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Demographic Trends Topics

* Population Trends in Canada

* Provincial and Regional Trends
* Mid-Sized Cities

* Millennials and PRIZM

e Economic Outlook
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Population Trends
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Population Trends in Canada
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Natural Increase Declining
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Canada Fastest Growing G7 Country
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Provincial and Regional Trends
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5- and 10-Year Population Changes: Provinces
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Atlantic: PEI Saw Highest Growth
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Atlantic: Older Population
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Central Provinces: Ontario & Quebec
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Western Provinces
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5-Year Population Growth: CMAs
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5-Year Population Growth: Growth in West
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5-Year Population Growth: Mid-Sized Cities
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Visible Minorities in Mid-Sized Cities
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Diversity in Medium Sized Cities
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Millennials and PRIZM
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Millennials
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Canada’s Millennials: PRIZM
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i

YOUNG VERY YOUNG
URBAN SINGLES
CORE &COUPLES.

Vounger, well-educated urban singles
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Canada’s Millennials: PRIZM

2 2 INDIEVILLE

2 8 LATTE LIFE

INCOMES $124,418 $109,922 $91,040
DWELLING TYPE Apartments Low Rise Apt/Semi/Duplex Apartments
EDUCATION University University University
LEISURE Gourmet Cooking Bird Watching Health Clubs
Yoga/Pilates Ice Skating Gourmet Cooking
Jazz Concerts Live Theatre Hockey Games
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National Household Income Trends
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5-Year Employment Changes
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Class of Worker 2020 Highlights

m Employee

m Self-employed
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New PRIZM Segmentation
System
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A Fresh Perspective
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Why a Rebuild for 20207?

Canada continues to change and evolve
Significant changes in neighbourhoods
generally require updating every 10 years
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PRIZM at a Glance
- b/ 14 19 750,000+

Unigue Segments Francophone Segments Diverse Segments Postal Codes in Canada

Socio Economic Status MATURE
Indicator (SESI) 07 & SECURE Segment Name

Segment Picture

Social Group *Fq v R MT Lifestage Group

FRINGE

Older and mature upscale city dwellers
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Some Questions It Helps Answer

Which PRIZM segments are found within my What are the best channels to reach different
trade area? subsets of consumers or citizens?

Who are my best customers? Where
do | have new and emerging
opportunities?

How has the PRIZM profile of my customers
changed pre versus post-COVID-197
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Getting it Right:
Building PRIZM from the ground up




Great Data Make a Great System
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Rigorous Development Methodology

Exhaustive review
, of available data \
Evaluate, adjust Select themes and
and repeat variables

PRIZM

Create maps and Develop and
reports assign weights
. Use clustering
algorithms

=NV IRONIG S
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Achieving the Best Solution

K-medians clustering Run algorithm thousands
algorithm of times

Choosing data and
assigning weights
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Bringing Segments to Life: The Narrative

11 MODERN SUBURBIA

Multi-ethnic younger and middle-aged suburbanites

WHO THEY ARE

With one of the highest percentages of suburban households, Modern Suburbia is a magnet for
younger and middle-aged, diverse families with young children. Many of these acculturated households
contain first- and second-generation Canadians from Asia and South Asia who arrived in their 20s and
30s and have recently moved to new suburbs near large cities like Toronto, Edmonton, Calgary, Ottawa
and Vancouver. More than half the population identify as visible minorities: More than twice the
national average identify as Asian, and more than three times the average identify as South Asian. With
their university and college educations, they earn upper-middle-class incomes from a wide range of jobs
that afford them new single-family, semi-detached or row houses. And few segments are more mobile:
the number of residents who have moved in the last five years is nearly 70 percent above average.
Modern Suburbia members have crafted active lifestyles for their relatively large families and participate
in many team sports, including basketball and hockey. For a splurge, they head to kid-friendly venues
such as amusement parks, zoos and aquariums, admitting that Attraction for Crowds is among their
strongest values.

