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굽굾굿궀 Introduction 
 

The Burnaby North Road Business Improvement Association (BNRBIA) enters the 2026–2031 renewal 

term at a time of rapid growth and transformation along the North Road corridor. Ongoing high-rise 

development continues to add thousands of new residents, creating both opportunities and challenges 

for local businesses. In this context, the BNRBIA has an essential role in guiding the area’s evolution into 

a safe, clean, and distinctive destination for the community and the region. 
As a business improvement association, our purpose is to strengthen the district’s economic vitality and 

character. We do this by supporting members through marketing and promotions, fostering an attractive 

public realm, and advancing initiatives that enhance safety and security. These eƯorts ensure that 

businesses can succeed while visitors experience North Road as an engaging and welcoming place. 

Over the past term, the BNRBIA has taken important steps to establish North Road’s identity. The North 

Road Festival, hosted twice with strong attendance, brought record levels of foot traƯic for some 

businesses and demonstrated the potential of the corridor as a cultural destination. Seasonal 

promotions and community events have further amplified awareness and contributed to positioning the 

area as the heart of Korea Town in the Lower Mainland. 

Our work has also relied on strong partnerships. The BNRBIA has built productive relationships with the 

City of Burnaby, other levels of government, and policing agencies such as the RCMP and Transit Police. 

Together with property managers and private security providers, these collaborations have helped 

maintain a safer, cleaner environment for businesses and the public. 

To prepare this Strategic Plan, we gathered input from our membership through an online survey 

completed by approximately 40 businesses. Members emphasized the importance of increased foot 

traƯic, a stronger and more recognizable North Road identity, and practical support for business vitality 

and promotions, including assistance in navigating government programs. 

This 2026–2031 Strategic Plan reflects that feedback and builds on the progress of the last five years. It 

sets out clear goals and outcomes across key areas—marketing, safety and security, member relations, 

public realm, BIA area, and organizational excellence—while sharpening the focus on branding, business 

vitality, and landmark initiatives that will shape the corridor’s next chapter. 
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굽굾굿궀 Executive Summary 
 
The proposed five-year renewal of the Burnaby North Road Business Improvement Association (BNRBIA) 
will begin on April 1, 2026, with a levy of $317,954.94, increasing annually by 4.95% to keep pace with 
rising operating costs and expanded program needs. 
Since the last renewal, the BNRBIA has advanced the corridor’s profile through cultural programming, 

community events, and safety initiatives. The North Road Festival, hosted twice, drew record attendance 

and generated exceptional foot traƯic for businesses on the North Road. In addition, the BIA organized a 

variety of smaller community activities and partnered with neighbouring municipalities on business 

support initiatives, including a government procurement seminar. 

Seasonal promotions and cultural celebrations further contributed to positioning North Road as the heart 

of Korea Town in the Lower Mainland, while providing tangible benefits for local merchants. 

Partnerships remain central to the BIA’s work. Close collaboration with the City of Burnaby, other levels of 

government, and private & public security providers has improved safety, cleanliness, and community 

engagement along the corridor. 

A membership survey conducted in 2025 confirmed the importance of attracting more foot traƯic, 

strengthening North Road’s identity as a destination, and expanding business vitality and promotions, 

including support to navigate government programs. 

Looking ahead, the BNRBIA will focus on branding and landmarking initiatives to elevate Korea Town and 

North Road as a recognized destination, strengthening safety and cleanliness through coordinated 

partnerships, supporting business vitality and promotions for local merchants, and advancing 

beautification and public realm improvements that make the area more inviting and accessible. 

This Strategic Plan builds on past achievements while addressing new opportunities created by rapid 

redevelopment and population growth. With Council’s approval, the BNRBIA will continue to deliver 

programs that sustain a vibrant, safe, and distinctive commercial district for Burnaby. 
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Burnaby North Road BIA 
Strategic Plan 2026–2031 
 

Background & Context 

The Burnaby North Road 
Business Improvement 
Association (BNRBIA) is a 
committed group of 
property and business 
owners who work together 
to strengthen the prosperity 
and visibility of the North 
Road corridor. Since its 
inception, the BIA has 
steadily advanced 
initiatives that increase customer activity, support local businesses, and foster a safe and attractive 
environment for the community. 
 
We continue to collaborate with strategic partners—including the City of Burnaby, neighbouring 
municipalities, law enforcement agencies, and private stakeholders—to address the evolving needs of 
our members. These partnerships allow us to respond to key issues such as safety, mobility, and 
business vitality while positioning North Road as a recognized landmark destination in the region. 

