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Data Development

Used by over 1,000 Canadian Organizations
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MobileScapes

Leveraging Mobile
Movement Data to
Understand Changing
Consumer Behaviours

©2021 Environics Analytics



What are Mobile Movement Data?

Anonymized, permission-based data collected from location-enabled
apps on mobile devices

* Unique, persistent, anonymous device ID, along with a day,
time and location for each observation (0)

* All observed latitude and longitude coordinates are moved
to the nearest 6-digit postal code

 Researchers can “observe” devices within a defined area such as
a store, public square or on a roadway for a given date and time range

e The common evening location (CEL) and common daytime location
(CDL) are inferred according to where these devices are most
frequently observed during the day and at night

©2021 Environics Analytics



New Geofence Library

Step 1 - Select or create a geofence
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Step 1 - Select or create a geofence
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4. What is the effect of my marketing campaign —is my target

5. How are my stores doing compared to my competitor stores?

Mobile Movement Applications

1. Is the profile of shoppers different from what it was a year ago?
»

2. Are my trade areas larger or smaller than they used to be? \

3. Are my shoppers coming from work or home when they come to

my store?

consumer responding?

6. What is the impact of a new competitor that just opened in my

market?

7. Which of my stores are located in areas where consumers are out

shopping and am | getting my fair share of that activity?

ENVIRONICS
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Out & About — Travel to Commercial Areas

11
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Out and About — Visit Commercial Location % Visit Change: February 2021 vs 2020 _‘}_

g 3 . .asv i
W 0 |

40% in 2021
58% in 2020
63% in 2019

% Change
I <35%
<-28%
0 140 280 420 560 Kilometres . -
C — — [ =22%

Geography: Province ironi i w
12 Source: Out and About, February 2020/2021, Visited Commercial Location ©2021 Environics Analytlcs



%, Change
- Greater than 15%
Increase

[ % to 1%

-15% to 0%

Montreal

-15% to -30%

-33%in |
Toronto &
Montreal, _ ey———
-32% in = Vancouler

Ca I ga ry’ 2021 vs 2020
-21%in (u%

Vancouver s
u;.v*'

CANALC A

Geography: Census Metropolitan Area (CMA) by DA . . .
13 Source: Out and About, February 2020/2021, Visited Commercial Location ©2021 Environics Analytlcs



Power Centres are Changing

14
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Power Centre % Visit Change: 2019 vs 2020 .‘}_,
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Power Centre % Visit Change: 2019 vs 2020
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Toronto Power Centres saw Visitor Drop from
143M to 88M; Vancouver 37M to 28M (YQOY)

Visits Distribution
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Total Power Centre Visits in 2020 were 217M
Less than in 2019
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Initial Lockdown: -48% Power Centre Visits
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Become Proactive Through Consumer Insight
as Shopper Habits Change
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PRIZM Can Help You Understand Shopper
Profile Changes