ENVIRONIG =
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Bringing Segments to Life: The Imagery




New Segments Have Emerged

Qf 67 PRIZM segments with new names and snapshots
Qf Easily identified francophone populations

/|  Continued identification of ethnic diversity

/| Increased urban intensification, new Urban Fringe
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1 3 VIE DE REVE 2 7 DIVERSITE 2 9 C’EST TIGUIDOU 40 LES ENERJEUNES 4 PATRIMOINE

NOUVELLE RUSTIQUE

Predominantly found in Quebec, these French speaking segments span
socioeconomic status” and are found in all urbanity types
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1 8 MULTICULTURAL 3 é MIDDLE-CLASS

03 Sopristicares | O3 s CORNERS 4/ Nerworkers

MOSAIC

ARl
Diverse Segments

€Q) 19 unique lifestyle groups

A

Exclusively found in and around city centres, these segments are highly
culturally diverse representing the continued growth of a multicultural

Canada
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ASIAN 7 ASIAN AVENUES
SOPHISTICATES

: 5 ENCLAVES
SOCIETY

3 O SOUTH ASIAN
MULTIETHNIQUES

Same Name Segments

Q00 4 unique lifestyle groups persisted from the previous PRIZM system
f‘
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Urbanity
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Urban Fringe

Town & Rural
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2 NEW ASIAN 27 DIVERSITE DIVERSE

HEIGHTS NOUVELLE & DETERMINED

O ASIAN 1 ASIAN
SOPHISTICATES ACHIEVEMENT

s
'

The Urban Fringe

ﬂﬂﬂ Suburban areas 30 years ago that are now much more urban as a
inlnl - result of intensification

00O Urban Fringe households, once consisting of large families, have
f i‘ ) shrunk, as children have left home, and empty-nesting couples have

aged in place
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Vancouver!
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B urban

[ Urban Fringe
I suburban

M Town
Rural
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Social G d Lifest
[ U1 - Urban Elite ][ U2 - Urban Older Y1 Very Young Singles & ‘ Y2 - Younger Singles & Couples ]
Urban ‘ Younger Years

l U3 - Young Urban Core l l U4 - Urban Diversity l Couples —
l Y3 - Young Families l
l U5 - Younger Urban Mix ll U6 - Older Urban Francophone l

[ F1 - School-Age Families ) F2 - Large Diverse Families ]
Family Life - ;
l F3 - Middle-Age Families l

[ F1 - Upscale Urban Fringe ][ F2 - Diverse Urban Fringe
L Urban Fringe
[ F3 - Midscale Urban Fringe ]

' S1 - Suburban Elite l' S2 - Upscale Suburban Diversity l

M1 - Older Families & Empty [ M?2 - Mature Singles & Couples ]
e — e ST T S —— Mature Years Nests
I S3 - Upper-Middle Suburbia | S4 - Upper-Middle Suburban
L Suburban Francophone

S5 - Middle-Class Suburbia
S7 - Lower-Middle Suburban
S6 - Older Suburban Francophone

l R1 - Upper-Middle Rural l l R2 - Lower-Middle Rural l
RuraI

R3 - Rural Francophone
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Similar, Yet Different

09 BOOMER BLISS

Urbanity

Income

Age

Marital Status
Dwelling Structure
Education

Mother Tongue

Suburban

140 k

60+
Couples/Families
Single Detached
University/College
English 95%
Non-Official 4%

1 6 SAVVY SENIORS

65+

Singles/Couples
Mixed
University/College/HS
English 87%
Non-Official 9%

Urban

112 k

60+
Families/Couples
Single Detached
College/HS
English 90%
Non-Official 9%
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Similar, Yet Different
T g poomerBiss |16 Sawy Seiors | 23 Mid-Giy Mellow

Top 5 Cities London, ON Ottawa, ON Winnipeg, MB

CSDs Kingston, ON Calgary, AB Hamilton, ON
Nanaimo, BC Winnipeg, MB Calgary, AB
Halifax, NS Edmonton, AB Edmonton, AB
Ottawa, ON London, ON Ottawa, ON

T noomer iiss |16 Savvy Seniors | 23 Wic-City Wellow.