Looking ahead, the rapid growth of residential towers and commercial activity around The City of 
Lougheed and along the 
North Road corridor will 
bring thousands of new 
residents and visitors. The 
BNRBIA’s long-term vision is 
to ensure this growth 
translates into a thriving, 
pedestrian-friendly district 
that highlights Korea Town’s 
cultural identity, supports 
small businesses, and 
integrates seamlessly as one 
of Burnaby’s four major town 
centres. 
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굽굾굿궀 Vision 
To ensure North Road develops as a safe, clean, and distinctive corridor where diverse businesses can 
prosper, residents feel connected, and visitors recognize the area as a vibrant place to visit.  

굽굾굿궀 Mission (by 2031) 
Our mission for the 2026–2031 term is to achieve the following key results in direct support of our 
members: 

 Marketing & Branding – promote the diversity and uniqueness of North Road businesses, 
increasing customer reach and positioning the area as a recognized destination. 

 Safety & Security – ensure a secure and clean environment where businesses can operate 
confidently, through strong collaboration with the RCMP, private security, and local stakeholders. 

 Member Relations – maintain clear and responsive communication with all members, oƯering 
practical support and building a sense of shared purpose. 

 Public Realm & Accessibility – advocate for improvements to streetscapes, access, and 
beautification that directly enhance customer experience at member businesses. 

 Business Vitality & Promotions – deliver events, promotions, and access to government programs 
that help small businesses adapt, grow, and stay competitive. 

 BIA Area & Partnerships – BNRBIA will coordinate non-financial joint initiatives (such as shared 
marketing and promotions) while ensuring Burnaby-collected levy funds are expended solely 
within Burnaby, in accordance with City policy. 
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굽굾굿궀 Key Result Areas – Priorities for 2026–2031 
 
Over the next five years, the Burnaby North Road BIA will focus on the following strategic priorities. These 
areas of work build on the Association’s proven track record and respond to the evolving needs of our 
business community. They represent a comprehensive framework for growth, visibility, and sustainability. 

 
1. Branding, Marketing & Communications 

North Road’s cultural diversity, with a strong Korean presence, is 
a defining asset. The BIA will strengthen the district’s identity 
while positioning it as a vibrant, multicultural destination 
recognized across the region. 

 Expand branding through banners, decorative lighting, 
murals, and public art. 

 Promote North Road’s story through media outreach, 
marketing campaigns, and partnerships with tourism and 
cultural organizations. 

 Launch integrated communications across social media, digital, and print, supported by 
professional promotional materials. 

2. Business Vitality & Foot TraƯic 

Festivals and cultural programming have 
proven eƯective in drawing visitors, with the 
Kimchi & K-Food Festival alone attracting more 
than 50,000 attendees in 2025. The BIA will 
continue to design experiences that convert 
visitors into repeat customers and long-term 
supporters of local businesses. 

 Deliver flagship festivals and seasonal & 
yearly events that showcase local 
restaurants, retailers, and services, as 
well as the North Road as a whole. 

 Explore new promotional opportunities such as shopping campaigns, loyalty programs, and cross-
business collaborations. 

 Strengthen North Road’s reputation as a must-visit culinary and cultural corridor.  

 

Attachment 2



 

Pa
ge

9 

3. Member Support & Advocacy 

The BIA is a trusted source of information and advocacy for its members. From hosting tax and benefits 
seminars to organizing government procurement workshops, the Association provides access to 
resources that strengthen local businesses. 

 Provide timely updates on government funding, grants, and relief programs. 

 OƯer training sessions and seminars to build member capacity and resilience. 

 Represent member interests in discussions with all levels of government. 

4. Safety & Security 

Safety remains a top priority for both businesses and visitors. The BIA has consistently worked with the 
RCMP and community partners to address vandalism, loitering, and crime prevention. Moving forward, 
the Association will take a proactive approach to enhance security and confidence in the district. 

 Advocate for increased patrols and stronger partnerships with law enforcement. 

 Explore expanded private mobile security patrols as a visible deterrent. 

 Support community education on crime prevention and reporting. 

5. Beautification & Public Realm 

The appearance and cleanliness of the district shape 
public perception and business success. Initiatives 
such as the North Road Community Clean-Up have 
shown the value of collective action. 

 Continue graƯiti removal, landscaping, and 
regular maintenance of public spaces. 

 Invest in decorative elements such as themed signage, planters, and seasonal displays. 

 Collaborate with City departments on larger streetscape improvements including, street banners 
renewal and Korea Town gateway signage along North Road. 

