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INTRODUCTION

This year was the busiest and most successful one yet for the White Rock Business 
Improvement Association. 

Our annual report covers our fiscal year from April 1, 2018 to March 31, 2019.  We have 
included our most prominent activities and promotions, highlighted some of our successes, 
and analysed ways that we can see even more growth and improvement next year.  We 
also look at the year ahead - we have some exciting new initiatives that will launch next 
year.  

We showed strong growth in our events and marketing initiatives, including increasing TD 
Concerts at the Pier attendance by 50% and tripling the number of likes on our Facebook 
page. We also stabilized our staff team: Alex Nixon joined our organization as Executive 
Director in June, Communications & Events Coordinator Jeremy Stewart joined our team 
in March, and summer student Kiran Diogan joined our team for July and August. Our 
team worked hard to find new and innovative ways to serve our members.

Please read through this report to find out more about our activities and learn about the 
many ways we support the wonderful businesses that are so crucial to our community.  

On behalf of the White Rock BIA directors and staff, we look forward to continuing to 
serve our members!

Sincerely,

  Carlos Lapeña     Alex Nixon
  Board Chair     Executive Director
  White Rock BIA    White Rock BIA
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EXECUTIVE SUMMARY

Overview of the White Rock BIA 
 • General Information  
 • 2018 Levy Revenue
 • 2018 Non-Levy Revenue
 • Comparison of Facebook Likes with Other Organizations

Member Advocacy
 • Advocacy on Issues
 • Member Surveys
 • Municipal Election All-Candidates Meetings

Member Relations
 • e-Newsletters
 • Member Socials
 • Member Surveys
 • In-Person Visits

Events
 • TD Concerts at the Pier
 • Vitality: Health & Wellness Expo
 • Free Trolley
 • Micro-Events

Beautification
 • Terry Parr Plaza
 • Pop-Up Park
 • Graffiti Removal
 • Street Banners
 • Seasonal Lighting

Marketing & Promotions
 • Social & Digital Marketing
 • Traditional Marketing
 • Taste White Rock
 • 12 Days of White Rock
 • Bites on the Beach
 • Member Profiles

The Year Ahead
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OVERVIEW OF THE WHITE ROCK BIA

The White Rock Business Improvement Association (the “White Rock BIA”) represents 
over 600 members in four districts: Uptown, Five Corners, East Beach, and West Beach.

The White Rock BIA is a non-profit organization led by a board of directors representing 
nine businesses across White Rock. We are funded primarily from a levy on commercial 
spaces in the four business districts. We also secure additional revenue through event 
sponsorship and marketing opportunities.

Our mandate is to support businesses and promote economic development in White 
Rock. We do so through four key activities:

• Business Advocacy
• Community Beautification
• Events 
• Marketing & Promotions

 
 
White Rock BIA compared to other BIAs- 2018 Levy revenue (line graph): 
 
Downtown Vancouver BIA $3 017 626 
Downtown Surrey BIA $1 041 510 
Yaletown BIA $995 000 
West End BIA $869 513 
Robson Street BIA $617 815 
Newtown BIA $400 000 
Mount Pleasant BIA $395 000 
Kerrisdale BIA $359 000 
White Rock BIA $324 000 
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In the past year, we focused on improving member relations, advocating on behalf of our 
members, organizing events, beautifying our community and commercial spaces, and 
marketing and promoting our members.

