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How we shop for food has changed dramatically — and
older, rural Canadians are showing the biggest change

By Rosa Saba Business Reporter
Thu.,Aug.5,2021 | @ 4 min.read

Itlooks like online grocery shopping is here to stay.

Amid the panic-buying of the pandemic’s onset, mobile grocery apps by giants like Metro and Sobeys saw usage go up significantly
during 2020 and continue to slowly grow, showing many Canadians have held fast to the habit of shopping for groceries online,
whether pickup or delivery.

New data from Environics Analytics looking at Canadians’ mobile and home internet browsing patterns shows how our online
habits have changed during the COVID-19 pandemic, from WebMD visits (up) to travel apps (down).

The ClickScapes data set, released Thursday, provides national to neighbourhood-specific insights into our online behaviour. The
data set will be updated with week-to-week data every month.

Looking at about 400 apps on devices in Canada for things like banking, food delivery and travel, Environics found a dramatic

increase in the number of apps being used at least once a day.

The number of apps used jumped 31 per cent from 2019 (the 12-month period) to the 12-month period from June 2020 to June 2021.
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What is ClickScapes?

* A database of visits and visitors to thousands of websites and apps

* Using EA demographics, segments, Al and other proprietary modelling techniques
 Updated monthly capturing weekly trends

* Available at the neighbourhood level

e Connected to all other EA data

* Actionable across participating EA media and platform partners

ENVIRONICS
ANALYTICS
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ClickScapes

Innovation Highlights

ENVIRONICS
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The Next Generation of Insights

Geodemography
Big Data Mach!ne
Learning

ENVIRONICS
ANALYTICS
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Introducing ClickScapes

ClickScapes estimates the digital behaviours of all Canadians at the neighbourhood level...

e ...for more than 7,500 apps, companies, interests and websites

e ..representing both national and regional preferences

* ...updated monthly capturing weekly trends

 ...capturing both the visitor universe and the daily visit rate

e ...encompassing both at home and out of home activity

 ...built using aggregated privacy-compliant big data, adjusted to represent the population
» ...that can be queried in ENVISION and linked to the entire EA data suite

« ...allowing marketers to derive actionable insights

ENVIRONICS
ANALYTICS
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Development Scope

* 1 vyear of development involving dozens of data engineers, data scientists and

social scientists

* 650,000 machine learning models trained
* More than 100,000 processor core hours

e 117 billion estimates... queried within ENVISION in seconds

ENVIRONICS
ANALYTICS
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The Innovation of ClickScapes

e Combining big data, geodemography and

Geod h : : : :
SORISITRGIE machine learning to provide near real time
neighbourhood-level web behaviour driven
_ Machine insights of Canadians
Big Data :
Learning

e Putting the digital world in the physical world

ENVIRONICS

10
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By what percentage did the average
number of mobile apps used daily by
Canadians grow during the pandemic?

Polling question #1

ENVIRONICS
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Use Case: Video Streaming Services
in Toronto

ENVIRONICS
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Disney+ App Visitors in Toronto

. . . ENVIRONICS
ClickScapes Trends | Visitors
Trade Area: Toronto
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Did New Content Boost Disney+ Visits?

New content introduced by Disney+ between January 2021 and March 2021 included:

January 15

January 29
February 5
February 12

WandaVision (Marvel Studios) & Mary
Poppins Returns

WandaVision & Dinosaurs
WandaVision & Upside-Down Magic
WandaVision & Behind the Mask

ClickScapes Trends | Percent Change of Visit Days - Period Over Period
Trade Area: Toronto, ON

ENVIRONICS

February 26  Originals (incl. Love Victor) WandaVision
and Solar Opposites _/ \
March 5 WandaVision Finale |
March 12 Star Originals Own the Room , | \
March 19 The Falcon and the Winter Soldier (Marvel e X~ N
series) /
March 26 The Mighty Ducks: Game Changers

(series)