PRIZM Profile | Customers PRIZM Profile | customers

Customers: Sherway Gardens 2020 - COVID - Visitors CEL: Unique visitors

Customers: Sherway Gardens 2019 - PRECOVID - Visitors CEL: Unique visitors

Social Group v T Social Group v T
it WS 01 The AList 1265 265 119030 0% 1083 207 U M1 01 TheAdist 1404 185 119039 098 118 183
UT M102  Wealtny & Wise 17543 392 165551 137 1060 286 UT M1 02 Wealthy & Wise 382 509 165,551 137
U1 F1 06  Downtown Verve 12,047 269 222518 184 541 146 Ut F1 06 Downtown Verve 3059 404 222518 184
ST F3 04 TumboBubs 5199 116 193261 160 269 73 ST F3 04 TuroBurbs 334 044 193261 160
St F2 05  First-Class Families 16470 368 380, 315 43 17 S1 F2 05  First-Cliass Familes 1661 218 38001 315
Ls2_F2 08 __Muticulture-ish 30,022 671 492237 407 610 165 RICIEITE = 4 2 U
F1 F2 03 Asian Sophisticates 4888 109 198,831 165 246 66 F1 F2 03 Asian Sophisticates 468 062 198,831 165
F1 M107  Mature & Secure 14013 313 207428 245 471 127 F1 M107  Mature & Secure 1785 232 207428 246
F1 F2 18 Multicultural Corners 45111 10.08 492,461 407 916 248 F1 F2 18 Multicultural Comers 10002 1322 492,461 407
$3 F3 19 Family Mode 8092 181 412,325 341 19 53 $3 F3 19 Famiy Mode 942 125 412,325 34
S3 Y3 24 Al-Terrain Families 1454 033 59321 049 245 S3 Y3 24 Al-Terrain Families 251 033 59,321 049
$3 F3 25  Suburban Sports 2124 047 207,918 12 102 §3 F3 25  Suburban Sports 302 040 207,918 172
R1 F3 14 Kick-Back Country 3585 080 232220 192 154 R1 F3 14 Kick-Back Country 214 028 232220 192
S4 F2 13 ViedeRéve 20 000 1869 001 106 S4 F2 13 Vie deRéve 0 000 1869 001
S4 F3 29 CeestTiguidou 0 000 1824 001 000 S4 F3 29 CeestTiguidou 0 000 1824 001
S5 A PR I  rl SR e PRt
BE R o0n e e ta B e Eoon e s OW are vour
F2 F3 27  Diversité Nouvelle 14 002 9,496 008
[ 3.42 . . .
v 1.20 Vl |
— F3 053
g - 2
: over time
R2 1.87 .
R Cemeenen R R IR RZ I
B33 e PR 8
U3 Y1 40 Les Enerjeunes 0 000 100 U3 Y1 40 Les Enerjeunes 0 000 o 000
Tng ooomms oo mm ow 0w T Kmemens oo pm 0w
T1 F2 66 Indigenous Families 13 003 59‘13“ 049 019 I MTSs o Toun Roads % o 108477 090
6 M2 21 Scenic Retirement 1818 041 206‘091 169 089 T F2 G5 Indgenous Familes o o 9,180 04
6 M1 45  Siow-Lane Suburbs 869 019 188,114 156 046 So M2 21 Seenic Refirement a0t 204,001 160
S Smmmmanes o o mew 18 om Qs owrw w o ma e
U4 _F2 15 South Asian Enterprise 36262 811 551,320 456 658 v
1an fuenies U4_F3 17 Asian Avenues 62 008 7.320 006
OF 5 o1 Came Flom Avay G IGIE R
Yot e 2w o e e 22 UEEs B o moam o wmew o
S7 F1 42 Banlieues Tranquilles 0 000 0 000 1 7 M135  Vie Dynamique o ow 1827 oot
S7 F1 59 LaVie Smple 0 000 2627 002 000 S7 F1 42 Banlieues Tranquilles 0 000 0 0.00
R3 M1 46  Patrimoine Rustique 0 000 32,890 027 000 - ] S7 F1 50 LaVisSimple 0 amw 2821 g
R3 M1 63 Amants de la Nature 0 000 0 000 000 R3 F3 54 VieauVilage o o 1332 o001
US Y1 28  LattelLife 682 015 41,002 034 166 R3 M163  Amants de la Nature o 00 0 0.00
US Y2 52 Friends & Roomies 5440 122 165,447 137 329 Us ¥1 28 LateLife 244 032 41,002 034
U5 Y2 57  Juggling Acts 1916 043 164,521 136 116 US Y2 52 Friends & Roomies. 1255 166 165,447 137
Us F1 60 Value Vilagers 1768 040 240791 199 073 US Y2 57 Juggling Acts 2268 035 164,521 136
US Y2 67  JustGetting By 1756 039 271443 225 065 US F1.60  Value Vilagers 135 018 240,791 199
Us F1 39 Evolution Urbaine o 000 0 000 000 US Y2 67  Just Getling By a7 02 M4 225
U Y2 56 Jeunes Biculturels 0 000 102 000 000 0 B US M2 44 Un Grand Cru o 000 287 000
Us M2 65  Agés & Traditionnels 28 001 4890 004 057 | U6 Y2 56 Jeunes Biculturels o o000 102 0.00
447413 10000 12089411 10000  3.70 U6 M2 65  Agés & Traditionnels 0 000 4890 004
R,
registered trademark of Claritas, LLC. used under license. Benchmark: Ontario Copyright & 2020 by E: lytics (EA). Source: ©2020 Er flics. PRIZM is a

registered trademark of Claritas, LLC. used under license.
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Are the Types of Shoppers Coming Back Similar
or Different Than the Past?

Estimated Visitors

August 2020 August 2019

Visitor change
Count % Count %

4] Pinpoint opportunity segments based on your
us |v1 |12 Eat, Play, Love 2,894 19 4,369 24| 79 -33.75 o T _
U4 |F3 |17 |Asian Avenues 1,980 13 2,185 12| 108 -9.35 shifting visitor profile.
F2 |F2 [10  |Asian Achievement 1,584 10 1,456 8| 130 8.78
F2 [y2 |20 New Asian Heights 1,371 9 1,274 7| 129 7.59
Us [yl [28 |lattelife 990 7 910 5| 130 8.78 Home in on key visitor segments to engage with
F3 |F2 |30 South Asian Society 716 5 670 4| 128 6.87 . . e ey
F1_|F2 |03 |Asian Sophisticates 646 4 728 4] 106 11.30 and refine your target audience definition.
F3 F1 |32 Diverse & Determined 533 4 1,092 6| 58 -51.19
us |[y1 |47 Social Networkers 466 3 606 3 92 -23.10
Ul [F1 |06 Downtown Verve 376 2 572 31 79 -34.18
Top 10 Segments - Total Estimated Visitors 15,234 76 18,205 76| 100 -16.32

1 2 EAT, PLAY, LOVE

1 7 ASIAN AVENUES

O ASIAN 3 DIVERSE 4 SOCIAL Oé DOWNTOWN
SOPHISTICATES & DETERMINED NETWORKERS VERVE

/T £ Ol R ¢

> e - P
0~

[ T -
UPSCALE LARGE MIDSCALE SCHOOL-AGE YOUNG VERYYOUNG URBAN SCHOOLAGE
F1 URBAN DIVERSE F3 URBAN FAMILIES URBAN SINGLES ELITE FAMILIES
uuuu FAMILIES FRINGE CORE & COUPLES.

