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MEET MOMENTUM
MARKETING AGENCY

J E N N I F E R  C H E R K A S
C H I E F  S T R AT E G Y  O F F I C E R

F O U N D E R

M Y L E S  D O N OVA N

V I C E  C H I E F  S T R AT E G Y  O F F I C E R

G A R R E T T  B E RU B E

V I C E  C H I E F  S T R AT E G Y  O F F I C E R

C A S S I DY  M O RG A N
C R E AT I V E  D I R E C TO R

A L E X  V U KO SAV L J E V I C
D I G I TA L  M A R K E T I N G 

S P E C I A L I S T

CO L I N  PA N G
M A R K E T I N G  S P E C I A L I S T

A K U M  V I R K
M A R K E T I N G  S P E C I A L I S T

D I VYA N G  O I N A M
M A R K E T I N G  S P E C I A L I S T

G RU I A  G A I N A  G H I ROAG A
M A R K E T I N G  S P E C I A L I S T

Momentum Marketing is an innovative agency 
based in the Calgary Metropolitan area.  Founded 
by Jennifer Cherkas in 2023, Momentum specializes 
in urban planning and experiential design projects, 
combining both the faculties of marketing strategy 
and big-picture thinking.
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EXECUTIVE SUMMARY

The main issue addressed in 
this report is the exodus of 
daily commute made by Calgary 
residents who live within 4 
kilometers of the center in the 
fallout of the pandemic. 

We have identified the frequency 
of downtown trips is the most 
accurate problem for this 
geographic segment.

Momentum Marketing has partnered with the 
Calgary Downtown Association to conquer the 
task of increasing the frequency of downtown 
visits through changing the downtown experience. 

By conducting in depth secondary research of 
the market we were able to pinpoint two large 
target segments that comprised over 60% of the 
adjacent communities. 

A Benchmarking analysis determined 5 exemplary 
city programs, appropriate for our target 
segments, that attracted foot traffic to the city 
core. 

Our team performed audits to determine what 
businesses in downtown could most benefit from 
partnering with the experience pass, as well as 
what they believe the Calgary experience should 
be. 

Through the triangulation of this data, Momentum 
determined an experiential program delivered 
through an app would be most efficient in 
communicating with our market and bringing 
them back downtown.
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Over the years many cities around the 
world have created different methods to 
attract more economic activity in their 
respected cities and showcasing their cities 
in a positive manner. 

Many of these cities have done so in a 
version of a pass in which if purchased you 
have access to many different amenities. 
Most of the passes that were looked at by 
our agency were targeted towards tourists. 

Traditionally tourists were targeted because 
it’s essentially the “best bang for your buck” 
because they would be spending much 
more money than a local on exploring the 
city or a night out. 

Targeting locals for a pass wouldn’t make 
much economic sense as many were forced 
to leave their homes for work which 
would indirectly help local retailers such as 
restaurant, gas station/convenience stores 
owners and commercial landlords which 
would rent out spaces to businesses. 

As we transition in to the world after 
COVID, people have continued to work 
from home which has caused a ripple effect 

to the local businesses that indirectly relied 
on people coming in to work. Many cities 
will be looking into creating passes to target 
the local markets but don’t necessarily have 
to start from scratch as many of the current 
passes have great aspects that could be used 
to attract residents.
 
Our agency investigated 35 different cities 
world-wide and narrowed down viable 
ideas that could help target locals rather 
than tourists. 

Los Angeles’s explorer pass allows you 
to go to multiple local attractions that can 
be experienced with the family (Go City, 
2023). 

Las Vegas has created their own transit/
tram line for easy travel for tourists but 
also allows Nevada residents to use this 
service for a significantly lower price (Las 
Vegas, 2023). 

San Diego has had a program in place 
for incentivising residents to support 
businesses in the city by creating a loyalty 
card that allows someone to link it to 
their credit card to earn points from 
participating partners (Hirsch, 2012). 

St. Louis has launched an event called 
Open Streets Events which closes the 
downtown streets to host a variety event 
aimed to locals’ adults, families and youth, 
the Open Streets event gets an outlet for 
local businesses to showcase what they 
can offer (St-Louis Mo Gov, 2018).  If 
the CBA is looking to launch their own 
version of an Experience Pass it will be 
quite useful to take some aspects of these 
passes.  

INTERNATIONAL BENCHMARKING
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The Calgary Downtown Core boasts over 3000 
businesses with a total of 50 million square feet 
of office, hotel, retail, restaurant, entertainment, 
attractions, cultural, and government buildings 
(LinkedIn, 2023).  

This presents a great opportunity for the 
Calgary Business Association (CBA) to help 
these establishments reach unprecedented 
prosperity. 

To accomplish this, it is crucial to determine 
the most efficient methods for maximizing the 
allocation of funds towards this project.
 
