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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.





Wiarton Geofence Map



Wiarton Data Collected

 2022 2023 2024

Records 11,336 24,312 37,329

Unique Visitors 103,374 188,958 221,256

Daily Visits 2,609,717 2,718,549 2,821,850

Tourists (DV) 519,077 667,551 710,291



Wiarton Monthly Visitation - Total Daily Visits Visitors

 2022 2023 2024

January 31,507 39,996 45,433

February 26,841 37,943 42,479

March 33,953 45,073 49,287

April 34,545 45,677 51,177

May 42,821 70,153 69,416

June 55,851 72,564 75,921

July 87,820 93,141 88,202

August 56,953 74,989 84,488

September 44,454 36,495 68,319

October 47,401 51,774 50,061

November 23,443 47,681 39,132

December 33,488 52,065 46,376



Wiarton Daily Visitation by Day of the Week- Total Daily 
Visits Visitors

 2022 2023 2024

Sunday 107,877 143,324 153,156

Monday 73,377 99,724 110,219

Tuesday 42,341 62,108 67,585

Wednesday 49,383 65,434 66,961

Thursday 63,710 68,605 73,635

Friday 101,264 98,654 100,431

Saturday 81,125 129,701 138,304



Where did people come from? 
 



Where did visitors come from? 
 



Location of Visitors 2024





































Observations
● Looking at the general pattern of visitation, July and August are the busiest months but visitation in Wiarton has less of a 

peak than Sauble Beach.  July 2024 was softer than 2023 but August was stronger.  Visitation in May, June and September 
is also strong. October, November and December were stronger in 2023 than 2024 but only by a small margin.

● When looking at visitation by day of week over the course of the year, the weekends plus Monday and Friday are the 
strongest day for visitation.  This tracks with the data from Sauble Beach.  Tuesday, Wednesday and Thursday are much 
slower, however, 2024 was slightly stronger mid-week than 2022 and 2023.  Friday was flat compared to each of the 
previous 2 years. 

● When looking at all visits from Ontario, 50% of all visitation is local - South Bruce Peninsula, Georgian Bluffs, Northern 
Bruce Peninsula, Owen Sound and Neyaashiinigmiing. Toronto and Hamilton are the highest visitation outside of Grey 
Bruce but both cities index low.

● When looking at visitors who come from within the trade area (40 km - 200 km from Wiarton), Kitchener, Guelph, Waterloo 
and Cambridge make up 24% of total visitors.  A portion of Toronto is outside of the trade area, so only part of the visitors 
from Toronto were captured.  Although Brampton and Mississauga have high visit counts, both areas index low.

● Most visitors are married with children under 19 living at home.  Households with more than 4 people index high as do 2 
person households.  The average household maintainer is 50 but people between 30-49 index high average. 

● Visitor’s household income matches the benchmark but households who have income between $100K - $299K over index. 
Most visitors live in a home they own.

● All of the education and employment statistics match the benchmark.  ⅓ have university degrees, ⅔ are in the labour force 
and 40% drive to work. 

● With respect to diversity, 39% identify as belonging to a visible minority group. This is low average compared to the 
benchmark.  Indigenous identity of visitors is on par with the trade area.  80% speak english at home.



Observations
● Values are flat when compared to the benchmark as not one value is very high or low.  It’s encouraging to see that 

Confidence in Small Business and Attraction to Nature top the list. Visitors are Skeptical towards Advertising but do index 
slightly high for ecological concern.  On the weak side, Attraction for Crowds, need for Status Recognition, Status via Home, 
Consumption Evangelism and Consumptivity are all low.  

● All use of social media channels matches the benchmark. Facebook and YouTube followed by Instagram are the most 
popular.  Sending direct messages indexes high for Instagram and Facebook.  

● Learning about products and services, getting coupons and entering contests are the most popular uses. 
● Growth on any chanel over the next year is moderate. YouTube and WhatsApp are the fastest growing but Spotify and Audio 

Podcasts are also set to increase at or above the benchmark.
● Privacy is valued by those in the data set.
● 94% of visitors are on the internet for 326 minutes daily.  They listen to internet only music and click on ads more than others 

in the benchmark. There is low readership of magazines and newspapers.  Use of radio and television is a low average as 
well but consumption of those channels is 77% and 83% respectively.

● Carnivals/fairs was the top leisure activity attended in 2024. Specialty movie theatres was another popular activity.  
Professional Baseball and Hockey were other popular entertainment options. 

● Home Exercise, Fitness Walking, Hiking/Backpacking and Camping are the top 4 activities that 2024 visitors participated in.
● Pizza restaurants and Casual/family dining restaurants are the most popular choices by volume. All of the restaurant choices 

all index on the higher end of the average when compared to the benchmark. 
● Chicken restaurants (Swiss Chalet and St. Hubert BBQ) popular chain choices. Casual restaurants like East Side Marios and 

Boston Pizza are also popular choices.  Tim Hortons is the highest ranked coffee chain by volume.
● The top 5 segments are a mix midlife families (F3), diverse families (F2) and emptying nests (M1). They also come from a 

mix of rural, town, cities and suburbs.  With the exception of of Old Town Roads, visitors from the top 5 profiles are middle 
class. Although South Asian Enterprise is has the 3rd most visitors, it indexes low. 



Recommendations
● Build on product offerings in the shoulder seasons. Spring and Fall are fairly strong, but there is 

still room to grow.  Consider opportunities to encourage winter visitation.  With visitors love of 
skiing and snowboarding, they show an openness to winter activities. 

● Continue to focus marketing efforts on families in the Kitchener/Waterloo/Guelph areas, 
including some of the more rural communities. 

● Leverage the natural assets that surround Wiarton: the Bruce Trail, access to water, camping 
opportunities and even golf.

● Use the internet as the main channel to reach visitors.  Internet radio and advertising on 
podcasts might be a great addition to social media advertising.

● Ensure there is lots of engagement on Facebook and Instagram. Post regularly and encourage 
followers to comment, like and share. 

● Although brand names isn’t a high priority for visitors, when sharing about businesses in the 
downtown, include information about all the essential items that are available. 

● In any images, include models who represent midlife families or couples (40+).  If including 
families, focus on kids 10+.
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