIME: COMMERCIAL DRIVE

Business Mix “Top 5”, 2005 and 2019, Floor Area

® The business mixes in the Commercial Drive BIA
remain very stable as the top 5 business types in
2005.

® Eating establishments in the form of “Full Service
Restaurants” and “Limited Service Eating Places”
remain the largest combined form of business in
the area as they form 29% of the total number of
businesses and 23% of floor area in the BIA.

® Services in the form of Office of Other Health
Practitioners, General professional offices and
Hair care and esthetic services combined to form
20% of all businesses and 17% of floor space
which illustrates this importance of these business
types to neighbourhood vitality.
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Top 5 Business Mix - % of Total Businesses and % of Total
Floor Area in the Commercial Drive BIA, 2019
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5.7 CHANGE OVER TIME: COMMERCIAL DRIVE

Chainvs. Independent Businesses, 2005 - 2019
Percentage Change in Chains vs Independent Busineses in

® Inthe 14 years between inventories, the total number the Commercial Drive BIA, 2005 - 2019
of ground floor storefronts declined by 6.5%,

dropping from 381 to 352. 50% 7% 0%
® Independent Businesses: fi
o Independent ground floor businesses have decreased E;
from 332 to 280 businesses, equating to a decrease in o
proportion from 87% to 80%. 0%
® Chain Businesses: : 16%
o There was an increase in ground floor chain 10% 2% o 1%~ o 35 5%
businesses, from 34 in 2005 to 56 in 2019 — a gain of % - S i o
22. This equates to an increase in proportion from 9% Chain Independent Under Construction Vacant
to 16%.

Note: Vacancy rates in this section will differ from the vacancy rates in the previous section for the
BIA as the vacancy rate used here disaggregates “Vacant” storefronts into separate “Under

M Vacancy Construction” and “Vacant” categories. Furthermore, vacancy numbers may slightly differ due to
numbers rounding.

o Vacant storefronts increased from 13 to 16, but the
rate remained relatively low with an increase from 3%
to 5%. This is partly due to the decrease in total
storefronts. Note that there were 2 storefronts under
constructionin 2005.
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5.7 CHANGE OVER TIME: COMMERCIAL DRIVE

Distribution of Floor Area by Chain, Independent, and

Chain vs. Independent by Floor Space Vacant Status in the Commercial Drive BIA, 2019

* Independent businesses tend to cluster toward small 6.000
floor areas. = 5000 5.000
) ) 3 4,500
o Median floor areas for chain stores were 2,000 square o 4000
g 4
feet versus 1,500 square feet for independent stores. = 3'6403,375
‘© 3,000 3000
) © 2,500 2,500
® The median vacant storefront square footage was £ 2000 2.000 X 2,036 o)
1,500 square feet. g 1,500 =11,500
T 1,000 1,000 1,000 1,000
£ 500 i 500 £ 500
Chain Independent Vacant
Chain vs. Independent vs. Vacant, 2019
60
50 M Chain ®Independent M Vacant

40

20

10

Number of Storefronts
w

o o
500 N
800 NN
200 NN
800 NN
ool |
500 NN

925 1

Floor Area (in Square Feet)
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5.7 ANALYSIS OF CHANGE: COMMERCIAL DRIVE

Changein Total Property Values and Commercial Property Taxes Commercial Drive BIA Total Property Value Commercial Drive BIA Commercial
Change, 2012 to 2015 Property Tax Change, 2012 to 2019

Total Property Values 250% 120%

® Between 2012 and 2019, Commercial Drive BIA

o ) —T—103%
properties increased in aggregate value by $493.82 100%
million, from $435.83 million to $929.67 million.
illion, S illi S illi o 05
® 75% of the total property assessments in the ’
Commercial Drive BIA went up between 54% and 205%. 80%
® The top 25% of properties increased in value by at least
131%.
60%
® The average total assessment increase was 97%. 150%
®  The median total assessment increase was 95%. 131%
40%
Commercial Property Taxes
100%
O, 0,
® Qver the same time period, commercial property taxes 2% 20%
in Commercial Drive BIA increased from $5.93 million to
$7.94 million.
0%
® The highest commercial property tax increase was 54%
103%, at 1102 Commercial Drive. 20%
®  25% of all properties in the Commercial Drive BIA faced -20%
commercial property tax increases by at least 46%.
—1 210
® The average commercial property tax increase was 28%, 8% 32%
while the median commercial property tax increase was 0% -40%
30%.
S —
UR'BAN LEE & Andrew Yan LIVEABLE CITY
ASSOCIATES .
Consulting PLANNING LTD.
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5.7 CHANGE OVER TIME: COMMERCIAL DRIVE
Changein Property Ownership, 2012 to 2019

® Property ownership classifications have been relatively stable in most
categories over the last 8 years.

® There has been an uptick in the number of properties held by
developers, increasing from 7 to 19.

® There has also been a decrease in the number of owner-occupied units
(17 to 10).

ownersip 2012
Bank 3
Business 15
Developers 7
Government 0
gg:ipnagny %
Individual 101
Non-Profit 4
Numbered 10

Corporation

Owner

. 17
Occupied

Total

% Changein

2019 Ownership Type

1 -67%

13 -13%

19 171%
1 100%

99 1%

106 5%
3 -25%

14 40%

10 -41%
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5.7 CHANGE OVER TIME: COMMERCIAL DRIVE

Population Growth and Density

® In 2006, the population within a 1-kilometer radius around the Commercial Drive
BIA was 42,971.

® The population grew over 10 years, reaching 45,399 by 2016 for an area growth
rate of 5.7%.

® Population density in the 1km radius around the entire BIA in 2016 was 61.1
residents per hectare.

® The chart compares this density to the 1km radii around all 22 BIAs.

Commercial Drive BIA Population Density vs BIAs City-Wide

West End BIA I 200.4
Robson St. BIA I 199.8
Downtown Vancouver BIA I 158.7
Yaletown BIA NI 138.9
Gastown BIA NN 118.0
Hastings Crossing BIA NN 111.3
Kitsilano Fourth Ave. BIA I 809
South Granville BIA IS 79.0
Chinatown BIA IS /5.9
West Broadway BIA IS 73.1
Cambie Village BIA I 63.8
Collingwood BIA NN 63.3
Victoria Drive BIA I 65.2
Fraser St. BIA NN 65.0
Commercial Dr. BIA NN 61.1
Mount Pleasant BIA I 50.6
Hastings - North BIA I 41.9
Marpole BIA NN 41.6
Kerrisdale BIA I 39.0
Dunbar Village BIA I 37.1
Point Grey Village BIA I 30.4
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5.7 CHANGE OVER TIME: COMMERCIAL DRIVE

Household Income and Spending

The average and median household incomes within this Study area
in 2019 are estimated at $91,597 and $67,483, respectively.

was approximately $2.06 billion.

Metric (2019)

Average Annual
Household Income

Median Annual
Household Income

Aggregate Annual
Household Income

Average Annual Retail

+ F&B Spend

Aggregate Annual
Retail + F&B Spend

Distribution of Population Living within a One Kilometre
Radius of the Commercial Drive BIA

1 Kilometre Radius
around BIA

- Study BIA

Surrounding BIA

Census Dissemination
Area Boundary

The aggregate household income in the 1-kilometer buffer area Lanl ":‘. e
» e o.. .. =
The average household retail and food/beverage expenditure in b, ": .‘_T.
2019 was $44,845. In aggregate, this figure was $991.5 million. .1':' ...';1. =
.. ':‘..:‘°.!-C .
2 - |"ge .. "'... :0..
.\J 56 5 ;‘O'. % "o. o ] :.:
SIS TR i
pel olile Lot eser 25,50 ekl Co.
e 12 R . :o:‘
B ki '-..0". s Al
v S0 L Rt ek
Commercial Dr. City of % Over/Under
Vancouver City
$91,597 $109,914 -17%
567,483 $74,312 -9%
$2.06 billion $33.0 billion
S44,845
$991.5 million
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5.8 COMPARATIVE BUSINESS SIZES BY CATEGORY

® Data presented above for each of the six Study areas suggests
that, generally, independent businesses cluster in smaller floor
plates, while chain businesses locate on larger floor plates.

® Asnoted previously, business size ranges vary by category. What is
‘small’ for one category may be ‘large’ for another.

® The charts on the following pages present:

1. Typical floor area size ranges (minimum, maximum, median
and mean) for the amalgamated ‘top 10’ business categories
(including vacant space) for the combined inventories of all six
Study areas

2. Floor space area ranges for the amalgamated ‘top 5’ business

categories, looking at size range differences between
independent and chain businesses

Andrew Yan LIVEABLE CITY
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5.8 COMPARATIVE BUSINESS SIZES BY CATEGORY

Top 10 Business Types by Floor Area (in square feet)

® The box / whisker plots below show the range of business sizes for the amalgamated ‘top 10’ categories of all six Study areas.
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5.8 COMPARATIVE BUSINESS SIZES BY CATEGORY

Limited Service Food and Beverage — Chain vs. Independent
® There are 116 independents and 76 chains in the Limited Service Food and
Beverage category across the six combined Study areas.

® The median floor area size of an independent in this category is under 1,300
square feet, whereas the median size of a chain is 1,500 square feet.

® The average floor area size of an independent is just over 1,600 square feet,
compared to nearly 1,800 square feet for chains.

Limited Service Eating Establishment in All Study Business Improvement Areas -
Independents vs Chains by Floor Area (in Square Feet)

4,500
4,000
3,500 —1— 3,500
3,000

2,500

2,000 1,977
X 1,627

Floor Area (in Square Feet)

1,500

1,267
1,000 915

500

——100

Independent

—T1— 4,000

X 1,788

——500

Chain

2,500

1,500

1,000
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5.8 COMPARATIVE BUSINESS SIZES BY CATEGORY

Full-Service Food and Beverage — Chain vs. Independent

® There are 136 independents and 12 chains in the Full-Service Food and

Beverage category across the six combined Study areas.

® The median floor area size of an independent is nearly 1,400 square feet, while

the median size of a chain is 1,600 square feet.

compared to 2,200 square feet for chains.

The average floor area size of an independent is just over 1,800 square feet,

Full Service Restaurants in All Study Business Improvement Areas -
Independents vs Chains by Floor Area (in Square Feet)

6,000
—— 5,281
5,000
—1— 4,500
g 4,000
g
”E 3,000 3,068
g 2,475
. X 2,207
8 2,000
w X 1,807
1,375 1600
/ 1,277
1,000 1,000 L 917
—L— 500
Independent Chain
I ——
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5.8 COMPARATIVE BUSINESS SIZES BY CATEGORY

Pharmacies and Drug Stores — Chain vs. Independent
® There are 13 independents and 13 chains in the Pharmacies and Drug Stores category
across the six combined Study areas.

® The median floor area size of an independent is 1,000 square feet, compared to 2,000 for
a chain.

® The average floor area size of an independent is very close to the median (just under
1,100); average chain size is over 7,500 square feet.

® There is significant floor area size range in this category amongst chain businesses.

Pharmacy in All Study Business Improvement Areas - Independents vs Chains by

Floor Space (in Square Feet)
25,000

—T1 22,000
20,000
15,000
13,500
10,000
Expanded Chart
1,500
1,200 X 7,432
%1,089 1,000
5,000 675
—L 1500
. 2,000
i , 800 986
Independent Chain
s
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5.8 COMPARATIVE BUSINESS SIZES BY CATEGORY

Apparel (Women’s Clothing) — Chain vs. Independent

® There are 26 independents and 7 chains in the Women’s Clothing category
across the six combined Study areas.

® The median floor area size of an independent is 1,200 square feet, compared to

2,500 for a chain.

® The average floor area size of an independent is nearly 1,600 square feet,
compared to 2,400 for chains.

4,000

3,500

3,000

2,500

2,000

1,500

1,000

500

URBAN

systems

Women's Clothing Store in All Study Business Improvement Areas -
Independents vs Chains by Floor Space (in Square Feet)
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5.8 COMPARATIVE BUSINESS SIZES BY CATEGORY

Beer, Wine, Liquor and Cannabis Stores — Chain vs. Independent
® There are 25 independents and 8 chains in the Beer, Wine, Liquor and Cannabis
category across the six combined Study areas.

® The median floor area size of an independent is 1,000 square feet, compared to
nearly 4,300 square feet for a chain.

® The average floor area size of an independent is nearly 1,600 square feet,
compared to 4,100 for a chain.

Beer, Wine, Liquor, and Cannabis Stores in All Study Business Improvement Areas -

Independents vs Chains by Floor Space (in Square Feet)

8,000
—— 7,500
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5.8 COMPARATIVE BUSINESS SIZES BY CATEGORY

Synopsis

® Independents smaller than chains: Across the top 5 categories, we find that across all Study areas,
independent businesses operate in smaller floor plates than chain businesses.

® Size range greater for chains: The ranges of floor plate size variability is greater amongst chain businesses in
all the top 5 categories.

®  Pharmacies large and small: The most dramatic variance between independent and chain floor plate sizes
amongst the top 5 categories is in the pharmacy category, where the largest independent is only 1,500
square feet while the largest chain is 22,000 square feet.

® Smaller, Independent Restaurants: Restaurants (limited, and full serve), while showing less difference
between chains and independents than other categories, still show a distinct difference in average, median
and max sizes between chains and independents

® Smaller areas, fewer people: The smaller floorplates also most likely reflect smaller businesses in terms of
number of employees.

Andrew Yan LIVEABLE CITY
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5.9
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5.10 COMMERCIAL PROPERTY TAX CHANGE COMPARISON FOR ALL STUDY AREAS, 2012 TO 2019
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5.11 AMALGAMATED SUMMARY: CHANGE OVER TIME, ALL STUDY AREAS

Vacancy

Generally speaking, vacancy rates above 10% are a signal of possible health / vitality challenges in a local shopping area.

® In their respective baseline years, all six Study areas were within the ‘healthy’ (<7%) or ‘acceptable’ (7-10%) vacancy ranges, with the
lowest vacancy being seen in South Granville and Commercial Drive (4% and 4% on a storefront basis).

® In 2019, four of the six Study areas had vacancy rates at or above 10%.

Vacancy Rate as proportion of total storefronts, base yearvs. 2019

Healthy Acceptable Unhealthy

Base Year

South Granville (4%
@ 2019 > 1%

West Broadway | 7% ‘

Marpole | 9% :‘
Collingwood @
Hastings North | 9% ::‘
Commercial Drive 4%‘
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5.11 AMALGAMATED SUMMARY: CHANGE OVER TIME, ALL STUDY AREAS

Proportion of Storefronts by Chain Status, Base Yearvs. 2019
Chainsvs. Independents

® There is not a single story across the six Study 2019

Commercial
Drive

areas around chain vs. independent business 2005
trends.
el
8
® South Granville exhibited the clearest example & 2019
of independent business decrease and chain g -
business increase; however, this area also saw
N
a substantial increase in vacancy. 5
w2019
® Collingwood and Commercial Drive both saw =
! . ! . & 00
increases in  chain  business and a
corresponding decrease in independent
[
business. 8 2019
m
b4
® Marpole and Hastings North saw a decrease in 2011
the proportion of chains; Hastings North also z
. . -
saw a decrease in the proportion of 2 o1
&
independents, while Marpole saw a slight 4
i i ) . = 2010
increase in proportion of independents.
x
® In five of the six areas, the percentage of £
. . 5 2019
independent businesses decreased. -
2 2006
® Independents are not necessarily being
-60% -40% -20% 0% 20% 40% 60% 80% 100%

replaced by chains, but in some areas by

. Percentage of Storefronts
vacancies.

M Chains W Independents
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5.11 AMALGAMATED SUMMARY: CHANGE OVER TIME, ALL STUDY AREAS

Change in Storefronts by Chain Status and Vacancy, Base Year vs. 2019

systems ——

Chainsvs. Independents All Study Areas, # of Storefronts Absolute % Change
Change
Across the 6 Study areas in total, between their
respective base years and 2019, there was a 24% Chain 230 285 55 24%
increase in chains, a 13% decrease in Independent 1,127 983 =144 -13%
independents, a 40% increase in vacancies, and Total Active Businesses 1357 1268 89 7%
7] 7] - -7
7% decrease in the number of active storefronts.
Vacant (excluding Under Construction) 88 123 35 40%
Amongst chain businesses, there was a slight )
] . . Total Active + Vacant 1,445 1,391 -54 -4%
decrease in the number of service commercial
establishments, and notable increases in number Change in Number and Proportions of Independent Businesses, Base Year vs. 2019
of active businesses in the broad categories of Category All Study Areas Absolute Change | % Change
Comparison Goods, Convenience Goods, and Base Year 2019
Food & Beverage. Automotive Goods & Services 14 8 -6 -43%
_ _ Comparison Goods 332 202 -130 -39%
Amongst independent businesses, there was an Convenience Goods & Services 455 433 By 5%
increase in the absolute number and proportion Entertainment & Leisure 9 16 7 78%
of Food & Beverage establishments. There was a Food & Beverage 246 267 21 9%
significant decrease in the number of Service Commercial 70 57 -13 -19%
independent retailers in the broad category of Grand Total 1,126 983 -143 -13%
Comparison Goods, and a smaller but stil Change in Number and Proportions of Chain Businesses, Base Year vs. 2019
significant decrease in the number of All Study Areas
independents in the Convenience Goods Category Al Absolute Change | % Change
P Base Year | 2019
categ?ry. The number of |nde9endents ) Automotive Goods & Services 9 5 -4 -44%
prov.|d|ng personal and professional services also Comparison Goods 38 56 18 47%
declined. Convenience Goods & Services 107 120 13 12%
Entertainment 2 1 -1 -50%
Food & Beverage 61 90 29 48%
Service Commercial 13 13 0 0%
Grand Total 230 285 55 24%
===,
UBBAN‘ LEE& Andrew Yan LIVEABLE CITY
MARKETING IN Consulting PLANNING LTD.




5.11 AMALGAMATED SUMMARY: CHANGE OVER TIME, ALL STUDY AREAS

Active Business Categories and Vacancies

® Looking at high-level business categorization
for both chains and independents, the
following changes could be observed between
baseline survey years and 2019:
o Notable decrease in the proportion of
active businesses in Comparison Goods
categories

o Significant increase in proportion of active
Food & Beverage businesses

o Relative stability in the proportion of
Service Commercial businesses

o A decrease in Automotive Goods and
Services businesses

o Anincrease in vacant storefronts (includes
ones under construction)

Changein Proportions of Storefronts by Category and Vacancy, Base Yearvs. 2019

2% 1y

Automotive Goods & Comparison

Services

26%

18%

Goods

30% 39%

1% 1%
|

Convenience Goods & Entertainment

Services

W Base Year 2019

25%

21%

Food & Beverage

5%

Service Commercial

10%

6%

Vacant
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5.11 AMALGAMATED SUMMARY: CHANGE OVER TIME, ALL STUDY AREAS

Property Ownership

All Study Areas

Property Ownership, 2012 to 2019

® Across the six Study areas there has been a general % Changein

decrease in the number of properties owned by 2012 2019 Ownership Type
individuals (-6%) and occupier business ownership (-
25%), compared to properties owned by development Business 95 67 -29%
companies (+71%) and numbered corporations
(+45%). Developers 68 116 71%
p
® Increases in ownership by numbered corporations and ek .
decreases in owner-occupied or individual ownership Institution 13 5 -62%
can be a sign of changing ownership models amongst '
business owners for a variety of reasons (e.g. taxation, Holding 275 301 9%
estate planning). Company
* The increase in ownership by development companies Individual 301 284 -6%
and holding companies may be a signal of future
redevelopment of existing buildings. Non-Profit 7 7 0%
Numbered
bere 60 87 45%
Corporation
Owner 76 57 125%
Occupied
Public 35 17 -51%

Definitions: A property is categorized as being owned by “individual” when the ownership record
list a person’s name as a property’s owner, “business” owned occurs when a business name is
listed as the owner. In both cases, when the assessment title is not being sent to the assessed
address, it is assumed that the property is not being owner occupied. An owner occupied property
is assumed to occur when the assessment is being sent to the same address as the assessed
property and lists an individual or business as its owner.

URBAN’ LEE & Andrew Yan LIVEABLE CITY
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5.11 AMALGAMATED SUMMARY: CHANGE OVER TIME, ALL STUDY AREAS

2019 Snapshots

® Retail and Commercial activities are highly localized, and one
model does not fit all.

® Some BIAs are thriving, but other areas are struggling for a
number of localized and overall market reasons.

® Each BIA has its own mix of independent and chain stores,
but it is important to note the deeper diversity within each
BIA in terms of entrepreneur, family owned, and new
immigrant businesses.

® Vacancy is a concern in four of the six Study areas.

100%

90%

80%

70%

60%

50%

16%

14%

12%

10%

Chain, Independent, Under Construction, and Vacancy Status in
Study Areas and Total Study Areas, 2019

mChain  mIndependent

Under Construction Vacant

5%
12% 11% 11% 11% & 9%

South Granville West Broadway Marpole

Hastings North

Collingwood Commercial Total Study
Drive Areas

Vacancies and Storefronts Under Construction in Study Area and Total
Study Areas, 2019

5%
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W Vacant Under Construction
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Displacement of Independents by Chainsis Not Universal

There has not been a universal ‘surge’ of chains replacing

independents.

o Two areas (Marpole and Hastings North) have a lower proportion of
chain businesses today (by storefront count) than in the
comparative base years.

o West Broadway saw the chain business ratio increase slightly

5.12 SYNOPSIS OF KEY FINDINGS: CHANGE OVER TIME, AND CURRENT CONDITIONS

In Collingwood and Commercial Drive, the loss of independents has
been largely offset by an increase in chains, with vacancy remaining
relatively low.

In Hastings North, the slight decline in independents has paralleled
a slight decline in chains, and an increase in vacancy.

In South Granville the story is one of both significant loss of
independents and increase in chains, and a significant increase in

between base year and 2019, increasing from 18% to 19%. vacancies.

o South Granville saw the proportion of chain businesses increase ® In West Broadway, an 8% decline in independents has
most significantly (with a corresponding decrease in independent
businesses), from 27% to 41%.

corresponded with a 1% increase in chains, a 3% increase in
vacancy, and a 5% increase in space under construction.

o Commercial Drive and Collingwood saw increases in chains from 9%

to 16% and 11% to 17% respectively Vacancy has become More Significant

* In all but one area (Collingwood), vacancy rates have increased
between the base year and 2019

Independent Business Counts have Decreased in Most Areas * For 3 of the 5 Study areas, vacancy rates have crossed into potentially
‘unhealthy’ territory (>10%)
® Despite variability across Study areas around the trend of chains
(less dominant in two areas, slightly more dominant in three areas,
and more notably dominant in one area), independent businesses
saw a decrease in their proportion of storefronts in five of the six
Study areas

Andrew Yan
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5.12 SYNOPSIS OF KEY FINDINGS: CHANGE OVER TIME, AND CURRENT CONDITIONS

Independents Operatein Smaller Spaces

® Across the ‘top 5 -categories in each of the six Study areas,
independent businesses were found to operate in smaller floor
plates than chain businesses.

® Additionally, the variability in the range of floor plate sizes appeared
much greater amongst chain businesses. They also varied
considerably by category.
Property Values Increased Substantially

® Looking at data points from 2012 and 2019, values for commercial
properties increased by an average of between 78% (South Granville)
and 250% (Hastings North).
Additional Rents, Including Property Taxes, Have Increased

Property taxes typically comprise a significant component of
“additional rent”, but its proportion varies area to area and business
to business.

®  Within the sample rental data, additional rent increases were much
higher in single-storey commercial buildings with unused
development potential.

® Looking at data points from 2012 and 2019, average property taxes
increased between 15% (South Granville) and 47% (Marpole).
Average tax increases were highest in 2 areas subject to recent
community plans (Marpole and a portion of Hastings North).

Base Rentsin Sample Buildings have Increased, but More Modestly

While sourced from a small data set (based on lease information
sourced from landlords and brokers for a sample of properties), it
was found that base rents did not go up universally, and where they
did go up, their rate of increase was typically modest.

Anecdotal evidence suggests that many landlords are moderating
rent increases, and in some cases are decreasing base rents, as
businesses struggle to manage the burden of substantial increases
to additional rents.
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5.12 SYNOPSIS OF KEY FINDINGS: CHANGE OVER TIME, AND CURRENT CONDITIONS

Property Ownership is Changing ®* Some of the emerging implications of e-commerce, omni-channel
retailing and other major trends will likely include:
*  The nature of ownership of commercial properties is shifting in the o Demand for more distribution and logistics space to facilitate
six Study areas, with more properties owned today by development delivery of both retail goods and food

companies and numbered corporations, and fewer owned b
P P Y o Greater demand for retail spaces that can be combined with

owner-occupied businesses or individuals . o .
production, distributionand repair

*  Some of the observed change in property ownership, such as the o Greater demand for floor area related to online order and delivery

decrease of individual ownership and increase of numbered preparation

companies, may be a reflection more of the nature of business o _
. o o Ability to accommodate pop-up shops in vacant space, and for
taxation and the sophistication of the owner/operators, rather than . . i
) businesses to respond quickly to changing market demand
a substantial structural change.

o Increasing importance of entertainment, personal services, unique

o . . . .
However, the increase in ownership by development companies restaurants and non-retail uses such as libraries, community centres

and holding companies is likely a signal of future redevelopment and the like, in local shopping areas, both as anchor uses drawing

intent. foot traffic to other businesses, and in providing places to gather as

* The analysis of available data suggests a correlation between the rate a community.

of property turnover and the preponderance of vacant storefronts. ) ]

) ) ) ) ) ® E-Commerce and omni-channel sales may benefit some small
This relationship requires further exploration. ) i ) ) )
) ) . . businesses. Third-party delivery allows restaurants to increase their
Businesses are Facing Increasing Competition from E-Commerce and Other ] o i )
Sources effective trade areas. For specialized retailers and boutique

manufacturers, online sales can be a major benefit, particularly if an

*  Business owners in many sectors are facing more competition from area is experiencing declining foot traffic or a stagnant trade area
online sales. Restaurants are facing a shift in the proportion of their population.
business tied to food delivery. As these trends advance, they are
likely to lead to greater shifts in how retailers and service providers
use their space and may impact the general tenant mix in retail

areas.
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5.12 SYNOPSIS OF KEY FINDINGS: CHANGE OVER TIME, AND CURRENT CONDITIONS

Chains and Independents can form parts of a Healthy Retail Ecosystem ® A ‘displacement’ of independents by chains in a local area, which
has been seen in some of the Study areas, is a multi-faceted issue,

®  “Chain” or “independent” can be a function of time. What is a chain likely a function of:

today may once have been an independent (e.g. Starbucks).

Similarly, businesses that grow to become chains may also shrink o Chains’ generally greater ability to withstand sudden escalation

and become independents once more (e.g. Strong’s Market). A to their operating costs in the form of rents (including

healthy retail ecosystem allows businesses to scale, grow, contract, commercial property taxes).
and test the possibilities of the marketplace. o Chains’ ability to offset losses associated with lengthy

. . . L ermitting processes.
® Chain businesses, by virtue of their size or the segments they P &p

operate in, can act as anchor tenants for commercial areas. o Chains' ability to pre-lease new space under development.
Common examples are chain supermarkets, pharmacies, and

financial institutions. Chains are also more likely to be able to lease

larger storefronts, which many independents are financially unable

to occupy. Chains do, however, tend to have lower local economic

multiplier benefits. However, this may miss nuance within the

‘chain’ category. A local chain of 7-8 businesses for instance will

likely be quite different in how it interacts with the local community

than a national or global chain.

® A retail ecosystem that allows all businesses to thrive is one of
stable and predictable costs, reasonable permitting requirements
and timelines, a welcoming and safe public realm, flexible building
design, and a strong local customer base. In such an environment,
all businesses with sound operating fundamentals should be able to
compete effectively for space and customers.

® Chain businesses are often more resilient than independents due to
their ability to pay higher rents, weather long permitting processes,
and offset unpredictable cost increases through their economies of

scale and ability to access financing.
===,
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6.1 OVERVIEW OF APPROACH: SURVEYS AND ROUNDTABLES

Building upon the analysis of change over time in the six Study areas presented in
Section 5, we conducted primary research with business owners, operators,
brokers and landlords to understand their perceptions of the challenges and
change drivers in their respective shopping areas. Two parallel approaches were
undertaken in each of the six case Study areas:

1. Surveysof local business owners, operators, landlords, brokers and property
managers; and

2. Roundtable meetings with BIA members, BIA Executive Directors (EDs)
embedded industry experts, and City staff.

This information was supplemented with one-on-one conversations with industry
experts and follow-up discussions with BIA EDs. It is worth noting that these
surveys were completed in advance of COVID-19 measures which have had
significant and ongoing negative impacts on local shops and services.

Retailer / Business Surveys Received by Area and Business Type

Food & Personal Destination Health /

Beverage Service EE] Fitness
South Granville 0 2 1 0 0
West Broadway 13 7 2 4 2
Marpole 0 1 0 1 0
Hastings North 4 8 1 3 0
Collingwood 0 3 0 0 0
Commercial 14 9 5 10 1
Drive

Surveys Overview

The objective of the direct surveys was to collect detailed information
from local business owners/operators, landlords, brokers and
property managers on the state of retail and service businesses in the
Study areas.

For the South Granville BIA ‘pilot” study, surveys were distributed first
in hard copy and only later via electronic mailout. For the other Study
areas, surveys were developed on an online platform (Voxco.com);
BIA Directors emailed survey URL links directly to their membership.

Responsibility to complete the surveys was left with survey recipients.
BIA leaders were asked to follow up with members to encourage
survey completion.

Figures on surveys received and completed, along with geographic
and business sector survey sources, are presented below.
Surveys Received and Completed

Survey Type Responses* Completed**
Landlords / Brokers/ 17 16

3 Property Owners

30 Retailers / business 102 85
owners

3
*Responses: number of surveys received with some useful data (i.e.

19 more than name and contact info), but not marked “complete” by
Voxco
**Completed: number of surveys marked “complete” by Voxco

4

43
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6.1 OVERVIEW OF APPROACH: SURVEYS AND ROUNDTABLES

Surveys Limitations

Response rates varied considerably from BIA to BIA.

Small sample sizes for landlord / broker surveys, and relatively small
sample sizes for retailer surveys from 3 of the 6 Study areas, ultimately
preclude the ability to compare results across BIAs, or across business
categories.

Survey results are, however, useful in aggregate for identifying general
trends, indicators and drivers of change.

Survey results are presented in their entirety in Appendices F and G.

Roundtables Overview

ASSOCIATES

A 2-hour roundtable event was held in each of the 6 Study areas,
between 9:30 and 11:30am on a weekday.

The roundtables were organized by BIA leaders and the consulting team,
and attended by BIA leadership, BIA members, industry experts,
consultants, and City staff.

A pilot roundtable was held in South Granville on June 19th 2019, and
the final roundtable was held in Hastings North on September 5th, 2019.

Invited industry experts were embedded into the roundtable events, in
lieu of a formal advisory committee.

The core objectives of the roundtables were to discuss challenges and
drivers of change, and identify the top issues that had the most relevance
for each particular business or sector.

By embedding industry experts directly into the roundtable events
(versus having a stand-alone committee), there was greater sharing of
information and more extensive participation.

Roundtable attendance figures (excluding City staff, consultants and BIA
leadership) were as follows:

o South Granville: 24
o West Broadway: 13
o Marpole: 10
o Hastings North: 12
o Collingwood: 15
o Commercial Drive: 32

Dates for the roundtable events were as follows:

August 30t 2019
September 5t 2019

Commercial Drive:

o South Granville (pilot): June 19t 2019

o West Broadway: July 12t 2019

o Marpole: August 15t 2019
o Collingwood: August 215t 2019
o

o

Hastings North:

The consulting team had hoped to achieve coverage from dominant
business categories at each roundtable. This was not achieved in some
areas, most notably in Marpole, Collingwood and Hastings North where
there was limited or no representation from multicultural restaurants or
personal services providers. This underscored a key limitation of this
roundtable format, namely that many small, family-operated businesses
who do not typically engage with BIA initiatives were unable or unwilling
to attend the event. To engage effectively with these communities, one-
on-one interviews would be required with the services of a translator.
This was not possible within the study scope.
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6.2 BUSINESS SURVEY RESULTS How many years has your business been operatingin THIS location?

As noted in the overview, survey response rates and variability @ 40
of response by Study area (and business category) negates the i 30
ability to cross-compare. Survey results are thus presented g 20
here in aggregate to tell a more general story on drivers of § 10
change and key issues faced by businesses in the case Study g 0 - -
areas. Survey results are presented in further detail in the E 5t09 10to 14 15to 19
=]
study appendices. z Number of Years
Business Longevity, Locations and Employees
® Amongst business operator respondents (n=102), over HowmanyyearshasyourbusinessbeenoperatinginANYIocation?
50% identified having been operating their business in its , 40
present location for at least 10 years. 28% indicated they E 30
Q.
had operated in the same location for over 20 years. K] 20
G
® 43% of respondents indicated they had been in business 2 10 - - -
. . . . °
(not necessarily in its current location) at least 20 years. g 0 -
e}
S
® 51% of respondents indicated that they had less than 5 2 >to9 10to 14 15to 19
full-time employees. 73% had less than 10. Number of Years
® 85% of respondents do not operate businesses outside of
Vancouver. How many full-time employees are at this business?
60
1]
€ 50
2 40
-é 30
8 20 11
= z
s - — I
£ 5t09 10to 14 151019 >=20
=]
2 Number of Employees
_________________________________________________ I
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6.2 BUSINESS SURVEY RESULTS

UnitTenureand Lease Terms

Doesthe company rent or own the location of this business?

1
. v 00 83
® Amongst business owner / operators who responded to g 80
questions on unit tenure (n = 100) 86% lease the unit 2 60
where they operate their business. 9% own their unit / lot 3; 40 9
. = 20 3 3 2
0,
freehold, and 3% own a strata unit. é 0 —
=] ,
*  Amongst those who responded to the question of lease = We RENT the We RENTthe We OWNthe We OWNthe |Don't Know
o " , o property property property property
type (n = 85), 73% have a ‘triple net’ lease, 12% pay a (Freehold)  (Condominium  (Freehold)  (Condominium
gross rate, and 15% were unsure of lease terms. Strata) Strata)
o 58% of those who have a lease indicated that they are
concerned that some aspect of their lease is affecting the Whattype of lease do you have?
viability of their business. The three primary concernsare: 80
2 62
= Increasing basic rent (32%) § 60
o
g
= Increasing property taxes (32%) & 40
5 20 10 13
= Fear of redevelopment (14%) z, ] [
€
2 | pay Base Rate + Property | pay a Gross Rate | don't know
® Amongst those who know whether they have a Tax + Maintenance (“Triple (landlord pays property tax
L. . . - Net”) and repairs)
demolition clause in their lease (n = 53), 40% indicated
that their lease included such a clause.
Doesyourlease havea Demolition Clause allowing the landlord to
® Amongst those who know whether their lease provides an terminate your lease for redevelopment?
option to renew their lease at the existing location (n = 40
70), 93% indicated that their lease did not provide such an £ 31
@©
option. g 30 25
e
& 20
&
o
g 10
Q
£
= 0

Yes | don’

t know

&
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62 BUSI N ESS SU RVEY RESU LTS Describe how your revenue has changed overthe past 2 years?

» 40
Revenues, Costs and Profits— Last 2 Years S
2 30 20
Q
£ 90 15
*  Business Revenues (n = 92) g 12 . .
. . " o 10
o 53% said sales had increased and 22% indicated that sales 5 - - 1
0 . 0 é O
had remained the same. 2 Increased a Increased a Stayed Same Decreased a Decreased a | Don't Know N/A
Lot Little litfle lot

o Only 5% indicated that sales had decreased a lot.

Describe how the property/ lease costs related to your location have changed over
® Lease Costs (n = 89) the past 2 years?

o 66% said lease costs have increased a little or a lot. This

£ 40 33
includes both basic rent and additional rent (the latter g 26
o
including property taxes). £ 20 . . 12 3 3
o
— 1 1
o 13% indicated stable lease costs. ° 0 - I e
Q
[ d [ da StayedS D da D da IDon'tK N/A
o 2% indicated decreased lease costs. § ncreLZSte ¢ nciii ° cyedmame ecﬂi;f ¢ ecrle;tse ¢ oo /
© The balance did not know or did not answer. Describe how the cost to you of the goods / services that you sell has changed over
the past 2 years?
® Goods and Services Costs (n =92) 2 38
o 73% said their costs of goods and services required to run § 40 29
their business had increased a little or a lot. 5 12
& 20 5 7
G - 1 2
°  Profitability (n = 91) ‘é 0 —
. . L . Increased alncreased a  Stayed  Decreased Decreased ' N/A
o 38% said their profitability had increased. 2 Lot Little SorYne alittle alot bon't Know /

o 29% said their profitability had decreased.
Describe how the profitability of your business has changed over the past 2 years?

o 25% said their profitability had remained the same.

2 30

2

2 20

(T

5 - -

§ Decreased a Decreased a Increased a Increased a Stayed Same

=

lot little Little Lot
URBAN LEE & Andrew Yan LIVEABLE CITY
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BasicRents: 2011, 2015, 2019

® Businesses were asked to share information on the
amount of basic rent paid per square foot in 2019, and
how it compares to basic rent paid in 2015 and 2011.

® The number of respondents varied for each year of data:
o 2011 n=15

o 2015n=21

o 2019n=25

Could you share your Basic Rent (per square foot) for the years below?