6. Regional Partnerships 

The North Road corridor is shared with Coquitlam, and collaboration across municipal boundaries will 
create broader benefits. The BIA will support the development of a Coquitlam BIA and pursue joint 
initiatives that benefit businesses in both cities. 

 Work closely with Coquitlam businesses as they move toward forming their own BIA. 

 Develop shared projects and branding initiatives that strengthen the corridor’s regional profile. 

 Expand partnerships with cultural and community organizations to deliver impactful initiatives. 
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굽굾굿궀 BNRBIA HIGHLIGHTS 
Major Festivals & Events 

 North Road Festival 2023: Attracted more than 25,000 visitors, with 80 vendors and 20 live 
performances. The event boosted foot traƯic, supported local sales, and began to establish the 
corridor as a cultural hub. 
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 North Road Festival 2025 (Kimchi & K-Food Festival): Expanded to include 140 vendors and over 
50 live performances, drawing more than 50,000 visitors. The festival significantly increased 
regional visibility and reinforced North Road as one of Metro Vancouver’s most distinctive 
business and cultural destinations.  
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Business Support & Advocacy 

 Income Tax & Benefits Seminar: Co-hosted with MLA Paul Choi, providing members with tools to 
navigate tax regulations and government benefit programs. 

 Government Procurement Virtual Workshop: Introduced businesses to federal and provincial 
procurement opportunities, expanding potential revenue streams. 

  

 Korean Business Connections Reception: In partnership with the Burnaby Board of Trade, 
hosted a networking event linking Korean businesses across Western Canada with local supply 
chains and infrastructure partners. 
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Voice in Government & Partnerships 

 Premier’s Business Walk: Coordinated a visit by Premier David Eby, giving North Road 
businesses a platform to share concerns directly with the Province of BC. 

  

 

 Historic MOU with KBABC: Signed a formal agreement with the Korean Businessmen’s Co-op 
Association of BC, opening new opportunities for networking and inter-provincial collaboration. 
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Community & Youth Engagement 

 Korean Community Day 2024: Supported as a main sponsor, celebrating cultural diversity and 
fostering ties between the Korean community and the broader public. 

 

 North Road Community Clean-Up: Partnered with KCYAS youth volunteers to improve the local 
environment, reduce litter, and strengthen community pride. 

 National Mathematics Competition 2025: Supported student participation in a Canada-wide 
competition, reinforcing the BIA’s commitment to education and youth engagement. 
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굽굾굿궀 5 Year Budget (2026–2031) 
 
The proposed renewal term of the Burnaby North Road BIA is April 1, 2026 to March 31, 2031. The total 
budget for this five-year period is 1,755,147.81, which reflects a proposed annual increase of 4.95% to 
address rising costs and program expansion. 

This renewal will ensure that the Association can continue delivering its core programs while scaling up 
initiatives that members have identified as priorities. In particular, additional funding will allow the BIA to 
expand special events and outdoor festivals that drive significant foot traƯic, generate economic benefits 
for local merchants, and elevate the district’s regional profile. 

Council’s continued support is sought in authorizing staƯ to undertake the necessary bylaw changes and 
commencement of petition proceedings for renewal of the BIA. This will facilitate continued recovery of 
annual funds granted by the City through means of a Local Service Tax. 
 

 

 

 

 

 

 

 

 

 

 

 