YOUNG 'VERY YOUNG
URBAN SINGLES URBAN MIDDLE-AGE 'YOUNGER
CORE & COUPLES DIVERSITY FAMILIES SINGLES
scumEs
Younger, well-educated urban singles e e — - - - —— - - — -
Urban, middle-income Asian families Younger, educated Asian singles and couples Middle-aged, idle-income Upscale, middle-aged Asian families Midscale, younger and middle-aged Young diverse singles in city apartments Younger and middle-aged

and singles South Asian families city dwellers upscale city dwellers
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Understand Who They Are by Banner, Location
and Target Group for Marketing Communication

Demographics

Average Income

$99,045

Spending

Food

$12,164/household

O

N

Occupation
Service Sector

@
Personal Care
$2,182/household

€D

EA)

Vis Min Presence
High

TN

Clothing
$4,883/household

 MIDSCALE LARGE
‘& URBAN DIVERSE
¥ FRINGE FAMILIES

F2

Middle-aged, middle-income
South Asian families

Behavioural
((cn)
——
Enjoy Visiting Media Channel Favourite Attraction
Historic Sites Online Dinner Theatre
Psychographics
Traditional North American Joy of
Families Dream Consumption

23
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Trade Area Sizes Have Also Changed

24
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Understand Change in Trade Area Size
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MobileScapes helps you map your visitors during | =
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Understand Change in Travel Patterns by Store

Among this set of stores, three distinct ‘types’ of trade areas can be observed: isolated market, dense urban core and
highway influence. Each trade area type has its own characteristics.

and Location F, in the densest parts of the network, — LOCATION A
: ) . o -
Location C operates in a are the first of thelt;rzig If;al\(trlr:):;toeaciihvlsl\/e 70% of visitors at —— LOCATION B
100 isolated market and is distinct P v = LOCATION C
from the other locations — —— LOCATION D
90 evaluated and tends to have a / — LOCATION E
more local and dedicated — i
N 7 —— LOCATION F
80 customer base resulting in a 12 .
steeper distance decay line. = . — LOCATION G
70 7 . e LOCATION H
5 I :
2 60 / I :
z : ! :
v - / I : Location B and Location D are both the
= : : westernmost locations. They tend to have
© | — visitors travelling from farther to get to these
> 40 = . L . ol
£ 1 : locations as there may be limited options within
3 ! the western fringes of the market.
30 // : 1
I :
20 1 .
1 .
I L]
10 / | :
I L]
0 < 1 .

1 3 5 7 9 11 13 15 17 19 21 23 25 27 29 31 33 35 37 39 41 43 45 47 49 51 53 55 57 59 61
Distance from the store (minute drive time)




Cross-Shop in Own Network or Across

Competitors

Own network for insight on:
» Ability to add stores
» Impact of relocations

> Conversion of store format

Competitors for insight on:

» Loyalists

» At risk consumer segments

» ldentification of emerging shopper

segments

27
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Where is Cross-Shop Greatest?

4

g faE

._.‘.. "‘:ﬁ"‘. ¥
- o o
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Cross-Shop Patterns

Store 3 is most at risk of losing customers to competitors at stores 5 — 8

Competitor Competitor Competitor Competitor Competitor
BannerStore 1 | Banner Store 2 | Banner Store 3 Location Location 6 Location 7 Location 8

Banner Store 1 4% 2% 5% 2% 4% 0% 2%
Banner Store 2 0% 2% 1% 0% 0% 1%
[r o e m omm e ome mm e e e e e e e e e e e e e e e e e e e e -
—————————————————————— -
Competitor Location 4 I 6% : ------ % 2% i m = A% e e e = 2%
t============= ; - : Banner Store 3 tends to have high +—
Competitor Location 5 1% 3% % 4 cross shop with Competitor Store |
- — | 5, Competitor Store 6, AND
Competitor Location 6 | Competitor Location 4 is ! 1% 1% 1% | CompetitorStore7 |
1 stealing share from Banner I—---'
Competitor Location 7 I StorelandBannerStore2 | 0% 1% 0% 0% 0%
____________ — 1
Competitor Location 8 1% 1% 2% 1% 3% 1% 0%

N
X

Total Exclusive Shoppers

: 89% 90% 94% 92% 90% 89% 95% 90%
(only one location)
Total Non-Exclusive Shoppers 11% 10% 6% 89% 10% 119% 59 10%
(cross-shoppers)
Total Shoppers 100% 100% 100% 100% 100% 100% 100% 100%

29 Source: MobileScapes 2020 ©2021 Environics Analytics



Banner Level Analysis

Banners can evaluate changing shoppers habits and lifestyle types by time of
day and day of week for operational and marketing efficiency

30
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Geofence Library

Step 1 - Select or create a geofence

O & @

Pre-built

©

== geofence 1 D Mobility Data

Step 1 - Select or create a geofence

Data Extract

MobileScapes
ENVISION

Happy_Customer @
Step 2 - Submit your request
<
Existing 2 3 L 2
Request Name 1@;. ‘% % % %
Bloor West BIA March 17-May 31-2020 o 3, iy & )
23 22 2
Date Range \
03/17/2019 to | 05/31/2020 E%
2; QA
100,000
) 12:00am to | 11:59pm %‘0
Polygons %‘0%
Grocery e Banks -
&= Weekdays le= Weekends 4)
* Drug * Credit Unions
- w
e Mass e Auto Dealerships
Merchandisers

