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2022 Data Release Kickoff

Why we update annually
Why PRIZM
How these data are combined with big data

EA data and 1st party data
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Population Trends Based
on 2022 DemoStats
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Population Trends in Canada
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Immigrant vs. Total Population Changes in Canada
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Canada’s 5 Year Growth
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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
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Rank Municipality
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4 Saint-Philippe
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4 Brampton
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Western Provinces
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What Is It?

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

e PRIZM

Top 15 Sggments ENVIRONICS
Wictoria Irade Area
= 3
: +

ESQuimay
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PRIZM Overview

The PRIZM segmentation system classifies Canada’s neighbourhoods at a postal code-level into

actionable, lifestyle segments.

(15 bacncucvne: [ ¢, oowessiss

Look up your segment!
https://prizm.environicsanalytics.com/

Source: PRIZM 2021

PRIZM Captures:
[8] Aging population

E] Increased cultural diversity

More urban lifestyles; Emerging urban Fringe

@‘ Emergence of Millennial lifestyles
8;{% Evolving household types
M4W 3H1  Uniqueness of each 6-digit postal code

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

17

demographics, psychographics, and other behaviors
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Generation Z

m GenZ

m Millenials

Gen X

m Boomers

Silent Generation
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Generation Z Population Growth
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Generation Z: PRIZM

Sturgeon Gounty

Markham

Stratheana County
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Cultural Diversity
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Immigrants in Canada

% of Immigrants by Place of Birth in 2022
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NewToCanada

% Permanent Resident by Country of Citizenship
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NewToCanada

% Permanent Residents from Nigeria to Winnipeg
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National Household Income Trends
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5 Year Employment Changes

Percent In the Labour Force
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Place of Work: Work from Home

Work from Home by Urbanity
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2022 Year-to-Date Product Updates

Demographic

DemoStats

CensusPlus

DaytimePop

AccultuRates

New

NewToCanada

Segmentation

PRIZM

PRIZM QC

DELTA

Psychographic

SocialValues

Behavioural

New Variables
Opticks

powered by Vividata

New Variables
Opticks

powered by Vividata (Gender)

New Variables
Opticks

powered by Numeris

New Variables
Opticks Social

powered by AskingCanadians™

New Variables
Opticks Mobile

powered by AskingCanadians™

New Variables
Opticks eShopper

powered by AskingCanadians™

VisitorView

Geographic & Locational

Q Enhanced PCCF
Q; Streets & Boundaries

Points of Interest

Spectra Trade Areas

ShoppingCentres

TrafficCounts

ChainLocations

Business

0 CommunityHealth
0 Vaccinelnsights

Mobile Movement

& MobileScapes
W Out & About
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2022 Year-to-Date Product Updates
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2022 Year-to-Date Product Updates

Demographic Segmentation Behavioural Geographic & Locational
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Opticks
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powered by Vividata Qﬁ Enhanced PCCF
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2022 Year-to-Date Product Updates
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Behavioural Data Updates - Vividata

Behavioural

o Opticks VARIABLE CHANGES

powered by Vividata

* 6019 variables compared to 5143 variables last year
* Notable new themes include:

* Alcohol consumption by type of beverage
Online product/service research behaviours

* Shopping decisions based on influencers Politcs
* Psychographics - Trust in news Government expanding electric vehicle rebate
* Electric vehicle factors in deciding/buying program to include trucks, vans, SUVs

Electric SUVs, trucks now eligible for Canadian EV rebates

Transport Minister Omar Aighabra says the feds will raise the maximum qualifying prices on Monday,
April 25

Jordan Maxwell
Apr 22,2022 - April 28,2022 « 1 min

Program offers $5,000 rebate for new electric vehicle purchases

CBC News - Posted: Apr 22, 2022 12:15 PM ET | Last Updated: April 22

ute read - [J 22 Comments

Electric Vehicles — Deciding Factors to Buy/Lease [Most Imprt]
— Government Incentives and Policies (P)

ENVIRONICS

ANALYTICS
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Behavioural Data Updates - Vividata

