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Presentation Overview
1. Introduction – who we are 

2. Project background

3. 2024-25 Trade Area Project 

4. Key Takeaways

5. Lessons to share
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Our mission is to strengthen and diversify the Lethbridge 
regional economy

We promote Lethbridge as a place to live, learn, invest, 
experience, and do business.
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Project Background

• Completed previous Trade Area Study in 2016 

• Wanted to revisit this subject and incorporate modern data-driven tools in the reboot as 
much as possible

• Particular interested in drawing insights from MobileScapes tools



Definition & Purpose of 
Study
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Lethbridge Trade Area Study - Project Goals

1 – Identify the boundaries & characteristics of the Trade 
Area (i.e. population, total expenditures).

2 – Define the proportion of the Trade Area comprised of 
individuals residing outside the City of Lethbridge.

3 – Better understand demographics and retail preferences of 
those who comprise the Lethbridge Trade Area.
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Lethbridge Trade Area Study - Methodology

West Lethbridge Crossings

Source: Environics Analytics

Centre Village Mall North Lethbridge Walmart Plaza

DT
Lethbridge

Park Place 
Mall



Secondary Trade 
Area:

61,643
(33% of Total)
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Lethbridge Trade Area Study – Project Outcomes

Source: Environics Analytics, MobileScapes

Total Population – 183,736

City of Lethbridge: 
102,267

(56% of Total)

Primary Trade Area 
(excluding City of 

Lethbridge):
19,826

(11% of Total)



Secondary Trade 
Area:

$1.2 billion
(29% of Total 
Population)

69

Lethbridge Trade Area Study – Project Outcomes

Source: Environics Analytics, MobileScapes

Total Annual Expenditure by Households in 
the Trade Area – $3.8 billion 

City of Lethbridge: 
$2.3 billion

(60% of Total)

Primary Trade Area 
(excluding City of 

Lethbridge):
$389 million

(10% of Total)
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Lethbridge Trade Area Study – Project Outcomes

• Confirmation of geographic boundaries 
of both the Primary and Secondary Trade 
Areas

Source: Environics Analytics, MobileScapes
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Lethbridge Trade Area Study – Project Outcomes

Source: Environics Analytics, MobileScapes
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Lethbridge Trade Area Study – Project Outcomes

Source: Environics Analytics, MobileScapes
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Lethbridge Trade Area Study – Project Outcomes

• Figures attained suggest a preference for value brands & department stores both 
in Lethbridge and the Primary/Secondary Trade Areas
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Lethbridge Trade Area Study – Project Outcomes

Source: Environics Analytics, MobileScapes
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Lethbridge Trade Area Study – Key Takeaways/Lessons

• Understand what you are seeking to probe and identify vendors that can help you realize 
this vision

• Start early to give plenty of time for iteration over the course of the study

• Develop partnership with vendor/service provider; be deferential in areas where each 
partner has expertise

• Incorporate data-driven tools when possible to improve accuracy of results

• Maintain open-minded attitude when working with service providers new to your 
company/organization



Questions?

Mike Prociw
Workforce Programs Manager
Economic Development Lethbridge
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