Coffee Shops

Category Killers ¢ Restaurants (QSR
* Malls

0
L

el s ey geofences
U SD/. e g—
¢ S
IE?% S o :
. %, e N
and Sit Down) K 3 s e -]
2 B
Greenspaces ¢ Retailers Piel : \ !
2 S (0osi8® s 7
° Golf Cou rses <& wort® 7 %,é)& ©M06-2020 TomTom A\\j s
Esri Community Maps Contributors, City ngoronto, Province of Ontario, Esri, HERE, Garmin, INCREMEN SR
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Non-Essential Businesses Experienced Significant
Drop In Visits

Walmart

Save money. Live better.

€ lululemon

Non-essential: closed &
curbside pick-up (free-standing)

Calgary - 37% - 23% - 69%
Toronto - 37% - 30% - 88%

Essential: In Store Shopping Essential: Curbside pick-up

ENVIRONICS

3p  Geoera ' phy: ;algary and Toronto Census Metropolitan Area (CMA) ©2021 Environics Analytics



Weekend vs Weekday Change

Walmart

Save money. Live better.

Calgary Weekday  Weekend
2019  638% 32%

2020 71% 29%

Toronto
2019 68% 32%

2020 71% 29%

ST\
SN
S
h

S
Weekday = Weekend

71% 29%
/3% 27%

71% 29%
74% 26%

€ lululemon

Weekday  Weekend

69% 31%
67% 33%

6/% 33%
84% 16%

Source: MobileScapes, Dec 2019/2020, Walmart, Home Depot, Lululemon

©2021 Environics Analytics
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Market Potential — Online vs Offline Spend

Know your market potential — offline and online to understand
performance to your category

34
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ClickSpend™

ClickSpend™ Powered by J.C. Williams
Group identifies which products
consumers prefer to buy online vs offline.

* Allows comparisons of online market
share to your own share in the same
product category

* |dentifies where to adjust merchandising
mix for items that consumers prefer to
buy in-store o

ClickSpend™

powered by J.C. Williams Group

35 ©2021 Environics Analytics



ClickSpend™
powered by J.C. Williams Group

14 M aj O r Catego ri eS Online Expenditure by ClickSpend™ Category

Health & Beauty Products

e Total expenditure is broken into 14 major

Food, Alcohol & Grocery

consumption categories Clothing
Electronics
* Three estimates for each category: Furiture & arge Appliance: I
Kitchen, Home & Related Accessories _
i TOtal eXpendltU re Entertainment
* Online expenditure rootwear [
e Offline expenditure cames of chance
Sports & Leisure Equipment
. /" ’) Jewellery & Watches -
e All estimates are for the “current year hhen 5ty e & o
(2020) and estimated at the postal code uto parts & Accessories [l
|eve| Gardening Goods & Supplies I
S0 S2 sS4 S6 S8 S10 512
S Billions

36 ©2021 Environics Analytics w



Comparing Contrasting Markets

% of Spend That is
Online by Category

Health and Beauty Products

Jewellery and Watches

Clothing

Footwear

Kitchen, Home and Related Accessories

Furniture and Large Appliances

Gardening Goods and Supplies

Electronics

Entertainment

Children/Baby Toys and Games

Food and Grocery (Includes Alcohol)

Sports and Leisure Equipment

Auto Parts and Accessories

Games of Chance

10% 15% 20% 25% 30% 35% 40% 45%

H Canada m Québec, QC ® Toronto, ON H Winnipeg, MB

37
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See Variation Across Categorles Within a City

Furniture

e“e

[ — S = g ,“‘ ‘. 4_
T <
|| Clothing ‘2, oy
|3
® .~y Y
A o
' -
. -
A

- 3 > +
Footwear -
g Ve
|
1 -’ B ,6.5 i ¥
. 3 ‘ ‘
' -
Wy t
4 i
= vl
s
g * \ e BT
» :

Kitchen & Home Appliances

o
Y4

Aggregate spend online
2020 — for Toronto

38
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Local Market Evaluation — Toronto

Two banners, two different impacts

39
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Store Level: Home Depot and IKEA

Home Depot

SO -\ ‘ k.
, \L . i\ ,\\ ) L N
) ‘j ‘

40
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=)

=

Total Expenditure Online 2020 On Kitchen, Home

Kitchen, Home & Related Accessories

2020 Kitchen, Home

. ] ’
- ; e ; : -123,114
I K EA Ll e T 4 123,114-
y 8 W . T 306,462
: ¢ g @ i g d W L 306,462 -
St e 679,033
. - 3-
. 0 0 0000 0000000000000 ]
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IKEA Experienced -88% Change in December

Essential: Curbside pick-up Non-essential: Curbside pick-up
Total Change - 30% - 88%