JJJJJJ
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Disney+ Percent Share of Visit Days Gained as Netflix Went Down

ewer have
- chipped away at Netflix’s long-
held grip, the company has
played down competition con-
cerns. lnitslettertoshaxeholders

er of the year, beat
ing the low bar it had set when it

g media players have
li swm‘ldwldedammanm told Wall Street that it anticij again, po-
Netflix Inc. is still king of addingjustone million. tentially setting off another race
streaming video, but audiences The company said it expected for tale o space and pro-
are slowly shifting toward new ri- _to add about 3.5 million new sub- _ductionresources. In May, Discov-

any difference in our relative
growth in those regions, which is
‘what gives us confidence.”

“We've been competing with
Amazon Prime for ears, with

still very much in the early days

Th:cnmpany's“lackofnnhxt X
original ehol
creased mmpenmm&m m.hzr flix said that “COVID-1 lejl‘;wdpro- pu
- duction delays in 2020 have led to
alighter first-halfof 20218late”  Disne
Netflix relies on creating as share of demand
many different shows and films

they appear to

Parrot said in a news release be- begemng morebangfo:theh-
Netflix

fore its quar-

really looked thmugh all
el t,he data. loolung at d:ffermt re-

possible, and

Tuesday. i
NEW\YORK‘TIMES NEWS SERVICE

*As appeared in Globe & Mail July 21, 2021 reprinted from New York Times

ClickScapes Trends | Percent Share of Visit Days
Trade Area: Toronto, ON

ENVIRONICS
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Who was Visiting?
ETFL|X ®?5N5p+

PRIZM Profile | variable Eny

Variable: ClickScapes - Months - Ais and Entertainment - 2021 - Mench - Home Intemet - Website - netfitecom (Msit Days) |2 - disneyplus.com (Misit Days)
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Where do they Live?

* ClickScapes data can also be
used to identify visitors on the
ground to help plan local media,
messaging and promotions
strategies

* We see that Disney+ customers
are highly concentrated in north
and west suburban
neighbourhoods of Toronto

)

PRIZM Family target group map
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Drilling in a Little Deeper

* While Upscale Families with children are a significant portion

of Disney+ customers, we also see High Income Mature
segments with teenagers over indexing, as well as a group of
customers still in their younger life stages

A

PRIZM Profile | variable

Wariable: ClicdkScapes - Months - Ans and Entertainment - 2021 - March - Home imiemet - Website - disneypius.com (Msit Days)
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Rich Insights can be used to Support Imagery and Messaging

Younger

Families

Matures

Demographics | Population & Households

Target Growg: Wounges Vears (22, 11, 74}

POPUILATION MEECHAN NARNTMNE R AGE MARITAL STATUS
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171,184 -

T T L
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L

Demaographics | Population & Househaolds

Target Groug: Family Lite (06.06. 09, 15, 1804, 19, 38)

POPULATION MEDHAN MARTAINER AGE MARTTAL STATUS FAMILY STATUS®
LA 53 59.9% Q. 59.4%
HOUSERCLDS ke 1000 Iritesic 11
661,834 O

MasadCommontse Coupion. VWi Chilen Af Home

FOPULATION BY AGE AGE OF CHILDREN AT HOME

EEES saéiisni!

Demographics | Population & Households
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Rich Insights can be used to Support Imagery and Messaging

* High indexing Family segments are diverse

while the Mature (and Younger) customers
under-index for the presence of visible
minorities vs. the population in Toronto

 Looking deeper into psychographics, we

see that despite having strong
representation of visible minorities, the
Family target group is less open to diverse
cultures than the Younger target group
who are less diverse

y““\\\\

%fsﬂep+

Younger

Families

Matures

VISIBLE MINORITY PRESENCE

Q) 47.6%
E] Index: 86

Belong to a visible minority group

VISIELE MINORITY PRESENCE

€00 55.4%
E] Index: 1000

Belong to a visible minority group

VISIBELE MINORITY PRESENCE

€22 (1 30.2%
E] Index: 3

Belong to a visible minority group

Striving to organize and control the direction of one’s futu
are forces bayond one's immediate control preventing it. &
effect change and control one's life

