


 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



















Canada Sample Data

% %

Total Population

2008 estimated 142,317 90,264

2013 estimated 165,130 96,610

2018 projected 192,314 106,425

Median Age 38.7 40.2

2013 Total Census Families 44,319 26,438

Average Persons Per Family 3.1 3.1

Total Couples 38,038 85.80% 22,177 83.90%

Without children at home 15,298 34.50% 8,879 33.60%

With children at home 22,740 51.30% 13,298 50.30%

Lone-parent families 6,281 14.20% 4,260 16.10%

Children Per Census Family 1.2 1.1

2013 Educational Attainment 

(15 years+)

133,824 79,364

Less than a bachelor degree 112,048 83.70% 69,293 87.30%

Bachelor degree & higher 21,775 16.30% 10,071 12.70%

2013 Households 61,987 36,472

Persons per household 2.63 2.63

Average household income $96,056 $90,399
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experience” 
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Executive Summary 

VISION 

FINANCIAL SUMMARY 

BUDGET HIGHLIGHTS  

Category 2012 2013 Details 

General 

Promotion 

$79,500 $69,260 Emphasis will be placed this year 

on holding several large scale and 

heavily publicized events with a 

‘building’ or ‘growing’ theme as 

part of the 2013 excitement 

campaign. Weekly events will 

continue throughout the year.  



Outdoor Media 61,700 15,125 

 

Strategic targeting of our outdoor 

advertising will allow us to 

maintain high-visibility while 

saving a significant amount of 

funds in this category. We will 

continue advertising on the 

subway and cease bus shelter 

advertising. 

Misc. Media,  

Direct Mail 

Production & 

Distribution 

64,934 89,227 More frequent advertising in the 

primary & secondary trade area 

will increase awareness and recall 

of our brand message. Ad 

campaigns will be designed to 

reinforce our awareness and 

excitement message. We will 

design branded and stylish eco-

bags; long-lasting items that 

further our brand message in the 

community and beyond. 

Mall Décor  21,325 11,450 We will continue to utilize vacant 

unit windows to showcase 

merchant products. We will also 

seek alternative décor options like 

offering display opportunities to 

college interior design students, 

installation displays to local artists.  

PR/Donations/ 

Sponsorship 

23,875 32,355 Strategic involvement with high-

profile community groups will 

raise our reputation as a 

contributing and valuable member 

of the community.  

 



MARKET POSITIONING 



Marketing Plan Overview 

Awareness & Excitement Campaign 

Events 
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