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1st Party Data:
What they buy & how much they spend.
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ENVISION puts intelligence at your fingertips.
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PRIZM is the ‘lingua franca’ of marketing in Canada.

1st Party
Data

Many PRIZM Profiles

Customer
PRIZM Profile Very wealthy, 

cosmopolitan, 
middle-aged

and older families 
and couples

27.3% of 
Customers

3 Target Audiences

Younger, multi-
ethnic urban 
singles and 

couples

37.8% of 
Customers

Older, financially 
comfortable, 

suburban couples 
and families

19.3% of
Customers

Urban Young
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Discover who they are.
The Urban Young audience exhibit a pronounced international composition, with a high prevalence of first-
generation immigrants (65%) and visible minorities (54%), alongside significant use of non-official languages at home. 
The majority live in urban condo settings (83%) or apartments (96%), with recent construction gaining traction. This 
highly educated group, with 71% holding advanced degrees, reflects a dynamic, globally connected, and metropolitan 
lifestyle.

Urban Young
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Discover why customers make choices.

The Urban Young audience exhibit a pronounced inclination toward authenticity, with a strong preference for brands that convey 
genuine stories and cultural depth. They are highly influential within their social networks, often serving as advocates for brands 
and products through their enthusiasm and detailed knowledge. Additionally, this group places significant value on expressing 
social status through style, taste, and symbolic possessions. Together, these traits highlight an audience driven by meaningful 
connections to brands and their social impact.
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Discover what they do.

Urban Young Urban Young

The Urban Young audience are highly engaged 
with cultural activities, particularly film festivals, 
demonstrating an affinity for niche and artistic 
experiences. This behavior highlights their 
preference for unique, immersive events that align 
with a lifestyle centered on exploration and 
enrichment.

The Urban Young audience are highly engaged in 
health club activities such as weight training, 
showcasing a strong dedication to wellness and 
physical fitness. Their active lifestyle highlights a 
preference for dynamic and community-oriented 
recreational pursuits.
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Discover how to reach & engage them.

The Urban Young audience show a pronounced affinity for specialized radio 
programs, particularly Modern/Alternative Rock, with strong engagement far 
exceeding the area average. They also exhibit elevated attention to out-of-home 
advertising, notably on transit shelters and subway/metro platforms, highlighting 
their active presence in urban environments. This group’s media consumption 
reflects both a taste for niche cultural content and dynamic metropolitan lifestyles.9



Discover where you can find more of them.
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Questions? Connect with us.
environicsanalytics.com

https://environicsanalytics.com/en-ca/home
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