Number of Participants
D

2011

2015

2019

m S0to S9

HS$10to $19
m $20to $29
W $30to $39
B $40 to $49
B $50 to $60

ASSOCIATES

SVStemS COMMERCIAL REAL ESTATE SERVICES

MARKETING INC.

Andrew Yan
Consulting

LIVEABLE CITY
PLANNING LTD.



6.2 BUSINESS SURVEY RESULTS

Challenges to Business Viability Level of Significance as Challenges to Business Viability
® Retailers were asked to rate, on a scale of 1 to 5 (not significant to ezt b rzss 1 i Indlcatlng s.|gn|f|c,?nt bl eI
(Factors) or verysignificant respondents (n)
extremely significant), the level of significance of 9 factors as (4or5)

“challenges to business viability” in their local shopping area.
® They were also asked to describe other factors not listed.
) ) ) ) Rent/ Lease Costs (including taxes) 75%
® Response levels varied by question, with a high of 73 and a low of
® The ‘top 3’ challenges to business activity, based on proportion of

respondents ranking them as ‘significant’ or ‘very significant’ were: Labourissues 68% 71
) _ o
o City permitting (87%) Cash flow / financing 68% 71
o Rent(75%)
Parking / Transportation 53% 64
o Overhead costs (75%) g/ & 0
® Beyond the list of 9 issues provided, participants were asked to Ability to Expand e 22
identify any “other” issues they perceive as challenges to business
L Marketing 30% 63
viability. There were 51 responses.
o The most commonly identified ‘other’ concern (n=19) was related Logistics 21% 37

to ‘social issues.” These include: homelessness, crime, and presence
of low barrier shelters (37%).

o The second-most common ‘other’ issue (n=6) was quality of public
realm (11%).

o This was followed by a 3-way tie between ‘increased competition,’
‘lease uncertainty / redevelopment threat, and ‘cost of goods and
labour’ (8%).
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6.2 BUSINESS SURVEY RESULTS

Long-Term Business Outlook

MY long-term outlook for MY business in this location is:

33

32
® Respondents were asked to identify whether their long-term 32
business outlook in their respective BIA was improving, remaining 31
the same, or deteriorating. There were 86 responses. 5 30
29
o 31% said their business outlook was improving. 28
27 27

o 31% said their business outlook was deteriorating. 27
. . . L 26

o 37% said their business outlook was remaining the same. - -
25
24

® There was interesting variation in response between the three

Number of Participants

. . Improvin Remaining the same Deterioratin
areas where a larger data sample was available (Commercial P g & 8

Drive, West Broadway and Hastings North).
o Of the 37 responses in Commercial Drive, 26 (70%) said their

MY long-term outlook for MY business in this location is:
business outlook was improving or remaining the same and 30% 8

said it was deteriorating. 14 13 13
o On West Broadway, just over half of the 24 respondents (54%) 2 12
said their business outlook was improving or remaining the same, 210 . . Collingwood
%] . .
while 46% said it was deteriorating. £ 3 = Commercial Drive
d 6 M Hastings
o On Hastings North , 78% of the 18 respondents said their business % 6 5 g
outlook was improving or remaining the same. é 4 B Marpole
3 B South Granville
2
0 W West Broadway
Improving Remaining the Deteriorating
same

LEE & Andrew Yan
URBAN ASSOCIATES CO%E\H\CIAL LIVEABLE CITY
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6.3 LANDLORD / BROKER SURVEY RESULTS

Responses to the landlord / broker survey were very
limited in terms of number of completed surveys
received. However, some respondents are quite
prominent in terms of the number of properties they
own or represent.

® One respondent indicated that (s)he leased out 20
properties in the West Broadway BIA.

® One respondent indicated that the commercial
properties (s)he owned had more than 20 tenants.

® Another two respondents indicated their
commercial properties had between 10 and 14
tenants.

® 13 respondents indicated that the total leasable
floor area of their commercial properties exceeded
10,000 square feet.

Number of Participants

O P N W B U1 OO N 0 O

Number of Participants

14

12

10

How many Retail / Commercial properties do you lease in this BIA?

Number of Properties

8
2 2
Bl e -
B
1 2 5 6 20

What is the total leasable square footage of your Retail / Commercial

2

0 fo 2499

properties in this BIA?

3

2500 to 4999 5000 to 7499
Leasable Square Footage

0

7500 to 9999

10000 or more
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6.3 LANDLORD / BROKER SURVEY RESULTS

Challenges for Business Viability Level of Significance as Challenges to Business Viability

* Landlords and leasing professionals were asked to rate a Challenges to Business % Indicating “significantorvery | Number of respondents (n)

. . . - Viability (Factors significant” (4 or 5
series of issues on a 5-point scale (not significant to very v ) g ( )

significant) for their level of significance as challenges to
. N Property Taxes 87% 15
business viability.
® The predominant issue identified was property taxes, shown

to be significant or very significant to 87% of respondents
(n:15) Parking/Transportation

® 85% of respondents identified city permitting processing as a

Overhead Costs 80% 15
significant or very significant challenge (n=13).
°  82% of respondents identified parking / transportation as a Rent 75% 9
significant or very significant challenge (n=11).
Regulation 60% 10
® 80% of respondents identified overhead costs as a significant
or very significant challenge (n=15). Labour Issues 50% 12
®  75% of respondents identified rent as a key challenge (n=12).
Logistics 50% 10
®*  50% of respondents identified labour issues as a significant
or very significant challenge (n=12). Ability to Expand 50% 8
Marketing 44% 9
Financing / Cash Flow 30% 10

Andrew Yan LIVEABLE CITY
Consulting PLANNING LTD.
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6.3 LANDLORD / BROKER SURVEY RESULTS

Permitting Challenges

Are there City Permitting practices that impact the viability of your Retail /
® On the topic of city permitting challenges, the Commercial properties?

responses discussed issues related to:

3.5 3
o Time to have permitsissued (too slow). ‘3 3
[5:]
(=X
o Costs of permitting process (direct, and indirect tied to g 2.5 2 2
timing). E 2
. o G 15
o General difficulty of permitting process. 5, 1 1 1
)
. . . £
Parking, Transit and Public Realm Challenges 3 05 - - -
* Respondents were asked to identify the extent to which 0 L )
) ) i ) Lane Access Slow Permitting Costly Generally  Parking Bylaws Other
quality or management of the following were impacting Process Permitting Difficult
the viability of their commercial properties: Process Permitting
Process
o Parking
o Transit
o Sidewalks Does the quality or management of any of these impact the viability of your
o Loading Retail / Commercial properties?
o Streets 10
o Laneways 2 8
g 8 7
® Of the 12 respondents who provided an answer to this S 6
=
. . ., = 6
question, the most common answer was ‘parking’ (8), S 4
followed by ‘streets’ (7) and ‘sidewalks’ (6). E 4 3
8
0 I
Parking Transit Sidewalks Loading Streets Lane Access
_________________________________________________ I
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6.3 LANDLORD / BROKER SURVEY RESULTS

Lease Rate Trends

Describe how your retail commercial lease rate has changed
over the past 2 years?

Landlords were asked to indicate the direction of their
commercial lease rate (base rates) over the past 2 years and 5
years.

6 6
Reporting on change over the last 2 years:
® 7indicated that rates had increased a little or a lot :
® 6 indicated that rates had stayed the same
® 1lindicated that rates had decreased 1 1 1
Across the Study areas, many landlords and brokers reported (1) - - -

that they have had to maintain low or no commercial lease

N W 1O N

Number of Participants

Increased a Lot  Increased a Little Stayed Same Decreased a little Don’t Know
rates increases because their tenants have experienced

significant increases in additional rent (primarily due to rising ) ) )
Q14b: Describe how your retail commercial lease rate has changed

over the past 5 years?

8
2
- :

Increased a Lot Increased a Little Decreased a little Don’t Know

property taxes).

Number of Participants

O P, N W b U1 O N 0 O
w
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6.3 LANDLORD / BROKER SURVEY RESULTS

Operating Expense Trends Describe how your operating expenses have changed over the past 2 years?
. - 14 13
Landlords were asked to indicate how the
operating expenses for their retail / commercial 12
(%]
spaces have changed in the past 2 years and 5 E 10
Q.
years. S
£ 38
® The vast majority indicated significant increases in % .
operating expenses over both periods. g
E 4
3
P
2 1 1
I I
0
Increased a Lot Increased a Little Don’t Know
Describe how your operating expenses have changed over the past 5 years?
12 11
10

Number of Participants
[e)]

4 3
0 I
Increased a Lot Increased a Little Don’t Know
UR'BAN LEE & Andrew Yan LIVEABLE CITY
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Consulting PLANNING LTD.
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6.3 LANDLORD / BROKER SURVEY RESULTS

Profitability Trends of Tenants Describe your understanding of how the profitability of your Retail / Commercial
tenants has changed over the past 2 years?
® Llandlords were also asked to describe their

6
understanding of the profitability of their 5
commercial tenants in the last 2 and 5 years. " 2
2 4
1]
®  While most did not know how profitable their 54 3
T
tenants were, most that did felt that the 2 3
profitability of their tenants had decreased a little g
Q2
oralot. § 1 1
|
0

Increased a Little Stayed Same Decreased a little  Decreased a lot Don't Know

Q17b: Describe your understanding of how the profitability of your Retail /
Commercial tenants has changed over the past 5 years?

4.5

35

4
3 3
3
2.5 P
2
1.5 1
1
0'5 -
0

Increased a Little Stayed Same Decreased a little  Decreased a lot Don’t Know

Number of Participants
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6.3 LANDLORD / BROKER SURVEY RESULTS

Outlook

Landlords and leasing professionals were asked what their outlook is for retail / commercial uses in each given BIA.

® Ofthe 15 respondents to this question, only 2 said their outlook was improving.
® 6 respondents indicated that their outlook remained the same.
® 7 respondents indicated that their outlook was deteriorating.

® Respondents identified a number of critical issues that the City must tackle to better support businesses in the City’s local shopping areas:

1. Work with the province to lower property tax on business.

2. Provide more support for small business, including faster permitting.

3. Improve the cleanliness and appeal of the public realm.

4. Overhaul commercial zoning regulations; less emphasis on use, greater flexibility.

5. Acceleraterezoningto allow for faster growth of housing near local shopping areas.

UBBAN‘ LEE & Andrew Yan LIVEABLE CITY
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6.4 ROUNDTABLE RESULTS: SOUTH GRANVILLE ISSUES AND DRIVERS OF CHANGE

South Granville Top 10
1

2 3 4 5 6 7 8 9 10
Property Taxes Taxes Parking Vacancies On Street Parking Supply |Vancancy (N Broadway) |Traffic Congestion Placemaking: Lack of Community FeBike Share Rack Blocks my business|City Land Use Bylaws
Property Taxes Property Tax & Rent Parking: On Street Parking Supply _|Regeneration of the NeighbourhooqTraffic Congestion |Vacancies: make area look desolate|Improve Crosswalks Placemaking: Lack of Identity On Street Parking: falling supply; wgCity ion Overload
Property Taxes Property Taxes Parking: On Street Parking Supply |Poor Store Fronts (SG Lacks Interest| Parking Inadequate Draw: nothing to draw \Traffic Artery to YVR/Downtown _|Development Disruption Lease: Landlords Inflexible
Property Taxes Taxes Parking: On Street Parking Supply |Loss of Small Business impacting sh|Transit Frequency BIA Macro Marketiing for the Area |Traffic Congestion Mix: $ Restaurants Needed On Street Loading vs Bus Lane
Property Tax Increases. TaxModel - LL should absorb some {Parking: on Street icted > 3pm|Tenancy Mix Changing (Large FurniBridge & Foot Traffic Homeless People Need Outdoor Café/Bar Transit Lease: CAM Costs City Public Realm Mai
Property Taxes Tax (City, Province, Federal) 5th Ave Needs to be ized - B Diminishing Ambience  Too Many Big Chains Staffing: Cost BIA's Identity [Transit Improvements Needed | ion Costs Property Taxes
Property Tax & Rent Tax: BCAA Speculative Value Traffic C i No Like-Minded Retailers to create qStaffing: Attraction & Retention Need Daytime Anchor Demographics: Need+ Population
Cost of Business Taxes & Wages _|Increasing Property Tax + Rent dri missing Shuttle from/tdBase Rent Costs Rising BIA's recruitment of i i it: Approval Timelines Housing Availability
Parking Parking: No On-Street Parking > 3pr{ Tenant Mix (Missing Grocery, Hardy Lease: Extension & Rents Retail Mix Permit: Approval Timelines Staffing: Cost & Available D ics: Aging Population
Parking Parking: Limited Availability Reduce|Need Cool Vibrant "Botique" Respo(Rent  Total Rent Costs (Base, Tax, CAM) [Changing Social Values (identity, en{City ions (! Lease: Cost \ T 10 L d
Parking i Transportation Vacancy (driven by increasing costs)Lack of Street Parking Cost of Rent Forces Small Businesst Cash Flow Interest Rates \ o p ege n
Pedestrian Traffic Parking: Lack of OnStreet Parking | Degredation of Neighbourhood Lack of Parking Staffing Supply Chain Dy ic Change in N'hood
IToo much focus on Bicycles Parking t City Quick to Tax but no services  |Wages Property Taxes (Falling) Disposable Income Property Tax
Lease Related Costs Topography Challenges Walking  |Small Business Taxation Land use Bylaws Transit Finance: Low Canadian Dollar Lease Issues
Base Rent Costs Rent & Tax Increases Property Tax Escalation (very high) [Housing Costs Changing D i
Rent Rent Increases Rent Increases Affordable Housing Construction Placemaking Issues
Increasing Cost of Doing Business; s|Rents General Cost of Doing Business | Decrease in Foot Traffic
Population Density Increasing Rent, Staff, Supplies __|Labour: Wage Costs Low Walk By Traffic Demographics: Younger; less $ Parking / Movement
Bringing in New Customers Labour Availability Labour: Wage Costs New Development
Labour / Staffing Availability Wages .. .. .
City Permits/Licences & Oppressive |Staff Challenged by Commute From|D ics: Aging Population  |Data Capture CIty Permlts/Llcences
Vacant Storefronts |D: ics: Aging Population
|Diminishing Vibrancy: Locals & Tour|Prov. Govt \Business Confidence _|Recycling
Demographics / Other
1. Property Tax: Increasing Value Assessments and rising property taxes top 3. Leases: Retailers report that rent as percentage of sales has risen over last
. . . . . . . . —
the list of business concerns for South Granville. Businesses report this burden 20 years. Triple net (NNN) leases are almost exclusively the rule in retail. “If a
against the backdrop of other tax increases and rising basic rents, all of which prospective tenant asks for a gross lease, landlords will choose a different
. . . s ” . . .
drive up the cost of doing business. tenant willing to pay NNN”. Most leases have termination clauses which

2. Parking / Access: The second most common interest reported by roundtable presents risk of a forced move and inhibits new investments in their leased

- I ) roperty. Some retailers believe that landlords need to share in burden of
participants was the extent and availability of on-street parking. South property

) ) ' ) . ) taxes and building operating costs. Some retailers report problems competin
Granville retailers benefit from the role of Granville Street as a major arterial gop g portp peting

) ) ) ) o with national tenants (lower cost base allows better capitalized ‘nationals’ to
corridor through the city. However, many retailers believe that the elimination ( P

) ) ay higher rents).
of on-street parking for rush hour bus access reduces customer foot traffic to payhig )

their shops.
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6.4 ROUNDTABLE RESULTS: SOUTH GRANVILLE ISSUES AND DRIVERS OF CHANGE

4. Labour: Rising labour costs, commute times, and employee retention are
challenges for many businesses, particularly with the high costs of living in
local neighbourhoods. One business leased a car for an employee who moved
away rather than lose the employee.

5. Placemaking — Vacancy, Mix, Ambience, Homelessness: Businesses are
generally concerned with the ambiance and interest of the street, and the
negative impact of vacant storefronts. Turnover of stores is impacting the mix
and attraction of business. South Granville is “losing small business - losing the
scene” one participant noted.

Homelessness and public disorder is a major problem and many business
owners have to deal with people defecating / urinating around properties and
sleeping rough behind buildings and in doorways. Panhandling is also seen as
a problem.

6. City Permits & Licences: The complexity of city regulations and the speed of
city permitting is seen as a business challenge.

7. Changing Demographics: Businesses report impacts of decreased consumer
spending with an aging population and rising costs of living. Some businesses
see a need for population growth to sustain their local trade area.

8. Competition: Online shopping, the draw of downtown retail and same-
category retail within the BIA are challenges for South Granville Businesses.
Many see a role for the BIA to advocate for a better mix of retail and services.

Top 10 Legend

Property Tax

OtherlInterests L
ease Issues

Placemaking Issues

®* Low Canadian Dollar Parking / Movement
Labour Issues

City Permits/Licences

® Financing Costs
Demographics / Other
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6.5 ROUNDTABLE RESULTS: WEST BROADWAY ISSUES AND DRIVERS OF CHANGE

West Broadway Top 10
1

2 3 4 5

6

7

8

9

10

Land Use

Property Taxes Lack of Density Lack of Retail Anchors [Too Many Similar BIA Stagnant. Lacks Identity

Accessibility - trans|Affordability

Transit Frequency

Poor Zoning Flexibility

Vacant Storefronts Negative to All Neig ack of Brand for BIA

Lack of Active Space (bike lanes, ru

Zone for + Families

Lack of B-Line Stops Creates a Corri

Property Taxes & Land Values pulation - Need

Base Rent
Lack of Nei Identity: no

Property Taxes Population ied Public Space

Time: Planning, Permits, Licences

Transit - Uncertainties of Skytrain

No Space To Grow Business

Parking & Code frustrate Expansion

Too much retail - we need less toda|City Permits & Licences Need

Property Values Walk by Traffic Possible Subway Impacts Sidewalk Cafes (allowed space)

Not Enough Events

Cost of Labour

Vacant

No Incentive from the City

City Policies

ility of Labour

Property Taxes
Property Taxes

Walk by Traffic Possible Subway Impacts On Street Parking Supply
Building Codes and Permit Process |Traffic & Parking - low foot traffic; c|New Transit Affecting Broadway

Health Tax

Local Labour Availability & Cost

Taxes Permits - Time & Complexity Neigh Unaffordabiltiy for {Tax, fees, rent Land Use Bylaws / Zoning

Rent, Taxes, Parking
Maintenance - Landlord
Permits - Time & Complexity

Vacancy (High Rents) Labour Labour Cost
Bike Lanes, Docking, Skytrain Lease - Demo Clause
Housing ity for Staff City Permits & Licences

1. Property Tax: Increasing Value Assessments and rising property taxes top
the list of business concerns for West Broadway. A common perception is that
BC Assessment property valuation at (unrealized) highest and best use (mixed-

use with upper floor residential strata) is the root of the taxation issue.

2. Leases & Rents: There is a perception that some land owners are driving up
lease rates to justify the high value they paid for sites, with little regard for the
mix/feel for the neighbourhood. Most leases have demolition clauses; tenants
don’t want the uncertainties.

3. Demographics: West Broadway has not had a substantial increase in density
like some other areas have experienced. Participants observe lower levels of
walk-by traffic. Some retailers suggest more local population would help
sustain a more vital local shopping area.

4. City Permits & Licences: Parking requirements make it difficult to change
uses. One participant suggested the City set up a “Small Business Help Centre”
to help new small business owners negotiate leases and navigate permit,
licences and other issues at the City.

5. Placemaking: Participants feel West Broadway lacks a clear identity and a
well-known brand. Businesses would like to see more diversity of supportive
uses like food and retail. Vacancy is an issue. Retailers link high property tax
costs to higher vacancies. Owners are willing to sit vacant to wait for the right
lease. Knock-on effects of vacancies affect the attractiveness of other
businesses. Some businesses suggest new uses like marijuana retail are
negative for the overall vitality of the BIA.

6. Access: Participants suggested more transit stops, improved service and
improvements to walking routes would help foot traffic. Some businesses are

Top 10 Legend

Property Tax

Lease Issues

Placemaking Issues

Parking / Movement

Labour Issues

City Permits/Licences

Demographics / Other

impacted by the use of frontage or curb space for bicycle docking stations.

Uncertainties regarding the development of the Broadway subway line is a
concern for West Broadway retailers. There is some fear the experience will
be like the Canada Line along Cambie where lengthy cut and cover

construction interfered with local business operation.

7. Labour: Costs are increasing with the rising minimum wage and cost of
living, particularly the cost of local housing for employees.

Otherlssues

® Limited space to grow businesses within the BIA
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6.6 ROUNDTABLE RESULTS: MARPOLE ISSUES AND DRIVERS OF CHANGE

Marpole Top Ten
1

2 3 4 5 6 7 8 9 10
Property Tax Distorted Property Values Parking Access Traffic Congestion City Permits & Licencing City Permits Take Too Long Demo Clauses Result in Short Term |+ & Mental lliness Demographic Change [Labour ilabili ‘
Property Tax | Taxes Maintain On Street Parking Street Parking (we need more) Labour Availability (people cant affdParking No Improvement in Transit Population Change & Densification |Drug Addicts in ATM rooms
Tax Burden and | PreCrime & Security Traffic i Safety of Tenants Street Cleaning D 1t Pressure and Demo C|Safety Construction Traffic
Property Tax ; & Negative Impacts {Capital Funding. High Cost of Living | Tenant Quality D¢ ics: Low pop and high sqZoning Plan and Land Use
Property Taxes & Highest and Best {Fewer People Starting Busi Labour i To p 10 Lege n d
Property Taxes Healthy Business Supports Local Redevelopment
Property Taxes too High Supply Demo Clauses Property Tax
Demo Clauses Tenant Mix
Population Growth Lease Issues

Placemaking Issues
Parking / Movement

. . ) ) Labour Issues
list of business concerns for the Marpole BIA. A common perception is that BC City Permits/Licences

1. Property Tax: Increasing value assessments and rising property taxes top the

Assessment property valuation at (unrealized) highest and best use (mixed-use

Demographics / Other

with upper floor strata residential) is the root of the taxation issue. One local
property owner explains: ‘Taxation is the biggest issue. Increasing taxes forces
owners to sell. It's hard to make existing retail work without moving to highest 4. Demographics: There is a sense that local population growth is needed for
and best use. Landlords can’t waive demolition clauses or give tenants long  long term business viability. However there is a negative relationship in terms
lease terms if taxes will force sale of the property in the near term. Taxes  Of short-term business uncertainty due to rate of change and demolition
should reflect what’s there now, and not “the highest and best use” of what clauses in leases.

could be there in the future. 5. Access: Maintaining on-street parking, managing traffic congestion and

2. Leases & Rents: While the cost of basic rents does not emerge as a key issue ~ improving transit are key interests of Marpole businesses.

in Marpole, demolition clauses in leases present business owners with the 6. City Permits & Licences: There is a general sentiment that Permits and

prospect of uncertain tenure over the long term. Some retailers feel that Licences are complex and take too long. A property owner suggested that

property owners who are looking to lease properties are driven to accept the Vancouver follow the lead of New Westminster, where they hired a

highest rent vs. selecting the right tenant for the local mix. commercial business liaison to facilitate business development in the City.
3. Placemaking: Maintenance of the public realm; addressing street social 7. Labour: Costs are increasing with the rising minimum wage and cost of

issues and their impacts; and improving the real and perceived safety of living, particularly the cost of local housing for employees.

customers are key issues for local business.

The local Safeway is seen as a key anchor drawing daily and weekly shoppers

to the area. Future large-scale developments should include some smaller Otherlssues/ Interests

storefronts to allow for complementary tenants to be added to the mix o ) o
® Limited space to grow businesses within the BIA.
around the anchor use.
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6.7 ROUNDTABLE RESULTS: HASTINGS NORTH ISSUES AND DRIVERS OF CHANGE

Hastings North Top 10
1

2 3 4 5 6 7 8 9 10
D ics: falling foot traffic_|Permit & Licences: inspections and | Public Realm: dirty alleys leads to rq Labour: i ing business costs mVacancies: Stores Closing Public Order: City Services: City should provide co|Vacant Corners (favour chain stores| Public Disorder: safety [City Process & Communication (ie. f
D Change: inclusi ‘mit & Licences: flex max height { ity Issues: homeless, safety Labour: recruitment and retention dSocial Issues: dramatically increasedPublic Disorder Public Disorder: theft Placemaking: Need City Vision Uniq
D ics: need density, youth|Permits & Licences: too long, time 5 Safety at night Property Tax Public Order: Uses (slaughterhouse mustTraffic Congestion D ing families

Property Tax on Potential Density |Lease: rent costs vs affordability

Demographics: need to increase de{Parking: reduced hour access impad increase in
London Drugs Anchor Needed __|Parking: reduced hour access imp in Lease: CAM costs increasing drama{Labour: availability

Amenity Spaces
Permits & Licences: take too long

Public Order, Security, Cleanliness |Vacancies: Closed Businesses Parking, Transit, Bike Infrastructure|D favours large chains_|Permits Inflexible on Use, Parking
Vacant Storefronts: gaps and fragm|Cleanliness (leads to insect/rodent jLack of Parking Density

Labour: staff living further in Surrey|increasing property taxes and base [Parking for Seniors Vacancy in Area

Labour Recruiting Property Tax: increases are not sust|P. Tax, Permits, Wages increasing _|Professional qualification criteria
Labour: long commutes; low retentiLeases: increasing cost, uncertainty|Property Tax too high

Property Taxes Operating Costs (plus labour, securiCity Review: better "ground plane"

Property Taxes: especially for low d{Labour: local staff scarce No Opportunity to Purchase

Permits & Licences: time/complexit|Labour: cost and staff retention
Permits & Licences: time/complexi

Parking: Off street

Parking: reduced times impair busil

1. Demographics — Foot Traffic: Hastings North businesses’ top interest was
finding ways to increase foot traffic including the addition of more residential
density to the neighbourhood.

2. Placemaking — Public Realm & Public Order: Addressing vacancies, attracting
and retaining key anchor tenants, and improving the appearance and
cleanliness of the public realm were the next most important concerns for
local businesses. Most notable across Top 10 concerns are the impacts of
homelessness and drug addiction which seem to be spilling outside of the
City’s Downtown East Side (DTES). Rough sleeping, panhandling, and
shoplifting were widely viewed as key issues that need to be addressed to
make the local shopping area more attractive to customers and to improve
real and perceived security.

3. Labour: The cost, accessibility and availability of labour were interests tied
for second spot in the top 10 concerns for Hastings North.

4. Property Tax: Similar to other BIA’s studied, the impact of BCAA assessments
on highest use and rising property taxes were raised as key concerns amidst
the backdrop of other tax increases.

Demographics: Need + Population

Top 10 Legend
Property Tax

Lease Issues
Placemaking Issues
Parking / Movement
Labour Issues

City Permits/Licences

Demographics / Other

5. Permits & Licences: The complexity, flexibility and time needed to process
permits and licences were cited as key business concerns.

6. Parking / Access: Businesses also ranked highly the need to maintain on-
street parking as Translink expands transit service and the City dedicates more
space to cycling. Transit service is seen as important, but participants noted
that transit riders have to negotiate the DTES Hastings Corridor in order to
arrive in the Hastings North local shopping area.

6. Competition: General business competition and online retail were noted as
a key concern for local businesses, reinforcing the need for improved public
realm and safety.

Otherlssues

®* Some business owners noted limited ability to purchase their own
commercial property.
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6.8 ROUNDTABLE RESULTS: COLLINGWOOD ISSUES AND DRIVERS OF CHANGE

Collingwood Top 10
1

2 3 4 5 6 7 8 9 10

Kingsway Street Appeal Low City Mai of Lanes Labour Cost Permits & Licences: costs [More cleaning needed [Curb appeal / street Cleaning i D ics: + families moving h Mental llness Existing buildings not efficient
Placemaking: Community Events N¢ Cultural Niche Strength Labour: training / investment Permits & Licences: $$ /Complexitv‘Need Neighbourhood ImprovemenjVacancy looks bad Homelessness Changing Business Owners - Demol|Loss of Elementary School D ics: Shrinking Families
Public Disorder: vandalism, homelejPlacemaking: Mix needed Labour: Low L Permits & Licences: $$ /Complexity| More mix needed Need Clean and safe streets L Public Order: ity policing pulati Traffic Congestion
| ifting Problem idential taxes impact labour __|Loss Of Schol [Traffic C: i Need Multipurpose il Anch|Loss of Carelton y Property Tax increases Communication Taxes
Labour Availability Traffic Congestion and Speed Demographic change in N'hood _[Loss of School On Streeet Loading needed Loss of Carelton Elementary On Street Parking Access reduced w| Finance: Low Canadian $ Labour: Untapped Immigrants Communication: Face to Face
Labour & Affordable Housing On Street Parking Devel brings newc Street and Lane cleandliness More support for family business |New condos +++ i BIA should expand to Joyce/MacKilGood Transit
Labour: Education On Street Parking idential rents too high [ Taxation on small business D ics: need + Housing ility Demographic: + growth + density
[Taxes too high D ic Change Taxes on small business Increasing Cost of Doing Business (\Demographics: need + customers _|Labour Availabili Demographic Change TO p 10 Lege n d
\mertv Tax Demographic Change Permits & Licences: costs and time |Transit Service (supports labour)
Access: business parking limited _|Shrinking Families Permits & Licences Family run stability Property Tax
Access: Central GVRD location > Affordable housing needed Grafitti: "Art Wall" Needed Construction in N'hood Lease Rates and Property Tax
Lease and Tax costs are barrier to e[> Affordable housing needed Parking Rapid Densification Labour Cost Lease Issues
Demographics: Growth Needed Property Tax Lease Rates too high 5

Property Tax Increases (last 5 years, Placemaking Issues

Parking / Movement

Labour Issues

1. Placemaking — Public Realm & Public Order: Collingwood businesses want to : =
City Permits/Licences

see improved street appeal and maintenance. A strong message from
participants was the need to address the impacts of homelessness, mental Demographics / Other

illness and drug addiction. Rough sleeping, public order, vandalism and
shoplifting permeate most of the Top 10 categories. With respect to retail and
service mix, some businesses want to see a greater mix of retail and services.

Some businesses reported impacts from the closure of Sir Guy Carleton 5. Demographic Change: Businesses see the need for more population and

Elementary School — illustrating the importance of non-retail anchor uses more affordable housing and the role of such growth in supporting the

which can drive significant daily customer traffic. viability of the local shopping area.
2. Labour: The cost and availability of local labour was a top concern for 6. Competition: Online shopping and direct competition from large enclosed

Collingwood businesses given low unemployment rates and high costs of retail centres like Metrotown was a top 10 concern for many businesses.

living.
7. Permits & Licences: The complexity and time needed to process permits and

3. Property Tax: Increasing value assessments and rising property taxes also licences were cited as key business concerns.

rank in the “Top 1” concerns of local business, against other taxation and cost

) ) Otherlssues/ Interests
of business increases.

) ) o ) ® Some business owners noted that many older single level retail buildings
4. Parking / Access: Local businesses reported some competing interests with ) )
) ) in Collingwood were not adaptable for new uses.
respect to the management of streets and parking: they want to retain on-
street parking for customers; to improve transit; to permit on-street loading,

and reduce traffic congestion.
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6.9 ROUNDTABLE RESULTS:

Commercial Drive top 10

ISSUES AND DRIVERS OF CHANGE

1 2 3 a 5 6 7 8 9 10
Placemaking: walkability Property Tax / Future Value Public Realm Cleanliness Strength: Business Diversity City Need Flex Permits & Bylaws Promote Eclectic N'hood Identity | De hic Growth Needed City Maintenance Political will to help small business \
Public Realm Maintenance Property Tax on Future Density __|Public Realm Cleanliness Placemaking: Need Positive Vibe _|Lack of Regulation City Services: more frequency needdFoot Traffic Public Realm Cleaning COV Offloading Services to Biz___|
COV Park Maintenance LU's should pay Triple Net Tax Street & Alley Cleaning Public Order on Sidewalks more street festivals___|City Permits - ing Times Public Disorder | Cost of Labour Cost of Labour |
Public Order: Rent & Property Tax Increase Suppprt Local Biz Diversity Public Disorder: Drugs /Alcohol |t Public Realm Maintenance Safety Labour: availability of skilled labour|Bylaw Officers Need VPD
Security ( Increased Property Taxes Safety & Security Transit Frequency #20 Bus Lack of Police C ity Police Needed Corporation Tax Parking Availability Rent Costs
Shelter Issues Property Tax and Lease Increases _|Policing Loss Parking (Bike Lanes) On Street Parking Supply. [Traffic Congestion Business Property Tax Burden Parking Supply Government Small Biz Assistance
Policing Property Taxes Parking Access Traffic congestion on 1st Ave [ Transit On Street Parking Supply Cost of Doing Business
Safety & Security Park Cleanliness & Safety Security and Safety - F City Permits & Licences Parking supply Property Tax Lease - Demo Clause Business Insurance Cost
City Permits & Licences Public Realm: Cleanliness Shelter Issues Competition Land use bylaws Property Tax - Speculative Tax Permit Delays TO p 10 Le ge n d
Permits: Need More Signage Graffiti C ity Police Service More Tourist Outreach Permits & Licences Lease - Demo Clause OnLine Shopping
Licencing & Permits Public Disorder Crime & | BIA Needs to Market Better Cost/Availibility of Credit Strength of Local C

COV Services

illegal Vendors

Safety & Security

Demographics - Local Population

Insurance Costs

COV/Business Partnership

Public Disorder

Safety & Security - outreach

Cost of Living = Less Spending

BIA not inclusive/representative

Taxes

Parking: Lack of

Permits & Licencing

Reduced Consumer Spending

Labour Shortage

Property Taxes

On Street Loading: more needed

Land Use Bylaws

Value of Canadian $

Costs Downloaded to Business

+ Public Transit /Accessibility

Security - Hidden Costs

Land Use Bylaws

Parking - Not enough
Labour Cost & No Offset

Labour Shortage & Cost

Parking Access Labour: Cost of Living Wage
Labour Shortage & Cost

Commercial Drive’s diverse mix

of retail and services creates a strong identity that the BIA can reinforce and

brand through street festivals and events. However, public street disorder and

the maintenance of sidewalks, streets, parks and lanes feature quite heavily in

the Top 10 issues reported by Commercial Drive businesses. They are very

sensitive to the complex forces driving the homelessness, drug addiction and

public disorder which affect the area. There is a sense that the VPD does not

have the capacity to adequately address shoplifting and public order issues.

Many businesses seek positive approaches such as Community Policing or an

“Ambassadors” program with teams who can address real and perceived

security while helping people access social services or other supports.

Similar to other BIAs, Commercial Drive businesses are

concerned about the complexity, specialist costs and time needed to complete

and process City permits and licences, and the inflexibility of land use

regulations to accommodate a wide range of businesses. Businesses lose

money while waiting for permits and licenses to be processed. One business

can have to deal with multiple City staff on a permit, creating many

opportunities for inconsistent advice, or for an application to ‘disappear

through the cracks’

Property Tax

Lease Issues

Placemaking Issues

Parking / Movement

Labour Issues

City Permits/Licences

Demographics / Other

Participants supported a streamlined “case management” approach to

permitting and licensing — i.e. calling the City and being able to deal with one

person for all issues. As a general principle, “a business owner should be able

to easily deal with forms, etc. on his/her own.” Even simple things like having a

publicly available printer in the permit office waiting area would allow

applicants to print a form on-site, complete it, and submit it, rather than

having to leave and come back later.

Rising property taxes rank next in the range of top business

concerns. Highest-and-best-use property valuation drives up property taxes

that are passed on to commercial tenants though triple net commercial leases.

As one business owner stated, “property taxes are not being borne equally by

lessees vs the property owner”.
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6.9 ROUNDTABLE RESULTS: COMMERCIAL DRIVE ISSUES AND DRIVERS OF CHANGE

Property Tax cont’d: Against the backdrop of public realm maintenance and
public order deficiencies, there is a perception that businesses are not getting
value for their tax dollars. As one merchant observed, “as a [residential]
property owner, | get lots for property tax. This is totally different than
property tax paid as a business lessee — where all the residential services
(recycling, street beautification) either cost extra, or are not available.”

4. Parking / Access: The availability of on-street parking is also a strong
interest across the list of Top 10 issues. Businesses are wary of the
erosion/limitation of street parking. Traffic congestion on the Drive is seen as

a negative issue.

5. Labour: Rising wages, payroll taxes, and the general unavailability of skilled
labour has been a huge challenge for business. “Employing people at a fair
wage is one thing — but on top of that employers are facing rising CPP and El
taxes and new MSP fees”, reported one business owner. Another stated
“Employees struggling with high housing and living costs are working double-
shifts just to live here. That can’t work. It impacts staff. They're stretched.
They show up to work tired and over-extended. This impacts well-being and

customer service”.

6. Demographic Change: Increasing population and local spending power in
the Commercial Drive trade area was noted as an interest by some
participants who see the need for additional population and foot traffic to
support the health of local businesses.

7. Competition: Online shopping and direct competition from other retail
centres was noted as a top 10 issue.

8. Leases: Demolition clauses were identified as major concerns for a number
of businesses because these introduce risk and disincentivize new investment
in their stores.

Otherlssues/ Interests

® The weakness of the Canadian dollar.