 
 
White Rock BIA compared to other BIAs- 2018 non-levy revenue (eg event 
sponsorships) (line graph): 
 
Downtown Vancouver BIA $320 000 
White Rock BIA- 2019 $63 000 
Downtown Surrey BIA $47 626 
White Rock BIA- 2018 $45 500 
West End BIA $13 000 
Mount Pleasant BIA $10 000 
Yaletown BIA $8200 
Kerrisdale BIA $5100 
Robson St BIA $3000 

 
White Rock BIA compared to other orgs- Facebook likes as of March 31 2019 (bar 
graph): 
 
Fort Langley BIA 28652 
Robson St BIA 5841 
Explore White Rock 5227 
Tapestry Music 5150 
West End BIA 4807 
City of White Rock 4438 
White Rock BIA 3393 
The Handpicked Home 2883 
Mount Pleasant BIA 1426 
Downtown Surrey BIA 1078 
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MEMBER ADVOCACY

In 2018-2019, we advocated for our 
members on a variety of issues:

• 3 Dogs Brewing’s Liquor License
• Cannabis laws and regulations
• Event licensing 
• Parking issues, including along Marine 
Drive and Uptown
• Patio fee reduction

We also surveyed our members to learn 
how community initiatives impacted 
them, including the 2018 Tour de White 
Rock. Based on those survey results, 
we approached the Tour de White Rock 
Planning Committee and have worked 
with them to ensure that the Tour de 
White Rock has a positive impact on the 
businesses along the Criterium and the 
Road Race.  

At the request of White Rock City Council, 
we surveyed our members on the impact 
of dogs on the promenade. Our members 
were 3-1 in favour of allowing dogs on 
the promenade in the winter months. 

In addition to direct advocacy, the White 
Rock BIA partnered with the South Surrey 
& White Rock Chamber of Commerce 
to hold three All-Candidates Meetings 
for our members and the general public 
during the 2018 municipal election.  The 
first such events ever held by the White 
Rock BIA, they provided our members 
a great opportunity to ask questions of 
municipal candidates and ensure that 
their concerns were heard.  80 people 
attended the two ACMs in Centennial 
Arena, and over 250 people attended the 
ACM held in the White Rock Community 
Centre.
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MEMBER RELATIONS

One of our key goals for 2018-2019 was 
to strengthen our members’ relationships 
with the BIA and with each other.  

To that end, we engaged with our 
members in a variety of platforms and 
communication mediums:

e-Newsletters

Since June 2018, we have published 
a minimum of two e-newsletters per 
month.  Our e-newsletter is a key way for 
us to communicate important information 
(including information on community 
events), offer services (including 
Facebook Business Profiles and graffiti 
removal), and provide busineses with 
breaking news (including a fraud alert in 
August 2018).

Member Socials

Starting in February 2019, we have held 
monthly member socials at businesses 
around White Rock.  This informal 
social gathering gives our members an 
opportunity to connect with their fellow 
business owners, collaborate in new 
ways, and support each other.  We have 
had an average of 25-30 people attend 
each member social.

Member Surveys

We use surveys to poll our members 
and find out how community events, 
BIA promotions, and City initiatives have 
impacted their businesses. We have 
conducted surveys on events, like the 
Tour de White Rock and the TD Concerts 
at the Pier; promotions like Taste White 
Rock; and City of White Rock initiatives, 
including dogs on the promenade and 
free parking in February and March 2019.

The information from surveys allows 
us to improve our initiatives and better 
advocate for our members.  One example 
of this is the survey we ran for Taste White 
Rock, where we learned the strengths of 
the Taste White Rock promotion and how 
we can make it more effective for our 
members.

Our member 
newsletter 

boasts a 42.08% 
open rate 

(median for non-profit 
organizations is 24.11%)
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In-Person Visits

Meeting our members face-to-face is 
crucial to understanding their concerns.

Our Executive Director, Alex Nixon, has 
made it a priority to visit members at their 
businesses, with at least 20 in-person 
visits per month.  He has also hosted 
numerous meetings between members 
in the White Rock BIA office on a variety 
of matters.  

These visits do more than ensure that 
concerns are being heard- they also 
help spark collaboration.  One example 
of collaboration is between Oceana 
PARC, Health Express, and 49th Parallel 

Pharmacy, who are working together to 
provide additional value to Oceana PARC 
residents with discounts, seminars, and 
free delivery. This initative was sparked 
from an in-person visit to Health Express.

