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Land Acknowledgement

We acknowledge the land of where our head office
resides is the traditional territory of many nations
including the Mississaugas of the Credit, the
Anishnabeg, the Chippewa, the Haudenosaunee and
the Wendat peoples and is now home to many diverse
First Nations, Inuit and Métis peoples. We also
acknowledge that Toronto is covered by Treaty 13
with the Mississaugas of the Credit.
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Welcome and Housekeeping

« All participants, other than the speakers, are muted.
* This session is being recorded.
 We will share the recording and presentation afterwards.

« Please use the Q&A panel for questions.
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The Opportunity is Now

President & Founder

ENVIRONICS

nics Analytics 2026
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2026 Spring Release

Rupen Seoni
Chief Client Officer
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Going from Data and Insights to Activation and Outcomes

DATA mmmm)  INSIGHTS

Over 40,000 Variables
at the 6-digit Postal Code Level

© Environics Analytics 2026

Emmm) ACTIVATION EEmmm)

Purpose-Built Insights Platform & 1st & 3rd Party Data Audience

Custom Analytics Projects

@ ENVISION

Activation in All Media Channels

OUTCOMES

Media Measurement &
Partner Collaboration

ENVIRONICS
ANALYTICS




Guiding Principles of ENVISION

Be ‘ Embedded

Innovative Expertise

=) ENVISION

Data
Insights th to
Activation Insights

Measurement faster
© Environics Analytics 2026




Who Uses It?

Government Policy Analysts

Agencies _ Insights
Retaill Planners

Academic M d rkete 'S

Data Scientists
Media Planners Marketing Analysts

Real Estate

Analysts

Executives Researchers
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Software to Unlock the Value of Your Data

() ENVISION Welcome back ® Help

A Home D STARTER TEMPLATES Favourites (6) All Templates

WORKSPACE Who They Are What They Do and Buy Where They Live, Work and Play How to Reach and Engage Them Dashboards

o000 2025 Beta Executive Reports

PROJECT % @ %E ;@ @

@ My Exec Project for QA

n/ﬂ\[ﬁ Reports SEGMENTATION MARKET INSIGHTS MARKET INSIGHTS EXECUTIVE REPORT EXECUTIVE REPORT EXECUTIVE REPORT
« PRIZM Profile Variable Ranking Area Ranking Segmentation Demographics SocialValues >
ASSETS Leverage the power of Create a list of variables, ranked by Create a list of areas, ranked based Pinpoint the top PRIZM segments Gain a clear picture of the Reveal the attitudes, values and
@ Areas segmentation to identify the top target group, customers or within on the presence of target groups, to sharpen your strategy demographic make up and mindsets that shape decisions
segments in your customer base, a trade area customers or variables defining traits

0.0 .
fgﬂ Customers area or for a variable

ﬂ Locations
@ Target sets RECENT REPORTS
OTHER Report Name Details Last Edited Owner Status
EE Download List
Benchmark: Canada

Media - Numeris - Loyalty TG Variable: Opticks Powered by Numeris 05/03/2026 a Shared
Target Group: Loyalty TG e 18,32,36 Target

Benchmark: Canada
SocialValues - Loyalty TG Variable: SocialValues 05/03/2026 & Shared
Target Group: Loyalty TG  18,32,36 Target

Benchmark: Canada
@ Notifications Demographics - Loyalty TG Variable: DemoStats, DemoStats Trends 05/03/2026 @ Shared
Target Group: Loyalty TG e 18,32,36 Target

Area: Canada

Geographic Level: Census Subdivision

Area Ranking - Loyalty TG 05/03/2026 a Shared

@ Account Target Group: Multiple target groups selected
Variable: PRIZM® LDU Bases ¢ 2025 Total Households

(= Logout Go to Reports

ENVIRONICS
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The Power of Our Data

Two of our most-used databases, for good reason

DemoStats PRIZM®
« Consumer demographics you don't have * Createtargetable segments
* Geographic market profiles * Create 360° view of consumers

* Findlookalikes

ENVIRONI
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DemoStats
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AREA: SASKATOON, SK

Repart | Source: Demographics | DemoStats

Benchmark: Canada

Summary

The population in Saskatoon, SK, shows a significant representation of individuals with Indigenous identity, accounting for 11.46% of the population—over

twice the national average. Additionally, 20.27% of households are in condominiums, far exceeding Canadian norms. This highlights a unique cultural and

residential compaosition in Saskatoon, reflecting a blend of heritage and urbanized living preferences.