® Rising insurance costs.
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6. 10 TOP 10 AMALGAMATED (n=92)

1 2 3 ] 4 5 6 ‘ 7 8 9 10
To p 1 = e e e " e
ok of nl 3 Transic
Top 1 % =
Property Taxes 30 33% ‘ —
Public Realm 16 17% u e — e
Parking, Streets, Transit 10 11% s Gy P el [ty S s ocion e oo e —re
Permits & Licences 9 10% - e — = - T e e
Labour 9 10% Eo e e T e — = e s e
Leases 8 9% e ===
Demographics 8 9% e T i s e ngen s S i s
Competition 2 2% - . e o e s
Other 0 0% T ety T i i)l saing B e
Totals 92 100% s = %m e
i A e R T
T e s e —
s T
Top 3 =
Top 1 Top 2 Top 3 Total % =
Public Realm 16 17 27 60 23% = e
Property Taxes 30 20 5 55 21% e S
Parking, Streets, Transit 10 15 20 45 17%
Labour 9 7 9 25 10% Top 10 Legend
Permits & Licences 9 6 7 22 8% Property Tax
Leases 8 7 5 20 8%
Demographics 3 3 5 I e Lease Issues
Other 0 5 4 9 Placemaking Issues
Competition 2 1 2 5 Parking / Movement
Totals 92 86 84 262 Labour Issues
City Permits/Licences
Demographics / Other
Top 10
Top 1l Top 2 Top 3 Top 4 Top 5 Top 6 Top 7 Top 8 Top 9 Top 10 %
Public Realm 16 17 27 18 21 16 15 7 9 2 148 26%
Parking, Streets, Transit 10 15 20 10 10 6 8 7 4 2 92 16%
Permits & Licences 9 6 7 8 6 8 3 2 1 5 55 10%
Property Taxes 30 20 5 5 0 3 2 2 0 3 70 12%
Labour 9 7 9 6 8 3 3 3 1 3 52 9%
Demographics 8 8 5 8 4 5 4 5 3 1 51 9%
Leases 8 7 5 6 4 2 3 1 3 1 40 7%
Other 0 5 4 8 4 1 5 6 3 3 39 7%
Competition 2 1 2 4 3 1 1 2 1 0 17 3%
Totals 92 86 84 73 60 45 44 35 25 20 564 100%
-
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6.11 TOP 10 WORD CLOUD
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7.1  WHY MONITOR LOCAL SHOPPING AREA HEALTH AND VITALITY?

Vancouver is distinct amongst North American cities for the degree to which it is
served by local retail streets vs. shopping centres. To maintain a healthy network
of LSAs that provide groceries, goods and services within walking distance of
home, the City should monitor LSA health, maintain and enhance what is
working, and attend to issues large and small that weaken these areas.

® Neighbourhood Sustainability & Liveability: Local shopping areas offer
groceries, goods and services within walking distance of home, and anchor
vibrant, healthy and resilient neighbourhoods.

® Character: Commercial streets provide local character and livability, a sense
of community, identity, diversity, and quality of public life. The presence of
unigue businesses and other attractors in neighbourhoods contribute to
character, livability and attractiveness.

Culture: Local shopping areas provide opportunity for residents to
access specialized, culturally appropriate goods and services.

Business Multiplier Effect: Local businesses tend to purchase goods and
services from other local businesses (the business multiplier effect).
Local direct and indirect multipliers tend to be more robust amongst
independent businesses (and smaller locally-based chain businesses),
versus national or international chains.

City Objectives: Local shopping area health and vitality is directly
connected to existing City of Vancouver objectives outlined in the table
below.

City Initiative / Objective Local Shopping Area Health and Vitality Relevance

Climate Emergency Response Big  * More complete neighbourhoods that have daily destinations (shops, services, jobs, parks, schools,
Move #1 — Walkable City community centres, libraries) within walking / rolling distance of where people live

Healthy City Strategy Goals * Healthy, just and sustainable food systems
* Adequate income and access to broad range of healthy employment opportunities
* Connected and engaged in places and spaces that matter to us
* Equitable access to high quality social, community and health services

Greenest City 2020 Action Plan * Strong local economy

* Vibrant and inclusive neighbourhoods

Vancouver Food Strategy * Building and maintaining strong food systems

Employment Lands and Economy ¢ Ensure an economy that is prosperous, resilient, equitable and inclusive
Review: What We’re Hearing * Plan for a city with a wide range of jobs, income-levels and workers
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7.2 METRICS FOR MEASURING COMMERCIAL HEALTH AND VITALITY

There are many potential measures of local shopping area health (and
indicators of failing health): some are clear-cut quantitative metrics and
easy to measure; others are much more subjective and will likely require
further consultation to determine appropriate “metrics”. What constitutes
a ‘healthy’ local shopping area can vary given each area’s distinct context,
role, and history.

Some of the more important quantitative metrics that can be used to
assess health and vitality, as well as the possible trajectory of a
commercial precinct, include:

®* VacancyRate.

®  Presence of Anchor/ Attractor Uses.

®  Property Value Change (vs City average).

®  Property Tax change (vs Inflation or Consumer Price Index).
®  Population Density and Local Trade Area Growth.

An excellent quantitative metric of success would be the net revenue of
local businesses. Within the Canadian context, such data is not readily
available. Outside of the shopping centre environment (where sales data
are often reported to the property operator) there is no available data
from which a shopping area’s sales performance can be estimated, unless
the City were to obtain third-party customer spending information from
point-of-sale payment processors (e.g. Moneris Solutions Corp.).

Many US cities (San Francisco for example) publish data on State Sales Tax
revenues at the scale of neighbourhood shopping areas (“Neighbourhood
Commercial Districts”). This primary data provides more readily available
information on business performance. There remain limitations however,
such as exclusion of non-taxable goods, issues around how stores with
multiple locations report total sales, and levels of aggregation.

There are many qualitative attributes that make local shopping areas unique,
attractive and viable. These include:

®* A complementary business mix that meets needs of residents, visitors and
workers.

*  Appealing buildings, vibrant street life, and perception of safety.

®  Cultural preservation and enhancement.

®  Qpportunities for social interaction, gathering.

®  Qpportunities for presence of unique, independent businesses.

There are a variety of metrics that could be applied to ‘score’ shopping areas
on these (and other) qualitative attributes. In Section 7.4 we propose some
such metrics; these metrics are applied to the six Study areas in Section 7.5.
Each of these metrics is tied back to one or more of the core Principles for
Successful Commercial Precincts, which are presented in Section 7.3.

Different neighbourhoods have different visions for success, and the role of
each street is context-specific. As such, certain metrics will be more important
in some areas and less in others. For instance, some neighbourhoods may
place greater value on preservation of cultural assets or may have concerns
about displacement of businesses that appeal to certain income or ethnic
groups. Other areas may be more concerned about their long-term ability to
be a destination for shopping in one or more categories. Some may cater
primarily to local trade areas, while others have historically attracted a
customer base from a broader area. Even within a neighbourhood there can
be various opinions on what constitutes “health”, and there are likely
variations in health / success within different sub-areas. The key point is that
metrics for measuring health and vitality must, to some extent, be customized,
reflecting current conditions and neighbourhood plans.
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7.3 PRINCIPLES FOR SUCCESSFUL COMMUNITY COMMERCIAL PRECINCTS

This study is fundamentally about setting the stage for monitoring and supporting the health and vitality of Vancouver’s local shopping areas. An
understanding of core principles for successful neighbourhood shopping districts is helpful.

This section describes principles for healthy community commercial areas, and some of the factors that support success. Note that some of the “success
factors” are also indicators of success. These principles and factors set the stage for discussion of associated attributes and measurement metrics to assess
health and vitality, presented in Section 7.4. The broad principle categories, and some of the broad factors / indicators, are listed in the table bellow.

Principle Category Example Factors and Indicators of Shopping Area Success

1. Fair and Predictable Rents

2. Occupied, Contiguous Storefronts

3. Cooperation and Coordination

4. Anchor Uses and Tenant Mix

5. Experience of Place

6. Transportation and Access

7. Local Trade Area Characteristics

8. Supportive Government Policies

Stable additional rents
Basic rent, appropriate by category

Vacancy rates under 10% (on a storefront count basis)

BIA Capacity and Tenure of executive director (ED)

Frequent communication between BIA and anchors / landlords
Engagement of BIA board

Clarity of BIA mandate

Support from City to overcome BIA capacity variability

Anchor or anchor cluster(s), retail and non-retail
Healthy supportive mix of retail and non-retail uses

Cleanliness, safety of street environment
Public realm programming

Compact layout with good store concentration
Appealing and permeable storefronts

Convenient access by foot, bicycle, transit and car
Available on and off-street parking

Sufficient local population and household density
Household income and spending power
Presence of daytime workers and visitors

Supportive municipal policy around zoning, permitting, building code.
Small business support mechanisms
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7.3 PRINCIPLES FOR SUCCESSFUL COMMUNITY COMMERCIAL PRECINCTS

Principle #1: Fairand Predictable Rents

Being able to anticipate and plan for overhead costs is a critical component of business
health and vitality. Stable and relatively predictable staffing, product and rent costs are
critical to business health.

BasicRent Basic Rent

Typically, rental leasing agreements with commercial property owners are negotiated on a
specific term, with a prescribed rent schedule within the lease term. This creates certainty
around basic rents for the initial term of the lease. Commercial leases may include
prescribed or negotiated rent increases where there are lease renewal or extension
clauses in place.

Additional Rent: Common Area Charges + Property Tax

Additional rent in the form of common area maintenance and property tax can present
businesses with the most uncertainty - particularly the property tax component which is
typically borne 100% by the tenant in ‘triple net’ leases (see Principle 8 for discussion on
property taxes).
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7.3 PRINCIPLES FOR SUCCESSFUL COMMUNITY COMMERCIAL PRECINCTS

Principle #2: Occupied Storefronts

Occupancy is both a principle and an outcome of success in a local shopping area.

High vacancy detracts from success and high occupancy enhances it. Occupied retail streets offer a diversity of shops and services for local, city-wide and
regional customers, and the cumulative draw of the businesses reinforces their success and viability. If an area has persistent, pervasive vacancy at the street
level, this is not a healthy phenomenon. Vacant units do not serve community needs; they reduce the range and diversity of local shops and services, and they
detract from the attractiveness and usefulness of local shopping streets.

Significant vacancy (>10% of storefronts) can negatively affect other occupied businesses because it may reduce the overall draw of a shopping area.

Combatting Vacancy Problems

® BIAs, with City support, can work with property owners to assist with proactive tenant recruitment and selection based on an overall merchandising strategy

® BIAs can assess health / vitality of existing tenants, and work collaboratively to help businesses stay relevant and competitive. Each business will have its
own unique challenges, and the types of assistance required will vary business-to-business.

® City planning departments can create flexible zoning and land use regulations to allow a wider range of temporary and permanent businesses to fill vacant
space.

®  City building departments can relax / grandfather building code requirements to enable adaptive re-use of older buildings without triggering costly full-
building upgrades.

®  Permit complexity and processing times exacerbate and extend vacancy problems. The degree to which commercial use permits can be simplified and
expedited will help property owners and BIAs combat vacancy.
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7.3 PRINCIPLES FOR SUCCESSFUL COMMUNITY COMMERCIAL PRECINCTS

Principle #3: Cooperation and Coordination

BlAs and the Vancouver Charter

Sections 455 and 456 of the Vancouver Charter allow City Council to
recognize and grant money to non-profit Business Improvement Associations
(BIAs) which plan and implement a variety of business promotion schemes
including:

® Carrying out business studies.

® Improvement, beautification or maintenance of streets, sidewalks or
city-owned land, buildings or structures.

®  Graffiti removal.
® Heritage conservation.
® Encouragement of business.

The Charter requires the City to recover all BIA grants through a special tax
levy on Class 5 and 6 commercial properties in the BIA area based on their
proportionate Class 5 and/or Class 6 assessed value. To initially establish and
periodically renew their status, BIAs typically engage their membership and
plan a strategy to improve their LSA prior to a legislated approval process.

BIA Leadership Sets the Course

In a rapidly evolving retail environment, Vancouver’s local shopping areas
must have engaged and consistent leaders or champions who are
committed, responsible stakeholders that quickly recognize problems, have a
clear vision and mission and are able to overcome obstacles to achieve
results. Without this type of leadership, efforts at creating and maintaining
street retail vitality may get lost amongst competing needs and priorities.

Business and Property Owner Representation

It is important that local businesses and commercial property owners be
properly represented in the BIA and shape its long-term strategies around new
construction, merchandising, research and promotion. This can be a challenge
where landlords are absent or where the membership is changing quickly.
Consider the spectrum of members, from property owners and independent
businesses, to franchises and chains, and anchor businesses.

Proactive Leasing— Property Owners

Local shopping areas can remain competitive and attract customers by
providing goods and services tailored to the specific needs of the
neighbourhood, in an environment that is convenient, service-oriented,
pedestrian-scaled, and connected to the lifestyles of the neighbourhood
residents. This requires the fragmented group of property owners to:

® Buy into a compelling BIA vision around merchandising and positioning.
® Track the evolution of customer needs and desires.

¢ Understand complementary business types.

® Engage proactive leasing agents to target desired tenants / categories.

® Match lease opportunities with retail categories (considering the ability
of different businesses to carry lease payments).

®  Maintain buildings .

Doing this in a comprehensive way requires consistent and engaged leaders.
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7.3 PRINCIPLES FOR SUCCESSFUL COMMUNITY COMMERCIAL PRECINCTS

Principle #3: Cooperation and Coordination

Proactive Tenant Retention

Tenant retention and improvement is critical to the success of a local shopping area, particularly
the retention of critical anchor tenants. A tenant retention strategy should be a collaborative
effort between the BIAs, property owners, business owners, and requires consistent and engaged
leadership. Critical elements of proactive tenant retention include:

® Frequent check-ins with business owners and property owners to identify critical issues for
business health and vitality, and how it might be changing.

® Active tracking of changes to the competitive retail landscape, and possible impact on local
businesses.

® Communication to businesses about local area progress and opportunities, including
projected changes to the local market and ways to adapt.

Public Private Partnerships

Long-term success requires both public and private partnerships that link planning, coordination,
infrastructure investments and other public sector supports with private sector business savvy,
development and operational expertise, leasing knowledge, and private financing / access to
capital. The champion(s) of an area can be from the public sector, private sector, or both.
Regardless, that person or persons must make sure that all stakeholders are included and
engaged.

Given the significant variability in capacity of Vancouver BIAs, ongoing and active support from the
City is critical.
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7.3 PRINCIPLES FOR SUCCESSFUL COMMUNITY COMMERCIAL PRECINCTS

Principle #4: Anchor Uses and Tenant Mix

Local Shopping Areas need Anchors

Anchor stores and non-retail anchor uses provide important community
benefits and draw daily customer traffic which in turn supports other
complementary businesses. Typical retail anchor uses usually require more
floor space at grade and therefore require larger assemblies of property.

Common commercial anchors for community shopping precincts, and their
average store sizes across the 6 Study areas (based on 2019 CMI surveys) are:

® Grocery Stores (avg. size: 25,000 sq.ft.)

® DrugStores(avg. size: 7,500 sq.ft.)

® General Merchandisers (avg. size: 6,400 sq.ft.)
® Clustersof related stores or restaurants

Commercial districts which lose key anchor uses face challenges with the
attendant loss of footfall generated by these uses.

® Recent examples include the loss of the Safeway Store in Point Grey
Village (West 10th Avenue), and the temporary loss of the Strong’s
grocery store in Dunbar Village while it was being redeveloped at a new
location 3 blocks away.

Community centres, schools, libraries and other non-retail uses can provide
powerful anchor effects in commercial areas by ensuring daily traffic. Loss of
these anchors can have similar impacts as the loss of a retail anchor.
Participants in the Collingwood BIA Roundtable reported that many local
businesses saw a noticeable reduction in their sales following the fire-related
closure of Sir Guy Carleton Elementary School (3250 Kingsway) in 2016.

Anchor Designis Critical

The design of anchor facilities (retail and non-retail) is critical. They can add
to the attractiveness of the street if they integrate into the urban block and
provide retail street continuity. Non-retail anchors like community centres
may include some retail / service uses (e.g. cafes with outdoor seating) that
further help to generate street activity. Blank walls should be avoided, along
with surface parking along retail street frontages.

An example of a non-retail anchor that has created transparency and
integrated activity-generating uses is the Creekside Community Recreation
Centre in the Olympic Village. In contrast, an example of a recent anchor
store that does not interface with the street as well as it could is the Safeway
store in Marpole (long unbroken frontage with blank walls.)

Changing Nature of Anchors

The growth of e-commerce amongst other industry trends (see Section 3)
may change the types or physical scale of businesses that serve as anchors.
In Canada, many traditional department stores and general merchandisers
that anchored community and regional malls have disappeared (e.g. Sears,
Eaton’s, Zellers) and other large businesses are having to reinvent their
business model to survive. At the same time, most day-to-day convenience
needs like groceries, pharmaceuticals, health / bath /beauty products and
convenience services — i.e. the basket of uses that anchor most local
shopping areas — are more resilient in the face of e-commerce. This is a
function of the value of convenience, immediacy, and familiarity. Many
bricks-and-mortar stores are also serving increasingly as hubs for delivery
and pick-up of online orders.
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7.3 PRINCIPLES FOR SUCCESSFUL COMMUNITY COMMERCIAL PRECINCTS

Principle #4: Anchor Uses and Tenant Mix

A Healthy Complementary Tenant Mix

Successful commercial streets develop an appropriate mix of complementary shops and services with quality
merchandising / services. A resilient street should provide enough variety to attract shoppers, facilitating one-stop
shopping for essential goods and services, and provide other reasons to come and linger in the area. While every
commercial area has its own character and client base, in general a healthy mix should include:

®* A mix of retailers and services offering convenience goods to meet the daily needs of residents and
workers, and a mix of opportunities for comparison goods shopping. Most successful areas offer a mix
of both types of retail, with varying balances depending on the role the area plays within the broader
retail hierarchy of the city (as discussed in Section 2).
® Convenience goods, personal services, food & beverage (F&B) are other essential elements for creating
viable and sustainable community shopping precincts. These uses are likely to become even more
prevalent and critical to the success of shopping streets as traditional retail uses see further erosion of
market share to e-commerce, and consumers place greater value on experience, value-added
customer service and social connections (many of which cannot be replicated online).
While the “right mix” is highly dependent on the role of the street and the nature of the competitive environment,
generally, a street that is primarily “neighbourhood serving” has at least 60% of its storefronts in the convenience
goods / services / F&B categories (combined). In five of the six Study areas, the proportion in these categories
ranges from 63% to 83%. In South Granville, which has historically attracted its customer base from beyond the
local area, the proportion is 41%.

* A mix of chains and independent businesses can contribute to health, vitality and resiliency of shopping
areas. Chains can play an important role, at times serving as anchors, and through provision of more
affordable goods. Independents are critical as they contribute to the unique character of each
neighbourhood and tend to have stronger local economic multiplier effects than chains (although this
would differ depending on the scale of the chain). San Francisco places restrictions on chain retail in
the city’s neighbourhood commercial districts (NCDs). The impacts of these controls are the subject of
much discussion, as there remains a prominent issue of vacant storefronts in many of the city’s NCDs.
There are emerging calls for a re-think on the City’s formula retail restrictions.

ﬂultiplier Effects of Chainsvs. Independents

Price of Goods at Chains vs. Independents

San Francisco prepared a study in 2014 on price
differences between formula (chain) and non-
formula (independent) retailers by surveying prices
for a standardized basket of commodities at over 30
formula and non-formula retailers in the city. Prices
of goods were weighted by frequency of purchase,
using guidelines from the Bureau of Labor Statistics.
The research focused on branded, common
commodities found in both formula and non-formula
stores

* On average, prices were 17% higher at the non-
formula retailers (independents) than at the
formula (chains) retailers.

Ref: City and County of San Francisco Office of Economic Analysis
(2014): “Expanding Formula Retail Controls: Economic Impact Report

\

A study on economic impacts of chains and
independents in BC (2013) found that retailers and
restaurants together recirculate more than 2.6x as
much revenue in the local economy as chain
competitors.

* Local retailers recirculate 45%, (vs. 17% for
chains)

* Local restaurants recirculate 65% (vs. 30% for
chains)

Ref: Civic Economics (2013) “Small Business and the British Columbia
Economy.
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7.3 PRINCIPLES FOR SUCCESSFUL COMMUNITY COMMERCIAL PRECINCTS

Principle #4: Anchor Uses and Tenant Mix

A Healthy Complementary Tenant Mix

Tenant Mix Example, West Broadway BIA, Spring 2019
®* Uses Reflecting Unique Local Attributes. The mix of retail and service

commercial uses in a shopping precinct are what differentiate one precinct Category Proportion of
from another and make each neighborhood interesting and memorable. The Storefronts
combination of businesses reflects the character and makeup of the Convenience Goods 13%
surrounding area’s culture and history, which in turn makes an area attractive
as a destination. For example, Commercial Drive’s cultural richness and Service Commercial 26%
authenticity stems in part from its reflection of the area’s Italian heritage. This
is embodied in the street’s mix of restaurants, cafes, specialty stores, and Comparison Goods 18%
entertainment venues, as well as annual events like Italian Day. West
Broadway was historically the enclave of the City’s Greek community, and that Food & Beverage L5
history is still reflected to some degree in the makeup of the restaurants, .
) } Automotive 1%

specialty food stores, and the annual Greek Day festival.

* A Mix of Local-Serving Goods and Services at Varying Price Points. Affordability Entertainment & Leisure 4%
is top-of-mind for many Vancouver residents today. Having local access to a
range of affordable goods and services is critical as households grapple with Vacant (including under 15%
high costs for housing, child-care, and other necessities. construction)

® Healthy Vacancy Rates. As noted in Principle #2, vacancy rates under 10% are Vacant (egcluding under 1%

construction)
generally considered low enough to support a vibrant retail precinct, while not
being so low as to negate the ability for movement or tenant turnover.
Typically the 4 or 5-7% range is considered ‘healthy’, while the >7% to <10%
range is considered ‘acceptable’. Vacancy rates above 10% begin to raise some
red flags. These are rules of thumb, which may vary depending on local market
conditions.
_________________________________________________
URBAN’ LEE & Andrew Yan LIVEABLE CITY
ASSOCIATES Consulting PLANNING LTD.

Systems JMMERCIAL RE/ SERVICES MARKETING INC.



7.3 PRINCIPLES FOR SUCCESSFUL COMMUNITY COMMERCIAL PRECINCTS

Principle #5: Experience of Place

Clean, Safe and Friendly Public Realm

Clean, safe and friendly streets are a prerequisite for successful shopping

areas. Public realm cleanliness, safety and friendliness requires coordinated

efforts from multiple parties, including the City, local businesses and

property owners, and the BIAs.

Goals:

Clean, level sidewalks and alleyways that promote walking and ‘rolling’
(strollers, wheelchairs, shopping buggies etc.)

Seamless interface between the street and the building
Safe crossings to connect both sides of the street
Street trees to mitigate climate and provide beauty
Good lighting to extend shopping hours

Generous pedestrian weather protection

Good wayfinding

Public art, bike racks and street furniture

Flexible use of streets and on-street parking to temporarily
accommodate seasonal events

Flexibility for seasonal patios and merchandising.

Key Coordinating Agencies

ASSOCIATES

City Engineering — Street Works
City Engineering — Waste Management & Recycling
BC Hydro, Fortis, Telecom Utilities

Special Challenges: Mental Health, Addiction, Homelessness

Roundtable discussions and surveys of retailers conducted for this study
indicated that in many areas the viability of their businesses is being
challenged by the related trio of mental health, addiction and homelessness.
The growing impacts of these challenges on our shopping streets are visible in
the forms of rough sleeping in storefronts, alleys and parkades, shoplifting, the
erosion of public order, property crime as well as perceived and real threats to
personal safety.

As ‘third spaces’ between home and work, local businesses are public and
permeable and particularly exposed to these social issues. The local business
owners, property owners and BIA representatives we engaged in our study
told us that they felt that they were on the ‘front lines’ of these social issues
which are intensifying and widening across more areas. Many business owners
report daily struggles just to open their stores and to maintain hygienic
storefronts and service areas. Many report that their staff and customers often
feel threatened, and many deal with frequent shoplifting.

Key Coordinating Agencies

City: Vancouver Police Department, Arts, Culture and Community

Services
® Province: Vancouver Coastal Health & BC Housing
® Federal
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7.3 PRINCIPLES FOR SUCCESSFUL COMMUNITY COMMERCIAL PRECINCTS

Principle #5: Experience of Place

Compact, Walkable Precincts

A 2016 retail study in San Francisco

Areas with a higher concentration of stores, with a synergistic tenant mix, are more appealing places to walk and
linger. In such areas there is sufficient vitality and visual interest to keep people engaged, and multiple types of stores
and services can be accessed within a reasonable walking distance. Large commercial areas of 15+ blocks (e.g.
Commercial Drive) can still be considered ‘compact’ and walkable if the street is comprised of many distinct (and
anchored) sub-areas, each with its own balanced mix of shops and services, and each serving different (but
overlapping) trade areas.

revealed how different built forms can
promote or inhibit different types of
businesses.

* One shopping street, with an
average store size of 2,600 square
feet, was (anecdotally) relatively
easy for brokers to lease, as the

spaces were more affordable and
thus more feasible for a range of
independent
multiple categories.

Appealing and Flexible Building Design

businesses across

® Shoppers will be drawn to, and linger in, areas with appealing design and storefronts. New tenants are more likely to

be attracted to areas which have an attractive built environment, and pleasant public realm.
* Another shopping street, with larger
® A 2014 study of three major metropolitan areas in the United States found that neighbourhoods with a mix of building storefronts and an average store
styles and sizes often performed well from an economic and retail perspective. The mix of styles creates visual size of nearly 3,500 square feet was
more attractive to retailers and
restaurants needing larger spaces,

including some chain retailers. The

diversity, while the mix of storefront sizes allows for a range of business types.*

® Following are some key elements related specifically to building massing and geometry**:

o Emphasize primary entrances to each retail tenant through recessing of entrances. largest spaces were challenging to

o Use canopies and other forms of weather protection along the building facade, being careful to balance weather protection lease because they appeal to limited

needs with visibility of individual storefronts. numbers of tenant categories, were

o Avoid designingirregular shaped units. Rectangular spaces with good sightlines to the entrance are best for most tenants. not appealing to independents (due
to price) and were difficult to sub-

divide.

o Units with storefront to depth ratios of 1:3 work for most tenants.

* Different retail tenant types require different unit sizes and configurations. It is important to assess market conditions | g.r. sirategic Economics, “Calle 24 Retail

and determine a desirable tenant mix before designing the ground floor of a new space. As tenant mix is likely to Study, Final Background Report, August

change over the lifespan of a building, adaptability and convertibility of space is critical. 2016.

*National Trust for Historic Preservation, “Older, Smaller, Better: Measuring How the Character of Buildings and Blocks Influences Urban Vitality.”

**Adapted from Toronto Retail Design Manual (2019) and informed by CMI and Lee & Associates’ professional experience.
s

ASSOCIATES

Sys‘tems JMMERCIAL REAL ESTATE SERVICES

Andrew Yan
Consulting

LIVEABLE CITY
PLANNING LTD.




7.3 PRINCIPLES FOR SUCCESSFUL COMMUNITY COMMERCIAL PRECINCTS

Principle #5: Experience of Place

Interface between the Street and Retail Frontage

Successful neighbourhood shopping streets have a variety of retail, civic uses
and a vibrant public realm. Critical is the way that the storefronts interface
with the street, and how the buildings work together with the public realm to
create a welcoming environment where people are drawn, and where they
want to linger.

® Provide generous sidewalk widths, with flexible space for programming,
seating, walking, rolling and queuing.
® Ensure that people walking along the sidewalk can easily see into stores.

® Avoid unanimated blank walls on all streetscapes. Also avoid fully glazed
storefronts, or windows showing the back of display shelves.

® Avoid blank walls. Wrap long store frontages (for instance, a large-format
retailer) with smaller retail storefronts on the primary retail fagade.

® Design the transition from sidewalk to retail space without any visual or
physical obstacles and meet accessibility requirements.

® Ensure each individual storefront on a frontage can be easily identified
through vertical articulation and /or through use of materials, detailing,
canopies etc.

Adaptability and Convertibility
As Vancouver intensifies and increasingly accommodates retail spaces within
mixed-use structures, the importance of designing adaptable structures that
can accommodate future changes increases. Key considerations are:

® Enabling a diversity of commercial uses and mixes.

® Enabling incorporation of new technologies.

®  Accommodating future intensification.

A variety of retail unit widths, depths, heights and transparency treatments
should be possible to meet the needs of different tenants over time.
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7.3 PRINCIPLES FOR SUCCESSFUL COMMUNITY COMMERCIAL PRECINCTS

Principle #6: Transportation and Access

Access by All Modes

Historically, Vancouver’s local shopping areas emerged with the dual logic of
electric mass transit and walking. These areas today must be accessible by all
forms of transportation including walking, cycling, transit, cars, and goods
movement.

Walking (28.5% of trips)*

Every visit to a shopping area begins and ends with a walk (or roll) so sidewalks
and street crossings need to be well-finished, well-drained, level and free of
clutter to ensure a clear, accessible path for pedestrians. The City’s investment
in these facilities is critical since streets help to define LSA character.

Transit (17.0% of trips)

The quality, distribution and frequency of transit service is important for the
success of shopping areas. This requires coordination between the City and
Translink.

Cycling (7.3% of trips)

Cycle trips have more than doubled over the last decade and the city is
investing in new cycling facilities, including safer ‘all ages and abilities’ lanes,
racks and bike share stations. These facilities need to be properly and directly
integrated into the shopping areas, noting that design and installation require
thoughtful placement so they do not impair business visibility and operations.

Goods Movement and Loading

Retailers and service providers need to efficiently move goods in and
recycling/waste out. City lanes and on-site loading are key facilities for local
businesses. On-street loading needs to be carefully located and planned so as
not to conflict with other street uses.

Carsand On-Street Parking (47.2% of trips)

Almost half of Vancouver trips are made by car, so access and parking for
vehicles still remains an important priority. The allocation of road and parking
space involves tradeoffs with other modes and interests. People frequently
drive to shop or stop mid-trip on the way to or from work, school or
recreation. There must be sufficient parking, both on and off the main street.
The
businesses, with significant challenges.

loss of parking presents many local businesses, and destination

City of Vancouver Trip Survey (2013-2018)

6.9%, 133,300

2,000,000
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*Mode share data as per “2018 Vancouver Panel Survey Report”, McElhanney and Mustel. “Cars and On-Street Parking is sum of Auto Driver + Auto Passenger.
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7.3 PRINCIPLES FOR SUCCESSFUL COMMUNITY COMMERCIAL PRECINCTS

Principle #7: Local Trade Area Population & Spending Power

The geographic trade area that supplies the customer base for a shopping area
will vary based on the tenant mix, the local population density, the competitive
landscape, and other geographic or psychological barriers (e.g. bridges, major
roads, water bodies, topography etc.). While analysis of the current trade area
extent for each of the six Study areas was not conducted in this study, we note
here a number of key local trade area characteristics that are supportive of
strong shopping precincts:

Population Density Population (2016) & Growth (2006 - 2016) within 1Km

90.0 14.0% @
Neighbourhoods with a growing population will have a greater chance of 80.0 9.0 73.1. L 12.0% 12.0% S
supporting a thriving and resilient local shopping area. As of 2016, the population _ 70.0 63  6L1 @
. . X L, < 60.0 ) COV average growth = 9.2% 10.0% b=
density within one kilometer of each of the City’s non-downtown BIAs ranged 3 soo e B B B sox O
@ 50 o 5 41.9 416 C
from a high of 89.9 residents per hectares (Kitsilano Fourth Avenue) to a low of 2 4, 7% - 60% 3
] % ' =
only 30.4 residents per hectare (Point Grey Village).* As noted, areas with = 300 a0% 2
population densities above 40 residents per hectare, and with a strong growth igg 2.7% 2.0% 2
trajectory, have a greater likelihood of sustaining a resilient local shopping ' 0.0% 0.0% §.
area.** South West Collingwood Commercial ~ Hastings Marpole o
Granville Broadway Drive North
Of the six BIAs studied, South Granville had the most people (79/Hectare) and mPeople/Ha M Growth
Marpole the lowest (41.6/Ha) within 1 km. Statistics Canada Census shows that
the City of Vancouver’s population grew by 9.2% between 2006 and 2016. In the
same period, population growth varied considerably across the 1 km catchment
areas for each Study area, ranging from a high of 12.0% in Collingwood, to a low
of 0% in Marpole.
*Based on GIS analysis using 2016 population data
**Based on analysis of population densities around each of the City’s BIAs, and professional knowledge of business challenges in the City’s 3 BIA areas falling below this threshold.
_________________________________________________ I
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7.3 PRINCIPLES FOR SUCCESSFUL COMMUNITY COMMERCIAL PRECINCTS

Principle #7: Local Trade Area Population & Spending Power

Income and Spending Power
Household Income Rankings (2019)
Many retailers, particularly national chain retailers, will examine local area

household incomes, aggregate income, and aggregate disposable income, Area Avg. HHLD MedianHHLD  Aggregate
within the primary catchment areas, when selecting store locations. Income Income HHLDIncome
. . . . . S. Granville 1 2 1
Typically, retailers look at a variety of criteria, including:
W. Broadway 2 1 2
R . .
Average and median household incomes Marpole 3 < 6
. ) .
Population and household density Hastings N. 6 6 s
® Aggregate income and spending power Collingwood 5 3 4
Within the 1-kilometre zones around each of the 6 Study areas examined in Commercial Dr. 4 4 3

this analysis, we see the following rankings in terms of average household

incomes, median household incomes, and aggregate household income. All Source: Environics Analytics’ “DemoStats” database (2019)

7w

datais per 2019 estimates, as per Environics Analytics’ “DemoStats” database.
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7.3 PRINCIPLES FOR SUCCESSFUL COMMUNITY COMMERCIAL PRECINCTS

Principle #7: Local Trade Area Population & Spending Power

Other Drivers of Demand

In addition to local resident population and its spending potential, other sources
of demand in a community shopping precinct may include:

® Daytime workers: retailers and restaurants in particular categories may
benefit from workers who travel into the trade area to eat and shop during
their lunch hours, or before / after work. Vancouver’s local shopping areas
and surrounding areas host a diverse array of employers across many
sectors.

® Visitors to local service providers and institutions: medical and dental offices,
schools and other public or private sector institutions (e.g. government
offices, libraries, community centres etc.) draw people who may also stop to
dine or shop.

® Regional Vvisitors: some community shopping precincts are regional
destinations. South Granville has historically been such a destination for
comparison shopping in the apparel, shoes, homewares, and furniture
categories. Commercial Drive is a regional food & beverage / entertainment
destination.

® Tourists: some of Vancouver's shopping areas are draws for tourism.
Commercial Drive for instance is highlighted as a notable tourism
destination by travel publications (e.g. Lonely Planet) and is marketed based
on its Italian and ‘counterculture’ influences, and its mix of independent
stores, cafes and restaurants. That said, tourism is not the major driver of
business on the Drive, and tourism alone is insufficient to support any
vibrant shopping precinct.
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7.3 PRINCIPLES FOR SUCCESSFUL COMMUNITY COMMERCIAL PRECINCTS

Principle #8: Supportive Government Policies

Zoningto Support Healthy and Vibrant Local Shopping Areas

Throughout the roundtable events held as part of this study, stakeholders identified flexible, “fluid”
zoning as a critical element for supporting small business and local shopping, particularly in this
period of fast-paced business change and evolution.

Supportive zoning for small business should include:
® Flexible definitions of use and allowances for businesses that do multiple things, including
production, on-site consumption (e.g. brewery tasting room) retail, and storage/distribution.
® Facilitation of pop-up stores to combat the impacts of vacancy.
® Zoning for safety and form, rather than use.

® Allowance for flexible, temporary zoning for properties being rezoned undergoing
redevelopment.

Permits and Licensing

Complex permit processes and application requirements force many business owners to engage a
variety of professionals at great expense. The City (and others’) growing focus on energy and
sustainability adds new analysis, process and timeline requirements, and mandatory upgrades to
often simple tenant improvements.

Long permitting times are a major disincentive for business opening, and often can lead to financial
hardships for small business as they are typically paying rent, common area maintenance charges
and property taxes through these periods where they cannot operate and generate revenue.
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7.3 PRINCIPLES FOR SUCCESSFUL COMMUNITY COMMERCIAL PRECINCTS

Principle #8: Supportive Government Policies

Six Government Agencies set Property Taxes

A common misconception is that the City alone sets property tax when in fact
there are six independent actors involved. BC Assessment (BCA) appraises the
value of land and buildings annually and these valuations form the basis for
the application of a number of property taxes including:

® City Mill Rate (set by the City) x Property Value by Class

® School Mill Rate (Set by the Province) x Property Value by Class

® TransLink Mill Rate (set by TransLink) x Property Value by Class

® BCAssessment Mill Rate (set by the Province) x Property Value by Class

® MetroVancouver Mill Rate (Set by Metro) x Property Value by Class

®  Municipal Finance Mill Rate (Set by Metro) x Property Value by Class

The Interplay of Property Value Assessments & Commercial Property Taxation

A key issue for many businesses is the challenge of rising property taxes.

While the City does not generate higher property tax revenue as a result of

rising property values, the combination of property value increases and

unused development density on many sites with active commercial uses can

result in increased property taxation for commercial tenants.

Through the structure of ‘triple net’ commercial leases, commercial
tenants are required to pay a basic rent plus an ‘additional’ rent. The
latter includes the property taxes levied on the unit they occupy.

When there is unused development potential on a site, the property’s
value is still assessed on the basis of its highest and best use, even if the
current use is significantly different (e.g. a single-level commercial
building, with potential to build 6-storeys of mixed-use space).

