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OVERVIEW
Glebe Spree is one of the neighbourhood’s most successful traffic generators,
and an annual Glebe tradition. Since 2011, the contest can be linked to over
$20M in consumer spending.
• Contest Premise: Reward shoppers for incremental spending by offering a
chance to win a $10,000 shopping spree once they have met a designated
minimum spend.
• The grand prize must be spent at Glebe businesses, effectively reinvesting
the funds into the community.
• Shoppers also have the chance to win daily instant giveaways at participating
Glebe businesses. This portion of the contest generates additional
excitement and ‘buzz’ throughout the contest period, while elevating the
Glebe’s brand.

GLEBE SPREE 150
To mark 150 years since Canada’s Confederation in 2017, we developed a
special edition of Glebe Spree. This version was rescoped to:
• Reward shoppers with a stamp for every $15 purchase, with ballots
eligible for entry once they have collected $150 worth of stamps
(previously $20 and $200 respectively).
• Significantly increase the number of prizes for Canada 150 with the
addition of $1,000 weekly cash prizes and doubling the number of daily
giveaway prizes to be won.
• Incorporate a new Canadiana look/feel in recognition of Canada 150.
• Create an additional incentive to provide shoppers with twice the
number of stamps with purchase.

GLEBE SPREE THROUGH THE YEARS
Since its inception, the contest has become increasingly popular and has
seen exponential growth.
Our 2017 contest was the most successful promotion on record and the
outcome generated was a result of a number of strategic choices over the
years.
This included the decision to reshape the contest into a hyper-local
campaign that focuses on our most frequent customers within our primary
trade area to build and reward loyalty. We also invested heavily in targeted
direct mail and social media for maximum reach.
The result: Glebe Spree has seen a nearly 200% increase in entries while
cutting the investment in the contest by half. This has generated an ROI
that has increased by over 350%.

BY THE NUMBERS
Glebe Spree 2017 Canada 150 Edition most successful
by all metrics:
• 4.2M delivered impressions through our marketing
campaign
• Over 95% member engagement with more than 162
participating businesses
• 81 prize giveaways, totaling $18,750 in winnings
• 31,557 total ballots entered, representing $4.7M in
economic activity and an ROI of $78.89 per dollar
invested

APPROACH
Glebe Spree 150 Objectives:
• Create top-of-mind awareness for the Glebe during a peak shopping period
• Offer a value proposition differentiating the Glebe from competing shopping districts

• Encourage new and repeat visitation to the Glebe
• Increase consumer spend with Glebe merchants
• Increase traffic during off-peak hours and encourage early holiday shopping
• Drive traffic to the Glebe Spree website (where opt-in data was collected for future marketing activities)
Glebe Spree 150 Strategies:
• Maximize contest promotion by encouraging the participation of Glebe merchants
• Implement paid advertising and social media campaigns to complement organic content

• Leverage high-attendance events, many national in scope, taking place in the Glebe (CFL/NHL)
• Create incentives to encourage off-peak period and early shopping

ADVERTISING
Direct Marketing:

• >11,000 Passports mailed via Canada Post to residents in the
immediate trade area
• Emailers sent to a database of past Glebe Spree participants
Geo-Fencing:

• Geo-fencing campaign targeted the mobile devices of people
attending local events (CFL, NHL, Santa Claus parade)
• Collected data was used to retarget these individuals with Glebe
Spree messaging

Events:
• Local entertainers distributed Glebe Spree passports to shoppers
during Ottawa’s Santa Claus Parade and during Grey Cup Festival

ADVERTISING
Print and Web Display Advertising:
• Advertising in local publications and Google Display
Network (web banner advertising geo-targeted to
Ottawa and Canada’s capital region) directing
visitors to a Glebe Spree 150 microsite.
Out of Home:
• Street postering within the Glebe and adjacent
neighbourhoods promoted the simple steps to
enter.

SOCIAL MEDIA
Paid Social Media (Facebook/Instagram, Twitter) and YouTube:

• Targeted Glebe shopper lifestyle factors and mobile personas (Foodies and Shoppers)
• Channel showcased videos highlighting how to enter the contest
• Call to action: Visit the Glebe Spree microsite and/or social media pages to learn more
Organic Social Media Engagement

• Organic posts created by Glebe BIA staff were boosted to drive awareness of Glebe Spree 150
• Boosted posts targeted the lifestyle and mobile personas above and leveraged searches for
high-attendance Glebe events, such as the 105th Grey Cup Game & Festival, NHL100 Outdoor Classic and
the Ottawa Santa Claus Parade
• Social media campaign featuring “Any Day Prize” winner announcements, tagging winners and businesses

• Weekly $1,000 cash prize winners announced on social media throughout contest period
• Bi-weekly blog posts promoting the contest, winners and limited time promotions
• Participants and merchants were encouraged to use the hashtag #GlebeSpree in all social media
interactions
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2,761 engagements;
125 shares

•
•

485 clicks;
9,352 video views

•

18,421 video views
at 100%

MERCHANT ENGAGEMENT
Glebe Spree 150 strategy presented to Glebe merchants via:
• BIA board meetings throughout summer and fall 2017
• An official launch at the annual general meeting
• Advertising in the Glebe BIA’s annual report
• E-marketing leading up to contest launch
Engagement activities were designed to:

• Highlight the features, advantages and benefits of Glebe Spree to merchants
• Encourage and facilitate their participation
• Maximize awareness of the contest through an abundance of Glebe Spree
materials present throughout the neighbourhood

SUMMARY
Innovation:
Evolution of a long-standing Glebe promotion to reach new target audiences
and leverage Canada 150 activities.
Replication:
Easily adapted and scalable by other BIAs to drive visitors to their retailers,
restaurants and services.
Representation:
The quirky and Canadiana-themed Glebe Spree 150 represented the nature
of the BIA, its membership and its support of the overall Canada 150
celebration. Merchant members from all categories were represented as
participants.
Sustainability:
Continued year-over-year participation and ROI growth.
Execution:
Executed by Glebe BIA executive staff, their advertising agency with support
from Glebe BIA members.