Behavioural

Psychographics - Vividata | Trust in News

TRUST IN NEWS - STATEMENTS

Most o the 1 sie7 100 1671 100

powered by Vividata |
The neirs | access tends 1 be intune with my oun polical views st 104 1877 s

* 6019 variables compared to 5143 variables last year

* Notable new themes include: S — ——
* Alcohol consumption by type of beverage
* Online product/service research behaviours I
* Shopping decisions based on influencers - R R
 Psychographics - Trust in news ITE
* Electric vehicle factors in deciding/buying P e SEEEEEEEE

s e I R R I
W s o s
e
iy G wi m w5 e w0 ma @ s
Py G% 5 Bnm o sa W T e sy o xm o @ xe W
Gres e st Gn o me % we W ma o we s nw s xe
- — Ko s o GO 18 i Gos S Bm o me | nr e e | e e »u
H i ENVIRONICS Covers poitics and elections 56.43 1000 3377 10s| 3821 99 1882 104 3891 100 2811 98| 2002
Behavioural - Vividata | Media Overview e e oo Fe R R et - T
Trade Area:Ottawa - Gatineau, ON/QC (CMA) Household Population 14+:1,246,539
pres—— T ————
8 RADIO Listeners: 79.8% TELEVISION Viewers: 95 4% Readere 250% = Colours - 110 | |
4 Index:100 Index:101 l
8.0 Houseae 19.5 vourcone- 0.6 |BENAVioUral - Vividata | cOVID-19 Impact: Sources of Information
Index: 35 Index102 Indexc ) )
Trade Area:Ottawa - Gatineau, ON/QC (CMA) Household Population 14+:1,246 539
Top Formats™ Top Program Types™ Top Sections Read™"
TRADITIONAL MEDIA SOURCES
= = ey CAEEs Cans - Poromal Lse g o o Siorss e ] Complisly tust 50 R Sa o3 es R R CEa——
S S— W T B s [T i I g e P S -
Undecigea 204 e w0 o we s 25 %2 sl a7 20 o
Semeunatas nottust P B w2 ws o s ws % 12 w1
Readers: 69.5% Users: 100.0% Do not trust at all 71 T4 96 58 57 102| 73 6.6 m 80 76 105|
. MAGAZINE m INTERNET % DIRECT/QUTDOOR
Index:103 Index:100 iy < >
1.5 Hoursivontn® 25.4 Hours ontine past week 2 Times used public transit pas) SOCIAL MEDIA AND NEWS
Index:97 Index: 104 Index:99
dos ot
Top Titles® Top DM Formats Used to Plan/Make Pt ‘Completely frust 6 EE) 76 m e 3 26 g
Someumattnst s r o ok 05 ws| s 215 %
Undecided 275 27.0 102 304 311 98| 451 433 104
Someunato nottust 26 ste w153 63 sl e 150 o1
Donat st at i vt 56 w7 57 w| s 5 9
! )
W T A W Sanenmark W e B Banenmark W T i B sznomek | OTHER SOURCES
Heatlcae Professonais
Benchmark: Canada Copyright ® 2022 by Environics Analytics (EA). Sour % Base
. N . Completely trust 148 145 102 403 370 109 93 97 96
s et iercoms A m s S a0 w2 o K
o%en o nde rarieng in U 5% composton Undecided 180 176 102 n3 134 84) 346 343 101
not frust 122 138 88| 51 5.1 100 103 10.5 88|
Donot st at i 76 or ] 20 w s b
P )
Benchmark: Canada Copyright © 2022 by Environics Analytics (EA). Source: ®2022 Vividata
(Bas2 s o I calcutans) nsoxoours: [R50 o]
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Behavioural Data Updates - Vividata

Behavioural

° Qo Behavioural - Vividata | COVID-19: Statements

Opticks o _ e ——————
powered by Vividata O O | ——— I
* Vividata collection period for major markets spans 12 months from i e

Q4 2020 to Q3 2021, and local markets from Q4 2019 to Q3 2021. [ T B |

* Vividata offers 181 COVID-19 Impact variables including new themes on

. e Base % inde] "% Base % _index|
working from home (WFH) A N
Behavioural - Vividata | Post cCOVID-19 ey LR

iy Dsagree 0o ar
Trade Area:Oltawa - Galineau, ONIQC (CMA) Household Population 14+:1,245,539)

Iprefer to be in the company office.