As property taxes are levied on the basis of highest and best use, and as
those taxes are often passed on to tenants through triple net leases, the
tenant can be faced with a situation where property taxes increase at a
greater-than-anticipated rate.

Recognizing the impact of commercial property taxation and highest-and-
best-use assessment on businesses, Vancouver City Council voted on April
29, 2019 to shift 2% of the “City” tax portion of the property taxes from
Commercial property classes to Residential.

The City continues to work with other Metro Vancouver municipalities
and the Province in proposing a solution in the form of a split property
assessment.
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7.3 PRINCIPLES FOR SUCCESSFUL COMMUNITY COMMERCIAL PRECINCTS

Principle #8: Supportive Government Policies

Provincial Minimum Wage Regulation

Fair and predictable labour costs are important to the vitality of local businesses
and to employees. Wages represent a significant portion of overhead and all

businesses must adapt to rising local wage conditions and minimum wage
increases set by the Province of BC.

On June 1, 2019, the general minimum wage in British Columbia increased to

$13.85 per hour and is anticipated to increase over the next two years to $15.20
by June 1, 2021.

Based on this forecast, the increases in minimum wages
average compounded rate of c. 3.5% per year.

will represent an

Provincial Health Tax Increases

Related to Labour Costs, in January 2020, Businesses in BC will pay 100% of
Provincial Medical Service Plan costs. The move will shift c. S800M in costs to BC
businesses with payrolls over $500,000. These costs have historically been shared
50% between businesses and employees. The shift will disproportionately affect
businesses with larger payrolls.

BC Minimum Wage/Hr, 2000-2021
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Source: Employment and Social Development Canada, Open Data
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7.3 PRINCIPLES FOR SUCCESSFUL COMMUNITY COMMERCIAL PRECINCTS

Principle #8: Supportive Government Policies

Sales Taxes Federal Businesses Taxes
According to the Business Council of BC, the 2013 elimination of the HST Over the past three years, the Federal Government implemented significant
and return of the provincial sales tax required businesses to pay an changes limiting how small businesses can manage retained earnings and

share income amongst owners. For Canadian-controlled private corporations
claiming the small business deduction, the net tax rate on business profit has
been cut as follows:

estimated $3 billion in sales tax on inputs used in their operations*
Businesses pay approximately 40% of the PST collected by the Province.
The Province recently eliminated PST on electricity used by businesses,

which has provided local business with a small tax break. ® 9% effective January 1, 2019
Parking Taxes ®  10% effective January 1, 2018
Businesses that charge for parking at monthly or hourly rates are subject ®  10.5% before 2018

to a 5% GST applied to the parking fee and 24% Metro Vancouver

Parking Tax. Provincial Businesses Taxes

British Columbia increased its general corporate income tax rate from
11.00% to 12.00%, effective 1 January 2018.

*Business Council of British Columbia. Vol 26, Issue 2, July 2019. /t’s Becoming More Costly and Complex to do Business in B.C.
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7.4 PROPOSED ATTRIBUTES AND METRICS

Section 7.3 outlined the core principles for successful local shopping areas. In this section, a series of indicators, and associated metrics, are proposed,
each tied to one of the 8 core principles. Indicators and metrics can be used to assess local shopping area health and vitality, and how it is changing.
Note that many metrics will have to be refined and built upon through future research, and that appropriate metrics will vary depending on the nature

of a shopping area. The metrics outlined here are specificto Community Commercial Precincts, as outlined in Section 2.2 (Shopping Area Typologies).

Principle

1. Fairand Predictable
Property Taxes & Rents

Factors

Property Assessment & Taxation

The number one business viability
concern of local shopping area
businesses expressed through
roundtables and surveys is the rising
burden of increasing property
assessments and property taxes.

Accordingly we are placing this as a
leading factor for health and vitality
ahead of the other scorecard
principles identified in Section 7.3.

Proposed Attribute / Indicator

BC Assessment Valuations

Quantitative measurement of
BCAA assessments of property
value. Rapidly rising valuations
(compared to City averages) will
generate increasing property tax
burdens.

Proposed Metric (where appropriate)

Green: Assessments track city average over
1-year and 5-year periods

Yellow: Assessments within an acceptable
range of City Average over 1-year and 5-
year periods*

Red: Assessments above acceptable range
of City Average over 1-year and 5-year
periods*

Property Taxes Payable

Quantitative measurement of the
commercial property tax that must
be paid by local businesses in the
Local Shopping Area.

Green: Change in Property Tax paid by local
shopping area businesses tracks inflation
over 1- and 5-year periods

Yellow: Change in Property Tax >inflation
but still within an acceptable amount for
most businesses over 1- and 5-year
periods*

Red: Change in commercial property tax
well above inflation, and deemed too high
for business survival in the near-term.*

— *Identifying specific thresholds was beyond the scope of this study. The consulting team believes that if assessed values and property taxes are changing significantly more than average in a short

period of time, it is more likely than not that businesses will have difficulty responding. However, the ability to respond to short-term changes in property taxation will vary business to business.
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7.4 PROPOSED ATTRIBUTES AND METRICS

Principle

2. Occupied Storefronts

Factors

High levels of occupancy are a clear sign of local
retail area success and provide a clear-cut
guantitative metric for tracking year-to-year.

Proposed Attribute / Indicator

Measurements of vacancy on a
store count and floor area basis.

Track length of vacancy (year-
over-year) to differentiate
between frictional and
structural vacancy.

Consider differentiating
vacancies (available for lease,
under construction, pending
permit)

Proposed Metric (where
appropriate)*

Green: Vacancy <7% (but above
at 4%)

Yellow: Vacancy >7%, <10%
Red: Vacancy 10%+

*Vacancy rate ranges based on industry experience of the consulting team.
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7.4 PROPOSED ATTRIBUTES AND METRICS

Principle

3. Cooperationand
Coordination

Factors

QUALITATIVE MEASURE

BIA leadership will generally have greater chances of
success supporting a healthy local shopping area if
they:

* Proactively solicit regular feedback and
information from member landlords and retailers
and advocate for their interests;

* checkin and work with anchor tenants (retail and
non-retail);

* Facilitate and manage a vision for the shopping
area(s), and work to spearhead active tenant
retention and recruitment to maintain an
excellent mix of retail and services; and

*  Work with City departments to address key issues
such as street access, parking, maintenance,
cleaning, graffiti and community safety.

These are difficult factors to measure objectively and
there is great variability in the City of Vancouver’s

Proposed Attribute / Indicator

BIA Membership Satisfaction
with BIA leadership and
service

Regularity of interface
between BIA leadership and
key anchor tenants /
landlords

Capacity of BIA for research
and active outreach

Proposed Metric (where
appropriate)

*  BIA member feedback
* BIA annual budget

* Tenure of BIA Executive
Director (e.g. part time, full
time)

* Regularity of contact with
key anchors / landlords

Generally the metrics are
difficult to quantify. However it
is clear that a key component of
maintaining a healthy district is
the role of the BIA, and how
leadership

works with anchors and major
landlords to ‘get ahead’ of
potential problems that could
lead to health/vitality

BIAs in terms of staff capacity and length of tenure. challenges.
This underscores the need for leadership from City
staff providing a clear framework for BIA activity, and
active support.
===,
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7.4 PROPOSED ATTRIBUTES AND METRICS

Principle Factors Proposed Attribute/ Indicator Proposed Metrics* (where appropriate)

Green: at least 1 grocery store (or equivalent) per
precinct, and multiple grocery stores, appropriately

* Presence of Grocery Store(s) spaced to serve multiple trade areas, in larger
And / Or precincts (e.g. Commercial Drive).
e Clusterof a business category Yellow: at least 1 grocery anchor, but either not
(e.g. clothing stores, destination optimally located and/or undersized.
restaurants, etc.) Red: Absence of anchor(s), particularly recent loss of
anchor.

Green: presence of multiple non-retail anchors
. (institutional, recreational) in precinct
*  Presence of non-commercial . .
ainelsit Yellow: Presence of at least 1 non-retail anchor in
Healthy commercial precincts need precinct. Recent loss of a non-commercial anchor.

4. Anchor Uses commercial and non-commercial Red: absence of non-commercial anchors.

& Tenant Mix anchors, and a healthy mix of

complementary uses. Subjective: Generally, areas that are primarily

neighbourhood-serving have 60+% of storefronts as
convenience retail/service/food & bev.

* Complementary Tenant Mix Complementarity of tenant mix can best be assessed
through discussions w/reps from dominant
categories. Often a ‘deeper dive’ into the nature of
the tenants is required.

Subjective: Ask:does the tenant mix embody some
degree of local character? Is it unique, or distinctive?
Is the area’s programming supportive of distinctive

* Distinctive Character local culture?

Also consider whether there has been change in the
proportion of chainsvs. independent businesses.

*Anchor tenant metrics based primarily on CMI commercial planning and leasing experience. Complementary tenant mix threshold based on
CMI experience, and reflected by tenant mix data for 6 Study areas.
e ——
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7.4 PROPOSED ATTRIBUTES AND METRICS

Principle

Factors

Proposed Attributes/ Indicators

Proposed Metrics
(where appropriate)

5. Experience of Place

A clean, safe and friendly public realm is essential
for the success of a local shopping area.

Clear, clean sidewalks, well maintained buildings
with pedestrian weather protection, and
appealing storefront designs are elements of
successful placemaking.

The impacts of mental health, addiction and
homelessness need to be addressed in a humane
way to promote real and perceived safety in local
shopping areas and to reduce property crime and
theft.

BIAs have an important responsibility in liaising
with numerous City departments to address many
of these issues.

Clean / Safe / Friendly Indicators:
* Absence of Graffiti (City data)
* Sidewalk condition

e Street trees

*  Wayfinding

* Public art

e Street furniture

e Patios / storefronts

Scoring dependent on
what metrics are
selected and availability
of data.

Concentration of Stores /

Compactness Indicators:

* Anchored 400-800m areas

* Storefronts 8-12m apart on avg.

* High intersection density /
pedestrian crossing presence

Storefront density and
intersection density
thresholds to be
determined.

Appealing / Flexible Building Design:

*  Mix of styles
* Mix of building ages
* Mix of store sizes

Likely a subjective
metric.

Public realm programming:
* Permanent programming
* Seasonal events / programs

Likely subjective, and
area-specific
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7.4 PROPOSED ATTRIBUTES AND METRICS

Principle Factors

Proposed Attributes/ Indicators

Proposed Metrics
(where appropriate)

Parking supply is important for providing
access for customers, many of whom need
to move goods with vehicles.

Presence of bike lanes intersecting with the

6. Accessibility by All Modes shopping area, or present on parallel

Comfortable sidewalks — all trips begin and
end with a walk.

Good and regular access by transit

* Extent of active on and off-street
parking management using time
and/or pricing strategies.

Would require parking
studies in each area.
Further, importance of
parking may vary area
to area.

*  Number of bike lanes to and
through the precinct.

Appropriate thresholds
to be determined and
may vary area to area.

streets, for safe all ages and abilities access.

*  Width and comfort of sidewalks.

Appropriate thresholds
to be determined.

*  Number of transit routes serving
the precinct.

Appropriate thresholds
to be determined
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7.4 PROPOSED ATTRIBUTES AND METRICS

Proposed Metrics*
(where appropriate)

Principle Factors Proposed Attributes / Indicators

Green:>60 ppha

* 1-kilometer radius trade area

population density Vellow: 41-59 ppha

Red: <40 ppha

The size of the population within walking

distance of the local shopping area is a e 1-kilometer radius median
- critical demand factor for local shoppin i
7.Local Trade Area Characteristics . PRing el el
areas. Local spending power and
demographic characteristics are also Note that this is one proposed : .
) ) : Appropriate metrics /
important. attribute. Another attribute may be
) ) thresholds to be
the aggregate income / spending .
) determined.
power of an area. Areas with lower
household incomes may collectively
have higher spending power than
areas with higher median incomes.
*population density thresholds based on analysis presented on observed thresholds in Section 2.2.
_________________________________________________
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7.4 PROPOSED ATTRIBUTES AND METRICS

Principle

Factors

Proposed Attributes/ Indicators

Proposed Metrics (Where
appropriate)

8. Supportive Regulatory
Environment

Permit & Licensing Timelines

Landlords and Businesses need to comply with
City requirements for tenant improvement
permits and licensing. City timelines for
processing applications is a key factor in business
success.

*  Permitting & Licensing time

Green: < 1 month for Tenant
Improvement Permits &
Business Licenses

Yellow: 1 to 2 months for
Tenant Improvement Permits &
Business Licenses

Red: >2 months for Tenant
Improvement Permits &
Business Licenses

Zoning Capacity
Businesses need flexible zoning to enable a wide
variety of uses.

* Zoning to support flexibility /
adaptability / convertibility

Appropriate metrics to be
determined following detailed
review of current zoning.
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7.5 HEALTH / VITALITY SNAPSHOTS: INTRODUCTION

The following 6 pages contain preliminary health/ vitality snapshots for each of the 6 Study areas.

As we have noted throughout section 7.4, many of the proposed metrics / thresholds are yet to be
determined and will require further research and internal deliberation by City staff before they can be
determined. With that said, the consulting team has provided preliminary scoring for all attributes in the
scorecards to follow.

For metrics where no scoring or rating schema / thresholds have been presented in Section 7.4, any scores
or ratings shown in Section 7.5 should be interpreted as the subjective opinions of the consulting team only.
These opinions are based upon a combination of:

1. Information received during the roundtable engagement events from business operators, brokers, and
landlords
2. Information conveyed to the consulting team by BIA leadership over the course of the study

3. Observations of the consulting team members in each commercial area during the course of study, and
collective professional experience.

Further snapshots of area-specific health, vitality, key issues and priorities for intervention, are outlined in
AppendixC.

QN
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7.5 HEALTH / VITALITY SNAPSHOT: SOUTH GRANVILLE

Based on consulting team’s assessment through available data and subjective interpretation / experience.

Principle Attribute

BC Assessment Valuation
Property Tax

1. Fair and Predictable Rents

2. Occupied, Contiguous Storefronts Vacancy Rate

3. Cooperation and Coordination BIA Budget
Tenure of BIA ED

Contact w/anchors / landlords

4. Anchor Uses and Tenant Mix Grocery Stores or anchor clusters
Non-Retail anchors
Complementary Mix

Distinctive Character

Cleanliness / Safety
Concentration / Compactness
Appealing / Flexible Design
Public Realm Programming

5. Experience of Place

6. Accessibility by All Modes Parking Availability
Bike Lanes / Access / Parking
Sidewalks

Transit

7. Local Trade Area Characteristics Population Density

Median Household Income

8. Supportive Regulatory Permitting / Licensing

Notes

Steady
Steady
Steady

Becoming less concentrated; grocery store undersized
Stanley, major office clusters, firehall / library nearby
Losing local business supporting immediate catchment
Steady

Subjective observation / info received from roundtable
Subjective observation
Subjective observation
Subjective observation

Side street parking in resident zones problematic
Subjective observation

Subjective observation

Subjective, based on review of transit routes

Steady
Steady

Long wait times reported

Environment Zoning Flexibility could be increased (based on info received during
roundtables)
===,
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7.5 HEALTH / VITALITY SNAPSHOT: WEST BROADWAY

Based on consulting team’s assessment through available data and subjective interpretation / experience.

systems ——

Principle Attribute o Notes
1. Fair and Predictable Rents BC Assessment Valuation o
Property Tax ®
2. Occupied, Contiguous Storefronts Vacancy Rate e/ Pending deals that will bring vacancy rate down. Positive
trajectory.
3. Cooperation and Coordination BIA Budget [ ) Steady
Tenure of BIA ED [ ) Steady
Contact w/anchors / landlords o Steady
4. Anchor Uses and Tenant Mix Grocery Stores or anchor clusters ® Steady, including food & beverage clusters
Non-Retail anchors ® Library
Complementary Mix ® Steady
Distinctive Character Based on feedback during roundtable + consultant
observation
5. Experience of Place Cleanliness / Safety Subjective observations / info received from roundtable
Concentration / Compactness ® Subjective observation
Appealing / Flexible Design ® Subjective observation
Public Realm Programming Subjective observation
6. Accessibility by All Modes Parking Availability Subjective observation
Bike Lanes / Access / Parking Subjective observation
Sidewalks o/ Excellentin parts of the precinct, too narrow in others.
Transit o Subjective, based on review of transit routes
7. Local Trade Area Characteristics Population Density ® Steady
Median Household Income ® Steady
8. Supportive Regulatory Permitting / Licensing (] Long wait times reported
Environment Zoning Steady
===,
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7.5 HEALTH / VITALITY SNAPSHOT: MARPOLE

Based on consulting team’s assessment through available data and subjective interpretation / experience.

Principle Attribute o Notes
1. Fair and Predictable Rents BC Assessment Valuation o

Property Tax ®
2. Occupied, Contiguous Storefronts Vacancy Rate

3. Cooperation and Coordination BIA Budget
Tenure of BIA ED
Contact w/anchors / landlords

4. Anchor Uses and Tenant Mix Grocery Stores or anchor clusters
Non-Retail anchors
Complementary Mix

Distinctive Character

Cleanliness / Safety
Concentration / Compactness
Appealing / Flexible Design
Public Realm Programming

5. Experience of Place

6. Accessibility by All Modes Parking Availability
Bike Lanes / Access / Parking
Sidewalks

Transit

7. Local Trade Area Characteristics Population Density
Median Household Income

8. Supportive Regulatory Permitting / Licensing

Steady
Steady
Steady

Steady; grocery store and restaurant cluster

Library

Over-representation of some personal service categories
Steady

Subjective observation / info received from roundtable
Subjective observation
Subjective observation
Subjective observation

Subjective observation
Subjective observation
Subjective observation
Subjective, based on review of transit routes

Steady
Steady

Long wait times reported

Environment Zoning Steady
===,
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7.5 HEALTH / VITALITY SNAPSHOT: HASTINGS NORTH

Based on consulting team’s assessment through available data and subjective interpretation / experience.

Principle Attribute o Notes
1. Fair and Predictable Rents BC Assessment Valuation o
Property Tax ®
2. Occupied, Contiguous Storefronts Vacancy Rate Concentrated in particular sub-areas

3. Cooperation and Coordination BIA Budget
Tenure of BIA ED
Contact w/anchors / landlords

4. Anchor Uses and Tenant Mix Grocery Stores or anchor clusters
Non-Retail anchors
Complementary Mix

Distinctive Character

Cleanliness / Safety
Concentration / Compactness
Appealing / Flexible Design
Public Realm Programming

5. Experience of Place

6. Accessibility by All Modes Parking Availability
Bike Lanes / Access / Parking
Sidewalks

Transit

7. Local Trade Area Characteristics Population Density
Median Household Income

8. Supportive Regulatory Permitting / Licensing

Steady
Steady
Steady

Grocery store, Shoppers, London Drugs
Library
Steady
Steady

Subjective observation / info received from roundtable
Subjective observation
Subjective observation
Subjective observation

Subjective observation / info from roundtable

Subjective observation

Subjective observation

Problematic north/south connections based on review of
transit routes

Steady
Steady

Long wait times reported

Environment Zoning Steady
===,
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7.5 HEALTH / VITALITY SNAPSHOT: COLLINGWOOD

Based on consulting team’s assessment through available data and subjective interpretation / experience.

Principle

1. Fair and Predictable Rents

2. Occupied, Contiguous Storefronts

3. Cooperation and Coordination

4. Anchor Uses and Tenant Mix

5. Experience of Place

6. Accessibility by All Modes

7. Local Trade Area Characteristics

8. Supportive Regulatory

Attribute

BC Assessment Valuation
Property Tax

Vacancy Rate

BIA Budget
Tenure of BIA ED
Contact w/anchors / landlords

Grocery Stores or anchor clusters
Non-Retail anchors
Complementary Mix

Distinctive Character

Cleanliness / Safety
Concentration / Compactness
Appealing / Flexible Design
Public Realm Programming

Parking Availability

Bike Lanes / Access / Parking
Sidewalks

Transit

Population Density
Median Household Income

Permitting / Licensing

Notes

Steady

Steady
Steady
Steady

Safeway, London Drugs
Library; school closure
Steady
Steady

Subjective observation / info received from roundtable
Subjective observation
Subjective observation
Subjective observation

Problematic parking on Kingsway and side streets
Subjective observation

Subjective observation

Subjective, based on review of transit routes

Steady
Steady

Wait times not as prominent a reported issue

Environment Zoning Steady
===,
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7.5 HEALTH / VITALITY SNAPSHOT: COMMERCIAL DRIVE

Based on consulting team’s assessment through available data and subjective interpretation / experience.

Principle Attribute o Notes
1. Fair and Predictable Rents BC Assessment Valuation o
Property Tax ®
2. Occupied, Contiguous Storefronts Vacancy Rate { 5%
3. Cooperation and Coordination BIA Budget [ ) Steady
Tenure of BIA ED [ ) Steady
Contact w/anchors / landlords o Steady
4. Anchor Uses and Tenant Mix Grocery Stores or anchor clusters ® Multiple grocery anchors, restaurants
Non-Retail anchors ® Cinema (Rio), Britannia Community Centre
Complementary Mix ® Steady
Distinctive Character ® Steady
5. Experience of Place Cleanliness / Safety () Subjective observation / info received from roundtable
Concentration / Compactness ® Subjective observation
Appealing / Flexible Design ® Subjective observation
Public Realm Programming ® Subjective observation
6. Accessibility by All Modes Parking Availability Subjective observation / info received from roundtable
Bike Lanes / Access / Parking Subjective observation
Sidewalks ® Subjective observation
Transit Only 1 bus line; Broadway/Commercial SkyTrain
7. Local Trade Area Characteristics Population Density ® Steady
Median Household Income Steady
8. Supportive Regulatory Permitting / Licensing (] Long wait times reported
Environment Zoning Steady
===,
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7.6 APPLYING THE REPORT CARD AND TRACKING CHANGE

The proposed health and vitality metrics and scoring, and their application to

each of the 6 Study areas on the previous pages, shows both snapshots in time,

and potential trajectory of change.

The snapshots of area health are important indicators, as they may flag
areas of concern that warrant further exploration.

From the standpoint of problem identification for intervention in a timely
manner, it is the trajectory of change that is more significant. The
trajectory of change in some key categories (e.g. vacancy) is not
altogether clear given the relatively large time gap between data points.

In order to successfully apply this (or a similar) report card tool going forward,

the following initiatives will be required:

1.

Create and regularly update a database of key metrics through annual field
surveys.

A database tracking key indicators of the health of commercial precincts
is an essential prerequisite for both monitoring health and planning
timely interventions.

Some questions that will need to be discussed further are:

o The geographic extent of data collection (i.e. which areas to include and
exclude)?

o Inclusion or exclusion of non-commercial categories in the field survey?

o Groundfloor only or multi-floor? And does this vary by area?

2. BIALeadership with City Support

There are many roles that the BIAs, with varying degrees of City support,
can and should play to assist with maintaining and enhancing health of
shopping precincts over time.

What can be expected of the BIAs themselves will need to be scaled to
accommodate for variability in capacity. The role of the City will therefore
be critical in ensuring that certain core tasks are undertaken around

visioning, tracking, communicating and reporting.

Regardless of capacity variability, BIA directors and members are on the
front-line in their respective local shopping areas. Each has critical
information, collected formally or informally, that is valuable in
identifying health/vitality concerns, and potentially intervening at an
early stage before problems emerge.

Leverage other City databases to access useful metrics for tracking area
health and vitality

As noted previously, many of the health and vitality attributes are
qualitative in nature and vary area to area.

Preliminary metrics have been proposed for some of these qualitative
variables. Further discussion will be needed around how and where to
refine these metrics, to make them as widely applicable as possible.

There are many available data sets that the City already tracks which
could prove useful in putting scores to some of the qualitative elements.

Each of these three initiatives are discussed further in Sections 7.7, 7.8 and 7.9
to follow.
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7.7 COLLECTING BUSINESS INVENTORY DATA

Core Datato Collect

If the City’s goal is to be able to track the nature of change in the City’s commercial
landscape, understand the trajectory of change, and be positioned to provide
intervention and support in a timely manner, then a database of the City’s
commercial areas will need to be created and annually updated to track the
following data:

1. Vacancies, by storefront count and floor area

Understanding vacancy rates and changing vacancy rates by both store count
and floor area over time, are important and relatively clear-cut quantitative
metrics that can be indicative of health, vitality and change.

Vacancy can be an indicator of many issues, including problems related to
taxation or rent, competition, safety, redevelopment, and other factors.
Vacancy should be tracked and ideally ‘tagged’ by different sub-types,
including:

* Vacant and available (unencumbered by an existing lease, listed for
sale or rent).

* Vacant, or under construction and not yet committed.
* Vacant and pending permit.
* Vacant lots.

Different types of vacancies can tell us different things about an area. For
instance, if a space is vacant and is available for lease, this space may require
significant upgrades but the lease terms being offered may not be conducive
to that level of re-investment. Perhaps a use that would like to go into the
space cannot do so because of either building upgrade requirements or zoning
encumbrances such as allowable use(s) and parking. Or perhaps there are
other issues related to permitting, special lease conditions, problematic

adjacencies, non-market asking rents and the like.
e ——

If a space is vacant and available for lease but is not being leased, this is
more problematic than if a vacancy is there because the space is not yet
ready for occupancy. A long-term vacancy can make the space harder to
lease due to a perceived ‘stigma’.

Tracking vacancy data annually can provide other insights into the
changing nature of an area, as a long-term vacancy can be quite different
from a short-term vacancy. If a space is vacant for 12+ months, the ability
or ease with which that space can be leased diminishes. The outcome will
either be that the space remains vacant, or that the use that goes into
that space is not the best complementary or generative use for the area.
Long-term vacancies may tell a story about a structural change in the
marketplace that requires investigation. Short-term vacancies may simply
be part of the typical cycle of business openings and closures.
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7.7 COLLECTING BUSINESS INVENTORY DATA

2. Business Counts, Floor Areas, and Categories

Tenant mix by category (e.g. predominant NAICS category), size of each
storefront, and how the mix is changing year-to-year, can tell us many
things about a commercial area, how it serves the neighborhood, how
the needs of a neighbourhood may be changing, and how the
competitive business landscape is changing. This data should be
updated annually through field surveys.

The presence and type of non-retail / service commercial anchors
should also be tracked. These include locations / sizes of:

e Libraries

*  Community centres

* Schools

* Daycares

e Cultural spaces
Some of the critical category-related trajectory data that will be

important to keep track of is:

* Loss of commercial anchors, particularly grocery stores. This can
have serious knock-on effects for the viability of other
businesses.

* If the anchor (or one of the anchors) of an area is a cluster of
goods in one category (e.g. apparel), then a loss of multiple
stores may indicate that this use is diminishing in its anchoring
potential for the area.

* Loss of non-commercial anchors such as a library, school, or
other community activity generator.

3. Independentvs. Chain

This can be an interesting metric to track, despite the difficulty around
identifying what is truly an independent or a chain given many layers of
complexity around ownership and control. The City may consider sub-
dividing the ‘chain’ category further than what has been done for this study,
given that a small local chain is likely to have very different impacts on the
local economy than a national or international chain. One possible means of
categorization:

* Local chain (only in Vancouver, or Metro Vancouver)
* Provincial chain (only in BC)
* National chain (only in Canada)

* International chain (multiple countries)

This type of segmentation may require further refinement if this is a metric
that the City wishes to track. For instance, the proposed 4-tier segmentation
noted above would categorize a global fast-food restaurant like McDonalds in
the same category as a largely local restaurant like Meat & Bread, which has
four locations in Vancouver, one in Calgary, and one in Seattle. Further, there
is the ongoing issue of how to deal with franchise ownership, whereby a
global standardized brand is operated on a franchise basis by a local business
owner.

Note: The City’s development and building permit system may be used to ‘flag’
where changes have occurred year-to-year, once a base data set is established.
However, permits would not be useful for flagging where a tenant has moved
out and a space has become vacant.
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7.7 COLLECTING BUSINESS INVENTORY DATA

Questions and Methods

The question of “how” to collect and maintain a new dataset of this nature, and
the extent of coverage, is one that will require further discussion in a future
phase of work. It may also require partnership with other organizations,
depending on alignment of interests and required resources.

Our preliminary research suggests that the following will be important
considerations when planning the “how” around data collection and data
management:

1. Clarity of Critical Questions: what questions does the city want to
answer using this new database? What questions might it want to
answer in the future? What are the “must haves” vs. “nice to haves”,
and what resources will be required?

* Having clarity on the questions, and the potential initiatives the
data can support, is a critical first step as this will inform both the
“what” and the “how” for collection and data management.

* For example: should the dataset be limited to the changing nature
of commercial / retail /food and beverage mix? Or, must the data be
able to answer broader questions pertaining to changing activities
in neighbourhood commercial precincts more broadly? This type of
question will determine what variables should be included or
excluded in the inventory, and the extent of resources required to
both build and maintain the datasets.

* Is ‘independent vs. chain’ as defined in this document a data set
that is still desirable for long-term tracking? Is there additional
nuance to the definition that should be applied for it to be
meaningful (e.g. separation of ‘one-off’ businesses in to their own
category of ‘micro-scale’ independents)?

2. Method for Collection: a data set designed to track business counts, floor

areas, vacancies, and business categories across the city over time will

require an annual field survey. The details of how such a survey is carried

out (including by whom, how often, with what supports etc.) and how the

data is updated and maintained, will need to be explored and agreed

upon. Key topics for further exploration include:

Precise variables to collect.

Dedicated staff requirements.

Seasonal staff requirements.

Timing for hiring, training, data collection, coding, reporting.
Training protocols for both collecting and maintaining the data.
Outside assistance requirements / partnerships (if any).

Comparability and compatibility between regulatory and permitting
needs of the City and standardized economic measurement schemas
like the North American Industry Classification System (NAICS).

Budgetary commitments.

In considering these questions, note that the collection of the data is only one

piece of the puzzle (although it will require significant annual resources). To

maintain an accurate longitudinal data set will also require ‘back-end’

resources pertaining to database management, data cleaning/maintenance,

and linking the database to other city data sets.
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7.8 BIA LEADERSHIP AND CITY SUPPORT

Engaged leadership from BIAs (both the executive team and the board), with a
high-degree of support from the City, can make a difference in the health and
trajectory of a commercial precinct. Depending on financial and staff capacity,
BIA leadership can fulfill the following roles:

® Vision: creating unity and shared vision amongst businesses, property
owners and leasing agents, and coordinating efforts to meet that vision. This
may include coordinated operating hours, targeted leasing programs, or
other means to promote cross-shopping. A part of building buy-in for a
vision is ensuring that major landlords and anchors are on-side. This
requires open lines of communication, which may require City support.

® Advocacy: advocate on behalf of business owners and operators.

® Partnerships: build partnership between the local businesses, community
groups, customers, and landlords to gain buy-in around vision, and to
collectively advocate on critical issues.

® Targeted Leasing: the BIA, with support from outside experts, can work with
local landlords and brokers to shape the business mix and reduce leasing
risk by building a collective understanding of target business categories, or
specific businesses, that will work well in the area.

® Business Education: the BIA can work with the City and outside expertise to
assist small businesses improve their business plans and business
operations.

®  Public Realm: BIAs coordinate public realm improvements such as cleaning,
landscaping and other measures that improve the look and feel of the area.

Knowledge Collection: BIA leadership is on the front lines, and must
maintain open and frequent lines of communication with the major
activity generators and landlords in a business district. Taking the pulse of
the area is critical to understanding vision, goals, plans, and for crafting
opportunities for partnerships. Depending on capacity, BIA leadership
may require City support in this knowledge collection.

Knowledge Transfer: on-the-ground knowledge should be conveyed back
to City staff, and between BIAs, in a standard and consistent manner. This
may involve an annual survey filled out and returned by each BIA to the
City BIA liaison. This would ensure that critical on-the-ground knowledge
is transferred to the City in a consistent manner.

Governance and Transparency: transparency in BIA goals, governance and

operations are instrumental in building trust amongst BIA members.

Consideration should be given by BIA leadership and City staff to jointly
hosting additional (and possibly regular) community roundtables. Done
well, a roundtable is a useful means to gain insights into issues faced by
each area.

® Be held outside of normal business hours.
® Include provision for translation services.

®* Involve active recruitment to ensure business and cultural
representativeness and diversity.

® Include embedded expertise from commercial leasing and
property management.

systems

MARKETING INC.|

Andrew Yan LIVEABLE CITY
Consulting PLANNING LTD.



7.9 LEVERAGE OTHER CITY DATA SETS

There are many qualitative indicators of health and vitality, the relative
importance of which will inevitably vary from area to area. Further, there are a
range of metrics that could be attached to many of these indicators, which will
require further exploration.

For instance, evaluation of the ‘experience of place’” may leverage existing city
data sets such as:

® Streettrees

® Density of street intersections

*  Graffiti

® Right-of-way widths

® Bikeways

®  Public Art

There will also be opportunities to utilize other city data that is currently
collected and tracked to evaluate year-over-year changes in property valuation
and property taxation.

Other data sources, such as BC Assessment, will be able to provide insights
around building age, and potential linkages between age of building and
different tenant types.

Census data will be able to provide insights on the changing nature of the
surrounding neighbourhoods in terms of population, households, and income
levels.

Between these City and non-City datasets, a number of further advanced
techniques in analysis could be insightful. These may include:

® Retail diversity measures
® Correlation and regression analysis

® Further geospatial analytics

ASSOCIATES
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Local shopping area health and vitality is a critical issue for the future of the
City’s livability, character, culture and other objectives.

As presented earlier in this document, research suggests that independent
businesses tend to have greater local economic multipliers (direct and
indirect) than larger chain business.

Monitoring LSA health and vitality requires tracking of many attributes on an
annual basis. The core quantitative attributesto track annually are:

o Vacancy, change in tenant mix, change to anchor tenant status.
o Property value change (compared to City average).

o Property tax change (comparedto inflation).

Tracking changes to ownership may also be useful, as this could provide early
indications of intent to redevelop, which will have implications for building re-
investment and lease terms for current / prospective tenants.

Metrics for measuring health and vitality must, to some extent, be customized
or weighted to reflect the current conditions and specific neighbourhood
roles and goals.

Tracking the nature of change long-term will require that the City create a
database to track vacancy, tenant mix, business counts / sizes and business
categories. The geographic extent of the database, and the specifics around
what to collect and how to collect it, will need to be finalized in a future work
phase.

When designing the protocols for setting up a new data collection /
maintenance process, be clear on the questions before designing a new
database collection protocol.

Identify partnership agencies (e.g. post-secondary institutions).

7.10 KEY TAKE-AWAYS FOR TRACKING CHANGE AND MONITORING HEALTH / VITALITY

Engaged leadership from both the BIAs and the City will be
important for both monitoring and supporting long-term health
and vitality of precincts.

BIA leadership, with support from the City, can support in many
ways including:
o Creating a shared vision for the areas.

o Advocating on behalf of businesses.

o Establishing partnerships between businesses, the community,
customers, and landlords.

o Targeted leasing programs.

o Business education.

o Publicrealm enhancement.

o Knowledge collection and transfer.

o Partnerships with the City to have input on the built form of new

developments.

BIAs take the pulse of the local shopping areas. Having each BIA
complete an annual questionnaire is one way to ensure that on-
the-ground knowledge is communicated back to the City in a
consistent manner.

The opportunity to continue with community roundtables should
be explored. Any future roundtables will need to find ways to
overcome barriers to attendance, such as time of day and
language.

Multilingual and ethnoculturally sensitive qualitative and
quantitative data collection is also highly recommended.

° Budget for both data collection and management.
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8.1 CHALLENGES AND CHANGE DRIVERS

Vancouver’s local shopping areas are facing a variety of challenges, as

identified through both the data analysis and the engagement undertaken

through both surveys and roundtable events. Those challenges and ‘change

drivers’ can be organized and summarized in the following categories:

1.
2.

ASSOCIATES

Increasing Property Tax Load

Deteriorating Experience of Place

Land Use Regulations and Permitting Requirements
Employment Recruitment, Retention and Labour Costs
Real Estate Conditionsand Lease Terms

New Competition and Changing Trade Areas

Variable Capacity and Expertise

Other Challenges

Escalating property taxes based on unrealized highest and best use
presents small businesses with significant financial challenges. While the
City is addressing the property tax burden through shifts in the mill rate
from Commercial to Residential land uses, the BC Assessment basis for
property valuation has ultimately driven unsustainable property tax
increases on local businesses in the face of rising land and potential
property development values.

Triple net leases are the industry norm across Canada, and these
contracts place the responsibility of paying property taxes (plus
insurance and maintenance) on the business owner. While this is not
necessarily a problem in many cases, it can (and has) proven problematic
for businesses when property tax increases outpace business’ ability to
grow sales or otherwise respond.

Throughout the roundtables, many business owners expressed concern
with the combination of rising property taxes and a perceived decrease
in ‘value for money’ for City services. Many members report fewer City
services and a downloading of costs such as waste collection and
security, all in the face of rising tax bills.

Commercial property taxes operate within the context of a wider
universe of business taxation. While property taxes escalate for many,
there have also been significant increases in taxation and policy cost
from other sources including:

o Federal small business tax changes..
o BC minimum wage increases.

o Downloading of MSP premiums to employers with payrolls exceeding
$500,000.

o Rising Metro Vancouver regional DCCs and parking taxes.

Many business owners have described this situation as “death by a
thousand cuts.” Some owners report that gains in sales are outpaced by
the rising costs of operating their businesses.

