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The following report was created using data in the Envision 
business intelligence platform by Environics Analytics. The 
data points were extracted using the MobileScapes tool.

The purpose of this report is to provide consumer data that will 
inform decision making when developing a tourism strategy for 
the Town of South Bruce Peninsula.  This report will assist in 
understanding the visitor profile for the geofenced area in 
Sauble Beach and Wiarton.

Geofence Data Information



Privacy Compliant Data - EA’s MobileScapes Program
PRIVACY AND SECURITY WITH MOBILE MOVEMENT DATA EA adheres to strict privacy principles 
as stated in our Privacy Policy. The objective of the Environics Analytics Privacy Policy is to 
promote responsible and transparent information management practices in a manner consistent 
with the provisions in Canada’s Personal Information Protection and Electronic Documents Act 
(PIPEDA), Canadian Anti-Spam Legislation (CASL). In addition to these Canadian laws 
MobileScapes is also compliant with US Privacy Laws, and General Data Protection Regulation 
(GDPR).  

Environics Analytics is currently engaged in a Privacy by Design Certification, demonstrating a 
proactive, risk-based approach to achieving compliance. EA is SSAE SOC1 and SOC2 and HIPAA 
compliant - the highest auditable standards for data processing, security and privacy. 

https://environics.ca/about-us/privacy-policy/



Notes on this project
● Although this is a large report, we recommend that you focus on the following slides:

○ Standard Ranking Areas (where people are coming from)

○ Prizm Profiles (who is visiting including their social group, lifestage group, and urbanity. You can 
learn more about each Prizm segment at the link below: 
https://environicsanalytics.com/en-ca/data/segmentation/prizm/prizm-highlights

○ Observations and recommendations. These are some highlights within the data set that RTO7 has 
noticed.

○ The the data will be presented with a visitor lens. We have created an area that is 40 km - 200 km 
from Sauble Beach and 40 km - 200 km from Wiarton. This represents 94% of all the daily visits in 
2024 in both communities.  This separates residents visits and gives a better representation of 
tourism. The data compiled in this report looks only at visitors 

 

https://environicsanalytics.com/en-ca/data/segmentation/prizm/prizm-highlights


Notes on Geofence Data Collected 
Geofence: A virtual geographic boundary or polygon that represents a particular area of interest used for 
extracting mobile data. Geofences can be hand-drawn on a map or imported as spatial area polygons.

Total Records: Each record represents a counted device. 

Unique Visitors: The number of distinct and unique devices that entered the Geofence in the requested time range, 
regardless of how often they visit. Visitors are represented as an estimated Household Population 15+ weight. 
They filter out multiple visitors to give a true indication of the unique Household Population 15+ identified within 
the Geofence over the time period selected. Note: Changes observed in the data source for EA, as of July 2022, 
have impacted the device activity and ping capture rates, affecting the unique visitor estimates. As a result, we can 
not compare unique visitation numbers year over year.  

Daily Visits: The number of times the device entered the Geofence, regardless of how many visitors make up 
those visits. If someone entered the geofenced area 100 times, they would be counted 100 times. This could also 
be considered your total foot traffic. 

Common Evening Location (CEL): Used to infer the device home location; it is assigned to the closest Postal/ZIP 
Code.

Visitors: The trade areas for each community is 40 km - 200 km from the geofenced area.  This represents anyone 
who lives within that drive distance from Sauble Beach or Wiarton.





Sauble Beach Geofence Map



Sauble Beach Data Collected

 2022 2023 2024

Records 8,997 21,113 35,286

Unique Visitors 123,631 177,002 215,870

Daily Visits 2,114,712 2,127,093 2,317,663

Tourists (Daily Visits) 587,531 698,682 814,105



Sauble Beach Monthly Visitation - Total Daily Visits 
Visitors

 2022 2023 2024

January 15,324 9,857 35,524

February 5,901 10,486 17,927

March 13,641 17,194 23,635

April 18,636 24,404 30,017

May 38,810 64,692 66,205

June 63,173 98,086 94,891

July 186,166 188,240 192,564

August 135,953 163,295 190,011

September 57,938 41,231 84,871

October 31,596 36,279 37,741

November 12,532 21,797 22,493

December 8,861 23,120 18,226



Sauble Beach Daily Visitation by Day of the Week- 
Total Daily Visits Visitors

 2022 2023 2024

Sunday 116,389 171,465 198,959

Monday 71,262 99,603 113,780

Tuesday 51,921 64,534 74,307

Wednesday 52,780 58,451 64,673

Thursday 67,747 63,434 73,773

Friday 100,066 87,423 101,276

Saturday 127,366 153,772 187,336



Where did people come from? 
 



Where did visitors come from? 
 