Weekday Weekend Weekday Weekend
Weekdayvs ., 71% 29% 61% 39%

Weekend .0 7994 229 30% 20%

G hy: Toronto Census Metropol itan Area (CMA . . .
42 eeeee - phy oronto tensus Metropolitan Area ( ) ©2021 E nnnnnnnnn Analytlcs Home De:;)KOEtASItgigEIY:OrSZ




Hours of Operation Should Be Considered

Morning commute
Late morning
Midday
Evening commute

Evening

7%
23%
27%
25%
15%

Essential: Curbside pick-up
2019

2020
7%

24%
24%
22%
21%

3% 18%
21% 20%
32% 24%
28% 16%
15% 14%

1IKEA

Non-essential: Curbside pick-up
2019 2020

43 Geography: Toronto Census Metropolitan Area (CMA)
Source: MobileScapes, Dec 2019/2020, Home Depot, IKEA

©2021 Environics Analytics
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Trade Areas Increased in Size

Essential: Curbside pick-up

2019 20 mins

2020 23 mins

Non-essential: Curbside pick-up

25 mins

29 mins

Geography : Toronto Census Metropolitan Area (CMA) ©2021 Environics Analytics




How Do You Capture Market Potential?
Use Omnichannel Approach

% Online Spend
for Kitchen,
Home & Related
Accessories

% of Visits to % of Visits to
Home Depotin IKEA in
Dec 2020 Dec 2020

22 INDIEVILLE Indieville is a classic urban hodgepodge: a mix of younger and middle-aged maintainers, singles and couples, and first-

and second-generation Canadians. Drawn to the vibrant, urban core of the nation’s big cities, a significant portion of

these residents live in Toronto and nearly half are single, divorced or separated. This is a smart group: nearly 40 percent

are university educated and members are twice as likely as average Canadians to hold master's degrees. But their

average incomes—mostly from white-collar and service sector jobs in the arts, education and science—indicate that 2 5 % 6 % 5 %
they're on the lower rungs of the career ladder. Half of all households are headed by maintainers under 45 years old, and

residents typically live in older, low-rise apartments, duplexes and semi-detached dwellings. For many, Indieville is just

the latest stop on an upwardly mobile journey; nearly 45 percent have moved in the last five years. Residents have a

penchant for the latest technology and enjoy shopping online for books, music, fashion and groceries, all of which is not

surprising given their age, education and high scores for Pursuit of Novelty.

vaune YOUMCER
UREAN SNGLES
CoRE &COUPLES
“ounger znd mideie-azee urban singles
and auples

T LA (GO Eat, Play, Love earned its name for its younger, mobile singles who patronize ethnic restaurants, participate in numerous
sports and support the value Sexual Permissiveness. Concentrated in the urban core of Toronto, Montreal and
Vancouver, this diverse segment reflects two important demographic trends—increasing urbanization and the growth of
high-rise housing. Eat, Play, Love is a vertical world where almost 90 percent of residents live in apartment and condo
buildings taller than five stories. It is also the most educated of all the segments: nearly 60 percent have a university o) o)
degree, and one in five hold an advanced degree—more than double the national average. With their upper-middle 1 2 A) 1 O A) 9 O/
incomes, they're earning good money for their age, typically from white-collar jobs in business, science, education and 0]
management. Two-thirds commute to work by public transit, biking or walking. Young and unencumbered—half of
households contain single or diverced individuals—they travel widely and enjoy urban nightlife, going dancing and bar-
U3 & TEEYL hopping, hitting jazz concerts and attending food and wine shows. They're also into health and fitness, scoring high for
s aerobics, yoga and Pilates, as well as buying organic fruit and vegetables.

Home Depot: StockYards
IKEA: Etobicoke

45 Geography: Toronto Census Metropolitan Area (CMA)

Source: MobileScapes, Dec 2020, Home Depot, IKEA ©2021 Environics Analytlcs



The Greatest Variance |s At Category Level

O 8 MULTICULTURE-

ISH

YOUNG VERY YOUNG YOUNG YOUNGER UPSCALE LERGE

URBAN SINGLES URBAN SINGLES SUBURBAN DIVERSE

CORE & COUPLES CORE 5 COUPLES DIVERSITY FAMILIES

Younger, well-educated urban singles Younger and middle-aged urban singles Upscale, multi-ethnic suburban families
and couples

$4,797 $4,541 $6,144

Avg Spend/
Household

Eat, Play, Love Indieville Multiculture-ish
Sporting Goods — — —
Kitchen Home -— — —
Jewellery Watches - — ——
Health — ——
Gardening — L] —
Games of Chance — — —
Fur’niture | I I
Footwear —-— — —
Food —— ] I
Entertainment —_— - —
Electronics — — —
Clothing - - ——
Kids/Baby Toys Games - —
Auto Parts — — ]
0 50 100 150 200 0 50 100 150 200 0 50 100 150 200 250

©2021 Environics Analytics



1 2 EAT, PLAY, LOVE

VERY YOUNG
SINGLES
& COUPLES

YOUNG
URBAN
CORE

Y1

Younger, well-educated urban singles

Demographics | Population & Households

Target Group: Eat, Play, Love (12)

ENVIRONICS

633,707
HOUSEHOLDS 4 1

Index:

