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• Population Trends in Canada

• Provincial and Regional Trends

• Cultural Diversity

• Gen X and PRIZM

• Economic Outlook
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Agenda
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Census Day!
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Population Trends
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Natural Increase Declining
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Canada’s 5 Year Growth
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Source: U.S. Census Bureau - International Data Base (IDB), December 2020
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Japan Rank Country % Growth
1 Saudi Arabia 8.7%
2 Australia 6.0%
3 India 5.0%
4 Mexico 5.0%
5 Canada 4.5%
6 Argentina 4.5%
7 Indonesia 3.8%
8 United States 3.4%
9 Turkey 3.2%

10 Brazil 3.1%
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Provincial and Regional Trends
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Provinces: Year Over Year Growth
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Atlantic Provinces
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Central Provinces: Ontario & Quebec

Municipality
2021-2026         
% Growth

Milton 20.3%
Brampton 14.1%
Ajax 10.4%
Waterloo 7.7%
Barrie 7.7%

Mirabel 9.5%
Châteauguay 8.1%
Mascouche 7.9%
Brossard 7.9%
Terrebonne 4.4%

Ontario

Quebec
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Western Provinces
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Western Provinces: Growth
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Airdrie

Calgary

Edmonton

St. Albert

Mission

V ancouver

12% in Airdrie, AB

9% in St. Albert, AB

8% in Mission, B.C.
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PRIZM
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What is it?
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• PRIZM® is our pioneering segmentation system that 
classifies Canada's neighbourhoods into 67 unique 
lifestyle types

• Built using methodology that integrates latest data 
from nearly a dozen geographic, demographic, media 
and psychographic sources

• Provides the foundation for building custom segments 
that are aligned to your goals and objectives

• Ability to link to over 30,000 behavioural variables to 
help you better analyze, understand, and find your 
customers and markets

• Unique assignment at 6-digit postal code level or at 
dissemination area level
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Look up your segment! 
https://prizm.environicsanalytics.com/

• Best in class methodologies and multiple recent data sources combine for a granular view 
that confirms the big picture from the ground up

• Assigns neighborhoods to a lifestyle segment at a postal code level based on 
demographics, psychographics, and other behaviors

PRIZM Captures:

M4W 3H1 Uniqueness of each 6-digit postal code

Evolving household types

Increased cultural diversity

More urban lifestyles; Emerging urban Fringe

Emergence of Millennial lifestyles

Aging population

The PRIZM segmentation system classifies Canada’s neighbourhoods at a postal code-level into 
actionable, lifestyle segments.

Source: PRIZM 2021

PRIZM Overview

https://prizm.environicsanalytics.com/
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Urban
30% of Households

Urban Fringe
12% of Households

Suburban
38% of Households

Town & Rural
20% of Households

Urbanity
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Generation X
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Generation X

22

18%

23%

19%

22%

7%

Gen Z Millenials Gen X Boomers Silent Generation
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Generation X: PRIZM
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$ 170,830

Single Detached/Low Rise Apt/Semi

University

Camping/Boating
Art Galleries/Museums

Restaurants/Bars

Pharmacies for Vaccine

$ 157,740

Single Detached

University

Golfing/Fitness Classes
Video Gaming

Golfing

Family Doctor for Vaccine

$ 175,149

Single Detached

University/College/Trade School

Camping/Cross-country skiing
Music Concerts

Home entertaining

Belief of Vaccine Effectiveness

INCOME

DWELLING TYPE

EDUCATION

LEISURE

COVID-19

Canada’s Generation X: PRIZM
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Cultural Diversity
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Immigrants: Year Over Year Growth
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Immigrants In Canada
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CMA Rank 1 Rank 2 Rank 3 Rank 4 Rank 5

Toronto India (13%) China (10%) Philippines (8%) Pakistan (5%) Hong Kong (4%)

Montreal Haiti (8%) Algeria (6%) Morocco (6%) France (6%) China (5%)

Vancouver China (20%) India (14%) Philippines (11%) Hong Kong (7%) UK (5%)

Calgary Philippines (15%) India (13%) China (9%) UK (6%) Pakistan (4%)

Edmonton Philippines (16%) India (14%) China (7%) UK (5%) Vietnam (3%)

Ottawa China (8%) UK (6%) Lebanon (5%) India (5%) Philippines (4%)

28

Immigrants: Regional Variation
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Immigrants by Country of Birth

Brandon, MB
Immigrants from El Salvador

North Vancouver, BC
Immigrants from Iran

Saint John, NB
Immigrants from Syria
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Canada’s Economy
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National Household Income Trends
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Nominal Household Income

Real Household Income
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5 Year Employment Changes 
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Place of Work: Work from Home