Over 180 in-person 
visits with White Rock 

Businesses 

(From June 4 2018 to March 31 2019)
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EVENTS

Events are one of our strongest means 
of connecting our members with potential 
customers.  They attract tourists to White 
Rock and encourage residents to enjoy 
the wonders of our city.  Events are a 
great way to build community.

In 2018, we organized two major events- 
the TD Concerts at the Pier series and 

Vitality: Health & Wellness Expo- and 
two microevents- Spooky Saltaire and 
Welcome Back to Johnston Road.  We 
enjoyed successes and experienced 
challenges, and look forward to even 
more success in 2019!

7-10PM
FOUR CONCERTS AT EAST BEACH 
JUL 14 & AUG 11 AT FIVE CORNERS 

TDConcerts_WR
TDConcertsAtThePier

concertsatthepier.com

RANJ SINGH
HONEYMOON SUITE
BIG CITY SOUL
BEYOND THE EYES
DANIEL WESLEY
THE LONELY 
Celebrating the music of Roy Orbison with 

BIG RIVER A Tribute to Johnny Cash

ABRA CADABRA  
A tribute to the Music & Magic of ABBA with 

THE PIANO MAN 
A tribute to Billy Joel and Elton John

THE WILDS
NORTHERN PIKES

JUL 5

JUL 14
JUL 19

JUL 26 
 

AUG 11  
 

 

AUG 18

*

*

*

Media SponsorsPresented By 8



July 5, 14, 19, 26 • August 11, 18

The TD Concerts at the Pier series is our 
marquee event.  Over 19,000 people total 
attended six nights of fantastic concerts 
that featured national touring acts like 
Northern Pikes and Honeymoon Suite, 
local fan favourites like Big City Soul, 
and top-notch tribute acts like ABRA 
Cadabra.  

The TD Concerts at the Pier was 
recognized locally and regionally as 
a wonderful showcase of what White 
Rock has to offer.  The concert attracted 
favourable media coverage (PAN August 
15 2018 Editorial: “Concert showed city’s 
true strength”) and received high marks 
in attendee surveys we conducted and 
from unsolicited feedback (PAN August 
31 2018 Letter to the Editor “Thank you to 
White Rock BIA and sponsors for giving 
us such a great night out”).  

Over 19,000 
attendees 

(50% increase from 2017)

8.54/10 Attendee 
satisfaction

(Source: Concert Attendee Survey)

More than just an incredible concert 
series, the TD Concerts at the Pier is 
an example of what our community 
can accomplish when it works together.  
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53% of attendees 
surveyed went 

to a White Rock 
restaurant before 

or after the concert
(Source: Concert Attendee Survey)

This year’s series would not be possible 
without our partnership with the City of 
White Rock,  title sponsorship by TD 
Canada Trust, presenting sponsorships 
by Oceana PARC and Forge Properties, 
and media sponsorships by 107.7 Pulse 
FM and the Peace Arch News.

The 2019 concert series will again 
be produced in partnership with the 
City of White Rock, with the generous 
sponsorship of TD Canada Trust (Title 
Sponsor), 107.7 Pulse FM (Series 
Sponsor), Edward Jones, Landmark 
Premiere Properties, Oceana PARC, and 
Re/Max (Presenting Sponsor), and the 
Peace Arch News (Media Sponsor).  
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April 8, 2018

Vitality: Health & Wellness Expo is the 
peninsula’s only health and wellness 
trade expo.  It is the premiere opportunity 
for health-based White Rock businesses 
to network with each other and connect 
with potential customers.  

Over 20 White Rock businesses and 240 
members of the public attended the 2018 
Vitality: Health and Wellness Expo in the 
White Rock Community Centre.  

The 2018 Vitality: Health & Wellness 
Expo was sponsored by Oceana PARC 
and the media sponsor was The White 
Rock South Surrey Wellness News. 

The 2019 Vitality: Health & Wellness 
Expo will be sponsored by Oceana PARC 
and Comfort Keepers of White Rock.  