Racial Fusion
People who are strongest on this construct are accepting
such as inter-racial marriage, believing that it enriches pe

C

G Strong Values G Strong Values
| Values Index]
Vel e Personal Gonrol 130
Flexible Familis 131 Doy N
Personal Control 130
Legacy 121
o Towerg el :g Emational Control =
Ethical Consumerisi m Ecclogical Concon ::g
Sexual Permissiveness HH
Culture Samping Fa ni I es o
Ecological Concern N
Rejecion of Authority o
Relgonaa Carte G Strong Values
ipti ns | Top 3 Strong Values
i} Descriptions | Top 3 Strol g N | Top 9
Attraction to Nature: 121
) . Cultural Assimilaton 116
Flexible Families Primacyofthe Family 15
Willingness fo accept non-traditional definitions of "family"| ~ Work Ethic 15 ©
same-sex marriages. The t "family” should be def ~ Brand Apaty 14 e
than by legal formelities ns. The belief that soci|  COmmMunity Involvement a2 life.
Religosity 112
definitions of what consitutes a ‘family’ Duty 1
Legacy 11 )
Personal Control Technology Ansiety m ns to others should be fulfilad before turning to one's

i? Descriptions | Top 3 Strong Values

Attraction to Nature

How close people want to be to nature, whether to recharge their spiritual batteries or to

sts.

y after death, either to one's descendants or to society at
a financial, cultural, moral or spiritual nature. People strong
heir bequests wellin advance.

enjoy a simpler, healthier o more of ife.

Cultural Assimilation
Lack of openness toward the diverse
make up Canada. A belief that ethni ups
ftural identities and blend in to the dominant culture.

Primacy of the Family

Centrality of family; making personal sacrifices and providing for

20
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What do they Buy Online?

* Looking at online purchases, we see that the Younger
target group buys everything from tickets to sporting
events, movies and concerts to furniture/home accessories
and building/home improvement items.

* The Families target group is more likely to buy automotive
services, sporting goods/athletic wear and video games
online.

* Meanwhile the Matures target group is more likely to buy
building/ home improvement items

y““\\\\

This information can inform search, online media
placements and potential partnership opportunities

%?sﬂep +

Younger
Online Purchases (Past Month)®
Tickets - Sporting Events 8130 1776 838 120
Tickets - Mowvie 119747 3076 .30 119
FumitunaHorme Acoessonies 058X 2454 817 17
Tickets - Concert 107,587 2764 814 116
Mesic 117,543 3020 7.95 114
Groceries W7 2408 7.87 13
BuikdngHorme Improv ement ltems 63,186 1623 7.80 m
Tickets - Theatre 7060 A T.77 m
ideo Games 112111 2880 7.74 m
b e 104,666 2689 7.658 10

Families
Online Purchases (Past Month)*®
Altormotive Services!'Supplier Products 161,128 862 4118 123
Sporting Goods/Athletic Wear AMZE MBS 3807 13
Wideo Games SS0E0 295 3802 13
Tickets - Sporting Events MOS0 1610 3645 108
Gardening Supplies 174619 938 36 107
Pet Food/Cans 2432097 1303 3605 107
Mer's Clathing 451,878 220 3545 106
Msic £\ 2803 3541 106
Mowies ATROT0 2561 3507 106
Tickets - Theatre /T 1025 3534 106

Matures
Online Purchases (Past Month)®
Buskding' Horme Impoy ement. Items 67,198  16.86 829 116
Tickets - Theatre B40SE A0 8.7 15
Travel 163,125 4093 7.54 106
Mowvies 101,342 2543 743 104
Gandening Supplies JseE a2 7.41 13
Tickets - Mowvie 02945 2583 713 100
Bectronics 151,986  38.13 T.06 o
Sporing Goods(Athletic Wear 7557 1896 4 o
Autormotive Services/SupplienProducts E5 6.9 7.04 o8
Books 158,778 3984 7.00 o

21 ©2021 Environics Analytics
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Where else do they go online?