33

0%

2%

4%

6%

8%

10%

12%

14%

16%

18%

20%

Urban Urban Fringe Suburban Town Rural

Work from Home by Urbanity

2020 2021



©2021 Environics Analytics

Important Updates to Our
Canadian Products
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2021 Year-to-Date Product Updates
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Rebuilt

New

Mobile Analytics

PsychographicBehaviouralDemographic Segmentation

Health

Geographic & Locational

New

New or rebuilt
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2021 Year-to-Date Product Updates
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Mobile Analytics

PsychographicBehaviouralDemographic Segmentation
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Geographic & Locational
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• Important Trends due to the COVID-19 Pandemic:
• Decline in population growth due to the slow-down in immigration
• Employment and unemployment rates impacted labour force, occupation and place of work variables

• Current-year estimates for 763 variables and projections for 497 variables (H5, P3, P5, P10)

• Also, DemoStats Trends provides single year estimates from 2006-2021 & 2022-2041 for:
• Household, population, aggregate and average household income variables as counts and annual % change

DemoStats
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• PRIZM was rebuilt and upgraded in 2020.  These 67 segment names remain.

• PRIZM assignments to the postal code or dissemination area may change to reflect 
the latest ePCCF, updates to demographics and updates to other data inputs. 

• We update the PRIZM Handbook and QRGs so that descriptions are based on updated products

• Quick Reference Guide now includes two new categories:

PRIZM 

Post-Covid most look forward 
to shopping

Weekly Commuting Movement 
January 2021 vs January 2020

Very-High Very Active

High Active

Average Moderately Active

Low Lightly Active

Very-Low Sedentary
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End-to-End Targeting from Strategy to Activation
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Mass Media
Media buying, placement, 

branding

One-to-One 
Communications 

Leads & triggers are designed & 
deployed 1:1 via direct mail, email 

and telemarketing channels

Digital
Online, social media and 

mobile experiences

Location
Outdoor placement, in-
branch, in-store, digital 

assets & geo-fencing

Highly relevant experiences deployed consistently across all channels based on the 
customers’ and prospects’ channel preferences

Tools

Device ID Score
00000000-89ABCDEF-01234567-89ABCDEF 1
00000000-00000000-01234567-89ABCDEF 2

01234567-89ABCDEF-01234567-89ABCDEF 3

. .

. .

. .

00000000-00000000-00000000-89ABCDEF 1,203,999

Ranking Areas - Std. Geo. | Variable
Trade Area: Toronto, ON (CSD) by PRCDDA
Variable: Usage - Frequency consumed - Weekly
Name Code Count % Base Count Base % % Pen Index
35203157, ON 35203157 725 0.43 9,242 0.38 7.84 113
35203954, ON 35203954 385 0.23 6,868 0.28 5.61 81
35204819, ON 35204819 557 0.33 6,670 0.27 8.35 120
35204101, ON 35204101 583 0.34 6,571 0.27 8.87 128
35204049, ON 35204049 244 0.14 6,343 0.26 3.85 55
35204124, ON 35204124 548 0.32 6,161 0.25 8.89 128
35204567, ON 35204567 552 0.33 6,140 0.25 8.99 129
35204763, ON 35204763 412 0.24 5,303 0.22 7.77 112
35204676, ON 35204676 223 0.13 5,084 0.21 4.39 63
35204073, ON 35204073 407 0.24 4,559 0.19 8.93 128
35204269, ON 35204269 471 0.28 4,554 0.19 10.34 149
35204842, ON 35204842 318 0.19 4,546 0.19 7.00 101
35204606, ON 35204606 353 0.21 4,312 0.18 8.19 118
35200221, ON 35200221 241 0.14 4,269 0.18 5.65 81
35204259, ON 35204259 436 0.26 4,232 0.17 10.30 148
35201453, ON 35201453 338 0.20 4,052 0.17 8.34 120
35204894, ON 35204894 319 0.19 3,998 0.16 7.98 115
35204691, ON 35204691 157 0.09 3,989 0.16 3.94 56
35204826, ON 35204826 337 0.20 3,980 0.16 8.47 122
35204872, ON 35204872 322 0.19 3,933 0.16 8.19 118
35204738, ON 35204738 217 0.13 3,816 0.16 5.69 82
35204074, ON 35204074 353 0.21 3,786 0.16 9.32 134
35204126, ON 35204126 347 0.21 3,768 0.15 9.21 133
35201663, ON 35201663 162 0.10 3,564 0.15 4.55 65
35204903, ON 35204903 380 0.23 3,527 0.14 10.77 155
35204827, ON 35204827 266 0.16 3,513 0.14 7.57 109
35203946, ON 35203946 305 0.18 3,470 0.14 8.79 127
35203503, ON 35203503 145 0.09 3,440 0.14 4.22 61
35204004, ON 35204004 230 0.14 3,368 0.14 6.83 98
35204845, ON 35204845 275 0.16 3,344 0.14 8.22 118
35204885, ON 35204885 189 0.11 3,340 0.14 5.66 81
35203978, ON 35203978 286 0.17 3,307 0.14 8.65 124
35203176, ON 35203176 233 0.14 3,137 0.13 7.43 107
35204474, ON 35204474 137 0.08 3,111 0.13 4.40 63
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Media Planning