Top 5 Social Values Effort Toward Health Culture Sampling Culture Sampling
Emotional Control Emotional Control Personal Control
Racial Fusion Effort Toward Health Financial Security
Social Responsibility Vitality Confidence in Small

Business
Environics Research Utilitarian Consumerism  Legacy Rejection of Inequality

ENVIRONICS
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Similar, Yet Different
| 9BoomerBliss | 16Savvy Seniors | 23 Mid-City Mellow |

Online Purchases Automotive Vacation / travel Automotive

Spent $250+ (12 months)  Vacation / travel Home & Garden Pets and pet goods
Event tickets Insurance products Event tickets
Government services Media Vacation / travel

AskingCanadians Sporting goods Health products/services Sporting goods

eShopper

_ 9 Boomer Bliss 16 Savvy Seniors 23 Mid-City Mellow

Social Media Usage

Pinterest Health and Fitness Sites Pinterest
Have Account Health and Fitness Sites  Blogs Health and Fitness Sites
Twitter Flickr LinkedIn
Blogs LinkedIn Reddit
AskingCanadians Social Facebook WhatsApp Twitter

ENVIRONICS
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Similar, Yet Different

_ 9 Boomer Bliss 16 Savvy Seniors 23 Mid-City Mellow

Read Magazine
Home

Print or Digital (month) Zoomer Magazine

Maclean's

Report On Business

Magazine

Opticks Powered by Numeris Canadian Living

Canadian House and

Zoomer Magazine Our Canada

Woman's Day Zoomer Magazine

Hello! Canada Canadian Living

Good Housekeeping Hello! Canada

Chatelaine Good Housekeeping

_ 9 Boomer Bliss 16 Savvy Seniors 23 Mid-City Mellow

TV Viewership Movies

% Participation (Avg Week) Evening local news

News/current affairs

Hockey

Opticks powered by Numeris  Home renovation
/decoration shows

Movies Movies
Evening local news Evening local news
News/current affairs Primetime serial dramas

Primetime serial dramas Hockey

Documentaries News/current affairs

©2020 Environics Analytics
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Similar, Yet Different
T poomer biss | 16 Savy Seniors | 23 Mid-Gity Mellow

Vehicle Driven

Mercedes-Benz Volvo Buick
Most Often Buick Lexus Acura
BMW BMW Chevrolet
Acura Subaru Chrysler
OpthkS Powered by Numeris GMC Audi GMC
_ 9 Boomer Bliss 16 Savvy Seniors 23 Mid-City Mellow
Restaurants Bar/Pub Food Other Ethnic (Mexican,
Indian Spanish, etc.)
Visits by Type [Pst Mth] Japanese Japanese Taco
Seafood Bar/Pub Food Chinese
Indian Greek Bar/Pub Food
Opticks Powered by Vividata Other Asian (Vietnamese,
Greek Korean, etc.) Steakhouse

ENVIRONICS
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Important Updates to Our
Canadian Databases
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2020 Year-to-Date Product Updates

DemoStats

DaytimePop

AccultuRates

EW

N
o WealthCare

New or rebuilt

PRIZM
PRIZM QC
DELTA

Opticks

powered by Numeris

Opticks

powered by Vividata

Opticks Socidl

powered by AskingCanadians™

Opticks Mobile

powered by AskingCanadians™

Opticks eShopper

powered by AskingCanadians™

NEW
ShopperChoice

SocialValues
9 CommunityHealth

Enhanced PCCF

Streets & Boundaries

Points of Interest

ShoppingCentres

TrafficCounts

ChainLocations

O
O
O

ENVIRONICS
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2020 Year-to-Date Product Updates

DemoStats

EW

N
o WealthCare

New or rebuilt

Opticks

powered by Numeris

Opticks

powered by Vividata

Opticks eShopper

powered by AskingCanadians™

NEW
ShopperChoice

9 CommunityHealth
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WealthCare

* Provides 80 variables on an overall indicator of financial health and wellness by age
e 18-34,35-54, 55-64 and 65+

* The overall score is comprised of four components
1. Leverage: Evaluates whether your customers have a balanced relationship between assets and debt
2. Spending: Determines the likelihood of your customers living within their means
3. Planning: Assesses whether households are making their financial future a priority

4. Financial Acumen: Analyzes the degree households self-invest, seek advice or hold a diversity of

Ranking Variables | Target Group

]
Benchmark: Ontario HOW IT'S USED
Suburban Families Young Professional : : : : . .
Score Base Score Index Score Base Score Index ‘; 4.— Allgrj\ resources GI"\d progrgms to .thpf financial nefads of the community and Iden‘tlij
Household Population 18+ profitable strategies by differentiating your service offerings from your competition.
Spending Average Score 490 446 110 355 446 80
Household Population 18-34 909  Arm your advisors and coaches with tools to engage customers proactively with
Houseii(i:dl;rfpﬁraetriig: Score 491 432 s 331 432 L advice and programs to improve their financial wellness and put them at ease.
Spending Average Score 477 435 110 369 435 85 220
Household Population 55-64 200 Integrate with other data analytical tools to evaluate financial health and wellness
Spending Average Score 500 460 109 379 460 82 000 through the lens of segmentation, geography and other behaviours.
Household Population 65+
Spending Average Score 499 472 106 401 472 85