Younger Families Matures

Sample ClickScapes Data Count Index Count Index Count Index
2021 - June - Home Internet - Company - Ring (Visit Days) 141,803 124 333,133 171 219,681 279
2021 - June - Home Internet - Company - Ring (Visitors) 7,889 118 18,066 158 10,759 233
2021 - June - Home Internet - Company - Nest (Visit Days) 347,980 146 667,735 164 290,318 177
2021 - June - Home Internet - Company - Nest (Visitors) 15,908 135 30,869 154 13,814 171
2021 - June - Home Internet - Company - Fitbit (Visit Days) 355,619 109 721,169 130 311,155 139
2021 - June - Home Internet - Company - Fitbit (Visitors) 25,384 108 50,844 128 22,430 139

ENVIRONICS
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Use Case: Retail Clicks and Bricks -

ENVIRONICS
ANALYTICS



Use ClickScapes with MobileScapes for the full shopper story

o ClickScapes :l
\ = PRIZM —— g
/ The Total

Shopping Experience
o MobileScapes

ENVIRONICS
ANALYTICS

24
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Clicks vs. Bricks Segmentation

Bricks Clicks

Bricks and Clicks

Suburban Young Well-to-do Diverse Chinese.&
Boomers Urbanites Families Families South Asian
Families

/ SOUTH ASIAN

ENTERPRISE

]
swiM1 S5 T T

e e —y

se= ==
Clicks Index: 93 Clicks Index: 95 Clicks Index: 110 Clicks Index: 112 Clicks Index: 110
Bricks Index: 171 Bricks Index: 125 Bricks Index: 92 Bricks Index: 88 Bricks Index: 140

Note: Indices are representative of the average index over an 11-month period. Clicks include online and mobile behaviour

ENVIRONICS

ANALYTICS
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Clicks vs. Bricks Preference Around Electronics Retailers

< N
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~
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o
‘! Gar \ e Electronics
. / L {J' Retailers ON
o i~ [7 3 .' o L, ‘ Clicks vs Bricks
ﬂ'rOOG 10 \<r1nn d ; T . 1 = @ Bricks
“ @ O 1" ":’W @ Clicks and Bricks
e — ) ‘{ :
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20,000,000
18,000,000
16,000,000
14,000,000
12,000,000
10,000,000
8,000,000
6,000,000
4,000,000

2,000,000

Electronic Retailers In-Store vs. Web Shopping

Web and Store Visits*
August 2020 — June 2021 Suburban
Boomers
o ClickScapes
Young
Urbanites

Scapes

August  September October November December January  February March April May June

e Store Visits Web Visits

*Web Visits are captured as a single visit per day to an electronic banner

Data is for the Toronto CD

Clicks

Well-to-do
Families
Diverse
Families
Clicks & Bricks

Chinese &

South Asian

Families

ENVIRONICS

27
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Electronic Retailer Holiday Shopping Trend

* The 2020 holiday shopping season saw

Web and Store Visits* 3x more visits to electronics websites
August 2020 — June 2021 than in stores
20,000,000 . The. visitprs to each channel during that
18,000,000 ° ClickScapes perlod differed
16,000,000

14,000,000 Aric |<S

12,000,000

10,000,000

8,000,000 Suburban ‘.9

MobileScapes By
6,000,000 o P Boomers F
4,000,000

2,000,000

Diverse
August  September October November December January  February March April May June Fam”ies

e Store Visits Web Visits

*Web Visits are captured as a single visit per day to an electronic banner

Data is for the Toronto CD
ENVIRONICS

ANALYTICS
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Support Creative using Rich Insights from the EA Ecosystem

Psychographics | SocialValues Overview

Custom Segment: Suburban Boomers (09, 38, 45)