One-to-one MediaOnline and SocialTraditional Media 

Media Planning

(Response Canada)

Most Major Print 
Publications can 
be targeted by 

PRIZM or postal 
code

How We Help Activate: Partners and Platforms

http://www.telmar.com/
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The Trade Desk
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• PRIZM now available for audience-driven campaigns

• Advertisers can reach relevant audiences through 
multiple channels using custom segments, rich 
personas and media mix analysis through PRIZM:

• Programmatic
• Mobile
• Digital OOH
• Broadcast & connected TV

• With PRIZM get access to over 30,000 data points

• The Bell acquisition will allow us to expand the 
demographic, media, financial, and behavioural
offering through new products and additional variable 
content
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Bell Media’s SAM DSP
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• New product powered by AdTech company 
Xandr to deliver proprietary omni-channel 
demand-side platform (DSP) for advertisers and 
agencies

• Easily plan, run and measure scaled, targeted 
campaigns using premium inventory over 
multiple platforms and channels, now including 
digital

• Integrated with SAM platform for end-to-end ad 
buying across broadcast, digital and OOH – ‘one 
stop’

• Under Bell’s license to use EA data for 
commercialization, all key EA variables will be 
available for Audience creation for TV and digital 
by end of June

https://www.bellmedia.ca/advertising-sales/digital/
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• Survey collection periods will influence how much of the pandemic is captured 
within our data

• Other considerations:
• Regional difference do exist
• Variables that describe how we consume products are more likely to be impacted by COVID-19 

than variables on likes and dislikes. Although, we may see some preferences change as a result 
of the pandemic

43

2021 Survey Coverage by Supplier
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• 5,143 variables in 2021
• Over 500 new variables including:

Opticks Powered by Vividata

Donation Frequency and 
Intent

104 Shop In-Store/Online

10 Ad Blockers Reasons Used

vs.

Meal Kits & Food Delivery 
Services
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• 8,387 variables in 2021 with ~1000 new variables
• Answer two important questions by using two different bases: Which 

gender is most likely to display a certain behaviour and what female or 
male segments score highest

• Custom tools are available in ENVISION to leverage these different bases

Opticks Powered by Vividata (Gender)
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Vividata – COVID-19 Impact
(COMING SOON)

• 51 new survey questions
• 196 variables for Vividata
• 392 variables for Vividata (Gender)

• 4 categories:
• Activities Look Forward To Do
• Statements
• Trust The Sources of Information
• Usual Consumption
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Opticks Powered by Numeris*

• New variables on the methods 
used for watching content: Cable, 
satellite, antenna vs. online 
streaming

• Additional variables for digital 
channels i.e., Cooking Channel

• Over 4,400 variables

*Based on the Numeris RTS survey data
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• 491 variables in 2021
• Rebuilt using the redesigned 

Canadian Community Health Survey 
(CCHS) and includes new categories 
such as:

CommunityHealth

Physical Activity Levels for 
Youth

Maternal Experiences

Injuries (types, location, 
causes)
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• 67 variables 
• Who plans to get COVID-19 vaccine, their 

confidence levels and the possible reasons 
that may influence them

• 2 Data Sources: Caddle & BEworks in 
collaboration with Asking Canadians

• Government can use it with PRIZM to 
understand where to execute awareness 
campaigns & to inform the public

• Pharmaceutical retail chains can use it to 
understand relative vaccination demand 
within their catchment areas

VaccineInsights
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• MobileScapes Out & About identifies movement of populations at the neighbourhood level

• These data are accessed through ENVISION through a series of purpose-built reports which 
are designed to allow users the ability to define which time periods and trade areas to 
compare giving them greater flexibility in generating trending reports

50

MobileScapes Out & About
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MobileScapes Out & About
What we did 
We identified movement from inferred home location for every device 
in our universe and have inferred this at the neighborhood level for 
every DA in Canada. Projected to Population 15+.

Business logic
Devices < 500 meters = staying home
Devices > 500 meters = on the move

What is it? 
Can identify how active the residents of a trade area are, when 
compared to last year. 

How is it used?
Our clients are identifying how active or dormant their trade areas are 
based on human movement data. When are people leaving their 
homes? Does this explain why  foot traffic is down during lunch time? 
How far are people traveling from their homes? How much time do 
they spend outside their homes compared to last year? When out, are 
people shopping? Going to work? 