To gather valuable insights, a comprehensive 
survey of bars located in major downtown 
hubs such as 8th, 10th, and 17th avenue was 
conducted (refer to Appendix XX). 

The survey revealed that regardless of whether 
the business was corporately or locally owned 
(including franchises), there were several 
commonalities.

Almost all the bars surveyed drew a significant 
portion of their customers from the age group 
of 25-35 years old, mostly singles and young 
couples. 

As many of these businesses were family friendly 
before 9pm, many young families with children 
under the age of 6 are commonly seen.
 
Several factors drive people to these businesses, 
both positively and negatively. Some of these factors, 
such as weather, COVID-19 related concerns, and 
other external factors that are beyond control. 
However, many factors, such as events happening in 
the Saddledome, hockey games, concerts, and other 
events, can be controlled to drive traffic. 

All the locations surveyed have seen an increase 
in revenue as a result of marketing efforts such as 
advertising, promotional materials, partnerships 
with non-competing businesses, or sister companies. 

The use of a “value card” featuring deals, 
priority entry, and discounts also seemed to be 
well received.
 
The surveys highlight the importance of 
understanding the driving factors behind customer 
behavior, both positively and negatively, and using 
these insights to increase revenue and achieve the 
CBA’s goals. By taking a data-driven approach, the 
CBA can ensure that the funds allocated towards 
this project are used efficiently and effectively to 
support the growth and prosperity of businesses in 
the Calgary Downtown Core.

EXPERIENCE AUDITS
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Within our whole market 
of neighboring communities, 
the population in the 24- 
to 29-year-old age bracket 
accounts for 25% of the total. 

In addition, 54% of the 
households in this sector of 
the population were single-
person residences. It is evident 
from this data analysis and 
corroboration with Prizm 
data obtained by Environics 
Analytics that this segment 
is a crucial component of 
our entire scale market (See 
Appendix XX). 

Additionally, we’ve found that 
psychographic characteristics 
like this group’s tendency 
for interest in artistic 
entertainment and high 
intrinsic value of social 
experiences are typical of 
the target audiences for the 
majority of significant already-
existing downtown activities. 
We can make use of these 
already-existing experiences 
to captivate and revive the 
value lost. 
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The 30-34 year old age 
segment makes up 39% of the 
overall population within our 
overall market of adjacent 
communities. 

Additionally, of this population, 
49% of households within this 
segment had young children 
below the age of 10. 

Through analyzing this data 
and triangulating with Prizm 
data collected by Environics 
Analytics it is clear that this 
segment represents a key part 
of our overall scale market 
(See Appendix XX). 

Additionally we have 
determined that psychographic 
traits such as the need for 
socialization and the high 
intrinsic value of culture 
of this demographic are 
representative of the target 
demographics of a majority 
of key existing downtown 
experiences. 

We can harness these existing 
experiences to re-enchant and 
revitalize the existing value of. 
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P RO P O S A L

The Downtown Experience Pass App is the anchoring tactic we will use to drive our unique 
target segments back into downtown. Through benchmarking, auditing, and secondary 
research we have determined a mobile application to be the most effective channel to 
deliver upon this goal. The DXP app will centralize key aspects of the downtown experience 
such as transport, directions, and specific activity information into one place. This method 
is intended to simplify for the adults and gamify for the younger demographic. The DXP 
app will help to facilitate the reactivation of experience Islands in the downtown core and 
create a new foundation for an exciting downtown experience.  

Our mobile app is the bread and butter of our idea, incorporating a range of usages that are 
both functional and convenient to use. Providing a connecting social experience "island" 
in downtown Calgary, with multilingual support, consolidated event ticket information, 
venue and event information for families, rideshare information, and restaurant passes. It 
also gives navigation information and encourages the sharing of downtown experiences. 
For convenience, the tickets can be saved in Apple Wallet. Essentially creating a more fluid 
experience within the downtown Calgary core.

LINKING SOCIAL EXPERIENCE ISLANDS

Essentially a rewards experience based 
on which places an individual goes to visit 
in downtown calgary. The app offers a 
rewarding experience for visiting locations 
in downtown Calgary. It encourages 
exploration and discovery by rewarding 
users for visiting various sites and activities. 
The software delivers a fun and engaging 
experience while promoting the different 
offerings of the downtown area by tracking 
an individual’s activity and awarding prizes. 
This not only adds value to the user but 
also helps local businesses increase their 
visibility and engagement. Essentially linking 
the Downtown experience, island cross 
promotion (xp to xp connection)
 

VENUE INFORMATION AND AWARENESS 
(VALUE FOR BUSINESSES)

The venue information and awareness 
component of our app gives businesses 
insightful information about their 
consumers. Learn more about the 
demographic data, peak times, and foot 
traffic patterns. Use this information to 
guide your choices, improve customer 
service, and boost sales.