ENVIRONICS

Psychographics | SocialValues Overview

Custom Segment: Well-to-do Families (01, 05, 07, 11)

ENVIRONICS

G Strong Values

‘Aversion to Complexity

Attraction to Nature

Cultural Assimilation

Financial Concem Regarding the Future
Emotional Control

Fulfiment Through Work

Rejection of Inequality

Brand Apathy

Parochialism

Obedience to Authority

{? Descriptions | Top 3 Strong Values

Tendency to find it difficult to adapt to the uncertainties of modem life, and to feel
threatened by the changes and complexities of society today. A desire to avoid this
complexity as a learning experience and a source of oppoFtunity.

Attraction to Nature
How close people want to be to nature, whether to recharge their spiritual batteries or to
enjoy a simpler, healthier or more authentic way of life.

Lack of openness toward the diverse cultures, ethnic communities and immigrants that
make up Canada. A belief that ethnic groups should be encouraged to give up their
cultural identities and blend in to the dominant culture.

O Weak Values

Enthusiasm for Technology
Ostentatious Consumption
Penchant for Risk

Sexism

‘Adaptability to Complexity
Consumption Evangelism
Brand Genuinensss.

Need for Status Recognition
Patriarchy

Fursui of Originalty

{? Descriptions | Top 3 Weak Values

Enthusiasm for Technology

Favourable bias toward technology. Tendency to be fascinated with the possibilities
offered by modern technology: to believe that technology is the best tool for facing
today’s world, one that helps us adapt and respond to the demands of daily life. People
who are strong on this construct have great confidence that science and technology can
better their lives.

Ostentatious Consumption
Desire to impress others and express one's social standing through the display of objects
that symbolize affiuence.

Penchant for Risk
Desire to take risks in order to get what one wants out of life. Also, indulging in dangerous
and forbidden activities for their associated emotional high.

G Strong Values

Legacy

Personal Control

Duty.

Cultural Assimilation

Emotional Control

North American Dream
Importance of Spontaneity
Skepticism Toward Small Business
Fulfilment Through Work

National Fride

{? Descriptions | Top 3 Strong Values

Legacy

Desire to leave behind a legacy after death, either to one's descendants or to society at
large. This legacy could be of a financial, cultural, moral or spiritual nature. People strong
on this construct tend to plan their bequests well in advance.

Personal Control

[Striving to organize and control the direction of one's future, even when it feels that there

are forces beyond one's immediate control preventing it. Belief in ones basic ability to
flect change and control one's life.

Duty

Anomie-Amlessness
Acceptance of Violence
Sexism

Patriarchy

Imporiance of Price.
Fatalism

Intuition & Impuise

Joy of Gonsumption
Penchant for Risk
Active Government

ﬁ Descriptions | Top 3 Weak Values

Anomie-Aimlessness

The feeling of having no goals in ife. Experiencing a void of meaning with respect to life
in general. A feeling of alienation from society, having the impression of being cut off from
what's happening.

Acceptance of Violence

'eople highest on this construct believe that violence is an inevitable fact of life that must
be accepted with a certain degree of indifference. Belief that violence can be both
athartic and persuasive.

Fexism

=
personal pleasures and interests.

in traditional, male-dominated views on the division of gender roles — that men are
naturally superior to women. These views carry into economic issues such as the belief
that, when both partners are working, the husband should be the main bread-winner.

Benchmark: Toronto, ON (CDR)

Copyright @ 2021 by Environics Analylics (EA). Source: ©2021 Environics Analytics, ©2021 Environics Research, ©2021 Environics

Analytics, PRIZM is a registered trademark of Claritas, LLC

Index Colours:

* Imagery around simplicity and nature

would resonate

Benchmark: Toronto, ON (CDR) Copyright ©2021 by

(ER). Source: 62021 Analytics, ©2021 Environics Research, 62021 Environics.

Analytics, PRIZM s a registered trademark of Claritas, LLC.