388,225

HOUSEHOLD SIZE POPULATION BY AGE

Count
Oto 4 20,390
5109 13873
10t 14 10,691
151019 16,873
20024 44 504
261029 88,333
301034 96,254
351039 69,024
40044 47489
45049 34633
5010 54 31849
551059 32,553
60to 64 30438
65069 27118
70t 74 24,839
751079 16,768
80t 84 12,207
85+ 14,882

M Target Group I Benchmark

Benchmark: Canada

*Chosen from index ranking with minimum 5% compasition

MARITAL STATUS FAMILY STATUS*

0 00 0
4-|£)e.x:6 /[J m 6|n:d39.;c(1)55/0

Married/Common-Law Couples Without Children At Home

AGE OF CHILDREN AT HOME

Owo4

509 10t014 151018 201024 25+

I Target Group I Benchmark

Copyright @ 2021 by Environics Analyics (EA). Source: 82021 Emvironics Analylics, 2021 Environics
Research, © Numeris 2021. All Rights Reserved., Copyright €2021 Delvinia, 2021 Environics Analytics
| J.C. Williams Group, 82021 Emvironics Analytics. PRIZMis a registered trademark of Claritas, LLC.
used under license.. (hitps Jfen emdronics analytics .caEnvision/About1/2020)

Index Colours: [INNNSSONNN] 80-110 | [HORINNY

47
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1 2 EAT, PLAY, LOVE

Demographics | Housing & Income

Target Group: Eat, Play, Love (12) Population: 633,707 | Households: 388,225

TENURE STRUCTURE TYPE AGE OF HOUSING*

4 5% 95.4% 4 -9 Years Old

Index — i index: 280 % Comp: 164 Index 247
Houses Apartments
YOUNG VERY YOUNG
U3 s Y
voagerelFeducodigrbamslngles AVERAGE HOUSEHOLD INCOME  HOUSEHOLD INCOME DISTRIBUTION

$120,866

Index: 116

$80,000 $100000te  $125000%  $150000te  $200,000 1o $300,000+
559999 $124,956 $149,985 $199,999 5299959

I Target Group B Benchmark

Benchmark: Canada Copyright 2021 by Enronics Analytics (EA). Source: 82021 Environics Analytics, ©2021 Environics
Research, @ Numeris 2021. All Rights Resenved., Copyright €2021 Delvinia, €2021 Environics Analytics

| J.C. Williams Group, ©2021 Emdronics Analytics. PRIZMis a registered trademark of Claritas, LLC.

used under license.. (hitpslen emdronicsanalytics . caEmdsion/About1/2020)

"Chosen from index ranking with minimum 5% composition Index Colours: | <80 I 80-110 _

48 ©2021 Environics Analytics



1 2 EAT, PLAY, LOVE

Target Group: Eat, Play, Love (12)

Behavioural | Media Overview

ENVIRONICS

Household Population 12+: 581,519

RADIO

1 2 Hours/Week*
Index: 86

Top Formats™

YOUNG VERY YOUNG
U URBAN SINGLES Y1
CORE & COUPLES

Younger, well-educated urban singles

Clasdcal/Fine As  Modemi/Allemative
Rock
M Tamet Goup Il Benchmark

Readers: 20.6%

m MAGAZINE
Index:

1 OMinulesIDay*
Index: 112

Top Genres™

2%

Altemative weely  Busness & finance News
M Tamet Goup I Benchmark

Benchmark: Canada

Listeners: 81.4%

E@ Index: 96

Viewers: 85.0%
Index: 97

Q TELEVISION

1 84Minutes}Day*
Index: 95

Top Program Types™

Bagetball (when in Socoer
A0

Tennis (when in
oA

M Tamet Group Ml Benchmark

v Users: 91.5%
(") | INTERNET Index: 105

245Minutestay*

Index: 110

Top Activities™

Read orlookinto  Ligen lo a podead  Acoess travel content
onling nevepapers
M Tamget Group I Benchmark

Readers: 32.6%
Index 117

NEWSPAPER

1 .5H0ursMeek*
Index: 150

Top Sections Read™

Mew homes Busnes Fashion/ifedyle
B Tamet Goup M Benchrark

(=] brecTiouTnOOR
Y

1 2Min-’Da3r commuting one-way by car*
Index: 97

Top DM Formats Used*™

General information Coupons Direct email offers
from the

Intemetiwebstes
B Tamet Goup W Benchrrark

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

Numeris 2021. All Rights Resened., Copyright ©2021 Delhvinia, ©2021 Environics Analytics | J.C. Williams Group, €2021
Emironics Analytics. PRIZMis a registered trademark of Claritas, LLC. used under license..
(hitpsJlen_emvronics analytics .caEmdsion/About/2020)

[[indexColours: [0 ] 80-110__ |NNNI0R ]

*Consumption values based to Household Population 12+
**Chosen from index ranking with minimum 5% composition
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1 2 EAT, PLAY, LOVE

Opticks Social | Social Media Activities

Target Group : Eat, Play, Love (12) Household Population 18+: 566,138
n FACEBOOK u TWITTER l@l INSTAGRAM m LINKEDIN
76.6% currently use 36.6% currently use 50.4% currently use 59.3% currently use
Index: 95 Index:138 Index: 143 Indesx: 150
Top Activities (Daily) Top Activities (Daily) Top Activities (Daily) Top Activities (Weekly)