EVENT INFORMATION (FOR FAMILIES)

Our family-friendly Event Information 
section offers a thorough schedule of 
all activities. Discover entertaining and 
interesting events for the entire family, 
together with details on the venue, tickets, 
and activities. Make wise choices about 
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how to spend your time and make cherished 
experiences with your family. With just a few 
touches, you can browse a huge selection of 
family-friendly events on our app.

CENTRALIZED TICKET INFORMATION FOR 
EVENTS

Our app’s Centralized Ticket Information 
function for events offers a one-stop shop for 
all information regarding event tickets. Get real-
time updates, can easily access and manage all of 
your event tickets, and will never miss an event. 
Your event ticket information is now centrally 
located and easily accessible in one spot, so you 
can say goodbye to trawling through several 
emails and applications.

MULTIPLE LANGUAGE SUPPORT

Users may select from a variety of languages 
thanks to our functionality for multiple language 
support, which makes the app usable by more 
people. You may now use the app in any language 
of your choice, whether it be English, Spanish, 
French, or another. This feature improves the 
user experience and makes sure that using the 
app is not hampered by language obstacles.

ROUTE INFORMATION

For this specific feature on our app, we will 
allow the user of the app to have easy access 
to the exact location and route they will be 
needing to take. This information will make it 
easier for users to find where they are going 
with no issues. The route will automatically pop 
up for the app user.

RIDESHARE INFORMATION/PARTNERSHIPS

For this particular feature we will be partnering 
up with Uber so the user is able to have easy 
access to rides for the specific location they 
will be going. The feature will facilitate direct 
access to where they need to be going. An 
uber driver will be notified immediately when 
a user is in need of a ride.

APPLE WALLET FOR TICKETS

Users may save and access their event tickets, 
plane passes, and loyalty cards in one practical 
location thanks to the Apple wallet function. 
This function effortlessly connects with the 
app, offering a simple and safe method to 
handle tickets and maintain informational 
organization. The Apple wallet is the ideal tool 
for hassle-free travel and event experiences 
since customers can easily access their tickets 
even while offline.

RESTAURANT PASSES/EVENT PASSES 
(EXPERIENCE CONNECTION) 

For this specific app feature we will be notifying 
the app users any particular restaurant pass/
event pass that will be going on during the 
day, week, or month. This feature will allow 
the users to develop a much more organized 
plan when visiting downtown. They will know 
exactly what will be happening in downtown 
plus will have access to passes which will give 
the users a discounted price on whatever 
they are experiencing. 
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POSITIONING

Our app’s Centralized Ticket Information 
function for events offers a one-stop shop 
for all information regarding event tickets. 
Get real-time updates, can easily access and 
manage all of your event tickets, and will never 
miss an event. Your event ticket information is 
now centrally located and easily accessible in 
one spot, so you can say goodbye to trawling 
through several emails and applications.

Our app’s Centralized Ticket Information 
function for events offers a one-stop shop 
for all information regarding event tickets. 
Get real-time updates, can easily access and 
manage all of your event tickets, and will never 
miss an event. Your event ticket information is 
now centrally located and easily accessible in 
one spot, so you can say goodbye to trawling 
through several emails and applications.
DISTRIBUTION

In regards to the Downtown Experience Pass, 
we will be distributing the experience assisted 
in the form of an app to serve as an easy 
tool where all features of the experience are 
available on one platform. 

The app will be an effective portal that appeals 
to our target market which consists of 25-
29 year old singles and 30-34 year old young 
families who are more tech savvy. 
The app will be distributed throughout 3 major 
mobile app stores: Apple App Store, Google 
Play Store, and Samsung Galaxy Store, in order 
to ensure a larger reach amongst the target 
market. 
The experience will also be distributed through 
a QR code that brings individuals who scan 

the code to the website homepage where they 
can choose which app store to visit in order to 
download the app. 

The QR codes will be dispersed throughout our 
partnership’s locations using around 250 units 
of table top pamphlets or posters. In order to 
promote the experience, channels such as social 
media as well as several out-of-home marketing 
formats will be used. 

PROMOTION

Creating an awareness of the DXP and the 
experiences that the pass can provide is a 
vital part of the execution of the mission. 

There are a variety of different ways that 
can be approached when talking about the 
promotion of the DXP but it’s important to 
keep in mind the Target Demographic (25-
35 years old’s) to use funds in an effective 
manner. 
Using billboards and posters in an effective 
manner such as using ads on Calgary Transit 
Busses on correct routes that the segment 
uses. 
Using social media platforms such as 
YouTube, TikTok, Instagram and Twitter, as 
well as working with Micro- Influencers in 
Calgary, such as Alyssa Jean and Ayla Langford 
to spread the word. 