Activities Look Forward To Doing

I

Socializing

Daing 133 55 %
Going t restaurants, bars orright clubs. 615 55 105
Having physical Contactvith family and fiends. 660 618 07
Paticipaing n group actites 33 416 104
Parying 23 211
Seeing family and iends i person 712 &8 s
Entertainment

Atiening events, festivals or concerts 57 us 1w
Attending sports events excludes professional spots) 25 20 W2
Atiending to professional sport events or games. 28 1w
Going 1 the movies a3 B2 s
Driving more: 144 s o7
Shopping n-store 2 25 w9

Traveng outide of Caf X .
x:i";"uw:‘:“g;m Behavioural - Vividata | COVID-19 Impact: Digital and Social Media
et back oo ] Trade Area:Ottaa - Gaineau, ONIQC (CHA) Houshold Population 14+:1245 539

Going 1o a salon, barber

oLl TV SUBSCRIPTION SERVICES - OTHER VIDEO STREAMING @ AUDIO STREAMING
Chidren going back o -
Goingback o vk = e pm=uis] |
‘ Signifcanty incroased 197 1730014 Sgoitcanty ncroased 95 G5 il  Sonicanly ncreased 53 65 o
Somevhat increased 270 275 % Somewhatinceased 26 23 12 Someshatincessed 29 192
No change @8 95 % Nochmge @8 543 9 Nochnge G4 665 98
Benchmark Cona Somevhat decreased 21 25 8 Somewhatdecreased 20 22 89 Somewhatdecreased B 39 %
- Signifcanty decreased 21 22 S Sigoifcanly decreased () 15 18 a4 Sigofcanty decressed 24 28w
IE_I DIGITAL NEWSPAPERS DIGITAL MAGAZINES
% baso % _index| % Base % Index
Signicanty incressed 55 55 101 Sgniicanly nceased 27
‘Someuhatncraased 26 27 105 Somewhatincreased ®0 15 %
No change 69 656 100 Nochange w0 21 10
Somenhat decreased 34 39 Somenhat decreased 36 45
Signifcanty decrezsed 31 33 %5 Sigoifcanty decreased 5 38 @
@] SOCIAL MEDIA @ ONLINE SHOPPING
% “index %~ Base % Index|
Signifcanty inreased 780 138 102 Signilcanly inceased 27 2050
Someshatncrsased 308 285 108 Someuhatincreassd 3 wms 105
No change 86 2 9 Nochange B w7 @
Someuhat docroased 33 41 81 Somewnatdecroased 20 27T
Signiicanty Gecreased 29 24ENE  Sgniicanty decreased 19 15|24

COVID-19 Impact — Statements — | have a better work/life

Benchmarc Cansé

(5350 use for ndex caesatons)

balance when working from home — Strongly Agree (P)

ENVIRONICS
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Behavioural Data Updates - Vividata (Gender)

Behavioural

VARIABLE CHANGES

* Same variable changes and COVID-19 considerations apply to the population based (P) variables from
Opticks Vividata to Vividata (Gender

Opticks * 4923 Male and 4923 Female variables compared to 4388 Male and 4388 Female variables last year

powered by Vividata (Gender)

