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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 Municipality of Kincardine.  This report will assist in 
understanding the visitor profile for the geofenced area in 
Downtown Kincardine.

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. 



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 benchmark for the data will be southwestern Ontario so it remains comparable with the 
previous reports. 

○ The next slide indicates how many people entered the Geofenced areas from January 1 - 
September 30, 2024.  

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


Geofence Data Collected
Year Total Records Daily Visitors Unique Visitors

2024* 16,295 1,177,451 74,051

2023 13,371 1,388,466 69,405

2022 12,621 868,596 28,257

2021 8,374 930,066 67,406

2019 13,721 1,395,731 70,022

*Data is from January 1, 2024 
to September 30, 2024
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Observations
● Although we only have data for the first 9 months of the year, there was an increase in daily visits.  July and August 

have seen the most visits and March had the lowest visitation. 
● The top 2 places where people live hasn’t changed.  There is a big increase in the number of visits from 

Kitchener. There was a big drop off of visitors from Saugeen Shores and Toronto. Most of the other area’s 
remain unchanged.

● There is no significant change the household make up of visitors, or the makeup of their families from 2023.
● The household income of visitors remained stable compared to 2023.  About 3% more people own houses compared 

to 2023 but the age of their houses remains the same.
● There was a slight decrease in the number of people with university educations but it actually indexes slightly higher.  

All other variables remain stable compared to 2023. 
● The Diversity index is mostly unchanged from 2023, however the period of immigration reporting changed from 

before 2001 in the 2023 report to 2017 to present. 
● profiles.  The top 5 represent 47.8% opposed to 44.4% in 2023.  Family Mode and Suburban sports have switched 

positions in the first 9 months of 2024 vs. all of 2023.  But there was no change to the overall composition of the top 
5 segments. 

● Activities that people participated in have changed slightly.  Downhill skiing has replaced Cycling when looking at 
these activities by index and Football indexed higher than soccer.



Observations
● There were few changes to the social values.  Racial Fusion did rank high in 2024 but not in 2023. The 

majority of the weak values have remained consistent.  
● The use of social media channels remains unchanged from 2023.
● The moderate decline in consumption of radio, television and newspaper continued.  Magazines, Internet 

and outdoor/direct marketing are unchanged. 
● Restaurants that people visit remain fairly consistent.  We saw that Breakfast style restaurants indexed 

higher than Pizza restaurants in 2024 compared to 2023 and Formal dine-in restaurants have indexed 
higher than sports pubs. Take out and Eat in restaurant indexes have flipped as well. 

● Chain restaurant visits are also consistent.  The index for people visiting the Keg is higher in 2024 than 
2023 knocking off Montanas. Everything else remained unchanged.

● The leisure activities that visitors attended over the last year have remained consistent. The percentage of 
use might have fluctuated by a portion of a percentage from 2023 to 2024 but are really unchanged. We did 
see a slight shift in the prizm profiles.  The top 5 represent 47.8% opposed to 44.4% in 2023.  Family Mode 
and Suburban sports have switched positions in the first 9 months of 2024 vs. all of 2023.  But there was no 
change to the overall composition of the top 5 segments. 

● Activities that people participated in have changed slightly.  Downhill skiing has replaced Cycling when 
looking at these activities by index and Football indexed higher than soccer.



Recommendations

By just looking at the first 9 months of 2024 and comparing it to data from the full 12 months 
from 2019 - 2023, Kincardine downtown is on track to meet and perhaps exceed visitation 
from 2019.  

There has been a slight change in the location of visitors, for example, there has been a drop 
off in visitation from Saugeen Shores and Toronto but a large increase in visitation from 
Kitchener.  

Keep investing in the course that you’re on. The target market is steady so work to sustain 
that market. Work to grow the Boomer Bliss and Turbo Burbs segments which are affluent 
suburban homes as well as Country Traditions which is an affluent rural segment. These 3 
groups represent about 320k households and based on current visitation, they are already 
enjoying the offering Kincardine has. 