Working with the CSEC to advertise at the 
Saddledome so we can reach as many people 
as possible at a single location. Launching 
the DXP platform at the Calgary Stampede 
effectively utilizing the existing “hype” and 
goodwill to attract people to the pass. 
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FORECASTED BUDGET

APP DEVELOPMENT AND MAINTENANCE (30%)

BUILDING OF THE APP 
• Objectives and features 
• UX/IX Design 
• Framework 
• Testing 
• Quality Assurance 

YEARLY MAINTENANCE COST
• Maintenance of app features 
• Functionality 
• Additional features added in the future 

FULL TIME SOFTWARE DEVELOPER 
• Executing the maintenance 
• Future small projects 
• Constant support 

APP MARKETING COST 
• Market and app research 
• App beta testing 
• App store optimization 
• App personal relations outreach 

PAID MARKETING COST
• Influencer/Partnership Marketing Cost
• Viral Marketing Cost:
• Social media platform managers
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QUARTERLY PLAN

PHASE 1: DEVELOPMENT AND PARTNERSHIPS 

ACITIVITES: QUARTERLY 
• Partnership onborading 
• Define DXP
• Develop application 

PHASE 2: PUBLIC INTRODUCTION, SOCIAL 
MEDIA CAMPAIGN LAUNCH, BETA (PRIVATE) 
LAUNCH AND TESTING

ACTIVITES: 
• DXP account launches (Twitter, Facebook, Instagram,  
Tiktok, Youtube)
• Micro-influencer post launch
• Branding introduction at partnership locations
• Beta test launch for selected beta testers

PHASE 3: APPLICATION LAUNCH AND INITIAL 
SEGMENT REACTION

ACTIVITES: 
• Application launch across distribution channels 
(App store, Google Play, Galaxy Store)
• QR code release for partnership locations
• Initial social media metric collection and review              
(reviews, testimonials)

PHASE 3: APPLICATION LAUNCH AND INITIAL 
SEGMENT REACTION 

ACITIVITES:  
• Partner feedback
• Social media analytics audit 

PHASE 5: ADJUSTMENT AND LONG TERM SUP-
PORT ROLLOUT

ACTIVITES: 
• Adjusting user experience
• Defining long term partners
• Asses final strategy for application sustained success
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QUARTER 1 QUARTER 2 QUARTER 3 QUARTER 4 QUARTER 5 QUARTER 6 QUARTER 7 QUARTER 8

INITIAL TEAM 
CREATING 

Team Development
• Development Team
• Marketing Team
• Resource Team

DEVELOPMENT

MARKETING 
TEAM

RESOURCES 
TEAM

App Development

App Adjustment Prior 
to Launch

DXP Launch

App Adjustments BAsed 
on AnAlysis 

(dAys 246-305)

General Maintenance & 
Upgrades to Software

Adjustment of App & 
Software from All Data 

Collected

Maintenance 
& Upgrades to 

Software

Beta Launch
(Private Launch)

Tease of DXP

Application Launch & Initial 
Segment Reaction

General Post Launch Advertisements 

Partner Promotion at Events Occuring around the City
(Stampede, Lilac Fest, Sled Island, Country Thunder) 

Review Budget, Analytics & 
Partnership Analytics 

Make Adjustments to Acco-
Modate the Data Collected 

Partnership Agreements with 
Organizations Analysising Metrics, Users & 

Reception General Analysis of DXP
Seeking New Opportunities 

& Partners

Determine & Implement What 
Changes/ New Features to 

Include

Implement Final Key Events & 
Experiences
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APPENDIX A

25-29 SEGMENTATION NEIGHBORHOOD PRO-
FILE DATA SUMMARY

SEGMENT 1: 25-29 YEARS OLD

SEGMENT DISTRIBUTION REPRESENTED AS A PER-
CENTAGE OF OVERALL NEIGHBORHOOD POPULA-
TION (AGE GROUP POPULATION/TOTAL POPULA-
TIONX100):

1. Mission (27%)
2. Cliff Bungalow (26%)
3. Beltline (24%)

MEDIAN INCOME 
1. Misson $79, 433
2. Beltline $76, 408
3. Cliff Bungalow $68,669

AGE RANGE 25-29 MAKES UP 54.99% OF THE SINGLE 
PERSON HOMES 

1. Misson  
1. Single Person Residents: 1,875
2. Families Without Children: 730
3. Families With Children: 45

2. Beltline 
1. Single Person Residents: 7,550
2. Families Without Children: 3,210
3. Families With Children: 790

3. Cliff Bungalow  
1. Single Person Residents: 695
2. Families Without Children: 315
3. Families With Children: 80

APPENDIX B

30-34 SEGMENTATION NEIGHBORHOOD PRO-
FILE DATA SUMMARY

SEGMENT 2: 30-34 YEARS OLD

SEGMENT DISTRIBUTION REPRESENTED AS A PER-
CENTAGE OF OVERALL NEIGHBORHOOD POPULA-
TION (AGE GROUP POPULATION/TOTAL POPULA-
TIONX100):