. ; ; - ENVIRONICS
Ranking Variables | Trade Area Opticks Powered by Vividata (Gender) | Trade Area E==
Trade Area: Alberta
B
| Counl % Base Counl Base% %Pen index] | Counl (ropaty (Gender) (Total)
ot tomaie- Producs
V000S5_ M Male - ) 662354 1807 6677425 2071 992 87 Male - Electric Vehicles - Deciing Facors To BuyiLease [Mst Impi] - Cost (P) 662354 1807 3603 6677425 2071 g & %
VRGP P St Vs ooty Fots et o ) Tt e cames A% ne o o S s - Geog ot o B ese M oot ) T mew  an cmms  aw  wn 5 @
e i & T ames 10 nemms P o i 7@ s awesw 71 o
VODOST M Mae - ) 14062 341 5534 172 205280 Male - Electic Factors ) 14062 311 621 555964 172 3 48 [UEO TS
V000S7_F  Female - Electric 29603 081 441572 137 670 SSE Femae - Electric actors 20603 081 162 441572 137 272 59 60
VOOUSEM Mae s259 151 3338 122 1405|424 Male - Electic Factors S5 151 301 8338 12 24608 2
V000SB_F  Female - 39178 1.07 341855 106 1146 101 Female - Electric 39178 107 214 341855 106 210 101 102
V000S9_M  Male - 84008 229 946951 294 837 IR Male - Electric Factors 84003 229 457 946951 294 592 ”
V00059_F  Female - uture 87466 239 618,021 192 14 vs\j -emale - Electric 87466 239 479 618021 192 0| 125 A
V00060_} lale - 318758 872 2054169 637 1557 Male - Electric Factors 319758 873 1740 2054169 637 12385 137 1
V000BO_F  Female - 194853 532 2011191 624 969 85 Female - Electric actors ® 194853 532 1067 2011191 624 1237 8 %
VOOOBT_M  Male - 85474 179 647289 201 1012 89 Male - Electric Factors 65474 179 356 647.289 201 405 89 3
\VOO001_F  Female - 52001 142 521853 16 9080 88 "emale - Electric 52001 142 285 521553 162 321 88 89
V00062_M  Male - 26390 072 306569 095 361N Male - Electric Factors 26390 072 144 306569 095 192| 7 75
V00062_F  Female - 14508 040 206,036 064 704062 Female - Electric 14508 040 079 206036 064 127| 62 63
VOD0S3_M M- ) 83838 229 682165 212 1229 108 Male - Electric Factors 83839 229 456 682165 21 427 108 107
V00063_F  Female - actors: 91183 249 563219 175 1619 Female - Electric ) 91193 249 499 563219 175 3.47| 142 Rl
56 Female - Electric "
e 2% Male - Electric Factors 24
ac Female - Electric ") 76
Male - ing. Male - Electric Vehicles - Planning To Buy/Lease [Mst Impf] - Within 6 months (P) (1) s
le - Planning Female - Electric Vehicles - Planning To Buy/Lease [Mst Impt] - Within 6 months (P) (*) %
Male - Electric Vehicles - Planning To Buy/Lease [Mst Impf] - Within 12 months (P) Male - Electric Vehicles - Planning To Buy/Lease [Mst Impt] - Within 12 months (P) 38
Female - Electric Vehicles - Planning To Buy/Lease [Mst Impt] - Within 12 months (P) (1) Female - Electric Vehicles - Planning To Buy/Lease [Mst Impf] - Within 12 months (P) (1) @
Male - Electric Vehicles - Planning To Buy/Lease [Mst Impf] - Within 2 years (P) lale - Ele hicles - Planning To Buy/Lease [Mst Impt] - Within 2 years (P) 128
Female - - Planning Female - Electric Vehicles ir ase [M: 1] - Within 2 years (P) 5 %
- e i eics - Panang To By ez it - Loger an it ) s =
P o S P T3 BoLese 48 - s e 1 s =
- s e Elc e Focts et To B csv I D e 7 e
e Sesnoviises. ot o ToBoevs It O e ) ) Femie e F
hale - tors Not Male - Electric Vehicles - Factors Not To Buy/Lease [Mst Impf] - Cost (P) 104 103
Female - Electric Vehicles - Factors Not To Buy/Lease [Mst Impf] - Cost (P) Female - Electric Vehicles - Factors Not To Buy/Lease [Mst Impt] - Cost (P) 104 106
Nt i Vs P et mereased e
2 F Female - - Factors Not 3, Female - Electric Fa 25 25
V00073 M Male. actors N 1415 Male - Electric Vehicles - Factors Not 123
Male - Electric Vehicles - Factors Not To Buy/Lease [Mst Imp] - Performance/Sustainability (P) (*)
Foio. St e 5
Base to Household Population 14+ ase 1o