7 Generated by Al
Saskatoon, SK Canada
Population Households Population Households
143,607 41,439,638 16,502,146
0.87%

Key Findings
Population Immigration
Variable Name Count * Index  Varizble Name Count * Index
Females 187,130 499 9% Immigrant 91,588 249 98
Muovwvers Pst 5 ¥rs 156,038 447 114  Recent Immigration 38,943 106 198

First Generation 103,413 28.1 90

Second Generation 45,648 124 78
Diversity Education & Work
Variable Name Count * Index  Varizble Name Count * Index
Wisible Minority 87,913 239 82  University Degres 81,325 40.3 107
Indigenous Identity 42,231 115 223 Home as Place of Work 23,521 114 &0
Mon-Official Single Maother Tongue 74,178 201 83
Mon-Official Single Home Language 41,818 114 -5
Households Income
Variable Name Count * Index  Varizble Name Dollar Index
One-Person Hhids. 40,263 280 92 Avg Hhd Inconee $138,511 100
Ome-Family Hhids. 91,797 639 102 Median Hhd Income $106,722 107
Housing Trends
Variable Name Count % Index  Variable Name Count % Index
Homes Built After 2016 24,219 16.9 126  Population Change 2026 - 2031 32,249 +B.6% 217
Omwined 95,576 b6.6 102  Household Change 2026 - 2031 13,275 +9.2% 217
Apartments 44,846 312 90
In Condo 29,107 203 131

EN
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DemoStats - Why it Matters

Population

Immigration .
, , 2026 Demographics
Diversity

Education & Work o
Projections for 10 years
Households

Income . . o
, Higher Geographic Precision
Housing

Trends

ENVIRONICS
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DemoStats - What'’s New for 2026

Updated estimates and projections: 2021, 2026, 2029, 2031, 2036

Improved cohort component model that includes immigration policy changes

Adjusted period of immigration calculations to align with IRCC

New and improved reports in ENVISION

ENVIRONI
13  ©Environics Analytics 2026




DemoStats - Population Growth is Slowing

Trend Rate of Change
50,000,000 43.1M 35
2031
3
40,000,000
41.4M 2.5
2026
_, 30,000,000 g;o 5
c T
8 £
v 20,000,000 % L +4.0%
()
e 2026-2031
1
10,000,000
0.5
" 0
S S S o S O S B O D s 2018 - 2020 - 2022 - 2024 - 2026 - 2028 - 2030 - 2032 - 2034 - 2036 -
“ Yo O > % v e g % Y 2019 2021 2023 2025 2027 2029 2031 2033 2035 2037
A Canada A Canada Canada
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DemoStats - Population Growth is Slowing

Trend Rate of Change
50,000,000 - 43.1M ~ 6
2031
5
414M
2026 *
30,000,000 o
2 &
= T
3 5°
O O +9.5%
20,000,000 & , 2026-2031
10,000,000 ;
+4.0%
0 0 2026-2031
0, 0, Ry Q5. Qs Q5 R Q. Qs Ry Qs 2018 - 2020 - 2022 - 2024 - 2026 - 2028 - 2030 - 2032 - 2034 - 2036 -
s % 0 ° ¥ v % W % % %
2019 2021 2023 2025 2027 2029 2031 2033 2035 2037
A Canada ~ Oshawa, ON (CY)  Canada
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DemoStats - Age Cohorts are Changing

Canada
Age Groups by Cohort
35
30
-
s ——
g 25 o
=
220 e
~ —e
g 15
5
e 10
5
0

2020 2022 2024 2026 2028 2030 2032 2034 2036
~N O0to 19 20 to 39 40to 59 N 60+

15 min Walk Time - EA Office

Age Groups by Cohort

70

60
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o o

% of Total Population
S
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0
2020 2022 2024 2026 2028 2030 2032 2034 2036

~ Oto 19 20 to 39 40t0 59 ~ 60+
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DemoStats - Visible Minorities

Canada Winnipeg

Visible Minority - Top 3 Visible Minority - Top 3

Ranked by % Ranked by %
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% of Total Household Population
(o)

% of Total Household Population
o

2

0 o)
2020 2022 2024 2026 2028 2030 2032 2034 2036 2020 2022 2024 2026 2028 2030 2032 2034 2036