YOUNG VERY YOUNG
U URBAN SINGLES Y1
CORE & COUPLES

Younger, well-educated urban singles

fead wseed s Messenger Read hweets Waich wideas Like phologvidecs  View photosvideos
M Target Group I Benchmark W Target Group I Benchmark W Target Group M Benchmark
u YOUTUBE 7% SNAPCHAT e WHATSAPF
T7.4% currently use 14.1% currently use 60.5% currently use
Index:112 Index: 109 Index: 175
Top Activities (Daily) Top Activities (Weekly) Top Activities (Daily)

B% 76% 749 6.8%

Walch videos  Likeldigike  Watch live
Wideos Wieos

M Tamge! Goup B Banchmark

Benchmark: Canada Copyright © 2021 by Envronics Analyics (EA). Source: E2021 Environics Analytics, 2021 Environics
Research, ® Numeris 2021. All Rights Reserved., Copyright @2021 Delvinia, €2021 Environics Analytics

| J.C. Williams Group, ©2021 Environics Analytics. PRIZMis a registered trademark of Claritas, LLC.

used under license.. (hitps Jen emdronics anahtics caEmision/About1/2020)

Chosen and ranked by percent composition Index Colours: | <80 I 80-110 _
(indicates variables with low sample size. Please analyze with discretion
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1 2 EAT, PLAY, LOVE

YOUNG VERY YOUNG
URBAN SINGLES
CORE & COUPLES

Y1

Younger, well-educated urban singles

Opticks Social | Social Media Attitudes

Target Group: Eat, Play, Love (12) Household Population 18+:566,138

DESCRIBES ME*...

| AMOPEN TO RECEIVING RELEVANT MARKETING MESSAGES
E’ THROUGH SOCIAL MEDIA CHANNELS

Use SM to stay connected with personal contacis

% Comp 49 . 3 Index 1 03 % Comp 2 6 . 4 Index

© | WOULD BE MORE INCLINED TO PARTICIPATE IN SM IF | KNEW MY | AMVERY COMFORTABLE SHARING MY PERSONAL INFORMATION
l!:{ PERSONAL INFORMATION WOULD NOT BE OWNED/SHARED BY WITH SOCIAL MEDIA SITES
COMPANY
% Comp 7 O 0 Index 98 % Comp "l 3 ] 1 Index
SOCIAL MEDIA COMPANIES SHOULD NOT BE ALLOWED TO OWN SHARING MY PERSONAL INFO WITH FRIENDS/ACQUAINT. IN SM
OR SHARE MY PERSONAL INFORMATION ENVIRONMENTS DOES NOT CONCERN ME
% Comp 80 . 8 Index 96 % Comp 24 . O Index
Benchmark: Canada Copyright © 2021 by Emironics Analytics (EA). Source: 2021 Emdronics Analytics, 82021 Environics

Research, ©Numeris 2021. Al Rights Resened., Copyight 2021 Delvinia, 2021 Ervironics Analhytics
J.C. Williams Group, ©2021 Emronics Analytics. PRIZMis a registered trademark of Claritas, LLC.
used under license.. (hitps Jen environicsanahics caBErvision/About/2020)

IndexColours: |\ =B0 ] 80-110  [Ie |

*Chosen and ranked by parcent composition with a minimum of 5%
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22 e Opticks Social | Social Media Activities

Target Group : Indieville (22) Household Population 18+: 438,155
n FACEBOOK u TWITTER '@l INSTAGRAM m LINKEDIN
76.9% currently use 33.5% currently use 42.5% currently use 48.6% currently use
Index: 96 Index:126 Index: 121 Index: 123
Top Activities (Daily) Top Activities (Daily) Top Activities (Daily) Top Activities (Weekly)
m Read Searchand Vi joby
U SRBAN “naies Y 2 Foadrows Criliootur | Um h : nevelbod  mviewolher  poding
CORE & COUPLES Walch videos View pholoshideos  Like photoshvideos profiles

.Targeleuq:.Bandwa‘k .Ta'gat(implamdmnk H Target Group I Benchmark

n YOUTUBE & SNAPCHAT e WHATSAPF

I Tamet Goup [l Benchmark

Younger and middle-aged urban singles
and couples

74.3% currently use 14.3% currently use 48.1% currently use
Index:108 Index 110 Index: 139
Top Activities (Daily) Top Activities (Weekly) Top Activities (Daily)

8.0% 76% §5% 6.8%

Wlch videos  Likeldidike  Walch live
wvidaos videns
M Tamet Goup B Benchmark M Tamget Group B Benchmark

Benchmark: Canada Copyright © 2021 by Environics Analyiics (EA). Source: 2021 Emronics Analytics, 22021 Envronics
Research, ©Numeris 2021. All Rights Reserved., Copyright ©2021 Delvinia, €2021 Emdronics Analytics

| J.C. Williams Group, ©2021 Environics Analytics. PRIZMis a registered trademark of Claritas, LLC.

used under license.. (htps flen emvironicsanalyics .ca/BEnvsion/fbout/1/2020)

Chosen and ranked by percent composition Index Colours: | <80 | 80-110 _
(Mndicates variables with low sample size. Flease analyze with discretion
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Cross-Shop

How do you use cross-shopping to maximize opportunity?