Environics Analytics as a company respects all gender identities. The current version of
Vividata (gender) currently only includes male and female genders. Limitations in
reporting of other genders identities are primarily related to low sample sizes.
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Behavioural Data Updates - Numeris

Behavioural VARIABLE CHANGES

* 4,598 variables compared to 4,409 variables last year
* Notable new themes include:
:’: * Disney+ and AppleTV+ have been added to capture user behaviour

related to those media streaming platforms
* Numeris RTS collection period is from Q3 2020 to Q3 2021

—_—
: : - ) . ENVIRONICS ; ; . . . ENVIRONICS
I OptiCkS Behavioural - Numeris | Digital - Mobile Phone Activities _l Behavioural - Numeris | Sports & Leisure Overview - Participate _
. Trade Area: Winnipeg, MB (CMA) Household Population 12+: 734,016 Trade Area: Winnipeg, MB (CMA) Household Population 12+:734 016
powered by Numeris
ACTIVITIES SITEICONTENTACCESS
Top Individual Sports
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Behavioural Data Updates - AskingCanadians

Behavioural

Opticks Socidl

powered by AskingCanadians™

Opticks Mobile

powered by AskingCanadians™

Opticks eShopper

powered by AskingCanadians™

VARIABLE CHANGES

* AskingCanadians collection period is Q3 2021

* Opticks Social notable new themes include:
* Frequency of watching eSports or competitive gaming through
social media platforms

* Opticks Mobile notable new themes include:
* Purchasing intent or ownership of smart home security systems
(self monitored or professionally installed)
* Online gambling and trading cryptocurrencies from a mobile
device

* Opticks eShopper notable new themes include:
* Purchasing cannabis products
* Participating in a virtual gym

Opticks Social | Social Media Activities

Q- ® warsaer
L") 2 —_—
H H . ENVIRONICS
Opticks Mobile | Phone Purchase Behaviours _
Trade Area:British Columbia Household Population 18+:4 248155
MOBILE PHONE PURCHASE BEHAVIOURS [PST YR]
DOWNLOAD A COUPON COLLECTLOYALTY POINTS AS A METHOD OF PAYMENT
21.0% 9.3% 9.8%
Index: Index: Index:
About once per month About once per month Afew times per month
PURCHASING PRODUCTS RESEARCHING PRODUCTS VIEWING STORE FLYERS
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Index: Inds Index:
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2021 Census and
Environics Analytics Datasets
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StatsCan 2021 Census Release Schedule
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April 27 July 13

2022 2022

* Age * Families and

e Sex at birth households
* |ncome

¥
=
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August 17 September 21
2022 2022
* Language * Indigenous
population
* Housing

O
October 26 November 30
2022 2022
 Citizenship and e Education

immigration * Labour Force

Ethnocultural and
religious
composition of the
population

Mobility and
migration
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StatsCan 2021 Census Release Schedule
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e Sex at birth households population immigration e |Labour Force
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StatsCan 2021 Census Release Schedule
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e Sex at birth households population immigration e |Labour Force
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migration

ENVIRONICS

©2022 Environics Analytics



StatsCan 2021 Census Release Schedule

April 27 July 13
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* Age * Families and
e Sex at birth households
* |ncome

2021 Release 2
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2021 Release 1
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2021 Release 3
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Upcoming Data Release
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Upcoming Product Updates - July Release

Demographic Financial Location Automotive

Release 1 Rebuilt
CensusPlus o WealthScapes o WealthScapes Lite Businesses AutoView
ENVISION Rebuilt
o NewToCanada o HouseholdSpend o FoodSpend ChainLocations EVTrends
CrimeStats o LiquidAssets o AgeBylncome Spectra Trade Areas
' ’ Health
' New Variables
o ch::;\ ﬁﬁfﬂfﬂﬁfimm i Financial Institutions 9 Vaccinelnsights

Behavioural

o powered by Vividata

Cannabislnsights o Neighbourhood View™ Business

BusinessProfiles
Homescan® Profiles WealthTransfer

EmploymentProfiles

OO0

Please note product release dates are subject to change.
ENVIRONICS

ANALYTICS
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2022 Products Updated More Frequently