The media sponsors will be The White 
Rock South Surrey Wellness News and 
the Peace Arch News.   

Free Summer Trolley

The Free Summer Trolley returned in 
2018 thanks to a partnership between 
the City of White Rock and the White 
Rock BIA. The City of White Rock 
provided the majority of the funding while 
we contributed $25, 000 plus additional 
advertising and marketing support.

The trolley ran from May 19 2018 to 
September 3 2018 from 11 am to 9 pm 
on weekends and during special events 
through Uptown and Five Corners to 
West Beach.  The trolley was intended to 
provide an easy way for people to move 
to and from the affordable parking at 
Centennial Arena.

We saw strong metrics in our 
advertisements, including through social 
media and digital advertising.  Our 
Facebook advertisements had excellent 
reach and engagement numbers, and our 
digital advertisements had higher-than-
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average clickthrough rates.  However, this 
did not translate into ridership numbers.  
Due to the low ridership numbers, the 
cost per-rider was around $17.

After consulting with our members and 
considering the low ridership numbers, 
we alerted the City of White Rock that 
we would be unable to financially support 
the trolley in Summer 2019.    

Micro-Events

We held two micro-events, Spooky 
Saltaire and Welcome Back to Johnston 
Road, as a way of activating Uptown 
spaces and engaging businesses in that 
part of town.  

Spooky Saltaire:
October 31, 2018

This free family event brought over 100 
children and their parents to the Saltaire 
building businesses.  We offered trick 
or treating at Edward Jones, Honeylush 
Hair Studio, and the Semiah showroom; 
pumpkin decorating at the Handpicked 
Home; cookie decorating at Hillcrest 
Bakery & Deli; face-painting at Bean 
Around the World; and Mr. Bubbles 
the Clown provided entertainment 
and balloon animals around the entire 
building.

We primarily used digital and social 
media adverts to promote this event and 
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the participating businesses, and saw 
strong metrics and post engagements.  
We saw particularly strong interest on 
local Facebook groups like South Rock 
Moms and South Rock Buzz. This 
suggests that there is a strong market 
for free, fun family-friendly events in the 
shoulder season.

Spooky Saltaire is a fantastic template for 
micro-events, and one that we will utilize 
for future events in the Uptown area, 
including an Easter event in April 2019 
and the second annual Spooky Saltaire!  
 
Welcome Back to Johnston Road
December 15, 2018

The Welcome Back to Johnston Road 
event was the culmination of the 12 
Days of White Rock promotion we held 
to support retailers in the leadup to the 

Christmas season. We had Dickensian 
carollers, Hillcrest Bakery & Deli serving 
hot cocoa and cookies, and a special 
appearance from Santa Claus. 

This event didn’t have the engagement 
that we had hoped for.  We saw 
excellent metrics on our digital and 
social media advertisements; however, 
that engagement didn’t translate into 
event attendance.  Partly that was due 
to the weather- it was exceptionally cold 
that day- and partly that was due to the 
location- that part of Johnston Road 
isn’t a major shopping destination.  We 
also overestimated interest in the event 
format.

The lessons we learned from this event 
will enable us to organize more engaging 
micro-events.
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BEAUTIFICATION

Beautification includes street banners, 
seasonal lighting, graffiti removal, and 
the creation of permanent or semi-
permanent amenities for visitors.

Over the past year we have seen 
the completion of Terry Parr Plaza, a 
partnership with the City of White Rock, 
the Rotary Club of White Rock, and the 
White Rock BIA, with support from the 

White Rock Museum.  In addition to 
showing the history of the area and a 
great community leader, it also created 
a lovely gathering space for visitors to 
enjoy fish & chips or ice cream from the 
great restaurants on East Beach.

We also worked with the City of White 
Rock to support the Pop-Up Park on 
West Beach.  The Pop-Up Park inspired 
the most positive public response we’ve 
received from any of our beautification 
efforts- we heard from many visitors and 
business owners about how the Pop-Up 
Park cleaned up an under-utilized area 
on West Beach and created a fantastic 
amenity for all to enjoy.  