A South Asian Chinese Black Other ~ South Asian Filipino Black Other

ENVIRONICS

18  © Environics Analytics 2026 ANALYTICS



PRIZM®
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PRIZM® Profile | Area

PRIZM® Profile - Area
Arez: Ottawa, ON (CV)

Variable: PRIZM® LDU Bases # 2025 Total Households

Benchmark: Canada
56 T Code
Ul M1 01
ut M1 0z
u F 06
51 72 0
1 F2 05
51 M1 oe
52 2 08
52 ¥a 11
F1 F2 03
FL M1 o7
F1 F2 18
53 F3 19
53 w3 24
53 F2 25
Rl 72 14
R1 F2 2
R1 <] 33
54 2 13
54 Fa 2
54 F1 32
55 72 28
55 ML 23
F2 2 10
F2 ¥2 20
F2 F2 27
uz M1 16
uz M1 23
uz F3 kL
uz M1 51
F1 F2 20
F3 <] 31
Fa 1 az
R2 M1 21
R2 72 28
R2 M2 2
R2 M2 50
uz 1 12
uz w2 22
uz Y1 40
uz 21 a7
uz F 55
T 1 ar
T M1 58
T F2 56
58 M2 21
56 ML 25
56 M2 53
56 M2 52
u F2 15
ua F3 17
us 72 51
ut F2 se
57 M2 a5
57 F1 22
57 F1 59
R3 Mz 26
R3 F 54
R3 M2 83
us v1 28
us ¥2 52
us Y2 57
us 1 50
us ¥2 57
us 1 L
us M2 22
us ¥2 58
us M1 85

Count

2326

16,504

18525

2740

20,441

4,258

7.3%0

Medern Suburkia 40,345
Asian Sophisticates 1848
Mature & Scure 30,738
Mulicultural Comerz 21,288
Family Mode 4,888
AlFTerrzin Famifies 239
Suburban Sporiz 1,667
Kek-Back Country 11543
Cauntry Traditionz 2184
MNew Country 399
Vie de fiEve 74
Crest Tiguidau 82
Familles Typique: 15
Stressed in Suburbis 5,468
Happy Medim 1,901
Asian Achisvement 558
Mew Asian Heights 1326
Diversité Nauvelle 5
Savvy Seniors 34618
Mid-City Mellow 17,359
Middle-Clazz Mozaic 3788
On Their Gwn Azai 32,058
South Asian Sacisty 4
Metro Melting Pot 3570
Diverse & Determined 29,906
Dowm ta Earth 280
Agri-Bi 0
Backzauntry Boomers 0
Country & Westermn o
Eat. Play, Love 11.360
Indizil 4,580
Lez Enarjeunes 1
Social Networkers 38,816
Enclavez Mulsiethnigues 0
Kxen on Trucking 0
O Town Roads 264
Indigenous Familiez 51
Seenic Rerinement 1147
Stow-Lane Suburts 164
Sibver Flatz 3,047
Suburban Reciners 1510
South Asian Enterprize. 52
Aszian Avenues 51
Came From Away 2,203
Midtown Movers 13,156
Vie Dynamiaue a2
Sanlicues Tranguilles 5
La Vie Simple 15
Fatrimoine Rusdaque a0
Vie au Village: 15
Amantz de |3 Nature o
Latte Life 5153
Frisnds & Roomie: 26,805
Juggling Acts 3,565
Vil Villagers 141
Juzt Getting By 792
Evodution Urbaine 0
Un Grand Cru a
Jeunes Biculturelz 19
Azés & Traditionnels 1
Report Totaks 452,557

=

052
363
264
214
450
138
163
2.88
036
676
588
108
005
0.37
254
052
009
002
002
000
120

o1z
0.8
002
7.62
382
083
705
0.00
078
658
006
0.00
0.00
000
250

000
254
0.00
0.00
006
001
025
00
0.67
033
001
001
058

001

Baze Count

94,645
161,532
172,809
1574748
223989
344724
201264
370,155
132305
261,783
340,875
314756
153,945
292,987
202678
2769
196,656
176823
292,985
242,030
257,288
152,308
193783
243940
136,631
298014
360,592
843
257,053
125,804
345,669
275767
222,944
173423
231109
277069
I98ETS
230,987
719,103
328,667
92,982
52411
181,759
204,654
312437
232860
144392
409,352
279432
95911
252,503
122,981
252002
123249
282,525
131747
296923
236831
132,423
457,639
267728
244768
352,160
130.228
153105
162,289
376401