500 meters
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This report highlights that overall human movement traffic is down 
by more than 20% when comparing # of people aged 15+ within a 5 
minute drivetime of the store.

# of Canadians 15+ that are 
leaving their homes within 
a 5 minute drivetime of the 
store

Gap highlights 
difference
In activity around this 
store and may explain 
poor performance

5 minute drivetime

MobileScapes Out & About Report Details
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5 minute drivetime                 

53

This report highlights that overall human movement traffic is 
down by more than 17% when comparing # of people aged 15+ 
within a 5 minute drivetime of the store.

# of Canadians 15+ that are 
leaving their homes within 
a 5 minute drivetime of the 
store

MobileScapes Out & About Report Details
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Upcoming Product Updates
July Release October Release

Rebuild

Rebuild

New

Rebuild

Rebuild

Rebuild
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2020 Products Updated More Frequently

QuarterlyTwice a Year Monthly Weekly Daily
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New Products & 
What is on the Horizon
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• MobileScapes geofence update

• MobileScapes Plus release

• ENVISION Cross shop functionality (coming soon)

• ClickScapes (coming soon)

New Products

57
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110,000

VERSION 1:
1. Retail – Grocery
2. Retail – Drug
3. Retail - Mass Merchants and 

Wholesale Club
4. Greenspaces (6 types)
5. Activity - Golf
6. Retail Shopping Centres (7 types)

VERSION 2:
7. Retail – Auto Dealerships
8. Healthcare – Hospitals

VERSION 3:
9. Financial Institution - Credit Unions
10. Financial Institution –Banks
11. Restaurants -Coffee and Donut 

Shop
12. Restaurants –Pizza
13. Restaurants - Quick Service
14. Restaurants - Sit-Down Dining

15. Restaurants - Specialty Items
16. Retail - Clothing
17. Retail - Shoes
18. Retail - Furniture and Home
19. Retail - Electronics
20. Retail - Hardware
21. Retail - Toys
22. Retail - Sporting Goods
23. Retail - Office Supplies and 

Stationery
24. Retail - Cosmetics
25. Retail - Jewelry and Accessories
26. Travel – Airports

VERSION 4: 
27. Gyms - Big Box fitness
28. Retail - Cannabis
29. Retail - Alcohol 

VERSION 5: 
32. Retail - Convenience
33. Retail – Fuel and Convenience
34. Retail – Fuel

VERSION 6: 
35. Activity – Convention Centres
36. Activity – Public Recreation and 
community facilities 
37. Activity – Public Libraries
38. Travel – Hotels
40. Attraction – Entertainment Parks
41. Attraction – Wildlife Attractions
42. Attraction – Large Gathering Venues
45. Attraction – Museums and Galleries 

Completed to Date

Geofence update – new additions! 

Next release scheduled 
for August 2021
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MobileScapes Plus API Benefits Customers Who:

59

Have technical resources 
at their disposal

Want to automate 
frequent extract requests  

Want to integrate extracts 
into data stores or pipelines
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MobileScapes Cross-Shop

Porsche BMW Mercedes Audi Total Loyal 
Visitors

Total Non-Loyal 
Visitors Total Visitors

Porsche 116,827 95,944 75,585 85,473 116,827 158,059 274,886

% of Visitors 42.50% 34.90% 27.50% 31.09% 42.50% 57.50% 100.00%

BMW 96,159 531,867 244,334 226,792 531,867 396,729 928,596

% of Visitors 10.36% 57.28% 26.31% 24.42% 57.28% 42.72% 100.00%

Mercedes 75,914 242,488 259,472 206,340 259,472 358,764 618,236

% of Visitors 12.28% 39.22% 41.97% 33.38% 41.97% 58.03% 100.00%

Audi 86,230 226,527 206,866 246,944 246,944 352,054 598,999

% of Visitors 14.40% 37.82% 34.54% 41.23% 41.23% 58.77% 100.00%

Note: % of visitors may not sum up to 100% since non-exclusive visitors can be observed in more than one of the cross-shop geofences

2019 Visitors

Among these competitors, BMW is Porsche’s strongest competition in Toronto, with 35% of Porsche visitors also visiting a BMW location.

At 57%, BMW has the highest loyalty of the 4 brands.

1

1

“Loyal” = Visitors only 
observed in one brand’s 
geofence.

“Non-Loyal” = Visitors 
observed in multiple 
brand geofences.

2

2

60
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ClickScapes – What is it? 

61

Browsing  history Database Platform Answers

Websites

Companies

Interests

Apps

Weekly feed Monthly 
update

Analyze 
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ClickScapes – Client Use Cases

62

WHO WHERE HOW

See if campaigns increased 
traffic to your website

Identify web trends Look at the competition
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Questions?

Environics Analytics

support@environicsanalytics.com

@EnvironicsA

63

Community.environicsanalytics.com
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