The City has a role in engaging senior government to educate policy
makers on the impacts of taxation and the interest of local shopping and
services which support walkable neighbourhoods. At the time of writing,
the BC Government had not yet responded regarding the UBCM motion
to create a commercial sub-class for unbuilt development potential.
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8.1 CHALLENGES AND CHANGE DRIVERS

2. Deteriorating Experience of Place

® While senior government has a role in addressing these crises (notably

® A clean, attractive and safe public realm is critical for supporting a ) . )
P bp g housing and mental health response), the City can, on a practical level,

successful retail environment. This can help to attract locals to shop and . ) ) .
focus on daily maintenance and cleaning of the public realm as a way to

recreate in the area (versus leaving to another area). It can also help ) .
create and enforce reasonable norms around use of public space, while

position a commercial district as a destination for those beyond the L , o
maintaining everyone’s basic rights.

neighbourhood.

® Many businesses seek some form of pragmatic, integrated local

° Th t advant f local shopping street the rising tide of
© great advantage of focal snopping streets over the rising tioe o shopping area service from the City that could partner on daily street

online shopping is direct contact with the customer and the attraction of . - . ) .
maintenance, policing and social services. A coordinated approach

a pleasant walk along a tree-lined street with a variety of goods and L, . . .
focused on the city’s most important public space — the local shopping

services. The City’s primary role in shopping areas is to keep streets
ysp Y PPINg P ’ streets — could hold some promise.

sidewalks and alleys (i.e. the public realm) in the best condition possible.

®* Vancouver has particular challenges with maintaining a high-quality
experience of place. Our society’s mental health, addiction and
homelessness crises are complex, multi-faceted issues that affect people
across the city and region, and they play out and generate profound
impacts on storefront retail and services. When the front door of one’s
shop is blocked by somebody sleeping rough, is littered with needles and
drug paraphernalia, or is contaminated by human waste, there is an
undeniable impact on the curb appeal of one’s business and the cost of
opening one’s doors daily. Many business owners and operators report
additional cost burdens of private security, shoplifting and vandalism. In
some BIAs, business operators and customers experience real and
perceived threats to their personal safety.
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8.1 CHALLENGES AND CHANGE DRIVERS

3. Land Use Regulations and Permitting

The impact of land use regulations and permitting processes were noted in
each roundtable event as significant challenges for starting businesses in the
City of Vancouver. These issues were also noted as “significant” or “very
significant” challenges to business viability by 85% of survey respondents.

Some of the specific challenges related to land use regulations and permitting
include:

* Time, Cost, and Complexity of Opening a Business: the time, cost (in
dollars spent and foregone dollars earned) and expertise required to
open a business in Vancouver were cited as being significant problems for
small business. In some cases, a tenant will be required to pay rent during
the permitting process, while earning no income. Brokers and other
roundtable attendees noted cases where the permitting process led to
applicants being financially unable to open their business, or put them in
a situation where their ability to absorb early year business ‘growing
pains’ was severely constrained. Some roundtable attendees suggested
the need for a “small business liaison”, or a “case management” approach
to small business, whereby one City staff member shepherds all aspects
of a business’ opening requirements through municipal process. It was
further suggested that a streamlining and prioritizing of permits for small
business should be a top priority.

Change of Use: protocols around changing an approved land use and
/or building occupancy class was noted as a significant problem, and a
potential cause of long-term vacancy. Costly building upgrades can, at
times, prevent businesses from occupying older commercial space. This
creates a barrier to adaptive re-use and at times it could force property
owners into contemplating an earlier redevelopment of the property
than originally intended. Parking ratio requirements also make it
difficult, and at times impossible, for some uses (which may otherwise
be appropriate from a tenant mix standpoint) to enter unused spaces.

Zoning limiting flexibility to changing commercial environment: in an
environment where the nature of retail and service is changing quickly,
zoning must become more flexible to allow for businesses to experiment
with new strategies. These may include co-location, use combinations
(e.g. manufacturing, sales and entertainment), or offering new and
varied customer experiences. Current commercial zoning and building
code requirements can place restrictions on businesses’ abilities to
experiment and test the market.
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8.1 CHALLENGES AND CHANGE DRIVERS

4. Employment Recruitment, Retention and Labour Costs .

Issues around rising labour costs, commute times for employees and the
inability of employees to live near work, were consistently noted across the
roundtables and in the surveys. Trends with attracting and retaining quality
employees appear to be a growing problem. There are multiple factors driving
the issues with attracting and retaining labour:

® Low and falling unemployment rates: the City of Vancouver, and Metro
Vancouver region, has a broad-based and growing economy, driven by
sectors such as technology, digital entertainment and tourism. The
seasonally adjusted unemployment rate in the region has been steadily
trending downward since 2010, and was at 4.6% as of December 2019
(per Statistics Canada). This can create labour shortages, particularly in
the retail and service sector where compensation levels are typically
lower than other sectors.

® Competition from higher wage industries; in the context of a strong
economy and low unemployment, retail and service industries have
challenges competing for labour. Some roundtable attendees noted the
need to offer higher pay or other perks (e.g a car lease) to retain valuable
employees, this despite its impacts on operating margins.

® High cost of living: high and rising rents in the City of Vancouver are
forcing many lower wage earners to live further afield. This is making it
difficult to retain people over the long-term. Many business owners
reported workers commuting long distances, with long-term retention
prospects diminishing. Businesses that employ only (or predominantly)
family members are more insulated from such turnover.

Rising minimum wage: while rising wages may be beneficial to employees
who are struggling with the cost of living, this is another cost for small
business operators in a long line of costs. Research conducted on the
implications of rising minimum wage on workers, business, consumers and
employment levels, generally finds that increases to minimum wage are
most often passed on or absorbed in the form of higher prices or lower
profits. Much of the literature has focused on the restaurant industry.
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8.1 CHALLENGES AND CHANGE DRIVERS

5. Real Estate Conditions and Lease Terms

There are a number of typical commercial lease terms and clauses that, while a
longstanding part of Canadian commercial leases, can become a challenge to
local shopping areas during periods of significant property appreciation and
redevelopment pressure. This can impact the ability to attract quality tenants
to an area, and may incent business closure or relocation.

Some of the clauses of note are:

® Assignment and Subletting: a clause such as this would either permit or
limit the opportunity for a tenant to sub-let or sell the lease to a new
tenant.

® Option to Renew/Lease Extension: lease renewal clauses typically provide
that a tenant must give notice to renew prior to the negotiation of the
renewal rate for the lease term. During periods of market appreciation in
lease rates, established businesses may be forced to renew at rents that
are unsustainable. This can be particularly onerous where a tenant has
financed improvements, and relocating may force that tenant into a
choice of either spending money to fit out a new space in a more
affordable location, or to renew at the higher rent. Both options may be
financially unsustainable for the business.

® Use Clauses: use clauses may be sufficiently restrictive as to prevent a
tenant from adapting their business in terms of changing trends.

Demolition Clauses: Demolition clauses have long been a standard feature
in North American lease agreements. In an environment of rising property
values, and with potential for redevelopment to “higher and better use”,
landlords are unlikely to waive demolition clauses in leases. In recent
years with the accelerated rate of change, property owners in some areas
have been given an incentive to enforce early termination and demolition
clauses and draft leases with shorter notice periods for early termination,
which makes the tenants’ term uncertain and discourages longer term
tenant prospects. An incentive for enforcement is the presence of new
community plans or visions that have changed the highest and best use of
the commercial properties.

Beyond lease clauses, there are a variety of factors that can lead to a space

being vacant for a long period, and potentially limit the ability for a desired

tenant category from occupying the space. These include:

Problematic adjacent tenancies.

Restrictions around change in use.

Building upgrade requirements.

Deferred maintenance.

Unrealistic landlord expectations on basic rent.

Poor space design / configuration.

History of poor landlord / tenant relations.
Insufficient marketing expertise and leasing exposure.

Parking and access challenges.
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8.1 CHALLENGES AND CHANGE DRIVERS

6. New Competitionand Changing Trade Areas ® If, however, the shift in the competitive landscape has more to do with a
change to core fundamentals, then an area may find itself struggling for a

As the competitive landscape shifts, certain categories will grow and thrive

) . . . . longer period. The main example of this is the emergence or expansion of
while other categories will struggle. However, if the underlying fundamentals gerp P g P

. - . . a competitive retail area, which draws customers away.
of an area are strong, an area will be well-positioned to adjust. Street retail has P Y

always been dynamic and subject to category-specific change driven by natural
business lifecycles. For many categories, the pace of change is now
accelerating. Retail properties and precincts that find themselves over-exposed
to one or more categories that are ‘hit" by changes to the competitive
landscape — such as a shift to e-commerce and ‘click-and-collect’ shopping —
may find themselves going through more intense periods of adjustment in
which vacancies spike.

Fundamentals to keep in mind are:

o Asupportiveregulatory framework, including fair and predictable taxation.
o Ahealthy and growing trade area.

o Ahigh quality of place.

o Desirable building stock.

o Easily accessible.

o Compelling and shared vision.

o Cooperative landlords.

o Engagedand proactive leadership.

Andrew Yan LIVEABLE CITY
Consulting PLANNING LTD.
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8.1 CHALLENGES AND CHANGE DRIVERS

7. Variable Capacity and Expertise
BIAs have varying capacity in terms of funds and staffing, and thus varying ability to conduct research and engage actively with the business owners,
operators and landlords in their respective shopping areas (see section 7.9).

A multi-year coordinated effort is needed to build databases of valuable information (taxes, rents, vacancies, tenant mix, turnover, trade area dynamics etc.),
and to build a coordinated, responsive vision and merchandising strategy.

8. OtherChallengesand Change Drivers

Technological changes pose both challenges and opportunities. While much has been made of the disruptive nature of online retailing and its implications in
the bricks-and-mortar retail sphere, online technologies for food delivery are in many cases extending the trade areas, and in some cases the business
viability, of restaurants. This has long-term implications for restaurant space needs, as well as locational criteria.

With Vancouver’s status as a “gateway” city, immigrant entrepreneurship in the form of small business can be a powerful vehicle for upward economic
mobility and integration. However, barriers to learning about financing, local business practices, and navigating through the various regulatory regimes can
be obstacles for starting, maintaining and growing a small business in the city.

URBAN‘ LEE & Andrew Yan LIVEABLE CITY
ASSOCIATES
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9.1 CONCLUSIONS

Conclusions (Section 9.1) and Next Steps (9.2) are grouped into the following broad
categories, generally aligning with the central questions presented in the Introduction:

1. Changes: What has the analysis of available data revealed around key changes that
have occurred in the last 10+ years in six Study areas?

2. Challenges: What are key challenges (i.e. identified issues and change drivers),
both overall and by Study area, including interrelationships between factors?

3. Ingredients: What are the fundamental ingredients for LSA health and vitality, and
how might the City both monitor and support business vitality and resiliency going
forward?

Chains, Independents and Change by Category

® Across all six Study areas and combining all retail categories, we see that change
between base year(s) and 2019 showed a decline in the number of independent
businesses, an increase in the number of chain businesses, and an increase in
vacancy.

® The story of change is not one-to-one replacement of independents by chains. For
each additional chain business between base year(s) and 2019, there was a
decrease of 2.6 independent businesses.

® Across all Study areas (individually and combined) there was an increase in
vacancy. There are 51 more vacant units (+58%) in 2019 than in the respective
base years.

® To fully understand change over time in business counts and vacancy, these must
be considered by retail category.

O The analysis looked at retail by detailed category (see Appendix B),

amalgamated into six category ‘clusters’ (see Section 2.1, and 5.11).
I m——

o Amidst an overall 7% decrease in the number of active businesses,
there was an increase in the absolute number of Food & Beverage
establishments (+50, or 16% increase).

o There was relative stability in the Convenience Goods category
cluster (-9 businesses, or 2% decrease).

o There was a more substantial decrease in the Comparison Goods
category cluster (-112 businesses, or 30% decrease).

o There was a significant increase in vacant storefronts, including units
under construction (+51, or 58% increase).

Ownership

* Between 2012 and 2019 there was a notable increase in the number
of properties owned by development groups and numbered
corporations, and a decrease in the number of properties owned by
individuals. This may be a signal of future redevelopment, as well as
an increase in the sophistication of commercial property ownership.

Commercial Property Taxes

* There were increases in commercial property taxes for all Study areas
between 2012 and 2019; however, the average annualized increase
varied considerably area to area, from a low of 2% in South Granville,
to a high of nearly 9% in Marpole.

* Note that South Granville rents and property assessments are
historically higher compared to other LSAs.

Rents

* Data on actual rents paid by commercial tenants (versus asking rents
for vacant space) proved difficult to collect, and only small samples
were obtained through interviews and surveys.
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9.1 CONCLUSIONS

o One notable item is that multiple survey respondents indicated that basic
rents charged to tenants have not moved much in recent years due to
significant increases in additional rent burdens (including property taxes). In
some cases, property owners have reportedly reduced basic rents to retain
tenants. Again, this information is based on limited and small sample sizes
and anecdotal evidence.

Changes: Differences between Study Areas

Chains, Independents and Vacancies

URBAN

In 5 of the 6 Study areas (all but Marpole), there was a decrease in the proportion
of independent businesses between base survey year(s) and 2019.

In 4 of the 6 Study areas (all but Marpole and Hastings North) there was an
increase in the proportion of chain businesses between base survey year(s) and
2019.

In 1 of the 6 Study areas (Marpole) there was in increase in the proportion of
independents and a decrease in the proportion of chains between the base survey
year and 2019.

In 1 of the 6 Study areas (Hastings North) there was a slight decrease in
independents, but also a slight decrease in chains between base survey year and
2019.

In all Study areas, there were increases in vacancies.

* The area with a decrease of both chains and independents as proportions of
total saw vacancy increase from 9% to 12%.

* The area that saw the most significant drop in independents and most
substantial increase in chains (S. Granville) also saw the largest spike in
vacancy (4% to 13%).

* Increasing vacancy is an issue of varying significance area to area. It is a
complex phenomenon driven by many factors, and there should be
acknowledgment of the difference between cyclical vacancy (a function
of business cycles and churn) and structural vacancy (which may signal
more pervasive issues). As we only have two points in time in the
available data, and an inconsistent base year area-to-area, it is not
possible for this Study to conclude which types of vacancies are
documented from one area to the next.

* Tracking vacancy, and the length of time spaces are vacant, will be an
important metric going forward, and should be updated annually.

Commercial Property Taxes

* All Study areas saw increases in commercial property taxes, but this
was more prominent in some areas than others.

* The median commercial property tax increases between 2012
and 2019 were highest in Hastings North and Marpole (32% and
31%), and lowest in South Granville and West Broadway (7% and
16%).

LEE &
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9.1 CONCLUSIONS

Challenges and Change Drivers
Business Roundtables

Through the roundtable discussions, commonalities were identified around
“drivers of change” and challenges for businesses. The ‘top issues” were as
follows:

* Issue #1: the ‘number one’ Roundtable discussion issue (cited by 33% of
participants) was the increasing commercial property tax burden.

° Issue #2: the second most important issue (top issue for 17% of
participants) related to public order and the public realm. Participants
shared significant concerns about real and perceived safety for
customers and staff, and cleanliness and upkeep of the public realm —
much of which is related to growing issues of homelessness and
addiction that continue to challenge the City of Vancouver.

* |ssue #3: looking at ‘top 3’ issues cited by roundtable participants,
concerns around safety, cleanliness and maintenance of the public realm
rise to the top (i.e. 23% of respondents identified these as “Top 1, 2 or 3”
issues). This was followed by property taxes (21%) and access / parking
(17%).

Business Surveys
* Business surveys did not generate sufficient response rates from

individual study areas to draw meaningful area-specific conclusions, but
taken together they provide good directional indicators.

* The ‘significant’ or ‘very significant’ challenges to business viability that
were cited most often were (1) City permitting and length of process
(87%); (2) Overhead costs including property taxes (75%); and (3) Rent
(75%).

Landlord / Broker Surveys

Landlord and broker surveys cited property taxes (87%), permitting (85%) and

transportation / parking (82%) as the ‘top 3" issues for LSA viability.

Most landlords with knowledge of tenant profits reported a decrease in profits

in the last 2-5 years.

Landlords identified the following key issues that the City must address to

better support LSAs:

Continue advocating for split assessment and a commercial rate sub-
class.

Provide more direct support to small business, including faster
permitting.

Improve the cleanliness and appeal of the public realm.

Overhaul commercial zoning, with less emphasis on use regulations, and
introduction of more flexibility.

Accelerate rezoning and approvals process to allow faster growth of
housing near shopping areas.

ASSOCIATES
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9.1 CONCLUSIONS

Key Observations

* Drivers of change, and how they impact LSAs, need to be considered by business
category.

o Businesses in different categories each have their own unique locational, space
and layout requirements, and different abilities to pay rent. Some categories like
personal services, grocery stores and cafes, will likely be more resilient amidst
broader trends in the retail landscape such as an accelerating shift to e-commerce.

o Convenience-type retailers and restaurants that largely draw on neighbourhood
traffic (i.e. grocery stores, pharmacies, liquor stores, cafes, bars) may be more
resilient, provided they are adaptable to trends such as takeout/delivery and
curbside pickup.

o Comparison goods retailers, particularly those in sectors most exposed to e-
commerce such as electronics, homewares, furniture and apparel, face challenges
in adapting their business models in the face of e-commerce and repositioning
their bricks-and-mortar stores to operate as part of omni-channel customer
fulfillment ecosystems.

* Those LSAs that are most nimble and adaptable, and which have strong fundamentals in
place like a growing local trade area, convenience retail anchors (particularly grocery),
and proactive local business leadership (amongst others as discussed in Section 7) will
be the ones most resilient and adaptable in a fast-changing retail landscape.

* Independent businesses across nearly all categories may be declining in absolute
numbers and as a proportion of total active storefronts (except Food & Beverage), but
there is a future for independent business in the City’s LSAs. As with any business,
independents that are focused on providing an omni-channel experience, building
strong connections with their customers — in person and online — and which are in LSAs
that are generally proactive in their approach to merchandising strategy, will be more
likely to succeed.

Overall, the differences and commonalities in terms of change over

time by area, and the main issues reported by business owners and
landlords (per roundtables and surveys), tell us that:

o There is a common ‘basket’ of issues, but rankings of

importance differ by area.

o Business fundamentals, and responses to change, vary by

category, and the key is to create preconditions for private

sector adaptability in the face of macro changes. These include:

Strong local trade areas from which to draw customers.

Supports to help businesses adopt digital platforms for
sales and distribution.

Streamlined, transparent and nimble City regulations and
processes for business start-up, changes of use, and
adapting business models to respond to changing
customer demands.

Predictable costs, most importantly basic and additional
rents, but also staffing and merchandising.

City investments in the public realm — cleanliness, design,
placemaking, safety.

Strong local level leadership to help existing tenants
navigate change, and to attract new tenants.

While this report did not explore the demographics of each LSA

trade area and their possible relationship to LSA health / vitality and

change, we speculate that there are relationships worth further
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9.1 CONCLUSIONS

Ingredients for Local Shopping Area Health and Vitality

Based on the data gathered and analysed in this Study, combined with the
collective experience of the consulting team, the following fundamental
ingredients for creating preconditions for healthy, resilient LSAs were
identified:

Fairand Predictable Rents and Taxes

* Basic rents vary by use and location, and are also related to other factors
like visibility, proximity to anchor tenants and types of space. Achievable
rents will vary substantially.

* Predictable property taxes and overhead costs are fundamental to any
business plan. An environment where major components of rent shift
considerably over short periods of time can be highly problematic for
business sustainability, or for the ability to attract new businesses to a
shopping area.

Strong Leadership, with Cooperation and Coordination

* LSAs are challenged to manage the mix of tenants and their respective
merchandising strategies due to the fragmented nature of property
ownership and many separate (and not always aligned) interest groups,
including property owners, tenants / leasing agents, and the City’s
numerous departments and political leadership. Such fragmentation can
be a barrier to creating an aligned vision and approach for an area.

* Self-organization and proactive coordination are required for long-term
area success. A cornerstone of success for LSAs is the ability of all parties
with vested interests to find means to cooperate and coordinate their
activities to the benefit of the overall area.

A strong foundation for collaboration exists through the BIA Partnership, the
umbrella organization of Vancouver’s BlAs. This collaboration could be
expanded in a number of ways, and will vary by area:

* Keeping up-to-date on the status and plans of major anchor uses (retail
and non-retail).

* Keeping in frequent contact with key landlords.
* Defining roles for stakeholders
e Tracking reasons for business closures / relocations

These and other discussions can help to achieve a coherent and shared
vision and strategy for merchandising and overall viability. It may also
include further (and regular) consultation with business owners, and
consistent reporting of emerging issues back to the City.

Strong, Well-Located Anchors and Complementary Tenant Mix

Local Shopping Areas work best when they are well-anchored by strong
businesses, business clusters and / or non-commercial uses that have a large
and consistent customer draw.

Grocery stores are the most common and most important anchor tenant for
LSAs. Other important anchors are clusters of related stores or restaurants,
larger general merchandisers, and non-commercial uses like community
centres, libraries and schools.

Successful neighbourhood commercial areas have complementary tenant
mixes of shops and services that are aligned with the local customer base.
Resilient LSAs provide variety to attract local patrons, facilitate one-stop
shopping for day-to-day needs, provide gathering opportunities, and adapt
as areas change.
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9.1 CONCLUSIONS

Each commercial area has its own dynamics and unique character. In
general, a healthy mix will include (a) retailers and services aligned with
resident and local area worker needs, and (b) personal services, food &

beverage and recreation / entertainment options.

Both chain and independent businesses can form part of a healthy mix.
Oftentimes, chains can perform an anchoring role.

The loss of an anchor, or anchor relocations to another sub-area within an
LSA, can have significant impacts on the success of other businesses in the
shopping area. Best practices suggest that self-organizing LSAs must pay
close attention to health, performance and longer-term strategy discussions
of local anchors, and to move quickly to find new anchors if one moves (or
indicates pending intent to move).

Consistent and Robust Investmentsin Public Order, Cleanliness and Safety

A clean, safe and friendly public realm is a critical prerequisite for the
success of LSAs. Achieving this requires coordinated efforts between the
City, businesses, property owners and BIAs.

Vancouver grapples with serious challenges around mental health, addiction
and homelessness. In all of the roundtable discussions, these issues were
identified as growing concerns (in some areas more than others) which
collectively impact local streets and local retail.

The manifestation of these social issues emerge in a variety of ways
including public disorder, shoplifting and property crime, and real and
perceived threats to the safety of patrons and staff. Local retail is on the
front lines of many of these challenges.

Strong Guidelines on Retail Designand Programming

In terms of retail design and area programming, successful LSAs have:
o A concentration of storefronts in a compact, contiguous layout.
o A mix of smaller and larger stores, catering to different business types.

o Buildings designed for adaptability and convertibility, in a mix of styles
and sizes.

o Buildings designed with transparency and accessibility to the public
realm.

o Permanent and seasonal public realm programming, helping to both
draw and retain patrons.

Multi-Modal Transportation Investments and Access

Shopping areas that offer ease of access for multiple modes will have
greater long-term success and resiliency. This includes: walking / rolling,
transit, cycling, goods movement (including curb management for pickups
and drop-offs), cars and parking (both on and off-street).
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9.1 CONCLUSIONS

Growing and Dynamic Neighbourhoods .

* Preliminary observations were made in this study that LSAs with <40
residents per hectare in the approximately 15-minute walkshed (or 1
kilometre around the LSAs) were more likely to have ‘red flags’ for health
and vitality. This population threshold, and its relationship to other variables
such as employment, incomes and ethnocultural factors, will need to be
explored in more detail.

* Generally speaking, neighbourhood infill and densification can bring new
people to neighbourhoods, which will inevitably benefit local retail viability
and help to achieve other short and long-term City objectives.

Supportive Policy Framework

Building Code: the VBBL has complicated small business re-use and change
of occupancy requirements for older (i.e. more affordable) buildings.
Relatively modest proposed changes can trigger bylaw requirements for
upgrades since the bylaw has expanded its focus over time. A “test of
reasonableness” in the application of code upgrades on changes of use
could go a long way to assisting with short-term reuse of buildings, and to
the viability of start-ups.

Permitting: a simplified and expedited permitting process is needed. Small
business support mechanisms, allowing for a one-stop centralized point of
information and assistance related to all matters of business opening,
expansion or relocation, would be very helpful.

Final Take-Aways

* To achieve long-term LSA success, there must be a supportive local and
provincial policy framework in place.

The consulting team has prepared brief snapshots of key take-aways on the

drivers of change, key issues, and high-level recommendations for each of the
* Commercial Property Taxes: fair and predictable for commercial six Study areas. These are presented in AppendixC.

businesses, in which they are not carrying the burden of property tax
on unrealized development potential.

* Zoning: supportive zoning and land use regulations that allow a wide
range of permanent and temporary uses. This will become increasingly
important as retail / commercial environments evolve and the need to
constantly adapt and experiment with new concepts becomes even
more fundamental to survival. Use regulation to encourage desired
changes, as well as to discourage unwanted uses.
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9.2 NEXT STEPS

Following are the consulting team’s recommended next steps for the City to .
consider.

Continue Work on Fair Property Taxation

® Continue work with the Province to pass legislation creating split property .
assessments for calculating commercial property taxes.

® Institute a new commercial sub-class (when available) for application to the
development potential portion of the split assessment.

®*  Work with stakeholders to ensure a new commercial sub-class is fair and
effective in terms of: (a) eligibility requirements; (b) duration of tax relief;
and (c) tax rate

A custom built-to-purpose (and regularly updated) retail inventory
database is critical. The City should not rely on third-party ‘black box’
‘databases for this purpose. The City may consider building upon CMI data
collection protocols.

Clarity should be established on what data to include as the inventory is
built, whether data collection should be phased (i.e. select areas updated
on a staggered basis), and how the data should be coded (e.g. CMI coding,
NAICS coding, combinations, and other categories or groupings).

Be clear about the requirements (staff, costs, time) for not only collecting
data, but keeping it updated and integrating it with other data.

Further Engagement and Health Tracking

Develop Clear Data Collection Protocols

® Work across departments to create a refined, effective and useful °
framework for the city’s commercial precinct hierarchy / typologies.

® Using this report as a starting point, continue the work of identifying what
key data the City wishes to collect and track over time, noting that effective
problem / question definition will directly inform data collection and °
tracking protocols. At a minimum, core quantitative attributes that should
be tracked at a consistent frequency are: (1) vacancy; (2) commercial
property taxes; (3) presence / loss of anchors (retail and non-retail).

® Tracking changes to property ownership and developing a better
understanding of relationships between ownership change and vacancy,
will also be important.

® Other attributes of health and vitality may also be monitored but will likely
require more dialogue and collaboration for effective assessment. This may
not be feasible on an annual basis.

Explore opportunities for more regular check-ins with the local business
community in each precinct, possibly through additional roundtables.
Ensure that these include dominant business categories and all key
stakeholders.

Gauge the pulse of each commercial precinct regularly through
questionnaires of both active businesses, and those about to close (see
‘exit interviews’ on page 238 for further detail).

Track the health and vitality of each commercial precinct, using a report
card tool like the one presented in this report. Due to the subjectivity of
some of the measures, this will likely require further collaboration across
departments to set appropriate metrics / thresholds.

Liaise with BIAs, tenants and landlords. Given the variability of capacity
across BIAs, the City’s role here will be important. Key issues will change
over time, and issues will vary by area. This should inform how data
collection evolves.
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9.2 NEXT STEPS

Clear and Consistent Tracking of Local Area Health by BIA Leadership

With the acknowledgement that BIA capacity can vary significantly between
areas, each BIA’s leadership should be coordinating closely with the City’s BIA

Program team to engage in the following tasks as part of their core work

programs:

ASSOCIATES

systems T M

Maintain ongoing communication with the retail grocery anchor(s)
or equivalent within their respective areas.

Maintain ongoing communication / engagement with landlords /
property owners within their respective areas.*

Monitor vacancy and regularly evaluate the business mix within
their respective areas.

Keep up-to-date on the dominant categories in respective shopping
areas, both in terms of store counts and floor areas.

Assess the BIA Board composition to identify which businesses /
business categories are represented, which are not represented,
and how that representation aligns with the dominant categories in
the area.

O If dominant categories are not sufficiently represented, ensure
that there are outreach protocols in place to obtain insights /
feedback from those unrepresented or underrepresented
categories.

When businesses close, or are about to close, each BIA’s leadership
should conduct ‘exit interviews’ with those businesses. Information
gathered on the reasons for closure may shed light on areas for BIA
or City intervention.

O With input from the BIAs, the City should prepare a
standardized list of questions to guide the exit interviews. This
will ensure that there is consistency in the type and format of
data collected from area to area.

Each BIA should ensure that it has up-to-date contact information
for both businesses and property owners in their jurisdiction. This

must include names and email addresses.

BIA leadership must keep up-to-date on: (a) new proposed
development projects and land transactions in their area; (b) city-
wide planning; (c) relevant neighbourhood-level planning work; and
(d) the active uses and vacancies in their respective areas.

*Note that presently there are significant gaps in
contact information (i.e. emails, phone numbers) for
property owners in the BIAs.
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9.2 NEXT STEPS

Examine Building Code Requirements

® Atest of reasonableness in the application of code upgrades would assist short-
term application of existing retail stock for buildings nearing end of their life.

® Based on conversations between consulting team members and senior City
planning staff over the past decade, it has been suggested that in years past,
the chief building official had more discretion on approving changes of use and
re-use for older buildings. A political decision would be needed to amend the
VBBL to create codified discretion.

Streamline Approvals
® Animproved permitting process should be a top City priority.

® Provide a simplified route for small business to navigate City processes and
requirements. This could include:

o A small business ombudsperson within Development Services to help resolve
issues and facilitate application review and approval.

o Some form of small business administration that is explicitly designed to help
small business.

Zoning Flexibility

® Zoning in local shopping areas must be made more flexible to accommodate the
rapidly changing nature of retail and service commercial uses.

®  Provision must be made for combination businesses, co-location and non-
traditional uses. The principal use may not always be retail, and may not be a
single tenant. Flexibility will be critical for leasing space, meeting changing
consumer needs, and ensuring that areas remain viable and competitive.

® Provisions must also be made to support short-term use by various entities (e.g.
pop-up businesses, art/cultural space), particularly in older structures before
they are demolished for new projects.

Safety and Placemaking

® Continue work to address homelessness and drug crises, which have a
profound impact on storefront retail and services.

® Increase municipal investment in maintenance and cleanliness of roads,
alleyways, medians and sidewalks, including management of litter in the
public realm.

® Explore opportunities for an integrated local shopping area service point
person that can coordinate effective responses around issues of public
realm cleanliness, maintenance and social services.

® Placemaking is a key toolkit available to the City and its BIAs, and needs to
be used effectively to support business, community and the experiential
economy. Collaborative efforts are needed to provide effective, year-
round programing and infrastructure.

Design for Adaptability and Convertibility

® There is an extensive literature on successful design principles for street
retail environments, including design of building facades, design / layout
of building interiors, and the interface between buildings and the public
realm. The City of Toronto’s recently released “Retail Design Manual,”
drawn upon by the consulting team in this report, is an excellent resource.
This resource should be reviewed by City staff, and the City should
determine if these types of guidelines are appropriate for Vancouver. A
similar document for Vancouver, or as a collaborative undertaking of
Vancouver and its neighbouring municipalities, may be warranted.

® New commercial units must be designed to allow for the unique
requirements of different types of businesses, and to be responsive to the
inevitability of business turnover and changing needs. Spaces should be
designed such that they are conducive to occupancy by independent
businesses. This includes the ability to demise spaces into smaller units.

URBAN‘ LEE& @\ Andrew Yan LIVEABLE CITY
. FOMNERGLAL Consulting PLANNING LTD.
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9.2 NEXT STEPS

Frequent check-ins on area health and vitality, including potential emerging

issues, must be conducted by the City in collaboration with the BlAs. Part of

® There are shared roles and responsibilities for many parties in ensuring this process should involve an annual questionnaire for BIA leadership,
long-term health and resiliency of local shopping areas. These include documenting the key issues / observations in a consistent manner, and
roles for the City, BIA leadership, local businesses, landlords, and leasing  conveying this information to the City. This may help flag early warning signs
agents. of trouble before they fully emerge, allowing for interventions to be

® Local businesses and commercial property owners should be well-
represented on each BIA board, and active in BIA deliberations around
shared interests and strategy for tenant retention and recruitment.
Additional outreach needs to be made to those who are not active BIA
participants.

® Each shopping precinct should have a coherent, shared vision for what it
wants to be, and an actionable merchandising strategy to pursue this
vision, with buy-in from all parties including property owners.
Development of this type of strategy requires:

o Research to understand both limitations and opportunities as they relate
to merchandising mix. This will require City support given variable BIA
capacity. Support may include funding for consulting services, owner
outreach, strategy development, and other initiatives at BIA discretion.

o Data on vacancies, merchandise mix, trade area growth / spending, lease
rates, foot traffic, and other data sought by prospective tenants.

o Buy-in from all parties on the vision and merchandising strategy, allowing
for active tenant attraction and retention programs/ strategies.

o Open communication between BIAs (with City support as required) and
major property owners + anchor tenants (commercial and non- °
commercial).

developed. This also gives BIA leadership (and membership) opportunities to
have more open lines of communication, both within the BIA (i.e. with
landlords, anchor tenants), and with the City, and over time to build BIA
capacity where needed.

Establish better coordination and understanding of outside resources
that can be deployed to assist small businesses. This may include the
Province, post-secondary institutions, business support organizations,
and consultants.

Explore the idea of a small business ombudsperson, or some other one-
stop point of contact to assist small businesses navigate City process. This
may take the form of a small business administration entity that is
designed to help business through the process. Examples of such an
entity exist in other cities, including New York and San Francisco.

A small business support centre may also help businesses around issues
like financing, by connecting businesses with lenders.

Explore the idea of business relocation assistance.

Explore the viability and applicability of something like the Toronto
Innovation Fund, a city grant program that provides funding to BIAs to
test “innovative and creative solutions to BIA issues.”

systems
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APPENDIX A — ASSUMPTIONS AND LIMITING CONDITIONS




APPENDIX A: ASSUMPTIONS & LIMITING CONDITIONS

1. Municipal and Other Data Limitations

Currently there is no source of comprehensive municipal data that accurately tracks the number of ground floor storefronts, vacancies, vacant frontage, or

floor areas by business category.

Commercial Marketing Inc. (CMI) Inventories: Fortunately, over the last two decades Commercial Marketing Inc. (CMI) has prepared and maintained detailed

inventories of ground floor retail and service uses in many of Vancouver’s local shopping areas. The inventories include street address, business name,

business category, floor space area (for some areas), and vacancy information for commercial space at grade. The data are the primary source for

longitudinal (change over time) analysis of tenant mix. Each CMI data set has been reviewed for accuracy by the Executive Directors of the respective

Business Improvement Areas (BIAs) in this study. It is worth noting the following regarding the CMI inventories:

O

O

As the inventories were conducted at different times, the data do not provide a consistent baseline across Study areas; and

The inventories are limited to ground-floor premises.

City Business License data was reviewed extensively by the consulting team, but was ultimately not used for this study for the following reasons:

(@]

(@]

Vacancy and Under Construction data is not captured in this data set.

Business license categories are not necessarily business categories but reflect the licensing parameters as listed in the City of Vancouver Licence Bylaw
4450. There are many cases where multiple business licenses are associated with a single storefront location. Due to licensing requirements, uses like
“Apartment House” are also present, as rental apartment operators are required to have business licenses.

There are discrepancies over time in classification of business licenses for the same business. For example, Starbucks’ business license classification
changed from “limited eating establishment” to “Class 1 eatery” between years, but there was no change to the actual business. There were limited
resources to rectify data coding and consistency issues within project scope.

Business license ‘employee count’ data was ultimately not useful for this study, as the definition of “employee” is not specific (e.g. full-time, part-time,
contract, family member), and the level of reporting (and updating) is inconsistent. As a result, no employee/employment data is presented in this report,

|//

and employment counts are not used in the classification of “small” vs. other business types.

Business licence ‘date of business inception” information represented the number of years since inception at that location, not necessarily the date of
inception of the business itself. Date of inception was therefore not useful for this analysis.



APPENDIX A: ASSUMPTIONS & LIMITING CONDITIONS

1. Municipal Data Limitations

City property value and property tax data was extensively reviewed by the consulting team.

Data provided by the City was taken, analysed and summarized largely on an as-is basis, with minimal editing / cleaning to account for extreme data outliers.

The timeframe of study were for the years 2012 and 2019.
The “property value” and “property tax” data sets were used in this analysis, but were subject to the following limitations:
O “Propertyvalues” are defined as the total assessment amount for both land and improvements (buildings) for the years 2012 and 2019.

O “Propertytax” is the total property taxes paid for each parcel in each of the above years.

O The 2012 and 2019 timeframes were selected as those were the first and last years of data available from the City which had comparable and
comprehensive property value and property tax data for each of the study BlAs.

O Property values are extracted from BC Assessment, which represents the “fair market value” for the land and the improvements as of July of the
previous year. For instance, a 2019 property assessment value would reflect the value as of July 1 2018.



APPENDIX A: ASSUMPTIONS & LIMITING CONDITIONS

2. Methodological Limitations
A detailed discussion of the methodologies used in this study is provided in Section 4. Presented here is a synopsis of some key methodological limitations:

Roundtables & Surveys: This study was conducted in two phases (1) quantitative and (2) qualitative. The qualitative phase of this study relies heavily on
information gathered through ‘roundtable’ events held in each of the six BIA Study areas. Each roundtable was attended by local business owners, landlords,
leasing agents and other stakeholders. BIA members were also invited to complete surveys on “drivers of change” for their shopping area and for their
businesses. These primary research approaches provided valuable first-hand information but they are subject to variety of limitations typical of these
methods.