* Desire to have control over their shopping

experience

* Don’tlove shopping so looking to well-

known brands

Psychographics | socialvalues Overview

Custom Segment: Diverse Families (10, 15, 31)

ENVIRONICS

‘Aversion to Complexity
Interest in the Unexplained
Advertising as Stimulus
Joy of Consumption
‘Obedience to Authority
Pursuit of Intensity
‘Consumption Evangelism
Patriarchy

{} Descriptions | Top 3 Strong Values

Fatalism

The feeling that there are forces beyond one's immediate control preventing one from
being in control, and being resigned to not being able to organize and control the
direction of one's life or future. Lack of belief in one's basic ability to effect change and
control one's life.

Anomie-Aimlessness

The feeling of having no goals in life. Experiencing a void of meaning with respect to life.
in general. A feeling of alienation from society, having the impression of being cut off from
what's happening.

O Weak Values

Effort Toward Health
Personal Control

Ecological Concemn

Sexual Permissiveness

Fiexible Families

Rejection of Auth

Primacy of Environmental Protection
Duty

Introspection & Empathy
Rejection of Orderiness.

ﬁ Descriptions | Top 3 Weak Values

Effort Toward Health

The commitment to focus on diet, exercise and healthy living in order to feel better and
have a healthy, wholesome lifestyle. A willingness to transform one’s lifestyle through
exercise and radical changes to diet.

Personal Control

Striving to organize and control the direction of one's future, even when it feels that there
are forces beyond one's immediate control preventing it. Belief in one's basic ability to
effect change and control one's life.

Concern

Tendency to find it difficult to adapt to the uncertainties of moden life, and to feel
threatened by the changes and complexities of society today. A desire to avoid this
complexity as a leaming experience and a source of opportunity.

Atendency to believe that today’s environmental problems are a result of industrial and
personal disregard for the environment. People strong on this construct feel that
environmental destruction is unacceptable and reject the notion that job protection or
economic advancement should be allowed at the expense of environmental protection
They also reject the idea that any one person is too small to make a contribution to this
project
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* Want the experience to be simple

experiences online
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Love shopping around and sharing




Other Websites Visited during that Time

o Well-to-do

" Suburban
Boomers Families
* Low consideration set e Well-known brands
* Specific needs * Not price sensitive
Tovs§d Toys$Jus
oysyusS
Canada c_osrco@
=——WHOLESALE
stqplesﬂ"

* Likely shopping for
their grandchildren’s
gifts

* Shopping trusted
retailers for
electronics gifts

o ClickScapes

Diverse
i Families

e Shop around
* Price sensitive

g 225 * [T CRUICHFIELD

Canada

O. neweggn+g

S0URCE —
- -bﬂ,ﬂgﬁ"p’@ﬁ/ ave money. Live better.

Visions

ELECTRONICS

* Shopping various retailers
for the best prices

ENVIRONICS
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ANALYTICS



Are you convinced that your online
campaigns are hitting the intended target
audience?

Polling question #2

ENVIRONICS
ANALYTICS



ClickScapes Demo

ENVIRONICS
ANALYTICS



Next Steps, Q&A and Wrap Up

ENVIRONICS
ANALYTICS



How to Access ClickScapes Data

o &l | = FXY 7° X
ENVISION Project work via EA analysts

For a ClickScapes demo, contact your account manager or sales representative

ENVIRONICS

ANALYTICS
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Where to Find More Info on ClickScapes?

o 4 :
HARNESS MOBILE MOVEMENT DATA FOR >
/&::,: TIMELY CONSUMER INSIGHTS

\
\ 07 For how long? Gain near <
insightsusing mobile movement data

y T . X R

Website

environicsanalytics.com

ENVIRONICS

Welcome to the Environics Analytics Community

How can we help?

8y ©) =

Training Contact Us. New Announcements

- ENVISION SPOTLIGHT Alocate

General
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ENVIRONICS
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t Call Someone at EA

.....Or you can jus

36




Questions?
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