
DEMOGRAPHICSMAJORS

KEY FEATURES

AGE PROFILE

BLUE COLLAR,  
OVER 45, GROWING  

25-29 SECTOR

Margate Village was built in 1974 
and enhanced by parking shade 
sails, in addition to an extension 
of 280m2 in 2000. External 
refurbishment and carpark 
resurfacing in 2023 gave the centre 
a fresh new look. 

The centre is the hub of shopping 
at Margate and has a base of loyal 
local customers. The lifestyle of 
the Redcliffe Peninsula is relaxed, 
with a distinct focus on leisure and 
recreation. It is an easy 40-minute 
drive north from Brisbane.

47,867• WOOLWORTHS  
SUPERMARKET

NUMBER OF 
RETAILERS

TOTAL ANNUAL SALES ($) GROSS LEASABLE  
AREA (M2)

CAR PARKS ANNUAL CUSTOMER VISITS

MARKET TRADE AREA POPULATION

13 65m 4,906 348 1.6m

0– 14 YEARS	 19%

15 – 24 YEARS	 11%

25 – 39 YEARS	 19%

40 – 54 YEARS	 20%

55 – 64 YEARS	 12%

65+ YEARS	 19%

40 – 54 
YEARS
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Primary Logo
This is the primary logo that is used across 
primary brand applications when placed 
on a light background. It can be used in 
two colour (Navy and Pacific), or in one 
colour (Navy).

It features a casual and relaxed icon 
reflecting the water related to the beach 
lifestyle. It also is an abstract ‘m’ for 
‘margate’. The type is overlaid on the icon 
for connection of the natural and built 
environment.

The font used is friendly and familiar.  
The lower case and rounded nature of the 
logo gives it a relatable and casual feel. 
The Navy and Pacific colourway give both 
a nautical and dependable look.

A.  This logo is two colour should be used 
on a light coloured background.

B.  This logo is two colour should be used 
on a white background. Its icon is a  
50% tint of Pacific.

C.  This logo is one colour and should be 
used on a white background.

It is essential that the logo always be 
applied with care and respect in every 
application according to these guidelines.
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• I ntroduce a revitalised brand for 
Margate Village.

• Depict a vibrant shopping 
experience.

•  Appeal to target audience of mix 
of older retirees and pensioners, 
as well as families with school age 
children.

•  Creative to cross over all genres of 
retailers and highlight  
centre strengths of convenience, 
familiarity and a sense  
of belonging.

•  Create elements to build brand 
recognition and create  
sense of ownership with locals.

•  Create casual and relaxed style to 
reflect beach lifestyle  
and appeal and be relatable to the 

270 OXLEY AVENUE, MARGATE QLD 4019  |  P (07) 3284 8044 
PENINSULAFAIR@RETAILFIRST.COM.AU | WWW.MARGATEVILLAGE.COM.AU



270 OXLEY AVENUE, MARGATE QLD 4019  |  P (07) 3284 8044 
PENINSULAFAIR@RETAILFIRST.COM.AU | WWW.MARGATEVILLAGE.COM.AU

Disclaimer: The shopping centre described in this publication is managed by Retail First Pty Ltd. Whilst all reasonable efforts have been made to ensure the information in this 
publication is accurate and up to date, Retail First maintains the right to update or change the information at any time, without notice to users. Retail First does not warrant the 
content or accuracy of the information in this publication, including information sourced from third parties, and does not guarantee that any forward looking statement, image, artist 
impression, or forecast in this publication will actually occur. Retail First has taken all reasonable care when preparing this publication but accepts no liability from the use or reliance 
of the information. This publication was created in April 2026. ABS Census data 2016.
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Primary Logo
This is the primary logo that is used across 
primary brand applications when placed 
on a light background. It can be used in 
two colour (Navy and Pacific), or in one 
colour (Navy).

It features a casual and relaxed icon 
reflecting the water related to the beach 
lifestyle. It also is an abstract ‘m’ for 
‘margate’. The type is overlaid on the icon 
for connection of the natural and built 
environment.

The font used is friendly and familiar.  
The lower case and rounded nature of the 
logo gives it a relatable and casual feel. 
The Navy and Pacific colourway give both 
a nautical and dependable look.

A.  This logo is two colour should be used 
on a light coloured background.

B.  This logo is two colour should be used 
on a white background. Its icon is a  
50% tint of Pacific.

C.  This logo is one colour and should be 
used on a white background.

It is essential that the logo always be 
applied with care and respect in every 
application according to these guidelines.
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• I ntroduce a revitalised brand for 
Margate Village.

• Depict a vibrant shopping 
experience.

•  Appeal to target audience of mix 
of older retirees and pensioners, 
as well as families with school age 
children.

•  Creative to cross over all genres of 
retailers and highlight  
centre strengths of convenience, 
familiarity and a sense  
of belonging.

•  Create elements to build brand 
recognition and create  
sense of ownership with locals.

•  Create casual and relaxed style to 
reflect beach lifestyle  
and appeal and be relatable to the 
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A.  The reverse logo is one colour and its 
icon is a 50% tint of Navy. The two 
colour version should not be used on 
dark backgrounds.

It is essential that the logo always be 
applied with care and respect in every 
application according to these guidelines.

RETAILERS
Allure Nail Lab	 6 	 3284 3738

Bakers Delight	 3 	 3284 8759

Bargain Mates	 7	 2111 1240

Bendigo Bank	 13A	 3883 2399

Bottlemart Margate	 1 	 3283 4217

Le Café Noir 	 12A 	 3284 4902

Margate Nextra News 	 8A/11 	 3883 1499

Margate Quality Meats	 5 	 3283 7016

Margate Shoe Repairs 	 K1 	 0426 442 883

STORE	 SHOP NO.	 PHONE NO. STORE	 SHOP NO.	 PHONE NO.

Secret Garden Thai Massage and Spa	 6A	 0423 933 129

Style Cut Studios	 K2	 0450 887 827

Terry White Chemmart 	 13B	 3284 4041

Woolworths 	 16 	 3284 9409

ATMS

ANZ 	 ATM6

CBA 	 ATM8

NAB 	 ATM3B

LEASING ENQUIRIES

PENINSULA FAIR CENTRE MANAGEMENT
P 07 3284 8044

GLENN HINCHEY  Portfolio Leasing Manager
P 07 3323 8888 M 0413 200 008

E ghinchey@retailfirst.com.au