1. Renfrew (15%)
2. Killarney/Glengarry (14%)
3. Renfrew (11%)

MEDIAN INCOME 
1. Altadore $130,638
2. Killarney/Glengarry $94,895
3. Renfrew $93,884

AGE RANGE 30-34 MAKES UP 49.28% OF FAMILIES W/
CHILDREN IN TOTAL

1. Altadore  
1. Single Person Residents: 870
2. Families Without Children: 965
3. Families With Children: 915

2. Beltline 
1. Single Person Residents: 1,135
2. Families Without Children: 940
3. Families With Children: 735

3. Cliff Bungalow  
1. Single Person Residents: 1,205
2. Families Without Children: 855
3. Families With Children: 635
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APPENDIX C
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CHICAGO
For visitors looking to save money while 
exploring Chicago’s top attractions, there are 
two options: the CityPASS and the Chicago 
C3 plan. The more popular option is the 
CityPASS, which costs $114 for adults (ages 
12 and up) and $93 for children (ages three 
to 11) (CityPass, 2023). This plan includes 
five tickets to popular attractions such as the 
Shedd Aquarium (with priority entry), Skydeck 
Chicago (for day or night admission), and the 
Field Museum (which offers an all-access pass) 
(CityPass, 2023).. This pass is valid for 9 days. 
You will also be able to select two additional 
attractions from a list that includes the Art 
Institute of Chicago, the Museum of Science 
and Industry, the 360 CHICAGO Observation 
Deck, and the Adler Planetarium (CityPass, 
2023).

LA
The LA Explorer Pass is the best all-inclusive 
pass for visitors to Los Angeles, California. It 
offers a selection of hand-picked experiences 
chosen by local experts (GoCity, 2023). 
Customers can choose what they want to 
do from the list and relax in the city without 
feeling rushed (GoCity, 2023). The pass has 
strong partnerships with major corporations 
in the city, and users can purchase and redeem 
it at participating businesses (GoCity, 2023).
best deals in town (Hirsh, 2012). Customers 
in San Diego can also search offers to find 
the best deals and maximize their cash back 
rewards (Hirsh, 2012).

APPENDIX D

SAN DIEGO
The San Diego Loyalty and Cash Back 
program combines a loyalty card with a cash 
back
credit card program aimed at a diverse 
demographic (Hirsh, 2012). Because it is linked 
to credit
cards, the program is intended for people over 
the age of 18. Restaurant owners participate in
the program to increase business at their 
establishments (Hirsh, 2012). Customers will 
find the
program to be quick, seamless, free, and highly 
profitable, with the best deals in town (Hirsh,
2012). Customers in San Diego can also search 
offers to find the best deals and maximize 
their cash back rewards (Hirsh, 2012).

ST. LOUIS
In St. Louis, Open Streets Events is a 
programme that closes down downtown 
streets to host a variety of events. The events 
are aimed at locals, including adults (18 and 
up), families, and youth. The program is a 
collaboration between the Mayor’s Office, the 
Centers for Disease Control and Prevention, 
a university, sponsors, and community 
stakeholders. Participants can simply walk into 
the city to participate in the events. The Open 
Streets Events programme in St. Louis offers a 
one-of-a-kind opportunity for residents to get 
together, have fun, and discover the
 ity in new and exciting ways (St Louis-Mo 
Gov, 2018).

LAS VEGAS 
Both tourists and locals may travel 
conveniently and affordably on the Las Vegas 
Monorail. The Monorail offers a quick and safe 
method to reach all that Las Vegas has to offer, 
with stops close to some of the city’s most 
well-known attractions, including top-notch 
restaurants, shows, shopping, clubs, hotels, 
and casinos. The Monorail is a simple choice 
for people who want to save time and money 
because it eliminates the need to find parking, 
navigate traffic, and rely on taxis. Nevada 
citizens who have a valid state ID may benefit 
from a ticket discount offer. The Monorail is a 
well-liked option for people wishing to attend 
21+ parties and events because it is open late 
and has many local partners. The technique 
is advantageous for everyone because it also 
lessens traffic on the highways (Las Vegas 
Monorail, 2023).
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APPENDIX E

DOWNTOWN LIBRARY 
When is the Highest volume of 25-35-year-
olds here:
• Majority of the individuals who visit are 

between the 25-35 age group and are here 
to use free access to computers and the 
internet 

• There is no specific time this age group 
shows up but it mostly remains in the 11-4 
pm hour range due increase in traffic and 
delays when rush hour occurs 

• Other individuals in this age group who 
visit the center are usually those who are 
passing by and need a warm place to stop 
real quick 

• Younger demographic during the weekends 
for music and partying style 

Do you ever see families with children? 
• Families with children is the second or 

third largest demographic group as we 
provide a wide variety of services and 
events for babies all the way to teen 
programs and functions

• Majority of the families come with one 
other child most often in the 5-10-year-old 
range 

• Most families do live around the library for 
easy access and those who don’t live very 
close often travel by Ctrain

• Visitors from outside of Calgary often 
come to check out the library alone with 
no children 

How do Saddledome events affect your flights? 
• Saddledome events don’t really affect the 

traffic of the library but the stampede 
draws in significantly more visitors than any 
other time of the year. 