Graffiti removal continued to be a popular 
part of our beautification efforts.  Our 
members see direct benefit from graffiti 
removal.  We are looking at other ways 
we can provide that kind of tangible and 
immediate benefit to our members.  

Graffiti removed from 

• 11 commercial buildings

• 3 private parking lots 

• 1 member’s work van
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Some of our other beautification 
efforts were less successful. While our 
partnership with Discover White Rock 
allowed us to pool our resources to 
create engaging street banners, we still 
did not have enough money to change 
the banners more than twice per year 
(Spring/Summer and Fall/Winter). We 
also were unable to have banners on 
every light post, limiting the effectiveness 
of the street banner program. We estimate 
that we would need to almost quadruple 
the street banner budget to change the 
banners every season and install street 
banners on every light post. 

We were also unable to deliver our 
seasonal lighting program this year due 

to our contractor’s unexpected labour 
shortage. Even without labour shortages, 
lighting is a challenging initiative for us- 
we lack the funds to deliver a spectacular 
program and need to coordinate between 
suppliers, our contractors, and the City 
of White Rock.  Due to these challenges 
and limitations, we will likely not pursue 
lighting programs in the future unless it is 
in collaboration with a senior partner.  

The beautification efforts where we have 
seen the strongest impact are those that 
provide direct benefits to our members 
or create permanent or semi-permanent 
features to attract visitors.
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MARKETING AND PROMOTIONS

We have seen strong growth in our 
marketing metrics over the past year. 
We launched new marketing initiatives 
and promotional activities to support our 
members by encouraging residents and 
tourists to enjoy all that White Rock has 
to offer.

Social & Digital Marketing

We took a digital-forward approach to 
our marketing this year. In particular, 
we focused on Facebook as a primary 
medium. We have seen tremendous 
growth over the past 12 months.

Our growth allows us to reach more 
people both through our posts and 
through our Facebook ad campaigns.  
This means more people learn about our 
members, see our promotions, and find 
out about our initiatives, increasing our 
members’ customer bases and ensuring 
more people attend our events.  

We also worked with Star Metro Media 
on digital advertising on websites. We 
saw stronger than average click-through 
rates, particularly on our campaigns 
focusing on the TD Concerts at the Pier, 
Taste White Rock, and the summer 
trolley.  

While we didn’t focus on Instagram this 
year, we saw 10% growth in the number 
of people following us. With over 1200 
followers, we have a strong base to spur 
future growth in this medium.

We more than tripled 
our Facebook page 

likes in one year
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Top Five Facebook Posts of 2018-2019

Post & Date     Reach Engagement

Free Trolley: May 28, 2018   50.7K 5K

TD Concerts: June 18, 2018  34.8K 1.3K

Free Trolley: May 18, 2018   29.9K 298

Free Parking: March 7, 2019  26.3K 3K

Free Parking: January 31, 2019  20.6K 2.5K
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Traditional Marketing

While we didn’t focus on traditional 
marketing mediums like radio, print, and 
television, we did employ them effectively 
for events and promotions. We had 
multiple advertisements in the Peace 
Arch News to promote Vitality: Health & 
Wellness Expo, the TD Concerts at the 
Pier, Taste White Rock, and Bites on the 
Beach.  

We also used radio advertising 
campaigns for the TD Concerts at the 
Pier and Taste White Rock that included 
live onsite broadcasts at the concerts 
and at restaurants. 

Major Promotional Campaign:
Taste White Rock, November 1-17

Taste White Rock is a celebration of White 
Rock’s premiere restaurants, cafés, and 
breweries. 17 eateries participated in 
this year’s Taste White Rock: Barrique 
Kitchen and Wine Bar, Charlie Don’t 
Surf, Clancy’s Tea Cosy, Cosmos, 
Crazy Cows, Dew Drop Inn, Fishboat, 
FIVE, Hillcrest Bakery & Deli, Jan’s 

Based on feedback we had received 
through in-person visits and online 
surveys of our members, we made 
several changes to Taste White Rock: we 
waived the participation fee, increased 
the digital and traditional advertising, and 
moved it to November.  