Location of Visitors 2024





































Observations
● When looking at all of Ontario, the majority of daily visits, 32% of visitors came from South Bruce Peninsula and surrounding 

areas (Georgian Bluffs, Owen Sound, Saugeen FN, Saugeen Shores). Toronto is second highest ranked percentage (12%), 
but indexes low.  Guelph, Kitchener, Cambridge, Waterloo make up another 13% of visitors and all index high.

● When looking at visitors who come from within the trade area, Guelph tops the list at 14%.  Kitchener, Cambridge and 
Waterloo continue to be optimal spots to advertise.  Brampton and Mississauga now index average, but Toronto has 
dropped to an index of 9. 

● Most visitors are married with children under 19 living at home.  Households with more than 3 people index high. These 
results are consistent with 2023. 

● Visitors have a slightly higher income than the benchmark. Income dropped slightly from 2023. Visitors index high in all 
categories over $100K annually.  They own their home and many are in newer builds.

● There is a slight increase in the number of people with university degrees (34.5% up from 29.9%) however the labour force 
participation rate decreased from 70.6% in 2023 to 68.8% in 2024.  Visitors drive to work to jobs in Sale/Service, 
Business/Finance and trades/transport. This is consistent with the 2023 data.   

● There are some changes to the demographic profile between 2023 and 2024.  Those with Indigenous Identity was mostly 
consistent (drop of .1%) but those with visibly minority presence increased from 40.7% to 51.5% and now indexes high. 
Those who identify as South Asian still dominate but those who identify as Black and Chinese over index in 2024. The 
percentage of people who immigrated increased from 34.6% to 39.4%. English remains the dominant language spoken at 
home. 

● Values are flat when compared to the benchmark but there is a shift from 2023 to 2024. Among the strong values, Attraction 
to Nature, and Confidence in Advertising, and the Importance of Spontaneity were high values in 2023 and now 
Ostentatious Consumption, Need for Status Recognition and Pursuit of Novelty are the highest values.  On the other hand, 
Fatalism, Active Government (now a high value), and Importance of Aesthetics were low values. Now, the low values are 
Flexible Families, Brand Apathy and Aversion to complexity. 



Observations
● Use of Social media channels is also close to the benchmark. Facebook and YouTube are the most used channels, which is 

the same as 2023 followed by LinkedIn and Instagram.  They are interested in scrolling on the news feeds and commenting 
on videos.  Use of X shows the biggest drop going from 28.5% to 23.7%.

● There is a small increase in brand interaction from 2023 to 2024.  Learning about products, and getting coupons and 
discounts are still the top activities. 

● Growth in WhatsApp is predicted to grow a little bit more than YouTube.  They are more willing to seek Vacation or Travel 
related recommendations on social media than previous year.  This is also true for entertainment related purchases. 

● Privacy continues to be highly valued by those in the data set.
● 94% of visitors are on the internet for 333 minutes daily.  There is low readership of magazines and newspapers.  Use of 

radio and television is a low average as well. This is consistent with the 2023 data.
● The popularity of large concerts jumped from 13.1% in 2023 to 36.3% in 2024.  Visitors in the 2024 data set like indoor 

amusement centres, comedy clubs, dance clubs and specialty movie theatres.  Attending craft shows also jumped in 
popularity. 

● There are some changes with the sports and leisure activities that people participated in 2024 vs 2023.  Home exercise, 
reading, playing video games and hiking top the list this year.  ATVing/Snowmobiling and Ice skating jumped slightly. All of the 
top individual sports have changed and Football and Soccer replace Curling and Hockey on the top Team sports lists.  

● Pizza and family dining restaurants are the most popular choices for restaurant goers which matches 2023 data.  Italian 
restaurants was replaced by Steakhouses in the ranked by index category and Sub/Sandwich shops was replaced by Ice 
Cream/Frozen Yogurt restaurants in restaurants ranked by volume.

● The biggest change to the top restaurant chain visited is the addition of Boston Pizza.  KFC and Harvey’s jumped on the fast 
food list when looking at restaurants ranked by index.  



Recommendations
● Continue to focus marketing efforts on families in the Kitchener/Waterloo/Guelph areas, 

including some of the more rural communities. 
● Instead of just focusing on the natural attraction and natural beauty of Sauble Beach, seeing it 

as a must visit destination will attract the attention of the visitors who attended last year.  Use of 
influencers could be a key piece to supporting this. 

● Feature images of hiking, trendy businesses like the June Motel or Haydays restaurants will be 
attractive to this audience. 

● The Sauble Beach Party is a great attraction.  Visitors enjoy attending large concerts. 
● Visitors who are coming will have faith in advertising, so continue to build the Discover South 

Bruce Peninsula brand.
● Include people of different diversities, family sizes and makeup but embracing Canadiana. 
● Visitation is growing in the shoulder seasons.  Continue to work with businesses to stay open 

later into the season and open a bit earlier in the Spring.  The winter is the slowest time of year 
but did pick up in 2024.

● Visitation is slowest Tuesday to Thursday, so encourage people to come midweek.   