How does Calgary play into your personality, 
within the business
• The library is a very diverse place hosting 

events for all races 
• they actively promote inclusiveness for all 

ages, races, and genders, wanting everyone 
to know that there is an event for 
everyone at the library 

• Calgary multiculturalism definitely fit into 
their statement model and the increase of 
visitors during stampede definitely helps 
boast the prosperity of the library 

Do you think Calgary is a good place for your 
business 
• Calgary is a wonderful place for the library, 

especially within the city of downtown  
where most people can get access from all 
over the city by ctrain 

What would you say is a potential plan for a 
future pandemic if it were to happen
• During the pandemic, they had a pickup/

mobile book service that allowed 
individuals to pick up books at the door 
without the need of coming in 

• They currently have active monitoring of 
the covid-19 levels within the library with 
most to all workers wearing a mask to 
prevent the spread of covid if it does exist 

With all the money in the world, what would 
you do to your business or for your business, 
or draw in more people
• Providing more opportunities and 

resources to the drop-in center beside the 
library which ultimately would help the 
presence and image of the library 

What surrounding things affect the traffic of 
your location
train, garbage, homelessness, lighting, etc
• Train helps keep traffic flowing as it is very 

convenient for all individuals to use the 
train

• During colder weather, the drop-in center 
right beside the library does create more 
individuals to stay in the library often 
causing a little bit more problems than 
usual 

• Daily sitings of individuals falling into a drug 
state or about to fall into a drug state

What was a marketing tactic you used that 
you saw an increase or traffic to your location
• Library has a continuous partnership with 

the chinook black and art galleries around 
Calgary which help host daily or weekly 
events to continue drawing individuals to 
the library 

• Being one of the largest libraries in Calgary, 
it is already being promoted as a stop for 
any tourist which helps market and boosts 
awareness of the library, 

Was it a one-time thing
Continuous basis with no exact expiry time  
Do you deal with a relatively stable clientele 
that comes 2-3 times a week, etc
Do u have a regular crowd?
• 50% of the individuals are usually new 

faces either individuals who live in Calgary 
that doesn’t often come to the library or 
tourist who comes from out of tue city. 

• Other 50% of people are known clients 
that come here very often (even if they 
do not know them personally, they are 
recognizable by their face and often kids 
they bring along) 

What surrounding things affect the traffic of 
your location
train, garbage, homelessness, lighting, etc
• Train helps keep traffic flowing as it is very 

convenient for all individuals to use the 
train

• During colder weather, the drop-in center 
right beside the library does create more 
individuals to stay in the library often 
causing a little bit more problems than 
usual 

• Daily sitings of individuals falling into a drug 
state or about to fall into a drug state

What was a marketing tactic you used that 
you saw an increase or traffic to your location
• Library has a continuous partnership with 

the chinook black and art galleries around 
Calgary which help host daily or weekly 
events to continue drawing individuals to 
the library 

• Being one of the largest libraries in Calgary, 
it is already being promoted as a stop for 
any tourist which helps market and boosts 
awareness of the library, 

Was it a one-time thing
Continuous basis with no exact expiry time  
Do you deal with a relatively stable clientele 
that comes 2-3 times a week, etc
Do u have a regular crowd?
• 50% of the individuals are usually new 

faces either individuals who live in Calgary 
that doesn’t often come to the library or 
tourist who comes from out of tue city. 

• Other 50% of people are known clients 
that come here very often (even if they 
do not know them personally, they are 
recognizable by their face and often kids 
they bring along) 
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HOME & AWAY RESTAURANT
When is the Highest volume of 25-35-year-
olds here
• Lunch, Happy Hour and late evening dinner 

around 7-8
• Usual order varies between bar and seating 

table (bar usually only gets a few drinks 
while seatings usually means one or two 
drinks with apps and entree)

• These individuals tip well and arent that 
money sensitive 

• Greater attitudes and tippers during games 
Do you ever see families with children 
• As a bar, we dont see that many families 

especially any with kids but young and 
older couples can often been seen at the 
restaurant 

• No minors allowed 
How does Calgary play into your personality, 
within the business
• Being a sports bar, we are tied in with the 

local culture of sports and fans 
• Calgary has a great beer scene with alot of 

micro breweries in town and surrounding 
Calgary 

• Great appetizers and plates to share 
• Calgary stampede and large events often 

draw in a bigger crowd which is embedded 
in the touristy time of Calgary 

• Majorioty of our workers understand what 
Calgary is like and are often born and 
raised here 