+53 Facebook 
likes of eatery 

Facebook pages 
on average during 

daily contests

42% increase 
in participating 

restaurants from 2017

Main Taste White 
Rock Facebook 
Ad: 18K people 

reached, 1.6K post 
engagement

On the Beach, Laura’s Coffee Corner, 
Oceanside Public House, Onyx Steak & 
Seafood Bar, Primo’s Mexican Grill, Uli’s 
Restaurant, White Rock  Beach Beer, 
and Zapoteca.  

We used two major social media contests 
to drive interest in Taste White Rock, and 
used daily Facebook posts featuring 
participating eateries to increase 
engagement.  The daily posts included 
contests that required people to like the 
eatery’s Facebook page, increasing each 
participating eateries’ potential audience 
reach.
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Promotional Campaigns: 
12 Days of White Rock, December 4-15
Bites on the Beach, January 29-
February 13

We ran these two promotional campaigns 
to increase awareness and engagement:   
one for retailers in December and another 
for Marine Drive restaurants in February. 
12 retail businesses took part in the 12 
Days of White Rock and 10 restaurants 
participated in Bites on the Beach.  

Primo’s Mexican Grill for her hard work 
organizing Bites on the Beach. 

We will continue these promotions in our 
2019-2020 fiscal year, and are looking 
to grow both the number of participating 
restaurants and the promotion itself.  

Promotional Campaigns:
Member Profiles on Facebook

We launched a new initiative this year- 
profiling member’s businesses on 
Facebook.  Using copy that the members 
approve and a professional photograph 
that we also provide to our members, we 
create advert campaigns on Facebook.  

These advertising campaigns are 
completely free for our members.  They 
provide promotional photographs taken 
by a professional and help our members 
reach thousands of potential customers 
through audience targeting.

Main Bites on the 
Beach Facebook 
Ad: 29.5K people 

reached, 2.1K 
post engagement

Business Profiles: 
Average of 6791 
people reached 
and 453 post 

engagements per  
profile

We based the promotional campaigns 
on the very successful Taste White Rock 
template.  We used overarching contests 
to drive interest in the promotional 
campaigns, and as with Taste White 
Rock, we used daily Facebook posts 
to increase engagement and likes with 
participating businesses’ Facebook 
pages. 

Special thanks to Rick at Health Express 
for his help with the 12 Days of White 
Rock promotion and to Samantha at 
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THE YEAR AHEAD

As successful as this year was, next year 
promises to be even better.  

In addition to our current events, 
beautification projects, and marketing 
initiatives, we will be launching several 
new initiatives to support businesses in 
White Rock:

•   More Major Events: We will be 
launching two additional major events: 
three free outdoor movie nights in June 
and the first ever White Rock Craft Beer 
Festival in September

•  More Micro-Events: We will be 
launching at least three additional micro-
events: a free art show, in partnership 
with the South Surrey White Rock Art 
Society; Eggcellent Easter, a free Easter 
event for families; and a free Christmas 
Event at Saltaire.

• Beautification: We will offer 
free storefront washing for all of our 
members in May; creating a mural at the 
Pop-Up Park in June; and updating the 
wayfinders around White Rock at least 
twice annually.

•   Economic Development: We 
will take a leadership role in economic 
development with a number of different 
initiatives: a small business toolkit for 
new businesses in White Rock; creating 
marketing materials to attract businesses 
to White Rock; an annual survey of 
businesses in South Surrey and White 
Rock, focusing on the strengths and 
challenges of the peninsula business 
environment; and monthly member 
seminars on a variety of business 
topics, including social media, business 
insurance, and creating attractive 
merchandise displays.  
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