Three particular limitations of the roundtables and surveys are worth noting are:

® Response data veracity — the attendees and their participation in the roundtable were limited to what participants felt comfortable sharing in that

environment at that moment in time, and to who was able to attend on the given day and time. Within current time and response constraints, there is
no way of independently validating the responses that were provided. Individual revenues and profit information as well as experiences in public safety
and disorder are taken as accurate to what the respondents have or are experiencing. While new “big data” methodologies that respect confidentiality
and privacy are possible to provide a level of transparency and accuracy on the quantitative state of neighbourhoods, this project did not have the
resources to utilize these methods.

® Survey and roundtable response bias — there is an inherent response bias for survey returns and roundtable attendees / participation. Responses

biased toward those who were most able and comfortable responding, attending and verbally articulating and writing in English. Non-English
translation services were not available for this study. Some participants were able to bring their own translators. Feedback from the BIA Executive
Directors, and from roundtable participants, indicates that a suitable sampling of each BIA membership’s diversity was not achieved.

® Deeper culturally accessible and in-language outreach and research amongst stakeholders who were unable to attend roundtables or respond to the

surveys is highly recommended for future projects.

These limitations do not necessarily invalidate the responses received. However the reader should be aware that these responses are not necessarily
representative of overall sentiment in any of the Study areas. Roundtable and survey responses remain useful however, in that they provide a direction and
framing of the issues affecting local businesses. They do not necessarily completely represent the unique and tremendous linguistic and cultural diversity that
can be found in the Study areas, but are a useful starting point for understanding local business sentiment.



APPENDIX A: ASSUMPTIONS & LIMITING CONDITIONS

3. BIA Capacity & Engagement

® There is substantial variation across the City’s BlIAs in terms of level of staffing resources. This has an impact on the amount of time any given BIA has to

dedicate to any single initiative.

® This project relied heavily on BIA member engagement and follow-up (particularly to increase online survey responses). Some BIAs delivered strong turnouts

to the Round Tables and higher survey response rates; others delivered relatively fewer attendees and survey responses which impacts the degree to which

the data can be seen to be representative.

® Due to variability in survey responses, data from the surveys is presented largely in an amalgamated format (for all Study areas).

4. General Limitations

® The following general limitations should be kept in mind when reading this document and interpreting the results:

(@)

(@)

The number of Study areas was limited to six BIA retail commercial districts (of 22 BIAs City-wide, plus other non-BIA street retail precincts)

There was a lack of comprehensive longitudinal data on vacancies, business counts, and business sizes. For each Study area, data is compared between two years
(one historical, and a snapshot from 2019). As discussed above, with the exception of property ownership and assessment data, City of Vancouver data for the
intervening periods was not usable for the purposes of this study. For some areas, the period between survey years is substantial (e.g. 2006 to 2019 — 13 years)

While some one-on-one interviews with BIA membership were conducted in the course of study (including start-up meetings with all 6 BIA Executive Directors and
sometimes board members), extensive one-on-one interviews (with translation services) were not possible. Therefore, BIA membership engagement was largely
limited to one roundtable event per BIA (held during a weekday morning in each Study area) and an online survey, with some follow-up interviews with attendees.

Methods of BIA member follow-up regarding the survey were at the discretion of the BIA Executive Directors and subject to resource limitations
All roundtables and surveys were administered in English only

In-depth cleaning / re-coding of City-provided data sets was beyond the scope. These data were used as best as possible within the limitations of the project
scope.

Analytics around causation and correlation were ultimately deemed problematic due to data limitations. This report presents snapshots of what has changed, and
information gleaned from surveys and roundtables on the reasons for change. This is supplemented by insights from members of the consulting team based on
professional experience and more informal gathering of information. Where possible, early insights on correlation / interesting relationships that are emerging
from the data are discussed, and flagged as possible areas for further research.
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APPENDIX B: CLASSIFICATIONS OF COMMERCIAL STOREFRONTS

Historical commercial inventories for ground-floor businesses in each of the 6 Study
areas were prepared by CMI. Each storefront was assigned a CMI ‘Ground Code’ (a
retail coding system developed by CMI), with associated descriptors. The 2019 and
2020 inventories were also assigned CMI Ground Codes and descriptors.

For this study, each storefront inventory record (historical, 2019 and 2020) was
additionally re-coded from CMI to NAICS*. This process was done collaboratively with
City staff. The conversion from CMI to NAICS required some judgement calls, as at
times CMI coding provided a greater amount of business category detail than NAICS
could offer, while at other times CMI codes were ‘coarser’ and therefore could only be
assigned a higher-level NAICS code (e.g. subsector level, rather than industry group or
industry level). As a result, there are instances where the NAICS equivalents for CMI
codes are at the 3, 4, 5 or 6-digit NAICS level. Additionally, In certain cases, a CMI code
corresponded to an amalgam of multiple NAICS codes. In those instances, a single
corresponding NAICS code has been assigned, but with it has been paired a custom
category description. These instances are noted in the pages to follow.

Beyond the CMI and NAICS classifications, additional classifications have been
assigned to each record, allowing for other data retrieval and analysis options. These
additional classification levels are shown in the table below:

Additional Classification 1 Additional Classification 2

Convenience Goods and Services Food Retail

Health and Personal Care
Food Services

Personal Services
Professional Services
Other Services
Comparison Goods Clothing / Accessories Retail
Other Non-Auto Retail

Food & Beverage Food Services
Automotive Goods & Services Auto Retail
Auto Services
Entertainment Amusement, Gaming, Recreation

Vacant Vacant

*What are NAICS Codes?

NAICS (North American Industry Classification System) is a common industry
classification system spanning Canada, the United States and Mexico. NAICS is
revised every 5 years to keep the classification system current with changes to
economic activities. The most recent update occurred in 2017.

NAICS divides the economy into 22 sectors. Industries within these sectors are
grouped according to the production criterion. Four sectors are largely goods-
producing, and sixteen are entirely service-producing industries.

NAICS uses a hierarchical structure, as follows:
e Sector (2-digit code)
e Subsector (3-digit code)
* Industry group (4-digit code
¢ NAICSindustry (5-digit code)
* National Industry (6-digit code)

Three sectors are represented by a range of 2-digit codes. These include
Manufacturing (31-33), Retail Trade (44-45) and Transportation and Warehousing
(48-49).

Example:

Level NAICS Code Title

Sector 44-45 Retail Trade

Subsector 441 Motor Vehicle and Parts
Dealer

Industry Group 4412 Other Motor Vehicle Dealer

NAICS Industry 44122 Motorcycle, Boat and Other
Motor Vehicle Dealers

National Industry 441221 Motorcycle, ATV, and

Personal Watercraft Dealers
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CMI Category

FOOD AND DRUG RETAIL
FOOD AND DRUG RETAIL
FOOD AND DRUG RETAIL
FOOD AND DRUG RETAIL
FOOD AND DRUG RETAIL
FOOD AND DRUG RETAIL
FOOD AND DRUG RETAIL
FOOD AND DRUG RETAIL
FOOD AND DRUG RETAIL
FOOD SERVICE

FOOD SERVICE

FOOD SERVICE

FOOD SERVICE

FOOD SERVICE

FOOD SERVICE

SERVICE

SERVICE

SERVICE

SERVICE

SERVICE

SERVICE

SERVICE

SERVICE

SERVICE

SERVICE

OFFICE/FINANCIAL
OFFICE/FINANCIAL
OFFICE/FINANCIAL
OFFICE/FINANCIAL
OFFICE/FINANCIAL

OFFICE/FINANCIAL
OFFICE/FINANCIAL
GENERAL MERCHANDISE
GENERAL MERCHANDISE
GENERAL MERCHANDISE
GENERAL MERCHANDISE
GENERAL MERCHANDISE
APPAREL AND ACCESSORIES
APPAREL AND ACCESSORIES
APPAREL AND ACCESSORIES

CMI Land Use Description

SUPERMARKET

GROCER/PRODUCE

GROCER SPECIALTY/ETHNIC/CANDY
CONVENIENCE STORE

FISH MARKET

MEAT MARKET

BAKERY

PHARMACY

DRUGSTORE

LICENSED RESTAURANT/PUBS/BAR
FAST FOOD

RESTAURANT / CAFE

RESTAURANT ETHNIC

SPECIALTY COFFEE/TEA

OTHER FOOD RETAIL/CHOCOLATES
BARBER + BEAUTY SALON

TRAVEL AGENCY

VIDEO RENTAL & SALES

SHOE REPAIR

DRY CLEANER/LAUNDRAMAT/TAILOR
PRINTING / COPY
ENTERTAINMENT/THEATRE
FITNESS CENTRE/YOGA/MARTIAL ARTS

VETERINARIAN/PET GROOMING
OTHER/PHYSIO/MASSAGE/LAB/SCHOOL

STREETFRONT MEDICAL/DENTAL/CHIRO.

INSURANCE/REALTOR/INVEST. BROKER
FINANCIAL/BANK/CREDIT UNION
ACCOUNTING/LEGAL/NOTARY
BUSINESS SERVICES

OPTOMETRIST

OTHER

JUNIOR DEPARTMENT STORE
GENERAL STORE

GENERAL STORE ETHNIC
VARIETY/DOLLAR STORE
OTHER

MEN'S APPAREL

MEN'S APPAREL HIGH END
MEN'S APPAREL ETHNIC

NAICS Code NAICS Category

Supermarkets and other grocery (except convenience)

44511 stores
44523 Fruit and Vegetable Markets
44529 Other Specialty Food Stores
44512 Convenience Stores
44522 Fish and seafood markets
44521 Meat markets
445291 Baked Goods Store
44611 Pharmacies and drug stores
44611 Pharmacies and drug stores
72241 Drinking places
722512 Limited service eating places
722512 Limited service eating places
722511 Full service restaurants
722512 Limited service eating places
44529 Other Specialty Food Stores
81211 Hair care and esthetic services
56151 Travel agencies
53228 All other consumer goods rental
81143 Footwear and leather goods repair
81232 Dry cleaning and laundry services
32311 Printing
711 Entertainment and Theatre
71394 Fitness and recreational sports centres

81291 Pet Care (including Vet)*
621 Offices of Other Health Practitioners
621 Offices of Other Health Practitioners
52421 Insurance agencies and brokerages
52211 Banking

541 Professional, Scientific and Technical Services

5614 Business Support Services

62132 Offices of optometrists

541 General professional offices*
45211 Department stores
45299 Other general merchandise stores
45299 Other general merchandise stores
45299 Other general merchandise stores
45291 Warehouse clubs
44811 Men's clothing stores
44811 Men's clothing stores
44811 Men's clothing stores

*Custom category description

Additional Category 1

Convenience Goods & Services
Convenience Goods & Services
Convenience Goods & Services
Convenience Goods & Services
Convenience Goods & Services
Convenience Goods & Services
Convenience Goods & Services
Convenience Goods & Services
Convenience Goods & Services
Food & Beverage

Food & Beverage

Food & Beverage

Food & Beverage

Food & Beverage

Convenience Goods & Services
Convenience Goods & Services
Convenience Goods & Services
Convenience Goods & Services
Convenience Goods & Services
Convenience Goods & Services
Convenience Goods & Services
Convenience Goods & Services
Entertainment

Convenience Goods & Services
Convenience Goods & Services
Convenience Goods & Services
Convenience Goods & Services
Convenience Goods & Services
Convenience Goods & Services
Convenience Goods & Services

Convenience Goods & Services
n/a

Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
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CMI Code
40
41
42
43
a4
45
46
47
48
49
50
51
52
53
54
55
56
57
58
59
60
61
62
63
64
65
66
67
68
69
70
71
72
73
74
75
76
77
78
79
80
81
82
83
84
85
86
87

CMI Category
APPAREL AND ACCESSORIES
APPAREL AND ACCESSORIES
APPAREL AND ACCESSORIES
APPAREL AND ACCESSORIES
APPAREL AND ACCESSORIES
APPAREL AND ACCESSORIES
APPAREL AND ACCESSORIES
APPAREL AND ACCESSORIES
APPAREL AND ACCESSORIES
APPAREL AND ACCESSORIES
APPAREL AND ACCESSORIES
APPAREL AND ACCESSORIES
APPAREL AND ACCESSORIES
APPAREL AND ACCESSORIES
APPAREL AND ACCESSORIES
APPAREL AND ACCESSORIES
HOME FURNISHINGS
HOME FURNISHINGS
HOME FURNISHINGS
HOME FURNISHINGS
HOME FURNISHINGS
HOME FURNISHINGS
HOME FURNISHINGS
HOME FURNISHINGS
AUTOMOTIVE
AUTOMOTIVE
AUTOMOTIVE
AUTOMOTIVE
SPECIALTY RETAIL
SPECIALTY RETAIL
SPECIALTY RETAIL
SPECIALTY RETAIL
SPECIALTY RETAIL
SPECIALTY RETAIL
SPECIALTY RETAIL
SPECIALTY RETAIL
SPECIALTY RETAIL
SPECIALTY RETAIL
SPECIALTY RETAIL
SPECIALTY RETAIL
SPECIALTY RETAIL
SPECIALTY RETAIL
SPECIALTY RETAIL
SPECIALTY RETAIL
SPECIALTY RETAIL
SPECIALTY RETAIL
SPECIALTY RETAIL
VACANCY

CMI Land Use Description

MEN'S APPAREL ETHNIC

LADY'S APPAREL

LADY'S APPAREL HIGH END

LADY'S APPAREL ETHNIC

UNISEX

UNISEX ETHNIC

CHILDRENS" APPAREL

CHILDREN'S APPAREL ETHNIC

FABRIC (SPECIALTY RETAIL)

BRIDAL

MATERNITY

THRIFT/SECOND-HAND MERCHANDISE
UNIFORMS

OTHER APPAREL

JEWELLERY

SHOES

HOUSEWARES

SMALL APPLIANCES

LARGE APPLIANCES

HARDWARE STORES

GARDEN SUPPLIES (SPECIALTY RETAIL)
ELECTRONICS / HOME ENT./COMPUTERS
FURNITURE / HOME FURNISHINGS
DURABLE GOODS/PAINT & WALLPAPER
GAS STATION
TIRES/PARTS/ACCESSORIES

SERVICE

AUTO / MOTORCYCLE SALES
SPORTING GOODS

BICYCLE SHOPS
BOOKSTORE/MAGAZINES/NEWSPAPERS
TOYS/HOBBIES

OFFICE SUPPLIES

HEALTH & BEAUTY ITEMS

CARDS & STATIONARY

BEDDING & LINEN (HOME FURNISHING)
ART GALLERY/FRAMING

CAMERAS / FILM / PHOTO

ANTIQUES

GIFTS

OPTICAL

PETS & PET SUPPLIES

LIQUOR STORE / BEER AND WINE
FLORIST

RECORDS/ TAPES/CDs

MUSICAL INSTRUMENTS

CELLULAR TELEPHONES

VACANT STORE

NAICS Code NAICS Category

44811 Men's clothing stores
44812 Women's clothing stores
44812 Women's clothing stores
44812 Women's clothing stores
44814 Family clothing stores
44814 Family clothing stores
44813 Children's and infants' clothing stores
44813 Children's and infants' clothing stores
45113 Sewing, needlework and piece goods stores
44819 Other clothing stores
44819 Other clothing stores
45331Used merchandise stores
44819 Other clothing stores
44832 Luggage and leather goods stores
44831 Jewellery stores
44821 Shoe stores
44229 Other home furnishings stores
44314 Electronics and appliance stores
44314Electronics and appliance stores
44413 Hardware Stores

4442 Lawn and Garden Equipment and Supplies Stores
44314Electronics and appliance stores
44211 Furniture stores
44229 Other home furnishings stores
44711 Gas stations with convenience stores
44131 Automotive parts and accessories stores

8111 Automotive repair and maintenance
44122 Motorcycle, boat and other MV dealers
45111 Sporting goods stores
45111 Sporting goods stores
45131Book stores and news dealers
45112 Hobby, toy and game stores
45321 Office supplies and stationery stores
44612 Cosmetics, beauty supplies and perfume stores
45321 Office supplies and stationery stores
44229 Other home furnishings stores
45392 Art dealers
44314 Electronics and appliance stores
45331 Used merchandise stores
45322 Gift, novelty and souvenir stores
44613 Optical goods stores
45391 Pet and pet supplies stores
44531 Beer, wine and liquor stores
45311 Florists
45114 Musical instrument and supplies stores
45114 Musical instrument and supplies stores
51721 Wireless telecommunications carriers

0Vacant Store

Additional Category 1
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Automotive Goods & Services
Automotive Goods & Services
Automotive Goods & Services
Automotive Goods & Services
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Convenience Goods & Services
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Comparison Goods
Convenience Goods & Services
Convenience Goods & Services
Comparison Goods
Comparison Goods
Convenience Goods & Services
Vacant
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SOUTH GRANVILLE

(79.0 pp/ hectare 13% Vacancy (2019) € Women's’ Apparel & Home Decor

MACRO DRIVERS OF CHANGE

Commercial property tax increases
Permitting delays and restrictive zoning
Staff costs and retention

Employer health tax increases

Low unemployment

High cost of housing

Online Retail

AREASPECIFIC DRIVERS OF CHANGE

Property Assessments & Commercial Property Taxes.

Significant property ownership turnover leading to higher
rents.

Parking and access challenges with transit transfer
location change has negatively impacted foot traffic.

Leasing uncertainty with pending Broadway Subway
design and construction.

Dominant categories in direct competition with other
destinations and online retail.

Aging population in local trade area.

Insufficient population growth and densities in local
trade area.

Chain-heavy shopping area more exposed to decisions
driven by changing national /international priorities such
as shifts to online retail.

OUR VIEW

Empirical and anecdotal evidence and professional experience suggests the following factors are driving retail /
commercial change in South Granville:

Commercial Property Tax: Increasing property assessments and taxes are stressing tight profit margins.

Eroding Access & On-Street Parking: South Granville relies on local shoppers and citywide (or regional) customers
who ‘comparison shop’ and is therefore more reliant on convenient transit and car access. Destination businesses
are challenged by: (1) increasing congestion and (2) decreasing on-street parking availability (especially on the
west side of Granville). Underground and other off-street parking is typically underutilized because it is either not
known to many people, or they are unwilling to park there for other reasons (e.g. safety, comfort).

Demographics: The population in the neighbourhood trade area is aging, and the pace of population growth is
insufficient to offset the loss of destination spending driven by increasing competition.

High Basic and Secondary Rents: South Granville south of Broadway has the highest rents of any of the six Study
areas. This, in conjunction with rising property taxes, creates another significant challenge for many businesses.
The increasing pace of property purchases is resulting in more rent-seeking behavior (i.e. new owners have less
flexibility for lower rents). Tenants are increasingly unwilling or unable to pay these higher required rents, leading
to higher vacancies.

Growth of Chain Retailers and Loss of Local Independent Retailers: The increase in chain businesses and decrease in
independents is a function of higher rents, higher commercial property taxes, increased competition in dominant
categories, and City processes that are not conducive to easy changes of use. The loss of the art gallery cluster at
the north end of the BIA has also led to declining pedestrian traffic.

RECOMMENDATIONS FOR SOUTH GRANVILLE

Split class property tax relief.
Review on-street parking supply and create better wayfinding for off-street parking.

BIA Role in promoting retail mix to landlords and developers to preserve key clusters of retail and services.

LEE &

URBAN
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ASSOCIATES

Andrew Yan
Consulting
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PLANNING LTD.




WEST BROADWAY

(73.1 pp/ hectare 15% Vacancy (2019) € Restaurants (QSR and FS)

MACRO DRIVERS OF CHANGE

Commercial property tax increases
Permitting delays and restrictive zoning
Staff costs and retention

Employer health tax increases

Low unemployment

High cost of housing

Online Retail

AREASPECIFIC DRIVERS OF CHANGE

ASSOCIATES

West Broadway continues to be a neighbourhood-
oriented shopping precinct, primarily serving the local
population.

This LSA has an evolving identity.

There is a strong local-serving tenant mix, which is
attracting many new independent and chain businesses.

Some of the vacancies are due to redevelopment and are
only temporarily unoccupied in the short term as the
spaces are built out.

There are concerns about the impacts of Broadway
Subway construction, and the movement of ridership
underground.

OUR VIEW

Empirical and anecdotal evidence and professional experience suggests the following factors are driving retail /
commercial change in West Broadway:

* Taxesand Lease Terms: The greatest challenges facing retail and service commercial business in the West
Broadway BIA are the combination of rapidly increasing commercial property taxes, increasing basic rents, and
leases that are not conducive to long-term stability.

* Grocery Anchor Location: The location of the 50,640 square foot Safeway at the far east end of the shopping area
generates traffic for the east end of the precinct but does not anchor the western half of the area.

* Critical Activity Drivers : The area benefits from many other activity drivers and clusters including specialty foods,
the redeveloped Hollywood Theatre, and unique restaurants.

* Ingredients for Health: The most recent retail inventory was completed in February 2019; there are indicators that
some of the vacant spaces are being filled. The area has many of the ingredients we look for in a healthy local
serving precinct: grocery stores, library, specialty foods, pharmacy, strong restaurant mix, many local-serving
businesses across categories.

* Food Traffic: The area benefits from transit access and enjoys a large amount of neighborhood foot traffic.

RECOMMENDATIONS FOR WEST BROADWAY

* Split class property tax relief.
* More local residents within walking distance to increase foot traffic.
* Ease permitting and licensing process, including change of use requirements.

* Further build BIA / City partnership around improving public realm.

systems MERCIA

Andrew Yan LIVEABLE CITY
Consulting PLANNING LTD.




MARPOLE

MACRO DRIVERS OF CHANGE

Commercial property tax increases
Permitting delays and restrictive zoning
Staff costs and retention

Employer health tax increases

Low unemployment

High cost of housing

Online Retail

AREASPECIFIC DRIVERS OF CHANGE

Increasing vacancy.
Loss of apparel category.

The BIA was part of the Marpole Community Plan
approved in 2014.

Increasing property transactions and assembly — more
properties are turning over.

Significant property assessment and commercial
property tax increases in recent years.

Trend to shorter notice periods in leases for typical
demolition clauses.

Permitting and licensing delays.

(46.1 pp/ hectare 11% Vacancy (2019) € Professional Services & Restaurants

OUR VIEW

Empirical and anecdotal evidence and professional experience suggests the following factors are driving retail /
commercial change in Marpole:

Dominant Categories: Limited and full-service eating places represent 26% of total businesses. Approximately a
quarter of restaurants are open and busy evenings and weekends but are not driving footfall during the weekdays.
The other important categories are Health and Personal Service-related businesses.

Local Serving Precinct: Marpole is almost exclusively local-serving, apart from a handful of destination draws such
as Ragnar Jewelers and some of the personal or professional service providers. As older buildings are replaced by
new buildings over time, the area is likely to become more local-serving.

Taxes are a Fundamental Issue: Businesses that have been operating with very tight margins are now facing
profitability challenges due to the increased commercial property taxes.

Land Assembly and Lease Clauses: Property purchases and land assemblies are likely to be a major driver of change
in this area in the near term. While most leases have demolition clauses, the probability that these will be
activated are higher, resulting in conditions that are not conducive to many businesses leasing and undertaking
extensive leasehold improvements in older spaces where the term lease term will be uncertain..

Transit: The area benefits from transit access but does not have a significant amount of foot traffic

RECOMMENDATIONS FOR MARPOLE

Split class property tax relief.

Continue working with BIA on Community Plan implementation.

LEE &

URBAN

systems MERCIA

ASSOCIATES

Andrew Yan
Consulting

LIVEABLE CITY
PLANNING LTD.




HASTINGS NORTH (41.9 pp/ hectare 12% Vacancy (2019) 4 Restaurants

MACRO DRIVERS OF CHANGE OURVIEW

+  Commercial property tax increases Empirical and anecdotal evidence and professional experience suggests the following factors are driving retail /

commercial change in Hastings North:
* Permitting delays and restrictive zoning

* Retail Anchors: Hastings North is a very local-serving shopping precinct. Anchor uses are London Drugs, Donald’s
Market and a public library. These are all strong anchors. There is a need for additional well-placed anchor uses in
* Employer health tax increases the core of the precinct.

* Staff costs and retention

* Low unemployment * Retail Diversity: The area is home to many unique, small businesses and new restaurants. It also offers many

. ) opportunities for start-up businesses in both ground floor and upper floor spaces. A vacancy paradox exists in the

* High cost of housing ) A o ) S o
BIA where it has a high vacancy rate (11%), but this is not necessarily reflected in its retail vibrancy.

*  Online Retail
* Vacancies: Several long-time vacancies have diminished the experience at street level, but the variety and vibrancy

of the surrounding retail have deferred its negative impacts for now.

AREA SPECIFIC DRIVERS OF CHANGE » Stigmatized Vacancies: With no sign of redevelopment or availability, there are sites that have been vacant for
years with some for decades. These types of vacancies diminish the pedestrian experience in those sub-areas, and

* Good foot traffic, concentrated primarily along Hastings they can ‘blight’ the overall business climate in the area.

between Penticton and Nanaimo Streets.

* Newand Proposed Mixed Use Developments: Several proposed and new residential mixed-use developments will
inject new customers into the area; however, new redevelopment pressures which may displace long time area
businesses should be monitored. Prolonged development, zoning, and building permitting times have diminished
the pedestrian experience as empty and in-process properties have creating a disjointed shopping experience .

* Public realm and public order are significant concerns,
particularly addiction, homelessness and public disorder
spilling over from the Downtown Eastside and
Oppenheimer Park.

* Mixed Scales: New and old small scale, independent goods and services businesses seem to be stable if not

* Neighborhood density is increasing, with an ongoing flourishing in the neighbourhood; however, concerns around commercial, residential, and overall affordability and
demographic shift to younger, higher income families. displacement still persist.

* The long-time vacant lots (North 2500 block of East
Hastings) beside the London Drugs and (North 2000
block of East Hastings) have impacted pedestrian activity RECOMMENDATIONS FOR HASTINGS NORTH
of the street.
* Additional feedback is needed from business owners in the dominant category who were generally under-

* The surface parking lot along Franklin Street, between represented in workshop and surveys.
Penticton and Kamloops, helps to support commercial
activity within the BIA. * The City has a key role in maintaining streets and public order as well as evaluate parking regulations and logistical

regulations in the area.
* Changing paid street parking and times changes are

impacting local businesses.

Andrew Yan LIVEABLE CITY
Consulting PLANNING LTD.

ASSOCIATES
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COLLINGWOOD

MACRO DRIVERS OF CHANGE

* Commercial property tax increases

* Permitting delays and restrictive zoning
e Staff costs and retention

*  Employer health tax increases

* Low unemployment

* High cost of housing

*  Online Retalil

AREASPECIFIC DRIVERS OF CHANGE

* Public realm and public order / disorder.
* Property and other taxes.

* Cost and availability of labour.

* Permitting time and flexibility.

* Housing affordability and need for more local
population.

(68.3 pp/ hectare 6% Vacancy (2019) 4 Restaurants

OUR VIEW

Empirical and anecdotal evidence and professional experience suggests the following factors are driving retail /
commercial change in Collingwood:

* Positive impact of residential density around the Joyce-

Collingwood Station.

* Parking and loading policies.

Family Owned and Operated Businesses: Collingwood is home to many family owned and operated businesses with
many small, family owned, niche restaurants. These businesses appear much more resilient to macro changes than
other small businesses that are reliant on outside labour. This remains a relatively affordable area to live in
Vancouver, and the area is culturally diverse.

Restaurants as Anchors: In 2005, the dominant category was Limited & Full-service restaurants comprising 18% of
total businesses. The area has become significantly more reliant on these categories since then, with combined
restaurant categories accounting for 27% of total businesses in 2019. With the advent of food delivery pickup
platforms, vehicle parking and stopping / pickup policies may need to revised.

Public Orderand Street Maintenance: Public order and street maintenance were cited in roundtable discussions as
the predominant challenges to local business in this area. Vandalism and shoplifting are major and increasing issues.

Healthy Local Ecosystem: There is a healthy local ecosystem of small business interdependence (e.g. local
restaurants buying produce from local green grocers). Vacancy has remained low and relatively stable.

Role of Non-retail Anchors: Businesses noted the importance of non-retail anchors (i.e. elementary school) in
supporting the health and vitality of a local shopping area. Closure of of Sir Guy Carleton Elementary has been
negative for local businesses.

RECOMMENDATIONS FOR COLLINGWOOD

Maintain Collingwood Community Policing program to deal with public disorder, graffiti etc.

Explore placemaking and alternative community meeting spaces in the local shopping area to replace lost activity
from closure of Sir Guy Carleton Elementary.

Split assessment property tax relief.

URBAN

systems

LEE &
ASSOCIATES

Andrew Yan LIVEABLE CITY
Consulting PLANNING LTD.




COMMERCIAL DRIVE

MACRO DRIVERS OF CHANGE

Commercial property tax increases
Permitting delays and restrictive zoning
Staff costs and retention

Employer health tax increases

Low unemployment

High cost of housing

Online Retail

AREASPECIFIC DRIVERS OF CHANGE

High foot traffic.
Excellent access via transit.

Public disorder and public realm maintenance is
eroding.

(61.1 pp/ hectare 5% Vacancy (2019) ¢ Restaurants

OUR VIEW

Empirical and anecdotal evidence and professional experience suggests the following factors are driving retail /
commercial change in Commercial Drive:

Complexity, cost, time of permitting and licensing.

Increasing Base rents for commercial space.

The BIA was part of the Grandview-Woodland
community plan which was approved in 2016.

Public Realm: The maintenance of the public realm is a critical issue for business in Commercial Drive. There is a
general perception that the quality of basic service being received from the City is deteriorating at the same time
that property taxes and other costs are dramatically rising.

Public Orderand Safety: To support foot traffic and promote the area as a family destination, businesses want more
public order, safety (real and perceived) and better maintenance of the public realm. Many suggest a return to
“Community Ambassadors” to enforce bylaws to these ends (and bylaw flexibility where it results in better
legitimate use of City sidewalks).

Mass Transit Access: The area benefits from excellent mass transit access and enjoys a large amount of foot traffic.

Retail Anchors: The Drive benefits from strong retail anchors (more retail grocery anchors than any other study area)
and non-retail anchors (community centre, library, high school, elementary school), as well as an eclectic mix of
stores and older businesses established by the historic Italian community.

Diversity of Retail and Commercial Activities: The diversity of small-scale retail and commercial activities provides a
sense of place and character for the area.

RECOMMENDATIONS FOR COMMERCIAL DRIVE

The City has purview in the policing and maintenance of streets and lanes for public safety and curb appeal and
enforcing bylaws (illegal vending, panhandling). Enhanced resources could improve the attractiveness of the Drive.
The BIA also has a role in promoting and shaping the mix and identity / brand of the Drive.

The City could dedicate more resources and reduce the complexity and time for Permits & Licenses.

Split assessment property tax relief.

URBAN

systems MMER

LEE &
ASSOCIATES

Andrew Yan
Consulting

LIVEABLE CITY
PLANNING LTD.
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APPENDIX D: HISTORICAL COMMERCIAL INVENTORIES
South Granville BIA, 2006

Category Total Floor Area (sq.ft.) Average Floor Area (sq.ft.)  Store Count % of Total Floor Area % of Total Store Count
Comparison Goods 267,239 2,545 54% 53%
Art Dealers 33,871 1,992 17 7% 9%
Book Stores And News Dealers 30,567 15,284 2 6% 1%
Children's And Infants' Clothing Stores 1,000 1,000 1 0% 1%
Electronics And Appliance Stores 2,500 2,500 1 1% 1%
Family Clothing Stores 9,100 2,275 4 2% 2%
Furniture Stores 50,213 3,138 16 10% 8%
Gift, Novelty And Souvenir Stores 14,307 2,861 5 3% 3%
Jewellery Stores 4,644 1,161 4 1% 2%
Luggage And Leather Goods Stores 500 500 1 0% 1%
Musical Instrument And Supplies Stores 17,450 5,817 3 3% 2%
Office Supplies And Stationery Stores 1,638 1,638 1 0% 1%
Optical Goods Stores 5,019 1,255 4 1% 2%
Other Home Furnishings Stores 11,953 1,992 6 2% 3%
Sewing, Needlework And Piece Goods Stores 1,560 1,560 1 0% 1%
Shoe Stores 14,915 2,983 5 3% 3%
Sporting Goods Stores 1,500 1,500 1 0% 1%
Used Merchandise Stores 13,027 1,447 9 3% 5%
Women's Clothing Stores 53,477 2,228 24 11% 12%
Convenience Goods 35,544 2,315 15 7% 8%
Baked Goods Store 1,529 1,529 1 0% 1%
Beer, Wine And Liquor Stores 3,245 3,245 1 1% 1%
Cosmetics, Beauty Supplies And Perfume Stores 7,312 1,828 4 1% 2%
Fruit And Vegetable Markets 4,238 2,119 2 1% 1%
Meat Markets 1,256 1,256 1 0% 1%
Other Specialty Food Stores 4,298 1,433 3 1% 2%
Pharmacies And Drug Stores 7,413 3,707 2 1% 1%
Supermarkets And Other Grocery (Except Convenience) Stores 6,254 6,254 1 1% 1%
Food & Beverage 61,224 2,041 30 12% 15%
Full Service Restaurants 14,543 2,909 5 3% 3%
Limited Service Eating Places 46,681 1,867 25 9% 13%
Service Commercial 108,679 2,614 42 22% 21%
Wireless Telecommunications Carriers 1,500 1,500 1 0% 1%
Banking 42,506 5,313 8 9% 4%
Dry Cleaning And Laundry Services 674 674 1 0% 1%
Footwear And Leather Goods Repair 972 972 1 0% 1%
Hair Care And Esthetic Services 21,162 1,323 16 4% 8%
Insurance Agencies And Brokerages 3,862 1,931 2 1% 1%
Offices Of Other Health Practitioners 28,717 4,786 6 6% 3%
Travel Agencies 2,280 1,140 2 0% 1%
General Professional Offices 7,006 1,401 5 1% 3%
Vacant 26,392 3,770 7 5% 4%
tal 499,078




APPENDIX D: HISTORICAL COMMERCIAL INVENTORIES

West Broadway, 2010

9 9
Total Floor Area (sq.ft.) Average Floor Area (sq.ft.) Store Count gaofictalliicoy oot lStole

Area Count
450927.971 1768.344984
Automotive Goods & Services 0 0 1 0% 0%
Gas Stations With Convenience Stores 0 0 1 0% 0%
Comparison Goods 128,979 1,720 75 29% 29%
Art Dealers 2,036 1,018 2 0% 1%
Book Stores And News Dealers 10,144 1,449 7 2% 3%
Children's And Infants' Clothing Stores 3,488 1,163 3 1% 1%
Electronics And Appliance Stores 17,322 2,887 6 4% 2%
Family Clothing Stores 6,387 1,597 4 1% 2%
Furniture Stores 5,662 1,415 4 1% 2%
Gift, Novelty And Souvenir Stores 4,881 976 5 1% 2%
Hobby, Toy And Game Stores 5,875 2,938 2 1% 1%
Jewellery Stores 2,408 803 3 1% 1%
Men's Clothing Stores 10,579 5,290 2 2% 1%
Optical Goods Stores 1,437 1,437 1 0% 0%
Other General Merchandise Stores 8,236 1,647 5 2% 2%
Other Home Furnishings Stores 17,888 2,981 6 4% 2%
Pet And Pet Supplies Stores 1,026 1,026 1 0% 0%
Shoe Stores 8,739 1,748 5 2% 2%
Sporting Goods Stores 3,737 1,246 3 1% 1%
Used Merchandise Stores 6,492 1,623 4 1% 2%
Warehouse Clubs 1,000 1,000 1 0% 0%
Women's Clothing Stores 11,640 1,058 11 3% 4%
Convenience Goods 109,232 3,121 35 24% 14%
Baked Goods Store 7,475 1,246 6 2% 2%
Beer, Wine And Liquor Stores 2,009 1,004 2 0% 1%
Convenience Stores 3,738 935 4 1% 2%
Cosmetics, Beauty Supplies And Perfume Stores 5,532 790 7 1% 3%
Florists 3,268 817 4 1% 2%
Fruit And Vegetable Markets 18,157 3,026 6 4% 2%
Other Specialty Food Stores 10,885 2,721 4 2% 2%
Pharmacies And Drug Stores 7,528 7,528 1 2% 0%
Supermarkets And Other Grocery (Except Convenience) Stores 50,640 50,640 1 11% 0%
Entertainment and Leisure 6,028 1,507 4 1% 2%
Entertainment And Theatre 0 0 1 0% 0%
Fitness And Recreational Sports Centres 6,028 2,009 3 1% 1%
Food & Beverage 106,469 1,717 62 24% 24%
Full Service Restaurants 14,685 1,335 11 3% 4%
Limited Service Eating Places 91,784 1,800 51 20% 20%
Service Commercial 70,936 1,202 59 16% 23%
All Other Consumer Goods Rental 5,369 5,369 1 1% 0%
Banking 18,584 3,097 6 4% 2%
Dry Cleaning And Laundry Services 2,651 884 3 1% 1%
General Professional Offices 1,184 592 2 0% 1%
Hair Care And Esthetic Services 8,580 660 13 2% 5%
Insurance Agencies And Brokerages 4,421 1,105 4 1% 2%
Offices Of Optometrists 2,240 1,120 2 0% 1%
Offices Of Other Health Practitioners 16,475 1,098 15 4% 6%
Pet Care (Including Vet) 1,477 739 2 0% 1%
Printing 2,214 1,107 2 0% 1%
Professional, Scientific And Technical Services 3,059 1,020 3 1% 1%
Travel Agencies 3,359 840 4 1% 2%
Wireless Telecommunications Carriers 1,322 661 2 0% 1%
Vacant 29,284 1,541 19 6% 7%
Vacant Store 29,284 1,541 19 6% 7%

