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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.

Geofence Data Information



Privacy Compliant Data - EA’s MobileScapes Program
MobileScapes is an anonymized, permission-based data service, which uses data collected from 
location-enabled mobile devices. Users can identify devices observed within a defined area, such as a 
store, public square, or on a roadway for a given date and time range. The main sources of data are opt-in 
location-enabled applications on mobile devices and ad exchange platforms. At present, there are 
approximately 100,000 mobile applications that contribute data to our MobileScapes services. At its most 
basic level, it provides a unique, persistent, yet anonymous, device ID, along with a date, time and 
latitude/longitude coordinates for each observation. It is important to note that, while the device ID is part 
of the source data used for building the MobileScapes product, it is excluded from any end-user delivery.

The common evening and daytime locations are inferred according to where these devices are most 
frequently observed during the day and at night, over the course of the most recent three month period. To 
protect user privacy, all observed latitude and longitude coordinates are assigned to the nearest postal 
code. 

https://community.environicsanalytics.com/hc/en-us/articles/360035649152-MobileScapes-Canada



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. This represents 94% of all the daily visits in 2023.  This separates residents 
visits and gives a better representation of tourism. 

○ The next slide indicates how many people entered the Geofenced areas in 2023.  

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


Geofence Area for Data Collection



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.



Geofence Data Collected
Year Total 

Records
Unique 
Visitors

Daily 
Visits

June 
Visits

July 
Visits

August 
Visits

September 
Visits

Weekend 
Visitation   
(full year)

2019 13,061 161,417 1,245,503 166,491 284,627 309,293 105,865 514,098

2020 9,920 158,269 1,109,202 142,683 249,162 244,363 116,563 421,453

2021 7,987 210,616 1,444,616 186,778 353,040 343,456 137,234 541,708

2022 9,572 90,212 1,346,149 138,823 246,537 121,571 100,844 494,610

2023 19,616 364,986 4,414,762 574,341 529,623 395,406 249,557 1,776,392



Monthly Visitation - Total Daily Visits
Month 2019 2020 2021 2022 2023

January 27,234 26,261 33,599 33,046 122,895

February 34,276 20,352 35,493 31,368 143,036

March 36,083 38,567 46,888 45,581 251,715

April 52,909 41,931 46,615 66,056 436,226

May 99,107 74,026 62,213 175,966 617,448

June 160,251 140,050 181,115 135,704 574,341

July 276,331 244,158 343,021 243,387 529,623

August 298,943 238,556 334,360 116,999 395,406

September 103,378 113,360 132,680 99,325 249,557

October 61,011 73,381 94,235 180,791 378,578

November 32,400 40,007 49,581 106,489 368,334

December 26,743 36,418 51,182 88,921 347,602



Monthly Visitation Graph



 Visitors Monthly Visitation
Month 2023

January 19,463

February 36,402

March 82,039

April 163,846

May 231,434

June 225,391

July 196,796

August 121,314

September 64,672

October 120,793

November 121,601

December 120,614

2023 Visitors
Total Daily Visits: 1,504,366
Total Unique visits: 156,756





Where did people come from? 
 



Where did visitors come from? 
 



Location of Visitors 2023







































Observations
● The number of records nearly tripled in 2023.  There was a 42% increase in the number of unique visitors in 2023 from 

2021.  Visitation was strongest in June followed by July, then August and September.  Shoulder season visitation grew 
substantially. The total daily visits grew by 3.1M from 2022 to 2023. With such a big increase in traffic, especially in the 
shoulder seasons, we will confirm that there was no change in the data sources.  It should also be noted that with the 
intersection of Main St. and Southampton Parkway being included in the geofence, anyone who has drove through this area 
will be captured. 

● May was the busiest month of the year.  The shoulder season - May/June was stronger than July and August. The shoulder 
season is growing!  We are unable to determine if this increase in visitation is people coming to vacation at the Beach or if 
it’s people driving to another destination.

● When looking at all of Ontario, the majority of visits, 38% of visitors came from South Bruce Peninsula and surrounding 
areas. Toronto is second highest ranked percentage, but indexes low.  

● When looking only at visitors, the majority came from Guelph, Kitchener, Cambridge, Brampton and Waterloo. These all 
index high and are ideal markets to target.  Although Mississauga and Toronto also home to a number of visitors, these 
cities index low, meaning people in these locations will be harder to locate.   When looking at all of Ontario, Toronto has the 
second highest number of daily visits, however the trade area does not stretch all the way into the city, which not include the 
entire urban area.

● Most visitors are married with children under 19 living at home.  Households with more than 3 people index high.  There is a 
slight increase in the number of families from 2022 to 2023.

● Visitors have a slightly higher income than the average. They index high in all categories over $125K annually. This is higher 
than 2022. They own their home and many are in newer builds.

● Most are still active in the labour market. They drive to work to jobs in Sale/Service, Business/Finance and trades/transport.
● The diversity of visitors matches that of the benchmark, however rank high for visitors who have immigrated to Canada 

since 2017.  74% speak english at home. People of South Asian descent represent the majority of diverse people.  This is 
also an increase over 2022 numbers, however Aboriginal identity saw a decrease from 2022 to 2023.



Observations
● Values are flat when compared to the benchmark. Among the strong values, Attraction to Nature, and Confidence in 

Advertising, and the Importance of Spontaneity are interesting.  These are a change from 2022. Visitors are still less 
interested in material goods and more interested in connecting to nature.

● Use of Social media channels is also close to the benchmark. Facebook and YouTube are the most used channels followed 
by LinkedIn and Instagram.  They are interested in scrolling on the news feeds and commenting on videos. This is consistent 
year over year.

● Social media is used to collect coupons and discounts, Learn about products or services as well as entering contests. 
●  YouTube is the channel expected to increase the most in use over the next year.  9.6% of people would be interested in 

purchasing travel related products on social channels.
● Privacy is valued by this group of visitors.
● 94% of visitors are on the internet for 332 minutes daily.  There is low readership of magazines and newspapers.  Use of 

radio and television is a low average as well.  Media consumption is consistent from 2022. 
● Large concerts is the most popular activity attend in the last year. Visitors also enjoy theme parks, carnival/Fairs and 

professional hockey. 
● Swimming, walking, camping, cycling and canoeing/kayaking are among the activities that people enjoy the most. The 

activities that visitors participated in the most, reflect the activities found in Sauble Beach more closely than in 2022. 
● Pizza and family dining restaurants are the most popular choices for restaurant goers. 70% enjoy take out. 
● Family segments - F2/F3 plus emptying nests are the lifestage groups that enjoy Sauble Beach.  Most are in mid-scale 

suburban and urban neighbourhoods.  6% of visitors are from upscale rural areas.  Although there are 2 multi-cultural groups 
in the top 5, both of these index low.  All 5 of these segments middle class. These are a significant switch from 2023.  It is a 
more urban/suburban family audience than rural mature audience from 2022.



Recommendations
● Focus marketing efforts on families in the Kitchener/Waterloo/Guelph areas, including some of 

the more rural communities. 
● Positioning Sauble’s geographic attributes including the long sand beach, access to trails for 

hiking and cycling will attract people.  Sauble isn’t ready to be positioned as a shopping 
destination yet. 

● Feature images of camping, swimming and paddling on the water.  
● Larger concerts and events could be ways to keep people there longer.
● Visitors who are coming will have faith in advertising, so start to build the Discover South Bruce 

Peninsula brand.
● Include people of different diversities, family sizes and makeup but embracing Canadiana. 
● Spontaneous visits are important to these visitors, so expect day-trips. Think about ways to keep 

visitors here overnight.
● 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.  