16288077

Baze %

058
058
110
057
138
212
124
227
081
161
200
183
058

119
153
0B
244
2m
140
158
050
212
1.69
177
110
203
170

142
135
202
081

100.00

% Pen

1022
9.25
619
913
182
.67

1090

1174
218
156
015

570
134
020
004
002
001
213
113
029
053
007
a70
481
186
1247
0.00
103
1084
010
0.00
0.00
000
285
285

1181
0.00
0.00
015
002
037
008
211
037
002
005
178
715
001
0.00
001
002
001
000
289
586
133
006
022
0.00
002
001

279

00 0 20 40 60

INDEX

Apr 14, 2026 - 09:26 AM

80 100 130 240 340 420 500+

Social Groups (5GF [l Urban [ Suburban [0 Urban Frings [ Town [ Rursi
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PRIZM - Overview

67 lifestyle segments - every postal code assigned

» Updated assignments based on latest
multidimensional data

» Build & personify relevant consumer segments

* Find lookalikes in your database

* Score the best geographic locations to find them

« Reachthemin media

ENVIRONICS




PRIZM® Profile | Area Apr 14,2026 - 09:26 AM

PRIZM® Profile - Area

Area: Ottawa, ON (CV)

Benchmark: Canada

Wariable: PRIZM® LDU Bases « 2025 Total Households

6 T Code  Mame Count = Baze % %Pen Index INDEX t t m
Ul M1 01 The A-List 2328 052 058 248 89 e S u S 0 e r S
U1 M1 0z Wealthy & Wize 16,504 263 089 1022 366
U1 F1 06 Doumtown Verve 16,525 264 110 225 m
51 ] 02 9720 214 087 519 22
s1 F2 05 20,481 450 138 243 327
51 M1 oe 6,258 138 212 182 85
52 F2 08 7390 162 124 267 132
s2 ¥ 11 Madern Suburkia 40,355 a8 237 1090 291
F1 02 Azian Sophisticates 1626 036 0.1 124 45
F1 M1 o7 Mature & Securs 20,738 576 161 1174 421
F1 F2 18 Multicultural Camers 21,288 588 209 (X1 229
53 F3 19 Family Mode 4838 108 193 156 56
53 w3 2 AlFTersain Famibies 238 005 058 015 5
52 2] 25 Suburban Sports 1,667 037 241 042 15
R1 F3 14 Kock-Back Country 11542 254 124 570 204
R1 2] 2 Country Traditionz 2184 0s2 182 134 28
R1 F3 33 New Country 99 ooe 1mn 020 7
54 F2 13 Vie de Réve 74 0oz 109 004 1
s4 F3 29 Ceat Tiguidou a2 002 241 002 1
sa F1 3L Famillez Typigu 15 000 149 001 o
55 F3 Y Stressed in Suburbia 5,468 120 158 212 76
5 M1 23 Happy Madium 1501 042 10 112 20
F2 F2 10 Azian Achievement 558 012 119 029 10
F2 ¥2 20 MNew Asian Heights 1326 02e 153 053 19
F2 F3 27 Diversité Nouvelle £ 002 136,621 084 007 2
uz M1 16 Savvy Seniors 34,618 762 398014 244 aro 312
uz2 M1 23 Mid-City Mellow 17,359 as2 221 481 173
uz2 F3 38 Middle-Clazz Mozaic 3786 08z 140 166 59
uz M 51 On Their Own Agai 22,058 705 158 1247 447
F1 F2 20 Sauth Asian Society 4 000 ase 000 0
F3 F3 1 Metro Melting Pot 1570 oFe 212 102 37
Fa F1 az Diverse & Determined 29,506 458 169 1084 289
mel | M AL | Doven fo Cod =0 008 it 010 2 Urban Older Families Suburban Middle-Age Suburban
RZ F3 48 Asri-Bz E 0.00 1o 0.00 o U Elite &Empty Nests M S Elite Families F3 1 Elite
R2 M2 9 Backcauntry Boomers ° 000 203 000 0
R2 M2 50 Country & Westermn o 0.00 170 0.00 [ Wealthy, older, urban families and couples High-income, middle-aged, suburban Large, high-income, middle-aged,
uz v1 12 Eat. Play. Love 11.360 250 245 285 102 families and couples suburban families
us ¥2 22 Ingisville 4580 145 142 285 102
uz ¥1 40 Les Enerjeunes 1 0.00 135 000 L]
uz w1 &7 Sacial Netwarkers 28,316 854 202 1181 423
uz F1 55 Enclave: Mulsisthnigue: ] 000 0.6 000 0
T F1 ar Ke=p on Trucking ] 000 032 000 0
L] M £ 03 Tawn Roads 264 006 112 015 5
T F2 56 Indizencus Families. 51 001 126 002 1
56 Mz 21 Seenic Retremens 1147 025 192 037 12
6 M1 5 Slow-Lane Suburbs 164 004 174 006 2
56 M2 53 Silver Flatz. 3047 067 oy 211 kL)
56 M2 52 Suburban Rechiners 1510 032 251 0s7 13
us F2 15 Sauth Asian Enterp &2 001 17 002
ua F3 17 Azian Avenues 51 oo 059 005 2
us F3 51 Came From Away 2293 (e 155 178 &4
us 2] a2 Midtown Mevers 13156 289 113 745 254
57 Mz a5 Vie Dvnamique 32 001 155 001 0
57 F1 y'] Banlieues Tranguilles 5 000 128,249 ore 000 0
57 1 59 La Vie Simple 15 0.00 288,525 177 001 o
R3 M2 26 Patrimeine Rustiaue 30 001 131748 081 00z 1
R3 F3 54 Vie au Village 15 000 296,928 180 001 0
R3 M2 83 Amantz de | Nature o 000 236831 145 000 o
us ¥1 28 Latte Life 5153 112 132423 081 289 129
us ¥2 52 Frisnds & Roemis: 26,808 580 457,639 281 586 210 High-Income
us ¥2 s7 Jugziing Acts 2565 e 287,728 164 133 a3 :Ejlli?:" Schg:'!;A%(: Suburban FaYnailljigE .
us F1 &0 Walue Villagers 141 003 242768 150 0.06 2 Diversity
Y RN C TRy o Cotin U oz 047 52160 218 022 e Younger and middle-aged, urban, Multi-ethnic, younger and middle-aged
ue F1 3 Evousian Urbaine o .00 180228 L4 .00 @ high-income households suburban families
us M2 2 Un Grand Cru u 001 153,105 094 002 1
us ¥z 58 Jeunes Bicultureiz 19 000 162,789 100 001 o
us M1 55 Azés & Traditionnels 1 000 376401 231 000 0
Report Totals 454,557 100.00 16288077 100.00 279 100 0 20 40 &0 80 100 180 240 340 420 500+