Do you think Calgary is a good place for your 
business 
• Great place for our business (higher 

income, youthful demographic the 
downtown host and the wide variety of 
crat beers available to showcase)

What would you say is a potential plan for a 
future pandemic if it were to happen
• During the pandemic, limited seating, 

emphasizing on takeout was the main 
points which if a pandemic does happen 
again we will be more adapted to change 
our services back into a takeout form 

• Masks are not required or recommended 
anymore but that rule could be put back 
into place 

How do Saddledome events affect your flights 
• Large sporting games such as hockey 

and lacrosse draw in far more crowds of 
customers before and after the games. 

• Individuals start off with some beers before 
going to the games, which often allows 
them to get better food at a relatively same 
or cheaper price than at the dome. 

What surrounding things affect the traffic of 
your location 
• Train , garbage, homelessness, lighting , etc
• Being in a community with mostly more 

residential areas than commercial offices, 
definitely reduces the occurrence of seeing 
excessive homelessness that dampen the 
mood but the weather is a huge factor for 
our business 

Do you deal with a relatively stable clientele 
that comes 2-3 time a week, etc
• 60/70% of customers are well known to 

us with the occasional guest of people that 
have never been seen before (this usually 
occurs during the stampede and skiing 
winter seasons where new customers 
come out of town. 

• Even if the individual is not known 
personally, they are recognized through 
their frequent trips to the bar at a specific 
time 

• Clubbing/music is where a new younger 
demographic usually shows up

All the money in the world, what would you 
do to your business or for your business, or to 
draw in more people
• More locations and a bigger space as 

sometimes waits can get pretty long, 
especially during days where the weekend 
and games cross paths 

What was a marketing tactic you used that 
you saw an increase or traffic into your 
location
• Happy hour and outside but still gated 

seating was a huge push 
• Coupons for residents living around the 

restaurant and party table booking in 
advance 

• Continuous and permanent marketing 
changes added to the bar 

ELS FURNITURE WAREHOUSE
• Majority of the demographic that comes is 

25-35
• Not too many kids that come here 
• Tech actually a franchise with locations in 

Vancouver 
• Don’t do brunch, Calgary wise, they all give 

off the same vibe, cheap food 
• The demographic that comes in are young 

adults 
• Calgary is a great city because everything is 

affordable, good place to live in, good food 
good drinks

• Saddledome has rushes that means there 
are rushes here before and after 

• Foot traffic in downtown affects and ups 
and downs 

• Lunch rushes happen or don’t happen 
depending on rushes 

• New policies in terms of Covid

• Events around me that there are rushes 
• Take out is always an option 
• All the money in the world - advertise 

what a community Calgary is help out with 
patriotism and all that 

• All the money in the world make the 
business bigger, add a dance floor, 

• Marketing tactics that have upped foot 
traffic would be monthly specials 

• Can’t partner with events because that 
goes to the regional manager 

THE WEDNESDAY ROOM
• majority of the demographic is 50% 25-35
• No children 
• Locally owned 
• City of Calgary clientele is corporate, 

feel comfortable wearing a suit more 
professional audience 

• Business demographic mainly 
• Saddle dome events correlate to rushes 

here, less hockey games more so concerts 
• Stampede especially 
• Calgary is a good city for this business 
• Surroundings things such as road closures, 

filming, decrease foot traffic and walk-in 
• Anything that’s done in downtown brings 

more people in 
• All the money in the world, for business 

would advertise internationally for hotels
• For the city- design a package that states 

what they offer, people make this a 
destination when coming to the city 

• Marketing tactic used - utilizing email lists, 
with prizes etc, seems to be working 

• Partnered with open table, marketing 
campaigns done through them, a 
percentage is give to them in a flat fee 

• Willing to collab for events, beer fest, other 
events 

APPENDIX E CONT...
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EARLS
• 30% 25-35 , primary clientele is middle age 

businessman - because of location 
• Very low amount of families 
• This location, stampede events 
• Very inclusive , globally inspired menu, 

trying to cater to everyone 
• A good city for business, busy enough, 

location is corporate , good money 
• Saddle-dome events have a definite 

correlation, hockey games, concerts, big 
events 

• Things that affect foot traffic, weather, hype 
is vs remote office 

• All the money in the world - for business 
expand the building, work custodians, 
maintenance , and more staff