Grand Total 450,928 1,768 255



APPENDIX D: HISTORICAL COMMERCIAL INVENTORIES

Marpole BIA, 2010

Total Floor Area (sq.ft.) Average Floor Area (sq.ft.) Store Count % of Total Floor Area % of Total Store Count
30,980 1,408 22
Book Stores And News Dealers 1,056 1,056 1 0% 1%
Electronics And Appliance Stores 3,074 1,025 3 1% 2%
Jewellery Stores 5,202 1,734 3 2% 2%
Lawn And Garden Equipment And Supplies Stores 2,015 2,015 1 1% 1%
Optical Goods Stores 2,493 831 3 1% 2%
Other Clothing Stores 1,247 1,247 1 1% 1%
Other General Merchandise Stores 2,737 1,368 2 1% 1%
Other Home Furnishings Stores 2,000 1,000 2 1% 1%
Pet And Pet Supplies Stores 1,484 742 2 1% 1%
Shoe Stores 1,018 1,018 1 0% 1%
Sporting Goods Stores 1,755 1,755 1 1% 1%
Used Merchandise Stores 6,900 3,450 2 3% 1%

Convenience Goods 56,706 3,336 16 24% 11%

Baked Goods Store 1,346 1,346 1 1% 1%
Beer, Wine And Liquor Stores 6,090 3,045 2 3% 1%
Convenience Stores 4,158 1,386 3 2% 2%
Cosmetics, Beauty Supplies And Perfume Stores 528 528 1 0% 1%
Fish And Seafood Markets 1,575 1,575 1 1% 1%
Florists 1,712 856 2 1% 1%
Fruit And Vegetable Markets 4,050 4,050 1 2% 1%
Other Specialty Food Stores 2,627 876 3 1% 2%
Pharmacies And Drug Stores 1,018 1,018 1 0% 1%
Supermarkets And Other Grocery (Except Convenience) Stores 33,075 33,075 1 14% 1%
Full Service Restaurants 22,075 1,698 13 9% 9%
Limited Service Eating Places 23,442 1,234 19 10% 13%
Service Commercial 89,198 1,593 57 38% 40%
Wireless Telecommunications Carriers 528 528 1 0% 1%
All Other Consumer Goods Rental 5,839 2,920 2 2% 1%
Banking 26,893 3,842 7 11% 5%
Dry Cleaning And Laundry Services 1,350 1,350 1 1% 1%
Hair Care And Esthetic Services 9,666 967 10 4% 7%
Insurance Agencies And Brokerages 4,037 1,009 4 2% 3%
Offices Of Optometrists 3,248 3,248 1 1% 1%
Offices Of Other Health Practitioners 28,132 1,279 22 12% 15%
Pet Care (Including Vet) 1,978 1,978 1 1% 1%
Printing 2,090 1,045 2 1% 1%
Professional, Scientific And Technical Services 3,154 1,051 3 1% 2%
Travel Agencies 2,283 1,142 2 1% 1%
General Professional Offices 528 528 1 0% 1%
Vacant 15,153 1,166 13 6% 9%
Grand Total 237,553 1,661 143




APPENDIX D: HISTORICAL COMMERCIAL INVENTORIES

Collingwood BIA, 2005*

Category Store Count % of Total Store Count
Comparison Goods

Art Dealers 2 1%
Book Stores And News Dealers 4 2%
Electronics And Appliance Stores 11 5%
Family Clothing Stores 3 1%
Furniture Stores 8 4%
Gift, Novelty And Souvenir Stores 1 0%
Hobby, Toy And Game Stores 1 0%
Musical Instrument And Supplies Stores 1 0%
Optical Goods Stores 3 1%
Other Clothing Stores 1 0%
Other General Merchandise Stores 2 1%
Other Home Furnishings Stores 1 0%
Pet And Pet Supplies Stores 2 1%
Sporting Goods Stores 4 2%
Warehouse Clubs 1 0%
Women's Clothing Stores 2 1%

Convenience Good 27 12%

Baked Goods Store 3 1%
Beer, Wine And Liquor Stores 1 0%
Convenience Stores 4 2%
Cosmetics, Beauty Supplies And Perfume Stores 5 2%
Florists 2 1%
Fruit And Vegetable Markets 4 2%
Meat Markets 1 0%
Other Specialty Food Stores 3 1%
Pharmacies And Drug Stores 3 1%
Supermarkets And Other Grocery (Except Convenience) Stores 1 0%
Food & Beverage 41 18%
Full Service Restaurants 27 12%
Limited Service Eating Places 14 6%
Service Commercial 73 32%

Wireless Telecommunications Carriers 4 2%
All Other Consumer Goods Rental 7 3%
Banking 5 2%
Business Support Services 2 1%
Dry Cleaning And Laundry Services 2 1%
2

Entertainment And Theatre 1%
Hair Care And Esthetic Services 20 9%
Insurance Agencies And Brokerages 5 2%
Offices Of Other Health Practitioners 10 4%
Pet Care (Including Vet) 1 0%
Printing 1 0%
Professional, Scientific And Technical Services 6 3%
Travel Agencies 5 2%
General Professional Offices 3 1%
*No floor area data available

1%
4%

Fitness And Recreational Sports Centres
VELE
Grand Total

N 5@



APPENDIX D: HISTORICAL COMMERCIAL INVENTORIES
Hastings North, 2002*

Category Store Count % of Total

[Automotive Goods & Services 10
Automotive Parts And Accessories Stores 3 1%
Automotive Repair And Maintenance 5 2%
Gas Stations With Convenience Stores 1 0%
Motorcycle, Boat And Other Mv Dealers 1 0%

Comparison Goods 4 19%
Art Dealers 2 1%
Children's And Infants' Clothing Stores 1 0%
Electronics And Appliance Stores 8 3%
Furniture Stores 2 1%
Gift, Novelty And Souvenir Stores 2 1%
Hardware Stores 1 0%
Hobby, Toy And Game Stores 1 0%
Jewellery Stores 3 1%
Lawn And Garden Equipment And Supplies Stores 1 0%
Luggage And Leather Goods Stores 2 1%
Men's Clothing Stores 1 0%
Office Supplies And Stationery Stores 1 0%
Optical Goods Stores 3 1%
Other General Merchandise Stores 5 2%
Other Home Furnishings Stores 1 0%
Pet And Pet Supplies Stores 3 1%
Shoe Stores 1 0%
Sporting Goods Stores 2 1%
Used Merchandise Stores 3 1%
Women's Clothing Stores 2 1%

Convenience Goods 39 17%

Baked Goods Store 7 3%
Beer, Wine And Liquor Stores 1 0%
Convenience Stores 7 3%
Cosmetics, Beauty Supplies And Perfume Stores 3 1%
Fish And Seafood Markets 1 0%
Florists 1 0%
Fruit And Vegetable Markets 6 3%
Meat Markets 4 2%
Other Specialty Food Stores 6 3%
Pharmacies And Drug Stores 3 1%

[N}

Entertainment And Theatre 1%

Food & Beverage 41 18%
17

Full Service Restaurants 7%
Limited Service Eating Places 24 10%
Service Commercial 80 34%
All Other Consumer Goods Rental 2 1%
Banking 7 3%
Business Support Services 1 0%
Dry Cleaning And Laundry Services 8 3%
Footwear And Leather Goods Repair 1 0%
General Professional Offices 24 10%
Hair Care And Esthetic Services 13 6%
Insurance Agencies And Brokerages 5 2%
Offices Of Other Health Practitioners 11 5%
Pet Care (Including Vet) 1 0%
Printing 4 2%
Professional, Scientific And Technical Services 1 0%

Travel iiencies 2 1% *No floor area data available
[Vacant 16 7%

Vacant Store 16 7%
Grand Total PEE]



APPENDIX D: HISTORICAL COMMERCIAL INVENTORIES
Commercial Drive BIA, 2005*

Category Store Count % of Total Store Count

[Comparison Goods 76 %

Art Dealers 3 1%

Book Stores And News Dealers 6 2%

Children's And Infants' Clothing Stores 1 0%

Electronics And Appliance Stores 7 2%

Family Clothing Stores 7 2%

Furniture Stores 3 1%

Gift, Novelty And Souvenir Stores 9 2%

Hardware Stores 1 0%

Jewellery Stores 1 0%

Lawn And Garden Equipment And Supplies Stores 1 0%

Luggage And Leather Goods Stores 1 0%

Men's Clothing Stores 2 1%

Musical Instrument And Supplies Stores 2 1%

Office Supplies And Stationery Stores 1 0%
Optical Goods Stores 2 1%
Other General Merchandise Stores 6 2%
Other Home Furnishings Stores 3 1%
Pet And Pet Supplies Stores 3 1%
Shoe Stores 1 0%
Sporting Goods Stores 1 0%
Used Merchandise Stores 10 3%
Warehouse Clubs 1 0%
Women's Clothing Stores 4 1%
Convenience Goods (] 17%
Baked Goods Store 8 2%
Beer, Wine And Liquor Stores 2 1%
Convenience Stores 17 5%
Cosmetics, Beauty Supplies And Perfume Stores 2 1%
Florists 2 1%
Fruit And Vegetable Markets 10 3%
Meat Markets 3 1%
Other Specialty Food Stores 10 3%
Pharmacies And Drug Stores 7 2%
Supermarkets And Other Grocery (Except Convenience) Stores 2 1%
Drinking Places 7 2%
Full Service Restaurants 33 9%
Limited Service Eating Places 61 16%
Service Commercial 115 31%
All Other Consumer Goods Rental 5 1%
Banking 7 2%
Business Support Services 1 0%
Dry Cleaning And Laundry Services 8 2%
Entertainment And Theatre 3 1%
Hair Care And Esthetic Services 23 6%
Insurance Agencies And Brokerages 3 1%
Offices Of Optometrists 1 0%
Offices Of Other Health Practitioners 30 8%
Printing 2 1%
Professional, Scientific And Technical Services 1 0%
Travel Agencies 4 1%
General Professional Offices 27 7%

Entertainment / Fitness / Recreation 1%
Fitness And Recreational Sports Centres 5 1%
Automotive Parts And Accessories Stores 1 0% * N (o] ﬂoor area data availa b|e
Automotive Repair And Maintenance 4 1%
1
9

0%

Motorcycle, Boat And Other Mv Dealers
VELLL
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APPENDIX E: 2019 COMMERCIAL INVENTORIES
South Granville BIA, 2019

% of Total Floor % of Total Store

Category Total Floor Area (sq.ft.) Average Floor Area (sq.ft.)  Store Count Area e
Comparison Goods 270,066 3,001 90 50% 45%
Art dealers 19,250 2,139 9 4% 5%
Book stores and news dealers 29,917 29,917 1 6% 1%
Children's and infants' clothing stores 6,980 1,745 4 1% 2%
Department stores 12,400 12,400 1 2% 1%
Family clothing stores 8,092 2,023 4 1% 2%
Furniture stores 86,023 5,376 16 16% 8%
Gift, novelty and souvenir stores 1,500 1,500 1 0% 1%
Hobby, toy and game stores 2,500 2,500 1 0% 1%
Jewellery stores 4,244 1,415 3 1% 2%
Men's clothing stores 2,106 1,053 2 0% 1%
Optical goods stores 2,374 1,187 2 0% 1%
Other clothing stores 1,000 1,000 1 0% 1%
Other home furnishings stores 26,040 2,367 11 5% 6%
Shoe stores 13,659 1,951 7 3% 4%
Used merchandise stores 11,260 1,609 7 2% 4%
Women's clothing stores 42,722 2,136 20 8% 10%
Beer, wine and liquor stores 7,150 2,383 3 1% 2%
Cosmetics, beauty supplies and perfume stores 3,988 1,329 3 1% 2%
Florists 2,750 1,375 2 1% 1%
Other Specialty Food Stores 1,000 1,000 1 0% 1%
Pharmacies and drug stores 19,472 6,491 3 4% 2%
Supermarkets and other grocery (except convenience) stores 6,500 6,500 1 1% 1%
Drinking places 7,647 1,912 4 1% 2%
Full service restaurants 13,900 2,317 6 3% 3%
Limited service eating places 42,309 1,840 23 8% 12%
Wireless telecommunications carriers 3,964 1,321 3 1% 2%
Banking 43,178 5,397 8 8% 4%
Dry cleaning and laundry services 850 850 1 0% 1%
Entertainment and Theatre 13,000 13,000 1 2% 1%
Footwear and leather goods repair 1,500 1,500 1 0% 1%
Hair care and esthetic services 11,600 1,160 10 2% 5%
Insurance agencies and brokerages 1,000 1,000 1 0% 1%
Offices of Other Health Practitioners 14,950 1,869 8 3% 4%
Travel agencies 1,500 1,500 1 0% 1%
General professional offices 16,900 4,225 4 3% 2%
Vacant 57,169 2,287 25 11% 13%

Grand Total 540,392 2,716 199



APPENDIX E: 2019 COMMERCIAL INVENTORIES

Total Floor Area (sq.ft.) Average Floor Area (sq.ft.) Store Count % of Total Floor Area % of Total Store Count

Comparison Goods 100,428 2,232 45 21% 18%
Book stores and news dealers 4,733 2,366 2 1% 1%
Children's and infants' clothing stores 4,057 1,014 4 1% 2%
Electronics and appliance stores 4,354 2,177 2 1% 1%
Family clothing stores 3,624 1,812 2 1% 1%
Furniture stores 8,629 2,876 3 2% 1%
Gift, novelty and souvenir stores 1,800 1,800 1 0% 0%
Hobby, toy and game stores 5,000 2,500 2 1% 1%
Jewellery stores 1,000 1,000 1 0% 0%
Lawn and Garden Equipment and Supplies Stores 2,160 2,160 1 0% 0%
Men's clothing stores 3,017 3,017 1 1% 0%
Office supplies and stationery stores 500 500 1 0% 0%
Optical goods stores 4,053 1,013 4 1% 2%
Other clothing stores 2,592 2,592 1 1% 0%
Other general merchandise stores 14,784 4,928 3 3% 1%
Other home furnishings stores 13,691 3,423 4 3% 2%
Pet and pet supplies stores 5,183 1,728 3 1% 1%
Shoe stores 3,474 1,737 2 1% 1%
Sporting goods stores 1,500 1,500 1 0% 0%
Used merchandise stores 9,010 4,505 2 2% 1%
Women's clothing stores 7,266 1,453 5 1% 2%
Convenience Goods 107,896 3,119 33 22% 13%
Baked Goods Store 8,585 1,431 6 2% 2%
Beer, wine and liquor stores 9,918 1,417 7 2% 3%
Convenience Stores 544 544 1 0% 0%
Cosmetics, beauty supplies and perfume stores 2,779 926 3 1% 1%
Fish and seafood markets 629 629 1 0% 0%
Florists 2,229 1,115 2 0% 1%
Fruit and Vegetable Markets 6,065 3,032 2 1% 1%
Other Specialty Food Stores 12,357 1,765 7 3% 3%
Pharmacies and drug stores 14,149 4,716 3 3% 1%
Supermarkets and other grocery (except convenience) stores 50,640 50,640 1 10% 0%
Drinking places 1,000 1,000 1 0% 0%
Full service restaurants 34,393 1,563 22 7% 9%
Limited service eating places 67,485 1,824 37 14% 15%
Service Commercial 89,035 1,382 66 18% 26%
Wireless telecommunications carriers 1,253 626 2 0% 1%
Banking 22,511 3,752 6 5% 2%
Business Support Services 0 0 0 0% 0%
Dry cleaning and laundry services 2,944 981 3 1% 1%
Hair care and esthetic services 10,516 809 13 2% 5%
Insurance agencies and brokerages 2,824 941 3 1% 1%
Offices of optometrists 1,130 1,130 1 0% 0%
Offices of Other Health Practitioners 35,096 1,350 26 7% 10%
Pet Care (including Vet) 1,477 739 2 0% 1%
Printing 1,134 1,134 1 0% 0%
Professional, Scientific and Technical Services 786 786 1 0% 0%
Travel agencies 3,625 1,208 3 1% 1%
General professional offices 5,739 1,148 5 1% 2%
Fitness and recreational sports centres 13,080 1,453 9 3% 4%
Automotive parts and accessories stores 2,500 2,500 1 1% 0%
Gas stations with convenience stores 0 0 1 0% 0%
Vacant 72,711 1,864 39 15% 15%
Gr: T 488,528 1,923 254




APPENDIX E: 2019 COMMERCIAL INVENTORIES

Marpole BIA, 2019

% of Total Floor % of Total Store

Category Total Floor Area (sq.ft.) Average Floor Area (sq.ft.) Store Count Area Count
Comparison Goods 17,895 1,627

Children's and infants' clothing stores 1,575 1,575 1 1% 1%
Gift, novelty and souvenir stores 1,000 1,000 1 0% 1%
Jewellery stores 4,290 2,145 2 2% 1%
Optical goods stores 1,968 656 3 1% 2%
Sporting goods stores 1,755 1,755 1 1% 1%
Used merchandise stores 6,387 3,194 2 3% 1%
Women's clothing stores 920 920 1 0% 1%
Convenience Goods 55,361 5,033 11 22% 8%
Beer, wine and liquor stores 11,923 2,981 4 5% 3%
Cosmetics, beauty supplies and perfume stores 528 528 1 0% 1%
Florists 700 700 1 0% 1%
Fruit and Vegetable Markets 7,200 3,600 2 3% 1%
Pharmacies and drug stores 1,936 968 2 1% 1%
Supermarkets and other grocery (except convenience) stores 33,075 33,075 1 13% 1%
Food and Beverage 56,097 1,516 23% 26%
Full service restaurants 33,089 1,576 13% 15%
Limited service eating places 23,008 1,438 16 9% 11%
Service Commercial 97,142 1,123 64 39% 45%
Banking 29,456 3,273 9 12% 6%
Dry cleaning and laundry services 2,000 2,000 1 1% 1%
Hair care and esthetic services 8,697 966 9 4% 6%
Insurance agencies and brokerages 7,869 1,311 6 3% 4%
Offices of optometrists 3,248 3,248 1 1% 1%
Offices of Other Health Practitioners 32,216 1,239 26 13% 18%
Pet Care (including Vet) 1,978 1,978 1 1% 1%
Printing 1,334 1,334 1 1% 1%
Professional, Scientific and Technical Services 4,399 1,100 4 2% 3%
Travel agencies 3,700 925 4 1% 3%
General professmnal offices 2,246 1,123 2 1% 1%
Gas stations with convenience stores 2 0% 1%
Vacant , 1,271 16 8% 11%

1,751



APPENDIX E: 2019 COMMERCIAL INVENTORIES

Total Floor Area (sq.ft.) Average Floor Area (sq.ft.) Store Count % of Total Floor Area % of Total Store Count|

36,800 2,044 18 9% 9%
Art dealers 500 500 1 0% 0%
Electronics and appliance stores 6,900 1,725 4 2% 2%
Furniture stores 4,500 4,500 1 1% 0%
Gift, novelty and souvenir stores 3,500 1,167 3 1% 1%
Hobby, toy and game stores 3,000 3,000 1 1% 0%
Musical instrument and supplies stores 3,000 3,000 1 1% 0%
Optical goods stores 6,200 2,067 3 2% 1%
Other clothing stores 2,500 2,500 1 1% 0%
Other general merchandise stores 3,700 1,850 2 1% 1%
Sporting goods stores 3,000 3,000 1 1% 0%
Convenience Goods 91,900 3,090 29 22% 14%
Baked Goods Store 4,000 1,333 3 1% 1%
Beer, wine and liquor stores 10,200 2,550 4 2% 2%
Convenience Stores 3,000 1,500 2 1% 1%
Cosmetics, beauty supplies and perfume stores 9,900 1,980 5 2% 2%
Florists 1,000 1,000 1 0% 0%
Fruit and Vegetable Markets 9,000 4,500 2 2% 1%
Meat markets 1,500 1,500 1 0% 0%
Other Specialty Food Stores 6,800 1,133 6 2% 3%
Pharmacies and drug stores 14,500 3,625 4 4% 2%
Supermarkets and other grocery (except convenience) stores 32,000 32,000 1 8% 0%
Food & Beverage 111,100 2,020 55 27% 27%
Full service restaurants 72,400 2,069 35 18% 17%
Limited service eating places 38,700 1,935 20 9% 10%
Service Commercial 142,700 1,745 83 35% 41%
Wireless telecommunications carriers 800 800 1 0% 0%
Banking 26,000 4,333 6 6% 3%
Business Support Services 1,200 1,200 1 0% 0%
Dry cleaning and laundry services 4,800 960 5 1% 2%
Footwear and leather goods repair 500 500 1 0% 0%
Hair care and esthetic services 19,900 1,171 17 5% 8%
Insurance agencies and brokerages 15,500 3,100 5 4% 2%
Offices of Other Health Practitioners 38,300 1,596 24 9% 12%
Pet Care (including Vet) 2,400 1,200 2 1% 1%
Printing 1,200 1,200 1 0% 0%
Professional, Scientific and Technical Services 5,500 1,833 3 1% 1%
Travel agencies 1,800 900 2 0% 1%
General professional offices 24,800 1,653 15 6% 7%
Entertainment / Fitness / Recreation 8,200 2,050 4 2% 2%
Fitness and recreational sports centres 8,200 2,050 4 2% 2%
Automotive Goods & Services 3,000 3,000 1 1% 0%
Automotive parts and accessories stores 3,000 3,000 1 1% 0%
Vacant 17,600 1,467 12 4% 6%

Grand Total 411,300 2,036 202




APPENDIX E: 2019 COMMERCIAL INVENTORIES
BIA (Study Area Only), 2019

Total Floor Area (sq.ft.) Average Floor Area (sq.ft.) Store Count % of Total Floor Area % of Total Store Count
Comparison Goods 67,917 1,940 35 14% 14%
Art dealers 1,000 1,000 1 0% 0%
Children's and infants' clothing stores 1,500 1,500 1 0% 0%
Electronics and appliance stores 1,500 750 2 0% 1%
Family clothing stores 650 650 1 0% 0%
Furniture stores 4,500 2,250 2 1% 1%
Hobby, toy and game stores 3,809 1,270 3 1% 1%
Musical instrument and supplies stores 1,900 950 2 0% 1%
Office supplies and stationery stores 3,200 1,067 3 1% 1%
Optical goods stores 3,800 950 4 1% 2%
Other general merchandise stores 10,000 10,000 1 2% 0%
Other home furnishings stores 7,500 3,750 2 2% 1%
Pet and pet supplies stores 8,500 4,250 2 2% 1%
Shoe stores 5,000 5,000 1 1% 0%
Sporting goods stores 4,791 1,597 3 1% 1%
Used merchandise stores 9,267 1,545 6 2% 2%
Women's clothing stores 1,000 1,000 1 0% 0%
Convenience Goods 96,467 2,686 36 20% 14%
Baked Goods Store 9,000 1,500 6 2% 2%
Beer, wine and liquor stores 12,700 2,540 5 3% 2%
Convenience Stores 5,300 1,325 4 1% 2%
Cosmetics, beauty supplies and perfume stores 3,500 875 4 1% 2%
Fish and seafood markets 1,000 1,000 1 0% 0%
Florists 2,000 1,000 2 0% 1%
Fruit and Vegetable Markets 18,750 4,688 4 4% 2%
Meat markets 5,400 1,800 3 1% 1%
Other Specialty Food Stores 5,467 1,822 3 1% 1%
Pharmacies and drug stores 33,350 8,338 4 7% 2%
Full service restaurants 51,313 1,833 28 11% 11%
Limited service eating places 36,319 1,252 29 7% 11%
Service Commercial 152,767 1,679 92 32% 36%
Wireless telecommunications carriers 600 600 1 0% 0%
All other consumer goods rental 1,000 1,000 1 0% 0%
Banking 34,100 4,263 8 7% 3%
Dry cleaning and laundry services 7,300 1,217 6 2% 2%
Entertainment and Theatre 3,000 3,000 1 1% 0%
Hair care and esthetic services 18,759 938 20 4% 8%
Insurance agencies and brokerages 4,300 1,075 4 1% 2%
Offices of Other Health Practitioners 26,465 1,393 19 5% 7%
Pet Care (including Vet) 2,000 2,000 1 0% 0%
Printing 4,052 1,013 4 1% 2%
Professional, Scientific and Technical Services 2,329 1,165 2 0% 1%
Travel agencies 750 750 1 0% 0%
General professional offices 48,112 2,005 24 10% 9%
Entertainment / Fitness / Recreation 4,000 2,000 2 1% 1%
Fitness and recreational sports centres 4,000 2,000 2 1% 1%
[Automotive Goods & Services 7,900 1,975 4 2% 2%
Automotive parts and accessories stores 1,000 1,000 1 0% 0%
Automotive repair and maintenance 3,600 3,600 1 1% 0%
Gas stations with convenience stores 2,500 2,500 1 1% 0%
Motorcycle, boat and other MV dealers 800 800 1 0% 0%
Vacant 67,731 2,060 31 14% 12%

Gran tal 484,414 1,885 25




APPENDIX E: 2019 COMMERCIAL INVENTORIES
Commercial Drive BIA, 2019

Category Total Floor Area (sq.ft.) Average Floor Area (sq.ft.) Store Count % of Total Floor Area % of Total Store Count

Comparison Goods 115,044 1,950 59 14% 17%
Art dealers 5,500 1,833 3 1% 1%
Book stores and news dealers 5,500 1,375 4 1% 1%
Children's and infants' clothing stores 5,200 1,733 3 1% 1%
Electronics and appliance stores 3,800 1,900 2 0% 1%
Family clothing stores 2,583 1,292 2 0% 1%
Furniture stores 7,800 2,600 3 1% 1%
Gift, novelty and souvenir stores 4,500 2,250 2 1% 1%
Hardware Stores 3,000 3,000 1 0% 0%
Hobby, toy and game stores 1,500 1,500 1 0% 0%
Jewellery stores 2,000 1,000 2 0% 1%
Luggage and leather goods stores 500 500 1 0% 0%
Musical instrument and supplies stores 10,200 2,550 4 1% 1%
Optical goods stores 4,000 1,333 3 0% 1%
Other general merchandise stores 8,300 2,767 3 1% 1%
Other home furnishings stores 3,000 3,000 1 0% 0%
Pet and pet supplies stores 6,661 2,220 3 1% 1%
Shoe stores 6,000 6,000 1 1% 0%
Sporting goods stores 4,200 2,100 2 1% 1%
Used merchandise stores 16,900 1,878 9 2% 3%
Women's clothing stores 13,900 1,544 9 2% 3%
Baked Goods Store 11,009 2,202 5 1% 1%
Beer, wine and liquor stores 21,100 2,110 10 3% 3%
Convenience Stores 23,040 2,095 11 3% 3%
Cosmetics, beauty supplies and perfume stores 6,500 2,167 3 1% 1%
Fish and seafood markets 1,500 1,500 1 0% 0%
Florists 1,000 1,000 1 0% 0%
Fruit and Vegetable Markets 14,500 4,833 3 2% 1%
Meat markets 2,000 2,000 1 0% 0%
Other Specialty Food Stores 28,200 2,564 11 4% 3%
Pharmacies and drug stores 27,369 2,737 10 3% 3%
Supermarkets and other grocery (except convenience) stores 74,826 18,707 4 9% 1%
Food & Beverage 224,502 1,952 115 28% 33%
Drinking places 40,500 3,375 12 5% 3%
Full service restaurants 67,140 1,865 36 8% 10%
Limited service eating places 116,862 1,744 67 15% 19%
Service Commercial 194,936 2,161 Ll 24% 27%
Wireless telecommunications carriers 1,000 500 2 0% 1%
All other consumer goods rental 2,500 2,500 1 0% 0%
Banking 26,000 3,250 8 3% 2%
Business Support Services 1,500 1,500 1 0% 0%
Dry cleaning and laundry services 7,000 1,400 5 1% 1%
Entertainment and Theatre 6,000 6,000 1 1% 0%
Hair care and esthetic services 22,000 1,294 17 3% 5%
Insurance agencies and brokerages 5,500 1,833 3 1% 1%
Offices of Other Health Practitioners 58,236 1,879 31 7% 9%
Printing 1,500 1,500 1 0% 0%
Professional, Scientific and Technical Services 3,500 1,750 2 0% 1%
Travel agencies 5,000 1,250 4 1% 1%
General professional offices 55,200 2,760 20 7% 6%
Fitness and recreational sports centres 13,500 6,750 2 2% 1%
[Automotive Goods & Services 15,000 3,750 4 2% 1%
Automotive parts and accessories stores 6,000 6,000 1 1% 0%
Automotive repair and maintenance 6,000 3,000 2 1% 1%
Motorcycle, boat and other MV dealers 3,000 3,000 1 0% 0%

16
Gra tal 802,341 2,279 El

Vacant 28,315 1,770 4% 5%
02,34
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APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

4A:Whatis yourtype of business? 4B: What business sector do you operatein?
90 84 35
o 80 30
& 70 2
2 g 25
S 60 3
5 so £ 20
o o
% 40 B 15
E 30 % 10
E 20 13 g 2
=0 . I 5
0 0 — H N
Chain/Franchaise Independent Other Foodand Personal Destination Clothing Other Retail Health and Businessto  Other
Beverage  Service Retail Retail Fitness Business

Type of Business Type of Business

Response |Collingwood I West Seppscd Marpole Response |Collingwood s West Sempeiee Marpole
P J Granville | Broadway Drive P P 8 Granville | Broadway Drive P

Chain / Food and
Franchise Beverage
Independent 1 2 41 5 15 Personal 3 2 7 9 1 9
Service
Other Destlna.tlon 2 5 1
Retail
Clothing
Total Retail !
Other Retail 4 10 1 3
Health and
Fitness 2 !
Busm.ess to 1 )
Business
Other



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

5: What s your role within the businessin this location? 8: What is your business ownership model?

90 80

70
60
50
40
29
30
20
0 [ B

Business Manager Landlord / Business Owner Employee Other
Property Owner 0

72

60

50

40

30

Number of Participants
Number of Participants

20

10
3 2

. Corporation (For  Sole Proprietorship Partnership Sodial Enterprise / Other
Type of Business Profit) Non-Profit

Type of Business
South West Commercial South West
R ] M | R ] M |
esponse Collingwood Granville | Broadway Drive arpole m esponse Collingwood Granville | Broadway arpole m

Commercial

Drive
Business Corporation
Manager 1 9 10 (For Profit) 2 31
Landlord / Sole
Property Owner 3 ! 3 ! Proprietorship 8 12 2
Business Owner 24 36 4 14 . 4 1
Partnership
Social
AR ! ! ! > ! Enterprise / 1 1 1
Non-Profit
Other

Other
Total
Total



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

9A:How manyyears hasyourbusiness been operatingin THIS location? 9B: How manyyears hasyour business been operatingin ANY location?
35 . . .
How many years has your business been operating in ANY
ion?
. location?
40
o 25
%' 35
2 «
_E 20 4"-:“' 30
> g 25
o £
g & 20
E o
T 515
E
2 10
5
5 -
0 0
5t09 10to 14 15t0 19 »=20 5to9 10to 14 15to0 19 >=20
Number of Years Number of Years
. South West Commercial . South West Commercial
co"InEWOOd m co"IngWOOd M
5t09 6 10 5 5t09 7 6 3
10to 14 6 6 2 10to 14 6 6 3
15t0 19 2 5 3 15t0 19 5 3 1 3

= = 3 1 3 22 4 5
- “



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

10A: How many full-time employees are at this business? 10B: How many part-time employees are at this business?
60 70
% 60
@ u 50
£ w0
& =
g 30 g
6 s
& g 30
=) -
£ 20 E
= =2 20
) . - ) .
5t09 10to 14 15t0 19 =20 5t09 10to 14 15t0 19 =20
Number of Full-Time employees Number of Part-Time Employees
.. . South West Commercial .. . South West Commercial
PartICIpants COIIInEWOOd m PartICIpants COIIInEWOOd M
5t09 1 4 9 2 6 5t09 1 7 7 3 3
10to 14 1 4 6 2 10to 14 1 2 4 3
15t0 19 1 1 15t0 19 1 1

- -



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

10C: How many casual employees are at this business?

60

53

50

B
(=]

Number of Participants
M w
(=] o

10
3 3 4
0
o N - |
<5 Sto9 10to 14 15to 19 =20

Number of Casual Employees

.. . South West Commercial
COIIInEWOOd m
<5 1 24 16 2 10

5to9 2 1

10to 14 2

15to 19

>=20 1 2 1



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

11A: Do you have locations outside of Vancouver?

Yes 1 28 6 2 1
No 2 3 2 38 4 18
EIEEEEEEEENES

11B: Where?

Collingwood
» Allacross

South Granville

» South Surrey / West Vancouver

* owners are across Canada with chains
* Toronto, Montreal, Calgary etc.

West Broadway
¢ North Vancouver

Commercial Drive

*  Whistler

* Surrey, White Rock, Abbotsford

* Toronto

+ Alberta

» Guildford, Abbotsford, White Rock, Regina and Fort Quapelle
» Kamloops, Victoria, Nelson, Balfour, Kelowna

» Kamloops, Kelowna, Nelson, Balfour, Victoria

Marpole

* Surrey

» Richmond, Delta, Tsawwassen, Langley, Surrey, Victoria, Nanaimo,
New Westminster, Cormorant Island, Squamish

Hastings
e Allover Canada



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

12A: Please describe your primary customer base.

35
31

w
=1

)
@

<)

=3
[
©

Number of Participants
= =
o « 5] @
=
- )
. i
I 1
®
N
- ’
N
n
- ;
=
. l
. i
I i
)
I :
~
I -
0

Primary Customer Base

South West Commercial
USEOMEr Base oflingwoo Granville | Broadwa Drive arpo’e
9 18 2 2

Local
City-Wide 4 8
Metro-Vancouver 2 4
Outside Metro Vancouver 1 2
General Population 1 2 3 2
Younger Adults ) 9 1
Middle Aged Adults 1 5 10 2 1
Older Adults 2 5 6 1 1
Business-to-Business 1 6 4
Students 6 2
Parents/Families 2 3 1
Males 3
Females 2 3 3 1
Affluent 1 1
Middle Class 1 2 1
Low Income 1

Other 4 2 1

1
Lo [ o | - | s | & [ 3 [ 13



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

12B: Where does most of your customer base come from?

15
40
35
30

25
M Local/Neighbourhood Based

m City-Wide

 Metro Vancouver

W Qutside of Metro Vancouver
‘. L L I I I - L

0%-9% 10%-19% 20%-29% 30%-39% 40%-49% 50%-59% 60%-69% 70%-79% 80%-89% 90%-100%

20

Number of Participants

15

10

Percentage of Customer Base



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

12B: Where does most of your customer base come from?

Collingwood
25

2
15

1
05 ‘

0

6\“96\0 \({\9“\“ \995\5 \B?’D?\B \s@a\u | # S s u\oj\@‘« \uﬁ\“ N@“‘“
$ & o & « & ~ ES

m Local/Neighbourhood ~ m City-Wide m Metro-Vancouver m Outside of Metro-Vancouver

West Broadway

16

14

12

10

8

6

‘ ‘ | | |

2

: Il I| | | 1 |1
u\ﬁ x ,g‘? ”7 o ‘s\n g8 a?%\n s
N R 8 qg\n &8 & &

m Local/Neighbourhood ~ ® City-Wide ® Metro-Vancouver M Outside of Metro-Vancouver

Marpole
25
2
15
1
) “ |
0
N Jp o g Lo b
¢ ; b 5 ® s P &
s §\e ’§\a q’cg\a & ‘76\0 & /\6\0 %S\u %S\"’\,

m Local/Neighbourhood ~ m City-Wide m Metro-Vancouver m Outside of Metro-Vancouver

South Granville
25
2
15
1
05 | ‘
0
slo sle de oo ) sl ) o o g
) Gl o S S/ S S 3 S &
Js N o » o5 < . S
SUC LA U U P S S

m Local/Neighbourhood ~ ® City-Wide ® Metro-Vancouver M Outside of Metro-Vancouver

Commercial Drive

16
14
12
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8
6
: I I
2
o I I IIII Il I I
slo do s
@\5 S\s\ 6\;3‘ 6\5’9 a\s“ 6\“& (g\e@ @\J\q o ©
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10
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7
6
5
4
3
1
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APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

12C: Has your customer base changed significantly overthe past5 — 10 years? 12D: How was your customer base changed over the past 5 — 10 years?
[
80
71
70 5
w
£ 60 »
2 £
[=% 2
S 50 S
= £
| a 3
L] s
a. 410 E
5 5
e 27 Z3
& 30
E
g 20 1
10
0
Fewer Local Younger Customers  Less Affluent Customers ~ General Decrease in  Changes Resulting from Other
0 Custmers/More Non- Customers Product/Service Changes
NO Yes Local Customers Response
Response
. South West Commercial
Response Collingwood Granville Drive
Fewer local
customers/more 3 1 1
o - - ial non-local
Response Collingwood ou ., es omn?erCIa Marpole customers
Granville | Broadway Drive
Younger 2 1
Customers
Yes 1 2 7 12 1 4 !
Less Affluent 1 1 1
Customers
No 2 1 22 27 4 15 .
General
Decrease in 1 1
Total 3 3 29 39 5 -
Changes
Resulting from 4
Product/Service
Changes
Other 2 1

-



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

13: Doesthe company rent or own the location of this business?