social Groups (56 [l Urben [ Suburban [ Urban Frings [ Town [ Rursi

ENVIRONICS
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NewPRIZM Segment Explorer

ENVIRONICS
NALYTIC

See Canada Through a Whole New PRIZM®
With Powerful Consumer Insights

PRIZM segments capture up-to-date demographics, lifestyles, consumer behaviours and settlement patterns of
neighbourhoods. Each segment has its own unique profile.

From target marketing and trade area analysis to merchandising and media activation, PRIZM helps marketers connect to

Francophone Only

- Older Families & .
u Urban Elite Empty Nests n Urban Elite

Very wealthy, cosmopolitan, middle-aged and older
families and couples

each Canadian with the right message using the right platform. characters.
APPLY FILTERS O ResetAl [@© PRIZM Lookup —CaEih B) Bmiins & @Y
Social Group Filters v 67 Segments ¢ 16,502,146 Households (100.0% of Total) e 41,135,584 Population (100.0% of Total) 12 Low/High by Segment Number
Lifestage Filters v
Household Income v
Educational Levels v

Older Families & High-Income Urban o wp 5
Empty Nests n Fringe Large Diverse Families B H Suburban Elite

High-income, middle-aged, urban fringe families,

Wealthy, older, urban families and couples

Contact Us

Discover which of 67 unique lifestyle types make up a neighbourhood.