• For Calgary invest and promote more, 
doing partnerships 

• A local vendor support 
• Partnered with 
• Since they are corporate there’s not much 

that can be done 

SOICAL BEER HAUS
• local place 
• Majority are 25-35 
• allow kids and families 
• Babies 7-8
• Calgary support local, local beers served 
• No target demographic 
• Correlation between saddledome events 

such as hockey games sometimes 
• Don’t do skip etc
• Road closures, construction negatively 

impact 
• Taxis come through Stephen ave as well, 

and help the business 
• All the money in the world - for business - 

not sure 

CACTUS CLUB
• depends on the day of the week, 24-35 are 

present, pretty even demographically 
• See families with children 
• Correlation between events in the 

saddledome or in the city in general 
• Everything affects traffic in this location 
• Events not in downtown will affect foot 

traffic a lot 
• Pandemic is a huge negative influence on 

business 

NATIONAL 17TH (CONCORD)
• No kids after 9pm (liquor license laws)
• They benefit from being apart of the 

Concord group because they are 
associated with many other locations in the 
core

LONELY MOUTH (CONCORD)
• They really prompt buying local and 

supporting calgary artist
• They were featured in canada to 100 

restaurants which helped their business
• They wish they would have a better visual 

appeal from the street to make them seem 
more welcoming

• After 10pm monday-thursday it is dead
• They found that once they implemented 

a cheap mid day happy hour they saw an 
increase in traffic

WATCHMANS
• They really struggle with recognition
• Being apart of a DXP would benefit their 

business because it would bridge the 
islands from more well known restaurants

• There was a scavenger hunt that was put 
on that drew a lot of people into their 
doors

• More events including their name would 
help them significantly 

• More promotion of their cheap pricing 

GENERAL TRENDS SEEN IN THE 
DOWNTOWN CORE
Lilac festival draws in a lot of traffic on June 
5th
• City event
• Family friendly
• Outdoor public event
Many people come to 17th to pre drink 
the flames games but not as many people 
returning afterwards
• City event
• Less kids at the bars before the games 

(more of a rowdy crowd)
From store open till about 8pm there is a lot 
of the 25-35 demographic
• Downtown workers 
• People coming in for work lunches or after 

work dinners
Young families
• Majority of the kids that are in the 

locations are between the ages of 2-7
• Usually come for early dinners
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APPENDIX F

FULL BUDGET INFORMATION AND 
BREAKDOWN
Assuming you have a budget of $650,000 for both 
creating an app and promoting it, here’s a rough 
breakdown of how you could allocate those funds:

Three types of app development 
1.  Buying a predefined template
2.  Enlisting a freelance developer 
3.  Hiring a developing agency 
4.  No Code app builder 

Mobile apps primarily fall into three different categories
1. Native: Native apps work on one software such as 

Android, IOS or Windows. 
2. Web Based: Provides access to a software program 

using computer (website) and internet connection 
3. Hybrid: Uses a combination of both native and 

web-based apps features. This option provides the 
developer the most flexible options with no to little 
change in script between different platforms

Three types of app developments:
1. Enlisting a freelance developer 
2. Hiring a develop 
3. No Code app builder

Type: Purpose Advantages Disadvantages Cost Examples

Hybrid
• Works on all op-

erating systems 
with the same 
code base

• Uses familiar and 
common code 
language 

• Great for simple 
application 

• Lower cost 
• Quicker Build

• Higher complex-
ity

• No access to 
native feature

• Medium End: 
$30,000-50,000

•  
• High End: 

$50,000+

• Twitter
• Evernote
• Gmail
• Justwatch

Web-
Based

• Web apps stores 
the application 
program on a 
remote server 
which is accessed 
through internet 
connection

• Multiple user can 
access 

• No installation of 
app needed

• Accessibility 
through various 
channels 

• Slower speed
• During develop-

ment and  main-
tenance needs 
to occur on all 
platforms

• Internet Reliance 
• Data Security

• Lowest cost 
compared to 
hybrid and web 
based 

• Low End: $20,000
• High End: 

$60,000

• Google 
• Office
• Amazon
• Netflix
• Uber
• Spotify

Native
• Native apps are 

installed through 
the app stores 
such as Google 
Play, Android and 
IOS Apple Store

• Features are 
more consistent 
and familiar 

• Lower learning 
curve

• Faster creation of 
the app

• Ability to work 
offline 

• Zero to low flex-
ibility 

• Expensive devel-
opment process 

• Time-consuming 
• Require frequent 

upgrades and 
updates 

• Basic App: 
$25,000-35,000

• Medium End: 
$40,000-60,000

• High End 
$75,000-100,000

• Mobile 
• Banking Apps
• Instagram, 
• Mint, Adobe
• Hive

Type: Function Cost 

Full-Time 
Developer

• Can help build, design and 
maintain the overall function 
of the app and platforms. 

• Alberta Hourly Rate: $39.83
• Yearly: Roughly 77,000
• Canada: 40.38 hourly 
• Yearly: 77,529.60

Maintenance 
• Web apps stores the appli-

cation program on a remote 
server

• 20% of initial development 
cost 

• Native Apps: $20,000
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REFFERENCES