53
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s Bay at CF Sherway and Oshawa Centre

Hudson’

Oshawa Centre

CF Sherway Gardens




Unsurprisingly, the Extent of Lockdown by
Region Impacts Stores Unevenly

HUDSON'S BAY HUDSON'S BAY
CF Sherway Gardens (Toronto) Oshawa Centre (Oshawa)
2020 68K Visits 3 /K visits
2021 1K visits 10K visits
-98% -74%

ENVIRONICS
ANALYTICS

Source : MobileScapes, Dec 2019/2020 , Hudson ’s Bay at Sherway Gardens and Oshawa Centre ©2021 Environics Analytics



Cross-Shop Implications for Shopper Journey

February 2020 February 2021

Hudson’s Bay
Only Shoppers

CF Sherway Gardens
Only Shoppers

Hudson’s Bay CF Sherway Gardens

Only Shoppers

(11%) S (83%) (99%)
Hudson’s
Bayand
also mall
Hudson’s Bay Oshawa Centre Hudson’s Bay Oshawa Centre
Only Shoppers 91% of Only Shoppers Only Shoppers Only Shoppers
0
(9%) e (86%) (15%) (92%)

Bay and
also mall

ENVIRONICS

ANALYTICS

56 Source: MobileScapes, Feb 2020/2021, Hudson’s Bay at Sherway Gardens and Oshawa Centre ©2021 Environics Analytics



Relocation

When does relocation help you maximize your revenue?

How can you measure in advance?

57
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Estimated % of Total Mall Visitor Traffic From
Each Location:

Mall 1 Total Retailer in Mall 1 Mall 2 Total Retailer in Mall 2 —
105,988 — Previous 48,897 New Location

Location 8'430
15,478 8,430 (17%)
(15%)

Transfer from Former to New Location:

_— ) ) Retailerin Mall 2 — New Location
Retailer in Mall 1 — Previous Location . . .
. 1,724 visitors (or 11%) with same device ID
15,478 total visitors

were also seen in 2020 at new location

ENVIRONICS

58 ©2021 Environics Analytics



Compare Lifestyle Types by Trade Area

Trade Area Households: 2,475,022 Trade Area Households: 1,561,874

Index vs Index vs
Trade Area Toronto Trade Area Toronto
PRIZM Segment Households % CMA PRIZM Segment Households % CMA
F1 03 Asian Sophisticates 167,604 6.8 189 F103 Asian Sophisticates 189,220 12.1 339
F1 07 Mature & Secure 125,564 5.1 153 F1 07 Mature & Secure 97,390 6.2 188
F2 10 Asian Achievement 186,664 7.5 219 F2 10 Asian Achievement 187,517 12.0 348
F2 20 New Asian Heights 159,285 6.4 197 F220 New Asian Heights 155,391 10.0 304
F3 31 Metro Melting Pot 326,174 13.2 112 F331 Metro Melting Pot 225,078 14.4 123
U3 12 Eat, Play, Love 302,505 12.2 189 U4 61 Came From Away 170,078 10.9 115
U3 22 Indieville 168,957 6.8 156 High Trade Area Segments 1,024,674 65.6
U4 61 Came From Away 263,201 10.6 113

High Trade Area Segments 1,699,954 68.7

ENVIRONICS
ANALYTICS
59 ©2021 Environics Analytics



Evaluate Market Potential Trade-offs

Average $/ Hhd in Trade

Area
Mall 1 Mall 2 Toronto CMA
Boys (aged 4 to 14): Athletic footwear S30 S26 S31
Boys (aged 4 to 14): Clothing S92 S80 S98
Girls (aged 4 to 14): Athletic footwear S21 S19 S21
Girls (aged 4 to 14): Clothing $119 $106 5123
Men (aged 15 and over): Athletic footwear S114 S114 $120
Men (aged 15 and over): Clothing $749 $803 $810
Women (aged 15 and over): Athletic footwear $100 $102 $103
Women (aged 15 and over): Clothing $1,246 - $1,259

With a few noted exceptions, both
trade areas score below the
Toronto CMA on average spend per

household.

60
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Mobile Analytics and Data Analytics Drive Growth

ldentify high Measure
. , Q opportunity marketing Overlay PRIZM
@ ssess competitor neighbourhoods performance — identify

impacts

g Optimize marketing
displays to known

audience

Tailor messaging and
creative to relevant
audiences

—1; |dentify gaps and
opportunities in
customer profile

9

Compare performance
to market

shopper profile

Size the prize -

identify market ‘ $ y
potential
Analyze commute/travel
patterns —home or work

Assess @
employment/daytime

61
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Summary and Questions?

Navigate changing consumer through unprecedented change

Evaluate store performance and build market share

Evaluate real estate decisions: relocations, expansions, competitive impacts

Evaluate marketing decisions: media preferences by lifestyle to market effectively

CONTACT: Michele.Sexsmith@environicsanalytics.com

Stephanie.Mclsaac@environicsanalytics.com

62

ENVIRONICS
NALYTICS
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