Twice a Year Quarterly Monthly Weekly Daily

Enhanced PCCF Spectra Trade Areas o VisitorView gg?g‘(ejggﬂis o MobileScapes Plus
o ChainLocations 0 ClickScapes ll;_/l}s\b/i/lg%:gpes
o WealthTrends a WorkplaceNow
EVTrends
o NewToCanada

IRONICS
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New Products
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New Products

 WorkplaceNow
* NewToCanada

 MoverStats (coming soon)

53
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a WorkplaceNow
Introducing: WorkplaceNow

* Provides estimates of the number of workers and days worked at Canadian
employment locations

* Track occupancy levels and gauge the transition back to the workplace

Estimates are summarized by week and by month for trending

Data available from January 2019 to Present, updated monthly

Compare utilization  Planretail staffing  Plan transportation
patterns and inventory service

ENVIRONICS
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a WorkplaceNow
Compare Workplace Activity to Pre-Pandemic

Count of Workers at Employment Locations by Month
Destination Centre-Ville BIA (Montreal, QC)

300,000

250,000 .
\\ Recovery starts in
'\—F ‘\/\ second half of 2021

200,000

150,000 \ Drop in workplace
- population caused by
100,000 COVID-19
+
50,000 e
0
Q Q X R e QA & < < < <
,boy* & & W& ¥ S » ) @@"’ & &@@ &
N @ :OQzQ () %O QQ’(.»
=@=2019 =@=2020 =0--2021 2022
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a WorkplaceNow

Compare Workplace Activity to Pre-Pandemic

Count of Workers at Employment Locations by Month
Destination Centre-Ville BIA (Montreal, QC)

300,000

250,000

.\’_ ‘\/\’
200,000 A T
150,000 % Approaching pre-pandemic
levels of workplace activity as

\ 4 . .
100,000 gap continues to shrink
50,000
0
Q QA & S N & » S & &
(\Q’b &be @’b‘(’ V‘Q @fb \\)0 > \)QS) é\\o \’(30
N & ¥ Q@ &
(OQ
=@=2019 2020 2021 2022
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O NewToCanada

Introducing: NewToCanada

e SiGtE CaadE Permanent Residents by Country of Origin ENVIRONICS
Lt | i g
f e -
| S -
{ : ’

el B

\ | el 1
I o NewToCa

nada

Winnipeg, MB

Permanent Residents

New Residents by Country of Citizenship - 2021 Q1 to 2021 Q4

e Captures Canadian immigration trends by
country and region of origin

* Built using data from Immigration, Refugees
and Citizenship Canada (IRCC)

* Variables broken down by permanent and

Temporary Residents

Count

%

Count

temporary residents...

Total 12,797

India 4,735
China, People's Republic of 1,651
Philippines 1,176
Nigeria 1,321
United States of America 158
Pakistan 232
France 12
Iran 42
Brazil 339
Korea, Republic of 213
United Kingdom and Overseas Territories 57
Mexico 26
All other countries 2,835

100.0%
37.0%
12.9%

9.2%
10.3%
1.2%
1.8%
0.1%
0.3%
2.6%
1.7%
0.4%
0.2%
22.2%

22,012
7,814
3,454

165
1,103
194
377
354
598
854
91
580
6,428

35.5%

07% .

s 0% * ..and by country (13) and region (19) of
oo origin

aon

* Updated quarterly

29.2%
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e NewToCanada
Strengthen Acquisition Marketing and Business

Strategy

& A

Personalize your Track immigration Find where
marketing trends residents are
settling
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e NewToCanada
Find Where New Residents are Settling

Permanent Residents by Dominant Country of Origin in 2021
- p
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Dominant Country of Origin

issemination Area
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Coming Soon: MoverStats

e Captures the number of people moving
in and out of Canadian neighbourhoods

* Includes demographic and PRIZM data
for the “moving in” population

* Uncover how neighbourhoods are
changing over time

e Data available starting from 2020 Q1

 Updated quarterly

60
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Questions?

inquiries@environicsanalytics.com
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