Number of Participants

83
80
70
60
50
40
30
20
10 3
0

We RENT the We RENT the
property (Freehold) property
(Condominium
Strata)

South

Response Collingwood

Granville

We RENT the
property 2 3
(Freehold)
We RENT the
property
(Condominium
Strata)
We OWN the
property
(Freehold)
We OWN the
property
(Condominium
Strata)

|1 Don’t know 1

9

3 2
|
We OWN the We OWN the | Don'tKnow
property (Freehold) property

(Condominium
Strata)

Response
West Commercial Marpole
Broadway Drive P
25 36 2 15
2 1
3 2 4
1 1 1

1



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

14A: Do youhavea lease? 14B: If you have a lease, do you have concerns that your lease is affecting the
viability of your business?

73 25
@ 80 F 21 21
5 70 3 20
2 60 ]
2 £
£ 50 815
& 40 £ .
Y o 10 8
° 30 g
: = = H .
4 o 1
= 18 —— [ | ! "o — . I
, High/Increasing High/Increasing High/Increasing Fear of General Poor Other
Yes—Ihavea lease for Yes—Isubleasefrom No—Idonothavea I Don’tKnow Rent Property Taxes Maintenance Redevelopment Afforability — Landlord/Fear
my Retail/Commercial the main lease or Landlord of
space retain/commercial Selling Redevelopment
tenant Response
Response
South West Commercial South West Commercial
Response Collingwood ., . Marpole Response Collingwood . . Marpole
i ¢ Granville Drive M (LI Broadway Drive i
- High/Increasin
YI:Zselfrc]:'Vni , ¢ /Rent ’ 4 12 >
’ v 2 3 22 31 2 13 - -
Retail/Commercial High/Increasing 5 11 5 3
Space Property Taxes
Yes, | have a lease High/Increasing 3 3 5
from the main 1 ) 1 Maintenance
Retail/Commercial Fear of
tenant Redevelopment or 1
No — I don not i
1 1 3 4 Landlord Selling
have a lease General a P
| don’t know Affordablllty
or
LandIord/Fear of 1 4 4
Total Redevelopment
Other



APPENDIX F: SURVEY OF BUSINESS OWNERS

D OPERATORS

14C: Whattype of lease do you have?

70 52
2 60
f=
m
2 50
=
b=
5 40
-9
B 30
E 20
E 0 13
0
| pay Base Rate + Property Tax | pay a Gross Rate (landlord I don’t know
+ Maintenance (“Triple Net”) pays property tax and repairs)
Response
South West Commercial
Response Collingwood . ) Marpole Hastings
Base Rate +
Property Tax + 2 19 27 2 12
Maintenance
Gross Rate
Landlor
(Landlord pays 1 4 3 5

property tax
and repairs)

| don’t know 2

1 2 5 3

14D: Could you share your Basic Rent (per square foot) for the years below?

8
W7
E ° m50to$9
£ ° m$10t0 $19
o 4
5 52010529
53
-E 5 m$30t0$39
=z X | 54010 549
0 W $50 to $60
2011 2015 2019
Year
Basic Rent
S0 to $9 2 2 2
$10to $19 5 5 4
$20to $29 3 3 7
$30to $39 2 4 4
$40to $49 1 4 4
$50to $59 1 3 4



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

14D: Could you shareyour Basic Rent (per square foot) for the years below?

2011 2015
Basic Rent
1 2 1 2 1 1 1

S0 to $9

$10t0 $19 1 2 3 2 2 3 2 1 3
$20to $29 1 2 2 1 2 3 4
$30t0 $39 2 2 3 3 4 3 1
$40to0 $49 1 1 1 3 3 1 6 2

$50to $59 1

4 4
o Responses ------



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

14E: How manyyearsremain on your lease? 14F: Doyou have a renewal clause? If so, how many years?

18 35

16 - 31
£ 14 30
E w

a

g 12 10 10 5 25
5 10 2
g €20 |22
o 6 &
86 > % 15
£ -
3 4 3 o
= 2 2 2 a

2 1 1 £ 10

=1
o | o [ = 6
0 1 2 3 4 5 7 8 9 10 20 g 1 N l 2 1
Number of Years 0 —-— - [ | — - - — -
1 2 3 4

6 30 Idon’t Other
know

No

Number of Years

B Granville | Broadwa Drive P & Granville | Broadwa Drive P

1 1 6 3 1 1
2 1 1 6 2 2 1

3 8 5 2 1 3 3 3
4 4 2 4 1 1
5 1 3 1 5 11 14 2 4
7 2 6 1

8 1 7 1

9 2 10 1 2

10 1 2 30 1

20 1 | don’t know 2 1 2 5
------



14G: Doesyour lease have a Demolition Clause allowing the landlord to 14H: Do you have options to expand or contract the size of your business at this
terminate your lease for redevelopment? location?
35 70
30 60
a 0
£ 25 E 50
= 2
= S
£ 20 +£ 40
a e
u— Y
5 15 g 30
[7] [T]
o 2
§ 10 £ 20
= =
5 i -
0 0 _
| don’t know I don't know
Response Response
. South West Commercia . . South West Commercial
COIIIngWOOd COIIInEWOOd M
No 1 11 12 1 6 No 1 1 20 28 2 13
| don’t Know | don’t Know



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

15:If you do notownyourlocations and do not have a lease, what best 16A: Describe how yoursales/ revenue experience has changed in the past 2
described your situation? years:

[
o
=
(=]

18
18 35
“ 16 'Im-'
.g. £ 30
o
s 14 12 S 25
g1 5
& 10 & 20
s s 15
57 i
£ 6 E 10
=]
R 3 = 5 .
: N ; -
0 Increased a Increased a Stayed Same Decreased a Decreased a | Don’t Know
Rent Month to Month Temporary Tenant | Don't Know Lot Little little lot
Response Response
South West Commercial South West Commercial
Response | Collingwood L ., Marpole Response |Collingwood " s Marpole
Rent Month to 5 5 Increased a 6
Month lot
Temporar Increased a
ekl 1 1 1 . 1 12 14 1 6
Rent little
| Don’t know Stayed Same 1 2 2 8 2 5
Decreased a
. 7 3 2
Decreased a
2 3
lot
I don’t know 1

/A 3 1 1



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

16B: Describe how yoursales / revenue experience has changed in the past5 16C: Describe how your sales/ revenue experience has changed in the past 10

years: years:
30 30
25
w 25 w 25
5 5
220 220 19 19
L L
E_- 15 E_- 15
5 ° 10
£ 10 £ 10 -
E E
S S 5
0 0 I
Increased a  Increased a Stayed Same Decreased a Decreased a | Don’t Know Increased a Increased a Stayed Same Decreased a Decreased a | Don’t Know N/A
Lot Little little lot Lot Little little lot
Response Response
South West Commercial South West Commercial
Response |Collingwood . . Marpole Response |Collingwood . ) Marpole
Increased a Increased a
1 1 7 8 6
lot lot
Increased a Increased a
. 2 6 11 2 4 X 1 4 9 1 4
little little
Stayed Same 1 5 3 4 Stayed Same 1 4 3 2
Decreased a Decreased a
. 3 5 1 1 . 1 1 3
little little
Decreased a Decreased a
1 5 2 5 1 1
lot lot
| don’t know 1 I don’t know 1 1 1

/A 3 8 2 2 N/A 6 13 2 4



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

17A: Describe how property/ lease costs related to your location have changed 17B: Describe how property/ lease costs related to your location have changed
in the past 2 years: in the past5 years:

35 35 33
a 30 g 30 26
c c
2 £
= s
£ 20 Lo
< g 14
6 15 6 15
@ @
£ 10 £ 10 7 7
3 3
0 — — 0 | ]
Increased a Increased a Stayed Same Decreased a Decreased a | Don’t Know Increased a Lot Increased a  Stayed Same  Decreaseda | Don’tKnow N/A
Lot Little little lot Little little
Response Response
South West Commercial South West Commercial
Response |Collingwood . ., Marpole Response |Collingwood . ., Marpole Hastings
Increased a Increased a
1 9 8 2 6 2 8 5
lot lot
Incr: Incr:
creased a 1 8 16 8 creased a 1 10 14 8
little little
Stayed Same 1 6 3 2 Stayed Same 1 2 2 2
Decreased a Decreased a
. 1 . 1 1
little little
Decreased a 1 Decreased a
lot lot
I don’t know 2 5 1 I don’t know 2 4 1

/A 1 4 1 2 N/A 3 7 1 3



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

17C: Describe how property/ lease costs related to yourlocation have changed 18A: Describe how the cost to you for the goods/services that you sell has
inthe past 10 years: changedoverthe past 2 years.

w

o
W &
[Sal -]

38
a 25 P
5 g 30 22
= a
299 S
2 g 25
]
a 15 a 20
G s
& 10 81 12
E E 10 7
2 5
- — "o N — |
0 0 — e
Increased a Lot Increased a  Stayed Same  Decreaseda | Don’tKnow Increased a Increased a Stayed Same Decreased a Decreased a Don’t Know N/A
Little little Lot Little little lot
Response Response
South West Commercial South West Commercial
Response |Collingwood . ) Marpole Response |Collingwood . . Marpole
Incr: Incr
creased a 5 3 10 1 5 creased a 12
lot lot
Incr: Incr
creased a 1 7 8 1 5 creased a 2 1 9 16 2 8
little little
Stayed Same 1 1 2 2 Stayed Same 1 4 5 2
Decr Decr:
ec .eased a 1 1 1 ec feased a 1
little little
Decreased a Decreased a 1 1
lot lot
| don’t know 2 5 2 I don’t know 2 1

/A 5 10 1 4 N/A 1 3 1 2
-



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

18B: Describe how the cost to you for the goods/services thatyou sell has 18C: Describe how the cost to you for the goods/services thatyou sell has
changed overthe past 5 years. changed over the past 3 years.

£y
(=)
W
(=]

. 35 @ 25
E 30 E
2 g 20
g
] ]
o 20 a 15
K K
& 15 210
§ 10 § .
. i |
Increased a Lot Increased a  Stayed Same Decreased a lot Don’t Know Increased a Increased a Stayed Same Decreased a Decreased a Don’tKnow
Little Lot Little little lot
Response Response

Response |Collingwood ) West Tyl Marpole
P J Granville | Broadway Drive P

Response |Collingwood 2l West Lyl Marpole
P J Granville | Broadway Drive P

Increased a 5 11 1 5 Increased a 1 5 10 1 5
lot lot

Incrt_eased a 1 5 12 14 1 3 Incrgased a 1 9 9 1 5
little little

Stayed Same 1 2 3 1 2 Stayed Same 1 2 4 1 2

Decreased a Decreased a
. 1 . 1
little little

Decreased a Decreased a 1
lot lot

I don’t know 2 1 1 | don’t know 2 2

/A 1 3 7 1 3 N/A 1 5 11 1 4
- -



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

19: Describe how profitability of your business has changed over the past 2 20A: Please rate and share how you perceive labour issues (employing staff) as a
years? challenge to your business’s viability?

30 35 33
a 25 30
% "
o ]
S 20 S5
5 2
=3
2 15 £ 20
o o 16
g 10 = 15
£ o 15
£ =
3 [
Z 5 -g
£ 10
2
0 4 3
Decreased a lot Decreased a Increased a Increased a Lot Stayed Same 5
little Little -
0 |
Response
Response
South West Commercial South West Commercial
R Colli d . ) M | Rati Colli d . . M |
Increased a 1 (Not
1 4 3
lot Significant)
Increased a 1 1 7 12 1 6 2 1 1 1
little
Stayed Same 1 1 8 4 9 3 1 4 7 1 3
Decr.eased a 5 10 1 1 4 1 4 7 3
little
Decreased a 1 5 3 5 (Extremely
lot Significant)

ElEREEIEAEREN



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

20B: Please rate and share how you perceive acquiring finance / cash flowas a 20C: Please rate and share how you perceive logistics (goods pick up and drop

challenge to your business’s viability? off) as a challenge to your business’s viability?

35 33 14 13

30 12
] ]
€ 25 £ 10 9
(=% (=%
= =
€20 £ 38 /
[ 16 15 [ 6
5 15 5 6
[T [T
g g
S 10 S 4
= = 2

5 2

N i [ 1]

1 2 3 4 5

Response

Response

West Commercial Marpole Ratin Collinewood South West Commercial Marpole
Broadway Drive P B B Granville | Broadway Drive P

Rating
1 (Not 4 1 (Not 5
Significant) Significant)
2 5 5 2 2 4 3
3 4 3 4 3 1 4 1 3
4 1 4 4 1 1
5 (Extremely 5 (Extremely
Significant) Significant)



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

20D: Please rate and share how you perceive parking/ transportation as a 20E: Pleaserate and share how you perceive marketing as a challenge to your
challenge to your business’s viability? business’s viability?
25 23 30
L 20 " 25
] 17 H
2 220
£ 15 g
[ o
[-9% [-%
%5 10 1 s B
5 10 5 10
9 9 9
4 210
2 2
5 3 5
.| ,
1 2 3 4 5 1 2 3 4 5
Response Response
South West Commerqal South West Commerqal
COIIIngWOOd m COIIIngWOOd m
1 (Not 1 (Not
Significant) Significant)
2 4 4 2 2 1 1 4 3
3 7 6 1 3 3 8 12 1 5
4 1 1 3 1 5 4 1 4 4
5 (Extremely 5 (Extremely
Significant) Significant)



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

20F: Please rate and share how you perceive city permit processingas a 20G: Please rate and share how you perceive ability to expand as a challenge to
challenge to your business’s viability? your business’s viability?
18 17 18 17
16 16
o 14 ©n 14
f= c
212 1 21 1
2 10 2 10
£ 10 t 10
a 8 a 8
5 8 5 s
5 ° ; G
E © € °
3 =]
Z 4 Z 4
’ ’ .
0 0
Response Response
. . South West Commercial South West Commercial
COIIIngWOOd angils D M co"InEWOOd Slehizll DS m
1 (Not 3 1 (Not 4
Significant) Significant)
2 1 1 1 1 6 2 1 2 3 3
3 1 3 6 1 3 1 1 3 1 2
4 1 4 2 1 4 3 5 3
5 (Extremely 5 (Extremely
Significant) Significant)



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

20H: Please rate and share how you perceive overhead costs as a challenge to 20l: Please rate and share how you perceive rent as a challenge to your
your business’s viability? business’s viability?
40 40
35 35 4
£ 30 £ 30
a g
T 25 525
£ 20 £
€ 20 £ 20 18
k- B
815 15 i
£ 5 . E
z10 ER
5
o | — )
5 1 2
Response Response
South West Commercnal South West Commercnal
COIIInEWOOd m co"IngWOOd m
1 (Not 1 (Not
Significant) Significant)
2 1 2 3 1 1 2 2
3 2 2 1 3 3 3 6 3
4 2 4 8 6 4 1 6 8 4
5 (Extremely 5 (Extremely
Significant) Significant)




APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

20l: Please rate and share what you perceive as challenges to your business
viability.

Number of Participants
o0

4 4 4 4
4
3 3 3 3 3 3
2
| .
0
Competitors High Residential Lack of Foat Accesibility Sodal Issues High Rent and Taxes  Declining Retail Cost of Low Barrier Shelter Street Appeal Lease Other
Rent Traffic/Negative  Concerns (parking,  (homelessness, Envrionment Goods/Labour Uncertainty/Threat
Population Growth transit, etc) crime, etc) of Redevelopmetn

Response



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

20l: Please rate and share what you perceive as challenges to your business 21: Doesthe quality or management of any of these impact the viability of your
viability. business?

P B Granville Broadwa Drive P
4

70
Competitors 58
E 60
High Residential 5
2 1 2 50
Rent = a1 . 43
Lack of Foot & 40
Traffic / %5 30
Negatlye 2 25 13
Population E .
. =
Accessibility 0
concerns 1 1 1 Streets Transit Loading Sidewalks Parking Other
(parking, transit, Response
etc)
Social Issues
(Homelessness, 15

Declining Retail

crime, etc) S - a ial
High Rent and Response Collingwood OUt. est omn}erua Marpole
T 1 2 Granville | Broadway Drive
axes
8 1

Envi 1 2 Streets 3 22 9
nvironment
Cost of Goods
/ 2 1 1 Transit 1 1 12 12 2 9
Labour
Low Barrier .
Shelter 4 Loading 1 6 6
Street Appeal 3 Sidewalks 9 20 1 12
Lease
Uncertainty / 1 1 5 Parking 1 14 21 4 16
Threat of

Redevelopment Other 3
Other

2 3 1
1 1 1
Total 1 46 53
I T R T R NN MY



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

22:Doesyour business (checkany thatapply):

30

South West
Granville | Broadway

)
@

Response Collingwood Marpole

N
5]

Deliver Goods /
Services Direct to 1 9 9 2 7
Customers
Sublet or Share

28
12
10
7 8 7
Space within 1
5 . 3 . N 4 your location to
1 1 i

another business

O _— L] H_ N

Deliver Sublet or Host Events Sell goods/ Operate Sell goods / Sell goods/ Subletor  Operate Sell goods/  Other Host Events /
Goods / Share Space /Shows off servicesin  “PopUp” services  servicesin Share Space Mobile  services on Shows off site
Services  within your site other Stores Temporary  directly Public  within your Sales third-party

Directto location to locations online Markets locationto  Vehicles  channels Sell gOOdS /

Customers  another another (i.e. Amazon services in Other 3 2 1 1
business business / eBay)
Response Stores
Operate “PopUp
Temporary 1 2
locations
Sell goods /
services directly 1 3 4
online
Sell goods /
services in Public 2 3 2
Markets
Sublet or Share
Space within
your location to
another business
Operate Mobile
Sales Vehicles
Sell goods /
services on third-
party channels 1
(i.e. Amazon /
eBay)

Number of Participants
i =
o o]

”

Other 1 1

2
26



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

22:Doesyour business (checkany thatapply):

Response Collingwood ST West S ] Marpole
P 8 Granville | Broadway Drive P

Deliver Goods / Services Direct
to Customers
Sublet or Share Space within
your location to another 1
business

Host Events / Shows off site 1 3 3 2 3

Sell goods / services in other
Stores
Operate “PopUp” Temporary
locations
Sell goods / services directly
online
Sell goods / services in Public
Markets
Sublet or Share Space within
your location to another 3 3 1 3
business

Operate Mobile Sales Vehicles 2 1 1

Sell goods / services on third-
party channels (i.e. Amazon / 1
eBay)

Other



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

23: MY long-term outlook for MY businessin this location is:

13
11
9 m Collingwood
8 8

= Commercial Drive
M Hastings

4 W Marpole
M South Granville
m \West Broadway

14

13

12
10

8

6

6 5
4

2

0

Number of Participants

Improving Remaining the same Deteriorating
Response
South West Commermal
R Colli d M |
m
Improving
Remaining the 1 3 13 2 3

Same

Deteriorating



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

24: Withinthe next 5 years, | will:

30
26
25

25

20
“l
a
c
(-]
=
o
=
o
a 15
B
@
£
E 12
= 11

10

5 4
3
0 -
Close the business Contract existing business in this Expand existing business in this Relocate the business to another Retain the businessin this Sell the business [ Pass it down
location (reduce size or hours) location (add space or operating location location and add more locations to family
hours)

Response



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

25: Whatis WORKING to support your businessin its current location?

14 13
12

@
2
5
210
]
2
&
b 8 7 7
E:
E © 5 5
3
=

4

2 2 2
2 - - -
0
BlA Work Foot Traffic  Stable/Decreasing Supportive Accessible for  Accessible Transit Parking Community Proximity to PopularRetail ~ Business Efforts Other
Costs (Property Landlord Pedestrians Spirit/Events Residential Area (good customer
Taxes, etc) Developments service,
operational
efficiencies)

Response



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

24: Withinthe next 5 years, | will: 25: Whatis WORKING to support your businessinits current location?
. South West Commercial . South West Commercial
Response COIIIngWOOd Granville Drive m COIIIngWOOd Granville Drive M
Clos.e the 1 3 BIA Work 1 1 3
business
Coptr.act Foot Traffic 1 4 2
existing
business in this 1 1 1 Stable/Decreasi
location ng Costs
° 2
(reduce size or (Property
hours) Taxes, etc)
Expand existing Supportive )
business in this Landlord
location (add 1 2 2 1 5 Accessib[e for 1 1
space or Pedestrians
operating Accessible
hours) Transit ! 2 2 2
Relocate the .
business to 1 8 P 1 Parking ! 3 !
another Community 3 6 4
Iocaftlon Spirit / Events
R.etam .the . Proximity to
business in this Residential 2 5 1 1
location and 1 1 7 11 1 5 Developments
add rT10re Popular Retail
locations Area 4 5 1
'Sell the Business Efforts
bu§|ness / pass 1 4 16 1 3 (good customer
it down to service, 9 3 1 2
family

operational
Other 5 1 1



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

26: Whatis NOT WORKING to support your businessin its current location?

14

Number of Participants
®

6
5 5 5
4 4 4
Z 2 .
Sodal Issues Lack of Parking Increasing Rent, Property Poor Building Building Location (not Lack of Traffic/Quiet Competittion General Lack of Labour Challenges Changing Community Fear of Redevelopment Other

(homelessness, crime, etc) Tax, And Utilities Maintenance/Landscaping visible, too small, Neighbourhood Government Support Demographics
accessibility, etc)

Response



APPENDIX F: SURVEY OF BUSINESS OWNER D OPERATORS

27:Whatis MISSING to support your businessin its current location?

10
9 9

9

8

7
£ 6
26
o]
2
[
‘6
g 4 4
t 4
3
=

3 3 3
3
2 2

2

l . .

0

Lower Rent and Taxes Addressing Social Issues More Customers Affordable Government/City Support Accessible Good Retail Environment  Landlord Support/Better Strong BIA Other
(homelessness, crime, etc) Housing/Increased Transit/Pedestrian-Friendly  (diverse retailers, local Maintained Buildigs
Residential Density Infrastructure customers, foot traffic, etc)

Response



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

26: Whatis NOT WORKING to support your businessin its current location? 27:Whatis MISSING to support your businessin its current location?
. South West Commercial . South West Commercial
co"IngWOOd Granville Drive M co"IngWOOd Granville Drive M
Social Issues Lower Rent and ) 5 )
(homelessness, 1 7 4 Taxes
crime, etc) Addressing Social
Lack of Parking 2 2 2 6 Issues 1 4 1
(homelessness,
Increasing Rent, crime, etc)
Property Tax, 1 5 7 1
And Utilities More customers 2
Poor Building Affordable
Maintenance/L 2 2 Housing/Increase )
andscaping d Residential
Building Density
Lo.ca.\tlon (not Government/City 1 1 3 1 3
visible, too 2 5 Support
small, Accessible
accessibility, Transit/Pedestrian
. 2 1
etc) -Friendly
Lack of Infrastructure
Traffic/Quiet 4 1 Good Retail
Neighbourhood Environment
o 1 1 (diverse retailers, 3 1
local customers,
General Lack of foot traffic, etc)
Government 1 1 1 2 Landlord
Support Support/Better
S 3
Labour 1 1 3 Maintained
Challenges Buildigs
Sl Strong BIA 1 7
Community 1 1
Demographics Other ) 2
Fear of

Redevelopment ! 3
Total 1 1 16 19 2
Other 1 2 2 1
27



APPENDIX F: SURVEY OF BUSINESS OWNERS AND OPERATORS

28: Do you have any comments or suggestions for the study team? Other comment details:

West Broadway
South West Commercial
Response Collingwood Marpole
Granville | Broadway Drive * Street patrol

Appreciation

for Doing Study Commercial Drive
Willing to be

Contacted for a ; * Go it and watch government employees sitting around collecting their
Further

Discussion paycheck

Comment on . . . . . o
High Taxes and . > 1 5 * Some questions are impossible to answer.ie the ones dealing % of. It

Rent requires pulling out records which | lack the time to do in order to
Plea to Save .
Neighborhood/ answering correctly.
Listen to
Merchants
Encouraging
Study
Team/City to 1 2
Talk Directly to
Merchants
Suggesting
Increased
Pedestrian
Facilities
Feedback for
Community
Engagement
Session

Other
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APPENDIX G: SURVEY OF LANDLORDS AND BROKERS

6: How many years have you been leasingin this BIA? 8A: How many Retail / Commercial properties do you lease in this BIA?
7 9
6 8
5 8
2 w !
£ 5 =
H \ 6 .
S 2
£ 4 2
£ s°
P 3 3 o
S 3 %4
@ @
_g 2 2 -E 3
2?2 E 2 2
2
1 1 1
1 I N
0 0
Oto9 10to 19 20to 29 30to 39 40to 49 50to 59 1 2 5 6 20
Number of Years Number of Properties
Number of Collingwood South Commercial West Maroole Number of Collinewood South West Commercial Marpole
Years 8 Granville Drive Broadway P Properties B Granville | Broadway Drive P
0to9 0 0 2 2 0 0 1 3 1 4
10to 19 0 0 1 0 1 0
2 1 1
20 to 29 1 1 1 1 1 0
30 to 39 2 1 0 0 0 1 5 1 1
40t0 49 0 1 0 0 0 0 6 1 1
50 to 59 0 0 1 0 0 1
20
60 to 69 0 0 0 0 0 0
80 to 89 0 0 0 0 0 0
90 to 99 0 0 0 0 0 0
100 or more 0 0 1 1 0 0

IS I T T BRI T B

w
N



APPENDIX G: SURVEY OF LANDLORDS AND BROKERS

8B: How many tenants do your Retail / Commercial properties have in this BIA? 8C: What s the leasable square footage of your Retail / Commercial properties

in this BIA?
14 13
9
8 12
8
w
5’ £ 10
o ]
5 ° g
= £ 8
& ° 5
s [Ty
o 3 ° 6
g 2
o
E 2 g 4
52 2 4 3
= 1
1 2
. 0 I ’
Oto4 5to9 10to 14 15t0 19 20 0or more 0
Number of Tenants 0to 2499 2500 to 4999 5000to 7499 7500t0 9999 10000 or more

Leaseable Square Footage

Number of Collinewood South West Commercial Marpole Leaseable Collinewood South West Commercial Marpole Hastings
Tenants g Granville | Broadway Drive P Squarefootage J Granville | Broadway Drive P 8

Oto4 0to 2499
5to9 1 0 0 0 1 1 2500 to 4999 0 1 1 2 0 0
10to 14 0 2 0 0 0 0 5000 to 7499 1 0 0 1 1 0
15to 19 0 0 0 0 0 0 7500 to 9999 0 0 0 0 0 0
20 or more 10000 or more



APPENDIX G: SURVEY OF LANDLORDS AND BROKERS

9A: Please rate and share how you perceive labourissues (employing staff)asa 9B: Please rate and share how you perceive acquiring finance / cashflowas a
challenge to your business’s viability? challenge to your business’s viability?
4.5 6
4 5
5
35
2 3 3 2
2 2 8§ 5
5 2 'E
2 z 2
E 15 E 2
3 3
=4 =4
1 1 1 1
1
0 0
1 2 a4 5 1 2 3 4 5
Response Response
. . South West Commercial South West Commercial
COIIIngWOOd Granville Drive m COIIIngWOOd Granville Broadway Drive m
1 (Not 1 (Not
Significant) 1 1 Significant) 2 2
2 1 1 2 1
3 1 3 1
4 1 1 4 1
5 (Extremely 5 (Extremely
Significant) Significant)



APPENDIX G: SURVEY OF LANDLORDS AND BROKERS

9C: Please rate and share how you perceive logistics (goods pick up and dropoff) ~ 9D: Please rate and share how you perceive parking/ transportationas a

asa challenge to your business’s viability? challenge to your business’s viability?
45 10
4 9
4 9
35 8
2 3 2 7
3 g
] 3 6
£ 2s £
o 2 a 5
% 2 k]
@ T 4
-] £
E 15 £
3 3> 3
z 1 z
l . 2
1 1
. . | |
1 2 4 5 1 3 5
Response Response
. . South West Commercial South West Commercial
co"InEWOOd SEL I RIS m co"IngWOOd LI Drive
1 (Not ) 1 1 (Not 1
Significant) Significant)
2 1 2
3 3 1
4 1 1 4
5 (Extremely 5 (Extremely
Significant) Significant)



APPENDIX G: SURVEY OF LANDLORDS AND BROKERS

9E: Please rate and share how you perceive marketing as a challenge to your 9F: Pleaserate and share how you perceive regulations as a challenge to your
business’s viability? business’s viability?
35 7
3 3 6
3 6
£025 ]
£ 2 £ 4
£ £
» 1.5 o3
2 @
- ' £
z 1 22
1
0.5 1
: : ]
1 2 4 5 1 3 5
Response Response
. . South West Commercial South West Commercial
co"IngWOOd Granville Drive m co"IngWOOd Granville Drive M
1 (Not ) 1 (Not )
Significant) Significant)
2 1 1 2
3 3 1
4 1 4
5 (Extremely 5 (Extremely
Significant) Significant)



APPENDIX G: SURVEY OF LANDLORDS AND BROKERS

9G: Pleaserate and share how you perceive city permit processingasa 9H: Please rate and share how you perceive ability to expand as a challenge to
challenge to your business’s viability? your business’s viability?
8 35
7 3 3
7 3
w6 a
2 £2s
25 2
£ £ 2
g4 &
E E 15
23 2
£ £ 1 1
S 2 S 4
= 2 =
0 0
1 4 5 1 4 5
Response Response
. . South West Commercial . . South West
Ratlng co"InEWOOd SEL I Broadway RIS MarPOIe m co"IngWOOd LI M
1 {Not 1 1 1 {Not 2
Significant) Significant)
2 2 1
3 3
4 1 1 1 1 4 1
5 (Extremely 5 (Extremely
Significant) Significant)



APPENDIX G: SURVEY OF LANDLORDS AND BROKERS

9l: Please rateand share how you perceive overhead costs as a challenge to 9J: Please rate and share how you perceive property taxes as a challenge to your
your business’s viability? business’s viability?
10 14
9
9 12
12
8

% . % 10
g 2

'.E_ 6 t 8
& s g
s s

g 4 § ©
£ 3 3 E

é 3 5 4
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Response Response

. . South West Commercial . . South West Commercial
COIIIngWOOd Granville Drive m COIIIngWOOd Granville Drive M
1 (Not 5 1 (Not 1

Significant) Significant)
2 2
3 3
4 1 2 4 1

5 (Extremely 5 (Extremely

Significant) Significant)



APPENDIX G: SURVEY OF LANDLORDS AND BROKERS

9K: Please rate and share how you perceive rent as a challenge to your
business’s viability?

6
6
5
4
3

3

2
2

1
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1 2 4 5

Response

Number of Participants

. . South West Commercial .
co"IngWOOd eI ki HaStlngs
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4 1 2
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9L: Please rate and share what you perceive as challenges to your business
viability.
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10: Are there City Permitting practices that impact the viability of your Retail /
Commercial properties?
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s
S 15
é 1 1 1
£ 1
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0.5
0
Lane Access  Slow Permitting Costly Generally Parking Bylaws Other
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Lane Access

Slow Permitting
Process
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Permitting 1
Process

Generally
Difficult

Permitting
Process

Parking Bylaws 1

Other 1
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11A: Doesthe quality or management of any of these impact the viability of your
Retail / Commercial properties?

9
8
8
7

7
2 6
86
‘S
€t 5
[
o 4
G4
3 3
£3
=
=3

2

1
1 [ ]
0
Parking Transit Sidewalks Loading Streets  Lane Access
Response
. South West Commercial
co"IngWOOd M
Parking 2 1 1 2 1 1
Transit 1 1 1
Sidewalks 1 2 3
Loading 2 1 1
Streets 1 2 3 1
Lane Access 1

“

11B: Neighbourhood Details

South Granville

* we are a retail storefront and need a neat, tidy, safe and easy to
access area with lots of parking

* No after 3 parking on west side

West Broadway

» Sky train will help bring more prospective employees to the area

* And street with closing businesses has no traffic

* There is no sidewalk on Collingwood between W10th and W
Broadway. Extra parking along this corridor is a great help

Marpole

e Parkingis a big issue in the Marpole Area. Patrons park illegally in spots
that are not designated. Marpole should build a free parking lot, same as
Kerrisdale so patrons can park in the area. This will cause less frustrations
to the tenants and landlords do not need to issue parking tickets. Free
parking can also promote patrons to do more shopping in the area.

Hastings

* The parking meters are an inconvenience to customers who must then use
side streets for parking or use the parking lot that is further away from
Hastings and Nanaimo which is a challenge for older, disabled, or parents
with young children. Paying for parking is just another added expense for
people who may be on limited budgets.
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12: Are there City Policies that impact the viability of your properties? Please 13: Please assist by providing us with your Historical Lease Rates (Base Rate /sf
provide details. Net Floor Area) for propertiesin this BIA

South Granville
» Too much focus on bicycles

6
West Broadway £
* Yes archaic parking law and buildable height restrictions §
* Business Signage limitations, advertisement limitations £ ‘
* There is a structure at 3474 W Broadway that needs to be updated or .;':_. 3
developed. It is a eye sore on W. Broadway and at the back. 52
* Property taxation on phantom density is a major issue for the viability of 'g 1 I
our retail tenant's businesses in single level retail buildings = 0 -
Commercial Drive o 2o 2o
Year

* The city doesn’t care about our neighborhood, Grandview Park, garbage,

cleanliness of the a”eyways ES0to 519 mS520t0529 mS30toS539 WS40to $49  mS50 or more

4 3 1

S0 to $19

$20to $29 4 5 5
$30to $39 3 3 5
$40to $49 0 1 2

$50 or more 1 1 0
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14A: Describe how your retail commercial lease rate has changed overthe past 14B: Describe how your retail commercial lease rate has changed over the past

2 years? 5 years?
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Don’t Know Don’t Know



APPENDIX G: SURVEY OF LANDLORDS AND BROKERS

14C: Describe how your retail commercial lease rate has changed over the past 15A: Describe how your retail commercial leasing vacancy has changed over the

10years? past2 years?
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15B: Describe how your retail commercial leasing vacancy has changed over the 15C: Describe how your retail commercial leasing vacancy has changed over the

past5 years? past 10 years?
6 3.5
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5 2 3
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£ 3 5
x3 %5 15
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2 1
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Don’t Know 1 1 1 Don’t Know 1 1 1
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16A: Describe how your operating expenses have changed over the past 2 16B: Describe how your operating expenses have changed overthe past5
years? years?
14 12
12
- » 10
€ €
a1 2 g
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16C: Describe how your operating expenses have changed over the past 10 17A: Describe your understanding of how the profitability of your Retail /
years? Commercial tenants has changed over the past 2 years?
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17B: Describe your understanding of how the profitability of your Retail / 17C: Describe your understanding of how the profitability of your Retail /
Commercial tenants has changed over the past 5 years? Commercial tenants has changed over the past 10 years?
45 a 6
a4 5
2 a5
g 3 g 4
= +=
£ 55 £ 3
a 2 a3
B 2 B 2 5
% 15 i L9
5 1 E 1
= =1
< .
0 0
Increaseda  Stayed Same Decreased a Decreasedalot Don'tKnow Increaseda  Stayed Same  Decreased a Decreased alot Don’tKnow
Little little Little little
Response Response
. . South West Commercial . . South West Commercial
Ratlng coulngWOOd Granville Drive m Ratlng coulngWOOd Granville Drive m
Increased a Lot Increased a Lot
Incrgased a 1 Incrgased a 1 1 1
Little Little
Stayed Same 1 1 Stayed Same 1
Decreased a Decreased a
little ! 2 little ! !
Decreased a lot 2 1 Decreased a lot 1 1
Don’t Know 1 2 1 Don’t Know 1 1 2 1

N/A N/A
-



APPENDIX G: SURVEY OF LANDLORDS AND BROKERS

18: My longterm outlook for retail/commercial usesin the BIA s: 19: Withinthe next 5 years, my retail / commercial leasing businessin the BIA
will:
8 10 5
7 ! 9
3 ]
w6 P
g
gs g6
S g s
‘s ‘s
83 g1 3
£ 2 E s
=z 2 =
! 1
1 | —
0 0
Improving Remaining the same Deterioriating Expand Stay the Same Contract
Response Response
. . South West Commercial South West Commercial
Ratlng COIIIngWOOd Granville Drive m COIIIngWOOd Granville Drive M
Improving Expand
Remaining the 1 1 1 1 1 1 Stay the Same 2 1 1 2 2 1
same
Deteriorating Contract



APPENDIX G: SURVEY OF LANDLORDS AND BROKERS

20: Whatis WORKING to support Retail / Commercial usesin this BIA? 21: Whatis NOT WORKING to support Retail / Commercial usesin this BIA?
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22:Whatis MISSING to support Retail / Commercial usesin the BIA?

- u' [

NMumber of Participants

o
]

o
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Changes
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Response
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2 2 2 2
I I I I 1

Lower Property Taxes

Improved Business Permitting
Process
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23: Do you have any comments or suggestions forthe study team?

West Broadway
* Dear both, | am not sure what is the purpose of this survey, please send
our voice to legislations. Our expenses is very high. There is no staff to be

and minimum wage is $30 for a dental receptionists due to lack of
affordable housings. Thanks.

Commercial Drive

* Eitherlisten to the resident of the city or stop wasting the taxpayers
money.

Remember who you work for. If you are employed by the city ask yourself
who you work for? If you don't have the right answer, of which there is
only one, then you should resign or be fired.

Hastings
¢ Thankyoul!