April to March % Increase Levy Amount 

2026–2027 4.95% $317,954.94 

2027–2028 4.95% $333,693.71 

2028–2029 4.95% $350,211.55 

2029–2030 4.95% $367,547.02 

2030–2031 4.95% $385,740.60 

Total Bylaw Funding -- $1,755,147.81 
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굽굾굿궀 Burnaby North Road BIA Strategic Planning 
Survey Results – Supplementary Graphs 
The 2025 Member Survey was conducted in English and Korean between July 15 and September 30, 
2025, reaching approximately 150 businesses within the BIA boundary. A total of 32 responses were 
collected (response rate 21%). The survey covered six categories: Economic Conditions, Safety, 
Branding, Marketing, Community Engagement, and Public Realm. It is important to note that each graph 
represents 100% of the responses for that item but the left hand scale is calibrated based on the highest 
number of responses to any of that items options. Each graph therefore provides a quick visual 
comparison for that particular item of how the responses vary across the scale for that item only as well 
as an indication of the percentage of responses for each option. 
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Q1. Over the past 12 months, how much financial pressure has your business faced due 
to rent, wages, or supply costs?
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Q2. Over the past 12 months, how would you rate the change in your business revenue?
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Q3. How much impact have U.S. tariffs or trade policies had on your business?
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Q4. How aware are you of government grant or loan programs for businesses? (Most 
Aware to Least Aware)
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Q5. How easy was it for you to understand eligibility and instructions for government support programs? 
(Easiest to difficult)
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Q6. How helpful were the support programs you applied for in addressing financial challenges?
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Q7. How effective was the communication or outreach regarding available government support 
programs? (Most Effective to Least Effective)
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Q8. How realistic were the eligibility criteria for most business support programs? (Realistic to Least 
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Crime, Safety & Security  
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Q9. How confident are you in your ability to access government financial programs in the 
future? (Confident to Least Confident)
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Q1. How effective are current safety measures in your area (e.g. lighting, patrols, 
cameras)?
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Q2. How effective is the presence of private mobile security patrols for your business 
environment?
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Q3. How well do current anti-graffiti efforts address vandalism concerns?
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Q4. How effective is visible patrol presence in deterring crime in the area?
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Q5. How effective is your ability to report crime or safety incidents to authorities?
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Q6. How well does the BIA area handle drug-related activity or loitering issues?
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Q7. How well do existing safety measures protect your staff and customers?
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Q8. How effective is the partnership with RCMP and public safety officials in addressing local issues?
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Branding & Identity      
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Q9. How confident are you in the overall safety of your business location?
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Q10. How helpful are existing safety-focused programs or education campaigns in the 
area?
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Q5. Public art and design elements (e.g. murals, sculptures) help define the identity of this district.
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Q1. The "North Road" name helps position the area as a recognizable shopping destination.
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Q2. A unified district identity (e.g. “Korea Town”) is valuable for area branding and promotion.
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Q3. The area would benefit from more unified marketing as a single destination.
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Q4. Customers are familiar with the “Korea Town” identity when referring to this area.
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Q6. Cultural identity and local history should be reflected in streetscape design.
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Q7. Decorative elements (e.g. banners, fences, themed signage) enhance the area's character.
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Marketing & Communication 
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Q8. Collaboration with nearby districts (e.g. Coquitlam) would strengthen North Road’s identity.
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Q9. Promoting the “Korea Town” brand has direct value for my business.
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Q1. How important is it for commercial districts to engage in marketing or promotional activities?
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Q2. How important is consistent signage, banners, or other visual branding elements in shaping the 
character of a business area?
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Q3. How important is it to have tools like business directories or neighborhood maps to help customers 
navigate a commercial area?
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Q4. How important is it for businesses to be discoverable online through platforms like Google or Naver?
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Q5. How important is multilingual communication (e.g. Korean/English/Chinese) in marketing within 
diverse commercial districts?
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Q6. How important is it to coordinate promotions across multiple businesses (e.g. joint discounts, 
themes)?
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Q7. How important is it to use different channels (e.g. digital, print, posters) to reach customers with 
local promotions?

Attachment 2



 

Pa
ge

34
 

 
Public Events & Community Engagement
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Q8. How important is it for businesses to participate in identity-building campaigns (e.g. “Shop Local”)?
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Q9. How important is visual appeal (e.g. seasonal decorations) in enhancing the customer experience?
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Q1. How important are public events (e.g. cultural days, street festivals) in bringing customers to your 
area?
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Q2. If event information were to be shared, which method would be most helpful for your business?
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Q3. How interested are you in participating in future local events or community promotions?
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Q4. How helpful are cultural events in building a sense of community in the area?
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Q5. How diverse do you find the types of public events held in this area? (Most to least divers)
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Q6. How effective are visual elements (e.g. banners, stage setups) during events in drawing attention to 
the area?

19%

47%

31%

0%
3%

0%

10%

20%

30%

40%

50%

Most Important Least Important

Q7. How effective are public events at raising awareness of the commercial district as a destination?
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Streetscape, Infrastructure & City Relations 
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Q8. How helpful are event-based promotions (e.g. limited-time offers, coupons) in encouraging 
spending? (Most to least helpful)
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Q9. How likely are you to recommend this area to others because of its cultural or community-based 
events? (Most to least likely)
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Q1. How satisfied are you with the overall cleanliness and maintenance of public spaces in the area (e.g. 
sidewalks, planters)?
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Q2. How satisfied are you with the level of lighting and visibility on streets in this area?
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Q3. How satisfied are you with garbage management and bin availability along the street?

Attachment 2



 

Pa
ge

39
 

Attachment #1 – Burnaby North Road BIA Area Map  
(Existing Boundary, unchanged for 2026–2031 Renewal) 
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