
LO CA L E

J O Y C E  A Q U I N O P A T R I C I A  C H A K E M M A  C H E U N G A U R O R A  C H I U K A R L I E  K W O K J O A N N E  X I A O



Mission & Purpose 

To inspire travellers to 
explore the local perspective 
and have our readers feel 
like locals wherever they go. 



Competitors



Niche

Locale is unique among our 
competing travel magazines 
as each issue is dedicated to 
a specific city or country. 

Instead of featuring high-traffic and 
mainstream tourist attractions, we 
dedicate our resources to discover 
unique and one-of-a-kind locations 
and experiences to provide our 
readers with a more refreshing take 
on travelling.



Audience

D E M O G R A P H I C

Age Range: 25–35 years old 

Language: English

Education: Post-Secondary

Financial: Middle to upper middle class

Household Income: 30,000- 60,000 CAD

P S Y C H O G R A P H I C

Loves to travels

Desires excitement and adventure

Willing to explore and find new discoveries

Enjoys all elements of various lifestyles

Wants to be immersed in different cultures

Appreciates the beauty of minimal design



Persona

M A Y A  L I M ,  2 7

Profession: Creative Business Developer

Hometown: Vancouver, Canada

Relationship Status: Long-term relationship

Hobbies:

Personality: 

Technical: Early adopter, extremely well-versed

Quotation: “Creativity is the backbone of humanity.” 

Hiking, photography, going to concerts, 
interior decorating, fashion, cycling

Driven, sophisticated, passionate, 
quick-witted



Editorial  Concept

To describe Locale with three 
adjectives, they would be 
eye-opening, sophisticated 
and thoughtful.



Visual Concept



Visual Concept



Publishing Channels

P R I N T

Focus on one featured city

Influencers from featured city 
contributing editorial pieces

Artwork (from photographers, 
trade-in style)



Publishing Channels

O N L I N E  

Membership-based community

General travel editorials (not 
including the featured city)

Influencer features that are 
not in print edition

Artwork (from photographers, 
trade-in style)



Department & Features

Eat  & Dr ink
i.e. Dining with a View: Le Loft

Accomodat ion
i.e. Home in Wien

Enterta inment
i.e. Fitting in at Stephansplatz

Sightsee ing
i.e. Classical Streetscape

Spec ia l  Feature
i.e. Wander with the Viennese Girl



Circulation

Reach up to 3,346 in total 
subscription by year 3

$20.00 per issue; 
$65.00 per year for 4 issues

Select coffee shops and 
stores (67%)

4,500 recipients by direct 
mail and email

Newsstands (37%)



Marketing Strategy

P R I N T

Canada for the first year, international after the second

A launch and influencer meetup quarterly

O N L I N E  

Social media: Facebook
Instagram
Twitter 



Online Community

E-Newsletter

Giveaway: Trip to one of the 
feature locations

Giveaway: 2 tickets to the 
Influencer meetup event

Annually based

Forum

Downloadable pdfs 

Direct communication to Locale staff

Exclusive discounts

Advertising placement



Advertising Sales Strategy

Trade Partners:
Air Canada 
Edible Vancouver & Wine Country 
SAD Mag

CPM: $152 

Ad-Edit Ratio: 20:80 



Advertising Sales Strategy

K E Y  A D V E R T I S E R S

Air Canada
Airbnb

C O - O P  P A R T N E R S H I P  

Loca l  Restaurants  
Tunnel Vienna Live; Esterhazykeller; 
Sand in the City; Mezzanin 7

Loca l  Accommodat ions  
Hotel Novotel Wien City; Hotel Alstadt 
Vienna; Sofitel Vienna Stephansdom

Loca l  Stores  
Xocolat Manufaktur; Grand 
Whisky Wien; Cafe Demel 

Air l ines
Lufthansa Airlines; Austrian Airlines 



Rate Card (1st Year) -  Print

Rate Card (1st Year) -  E-Newsletters



T R A V E L  L I K E  A  L O C A L  