Search by postal code or community area

e.g. M5V 3L9 or KeA 1E@ 4] Q SEARCH

Enter a postal code to search. Rural postal codes (e.g. KOA) can be searched using the first 3 characters. Urban postal codes require the full 6

Middle-Age Families E

High-income, middle-aged, suburban families and
primarily of Asian descent couples

22  ©Environics Analytics 2026

Look up your postal code
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360° View of Target Consumers

23

Best Customers

X i Large
Urban Older Families Suburban Middle-Age Suburban v
Elite &Empty Nests Elite Families Elite F[:"h"?l'iz‘:

Wealthy, older, urban families and couples High-income, middle-aged, suburban Large, high-income, middle-aged,
families and couples suburban families

High-Income
Urban School-Age Young
] Eiite Families Suborban Families

Younger and middle-aged, urban, Multi-ethnic, younger and middle-aged
igh-income households suburban families

© Environics Analytics 2026

ENVIRONICS




Actionable Target Segments

Best Customers

pe i Large
Urban Older Families Suburban Middle-Age Suburban v
Ul &Empty Nests Elite Familics [LIES) S1EH Diverse |f¥4
Wealthy, older, urban families and couples High-income, middle-aged, suburban Large, high-income, middle-aged,
families and couples suburban families

4

o
NI Y ) ) i . :
i ) 1 TS - \
B, = M * f
y2 U [RRY . | 0
¥ | g
|
I
High-Income
Urban School-Age Young
. Eite Families S2 Bl Families
Younger and middle-aged, urban, Multi-ethnic, younger and middle-aged
high-income households suburban families

ENVIRONICS
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Activate Your Targets in Digital Media

Best Customers Programmatic | PRIZM

Google Display
Bell osp D § Video 360
() theTradeDesk amazonadvertising
Urban QuerFamies YR burban El;li?:rban F[:)a'r‘vl;gé:s Rea C h yo u r \égrl:i)zon Media g Stack Ad a pt
Wealthy, older, urban families and couples aigi "IeﬂS gl Large, high—infome, middle-aged, a u d ie n Ce
m ORACLE’
B pARS TabQCla adform
Uil ™ ¢ P
L - Hivestack MediaMath
K Vot e st e, C_J) AMOBEE = PubMatic

A TREMOR INTERNATIONAL COMPANY
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New MobileScapes

26
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< Home
Active Geofences

Al Selected Geofences

Canadian Tire at RioCan X
Leaside Centre - 825...

Canadian Tire at X
Centerpoint Mall - 6310...

Canadian Tire - 2681 X
Danforth Ave, Toronto,...

7 geofences Edit List

Date Range
LastWeek  LastMonth  YTD
Apr26,2025 — Apr26,2026

Day of Week

Full Week Weekends

Sat
Time of Day
All Day (12:00 AM - 11:59 PM) v
Duration
Over 60 minutes v
Target Group

Canadian Tire

Canadian Tire at Centerpoint Mall - 6310 Yonge St, Toronto, ON,

M2M3x4

6310 Yonge St
Toronto, Ontario, M2M3X4

LSS/ Mass Merchants and Club Stores

Base Layer

Esri Community Maps Contributors, City of Toronto, Province of Ontario, York Region. Esri Canada, Esri, TomTom, Garmin, SafeGraph, GeoTechnologies, Inc, METI/NASA. USGS. EPA. NPS, US Census Bureau, USDA. NRCan, Parks Canada

Locations
Retail
Restaurants
Greenspaces
Financial
Activity
Travel
Retail Shopping
Centre
Fitness
Agtraction

ENVIRONICS

Powered by Esri

Copyright © 2026 Environics Analytics



MobileScapes - What Is It?

27

Comprehensive mobile movement database powered by cellular network data.
Modelled by an expert team of spatial data scientists.

Data are de-identified, normalized, aggregated and/or anonymized.

Accurate and representative movement profiles of the Canadian population.

Transforms signals into metrics that help researchers understand patterns at the location level.

Estimates the volume, time and duration of visits to 130,000+ locations.

Links visit data to EA consumer information so those visiting are described not just counted.

Questions It Can Answer

Who is visiting our locations, and what PRIZM
lifestyle segments do they belong to?

How does traffic trend week over week and
year over year?

Where are my current audiences coming from?
How does my PRIZM profile of visits compare

to my competitor’s?
© Environics Analytics 2026
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The Evolution of MobileScapes

28  © Environics Analytics 2026 ENVIRONICS




A NewMobileScapes Experience - Better Data. Clearer Insights.

We moved from a GPS-app-based model to cellular network data for greater stability and broader coverage.

New MobileScapes — cellular Network-Powered

e Always-on coverage — no app download required

Advanced volume-estimation modelling separates signal from noise, delivering stable month-to-month and year-over-year trendlines

Dedicated signal-quality correction automatically handles infrastructure changes that previously caused data gaps
Data anomalies reduced — the smoothest, most reliable trending data MobileScapes has ever produced
Privacy by Design (ISO 31700) certified — All data de-identified before it reaches EA

BUIlt fOl' Stablllty Cellular network data provides a consistently large, always-on sample — eliminating the supplier-driven volatility and delivering the smoothest, most
reliable trending data to date.

