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The travel app for true Locos



User Survey

~100 responses 

Moderately frequent travellers

30-60 min planning trips

User Behaviour: surface level 

research, not in depth 

User Pain points 

1. Difficult planning logistics 

2. Lack of reliable information

3. Lack of detail (accommodation, etc.) 

Influence on Loco: 1. locals’ focused recommendations, 2. variety of 

niche activities, 3. planning logistics with preferences of all friends



65% 73% 62%
Of Gen Z’s believe in 

supporting local businesses  

Of all retail shoppers named 

locality as the most important 

factor when buying

Of Canadians have 

intentions in travelling with 

friends in the next year   



User Personas

Cohort 1: Lavish Travelers Cohort 2: Unique Travelers Cohort 3: Spontaneous Travelers

• Little older and have a 

stable occupation to 

sustain their lifestyle

• Will often go to fancier 

tourist destinations.

• Live more frugally and are 

wealthy enough to go travel 

moderately

• They can be both 

spontaneous or plan their 

trips ahead of time

• They are of the younger 

cohort that is likes to tour 

local destinations and find 

unique activities.

• Rather spontaneous

• They travel on the go 

without much planning and 

will find things to do upon 

arrival

• They travel with a tighter 

budget.



User Personas

Cohort 1: Lavish Travelers Cohort 2: Unique Travelers Cohort 3: Spontaneous Travelers

• Little older and have a 

stable occupation to 

sustain their lifestyle

• Will often go to fancier 

tourist destinations.

• Live more frugally and are 

wealthy enough to go travel 

moderately

• They can be both 

spontaneous or plan their 

trips ahead of time

• They are of the younger 

cohort that is likes to tour 

local destinations and find 

unique activities.

• Rather spontaneous

• They travel on the go 

without much planning and 

will find things to do upon 

arrival

• They travel with a tighter 

budget.







Design Choices



Competitor Analysis

Competitive Advantage: 

1. Social Impact Oriented Business 

Model

2. Genuine Local Recommendations

3. Travel Recommendations + Trip 

Planning



Let’s Open it Up!



Marketing Mix

Distribution Price Promotions

Initial launch on Google 

Play Store, followed by 

release on Apple’s App 

Store

To ease market 

penetration, app will be 

free to  download 

Focus on digital 

marketing, WOM, SEO 

& nano-influencers

Partnerships

Working with local 

businesses to provide 

app users with benefits



Attract Potential Users

Attract

• Word of Mouth

• Social Media Content (e.g., pictures)

• Paid advertising & influencers



Engaging Content to Induce Downloads

Engage

• Social Media Content 

(e.g., pictures)

• Special promotions: 

Contests



Increasing Post-Download Retention

Delight

• Referral incentives

• Rewards system for active users



Current Engagement

1.2k 10
Kingston-based Local

Partners

Established Interest through

Impressions/Surveys

Business SideUser Side

800
Unique Reviews

Content Side

Pre-launch numbers show good upside for user acquisition to critical mass. Content 

generated pre-launch will lead to more users which leads to more content



User Acquisition and Critical Mass

Target university critical mass by M3. Aim to reach 75% of Queen’s University to generate engagement and 

increase diversity of recommendations, before other target universities
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User Acquisition Targets

Critical Mass:

Queen’s University

4000

Total undergraduate 

international students

12000

Total students from 

outside of Ontario



Target Financial Cases

Bull Case Base Case Base Case

Kingston-only 

recommendations app used 

by University Students 

10-20k Users

$100k in Revenue

Canada-Wide 

recommendations app used 

by University Students 

10-20k Users

5-10M in Revenue

Global Competitor to Yelp 

and Google Reviews

+10M Users

>100M in Revenue



The travel app for true Locos



Next Steps

Expand Consumer Base

Next target: the 

millennial, 9-5 hustler 

with more disposable 

income for travel to 

farther destinations, 

desires convenience, 

and travels with 

friends.

Adjust Communication 

Channels

Marketing is still 

digital-first, but more 

emphasis on using 

influencers, particularly 

those with travel blogs. 

The app website will 

have a travel blog 

section.

Increase Users’ Data 
Contribution

With user base 

growth, we want to 

encourage users to 

supply their trip 

recommendations 

for others.



Tech Stack



Marketing Expenses

Paid ads on social media - $200

Website - $200

Promotions (contests) - $160

Paid partnerships - $200

Total Marketing Spend 

is 75% of Total Budget
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