Fewer Anomalies 130K+ geofences Weekly updates

Smoother trends and more reliable Curated points of interest

Consistent refresh cycle with
visit counts at every location across every province and territory

3years of historical data

Quality First: A small number of locations are temporarily suppressed where visit estimates don't yet meet our quality bar. These will be released as models continue to improve.

ENVIRONICS
© Environics Analytics 2026 ANALYTICS




New MobileScapes - Available Features

(Z) ENVISION MobileScapes | Area ) Help £ settings (2] save

< Home

Active Geofences

Al Selected Geofences

e - o0 g rm Pre-aggregated data to EA geofences

: g ‘Canadian Tire at Centerpoint Mall- 6310 Yonge St, Toronto, ON,
Leaside Centre - 825... ot
Canadian Tire at x 6310 Yonge st
. Toronto, Ontario, MZM3X4
Centerpoint Mall - 6310...

Canadian Tire - 2681 x
Danforth Ave, Toronto,...

7 geofences Edit List

Date Range

Last Week  LastMonth  YTD

Apr26,2025 — Apr26,2026

ENVISION map-centric Ul

Day of Week

ol Week Weekends

. - / Locations
Sun Tue [wed| Thu sat - \ ;,
4 p w  Reni
. - 4 . . § Restauans
Time of Day h Greenspaces
2 4 5 - Financial

AllDay(1200AM - 11:59 PM) v/ 2 a Aty

Retail Shopping
Duration - . . Centre
= Fitness

Attraction

Over 60 minutes M

T | Map Pop-up with Location Attributes

2,663,929 28,644
Total Visits Average Daily Visits

? Destinations | 2 Origins  OXELELLNE

Daily Visits

Postal Code extract file (“Customer File”)

300000
200000 " N
100000

0

Total Visits per Week

4
Average daily visits
(H38) <
0-812
)
812-2057
=7 |l Hex Surface for CMAs
W 3755-6079
W oo Bsms
= W 8843-12264
Base Layer 2025.0021 a > > 20260426 W 12264-17216 -

USDA, NRCan,Pare Powered by Esn
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NewMobileScapes - What questions can | answer?

1. How much foot traffic does a specific location or geofence receive?

2. What is the overall level of foot traffic within the surrounding trade area?
3. Which neighbourhoods are driving visits to my location?

4. What are the PRIZM profiles of visitors to my location or my competitors?

5. Export a postal code list of estimated visits to use elsewhere in ENVISION

ENVIRONICS
ANALYTICS

31 © Environics Analytics 2026




New MobileScapes - W

nat is coming next in Q2?

= for McDonald's - Yonge & Dundas. The data includes urigue visitor counts, visit frequency metrics, and detailed demographic
selocted time poriad.

Visitation Summary

Total Visits Awg Dally Visits Mg Weekly Visits Aoeg Monthly Visits
® 8245 275 2,061 8,245
‘Weakday vi Weskend Visits Visit Ovigin.

F0% Weekaay visits
0% Weekend visits

ket (Census Subdivision)

Top PRIZM® Segments by Volume of Visits

-
21%
Demographic Summary of Unique Visitors

$147K Under 35 33%
Average Househald Maintainer Age Honssehcls with Chi
1 Person University High
Wisit Summary by Day of Week Visit Summary by Month

MobileScapes | Related Visits Analysis

9 Related within Category

42.5%

View Top 5 Related Visits by Banner

Visit Summary by Time of Day

Related Visits by Location - within QSR Category

32  ©Environics Analytics 2026 | . e s

& DownlosdCSV  MecDanakd's - Yonge & Dundas.

%6 Related Visits Outside of Category

67.8%

Related Visits by Location - outside QSR Category

4 CosmoProf (263 Northhicld Dr £ 1% "
2 EmonCenre 1 1%
3 CFloronto 16 2%
4 Yorkdale Shopping Centre 18% 1%
5 UnionStation 2% 15%

Summary Report with
top PRIZM and
Demographics

Related Visits Report

FootFall Dashboard
embedded in ENVISION

ENVIRONICS

ANALYTICS




Demo

ENVIRONICS
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Thank You

www.environicsanalytics.com
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