ENVIRONICS
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ShopperChoice

e 1,215 behavioural product with 1215 incidence and consumption
variables

» 43 different categories,
e Available in ENVISION and as a data file

)
53 Eating Out 5@ Eating at Home @ Healthy Food Choices
/ O

() | online Shopping BRAND/ Private Label 1 :UI Psychographics
—— X LlZl

ENVIRONICS
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CommunityHealth

 Completely redesigned Canadian Community Health Survey (CCHS)

e 10 different bases to improve accuracy, for example:
e Osteoporosis is based to household population aged 40+

e 471 variables, 16 categories

Categories Count of Variables
Alcohol and Drugs 28
Body Mass Index 15
Chronic Conditions 37
Contacts with Health Professionals 53
Flu Shots 22
Food Consumption and Choices 17
General Health 34
Geography 2
Health Care Services 24
Health Insurance 12
Mental Health 23
Patient Experiences 50
Physical Activities 21
Primary Health Care a6
Sexual Health 25
Smoking 54

PRIZM Profile | Variable

Variable: CommunityHealth - Has osteoporosis (40+)

ENVIRONICS

Socis| Group v T
SG LG Code MName Count % Base Count Base % % Pen _Index
U1 M1 01 TheAdlist 302 091 4547 141 665 64
UT M102  Wealthy & Wise 528 158 843 261 626 61
U1 F1 08  Dontown Vere 2134 639 26047 805 819 79
S1 F3 04  Turbo Burbs 5 017 763 024 723 70
S1 F2 05 FirstClass Families 13 004 199 006 667 65
S1 M103  Boomer Bliss 0 000 2 000 44 4
S2 F2 08 Mulficulture-ish 1 000 2 001 57 S
S2 ¥3 11 Modem Suburbia 1 000 0 001 276 27
F1 F2 03 Asian Sophisticates s01 270 10244 397 879 85
F1 M107  Mature & Secure % 029 1484 045 658 64
F1 F2 13 Mulficultural Comers 3% 0 43 013 84 &2
S3 F3 19 FamiyMode 0 000 1000 805 73
S3 Y3 24 AllTerain Families 0 000 o 000 ~ 100
S3 F3 25  Suburban Sports 1 000 % 001 585 57
R1 F3 14 Kick-Back Country 0 000 0 000 - 100
R1 F3 26 Country Tradtions 0 000 o 000 ~ 100
R1 F3 33 Mew Country 0 000 o 000 ~ 100
S4 F2 13 ViedeRéve 0 000 o 000 ~ 100
S4 F3 29 CestTiguidou 0 000 o 000 - 100
S4 F3 34 Familes Typiques 0 000 o 000 ~ 100
S5 F3 33 Stessed in Suburbia 0 000 o 000 ~ 100
S5 F3 43 Happy Medium 0 000 o 000 ~ 100
F2 F2 10 Asian Achisvement 2035 609 27% 703 885 &7
F2 Y2 20 MewAsian Heights 683 205 7AM 213 882 83
F2 F3 27 Diversité Nouvelle 5 0o 3 001 1572 152
U2 M1 16 Savwy Seniors 25 076 2086 084 12142 N7
U2 M123 Mid-City Mellow 135 041 977 030 1384 134
U2 F3 36 Middie-Class Mosaic 1 000 3% 001 378 37
U2 M2 51 OnTheir Own Again 1135 340 5915 183 1918 186
F3 F2 30 South Asian Society 205 061 2414 075 850 82
F3 F3 31 Metro Metting Pot 33 104 3838 113 908 88
F3 F1 32 Diverse & Determined 359 108 3525 109 1020 89
R2 M1 41  Dovmto Earlh 7002 so 001 1383 134
R2 F3 43 AgriBiz 0 000 o 000 - 100
R2 M2 48 Backcountry Boomers 0 000 o 000 ~ 100
R2 M2 50 Country & Westem 0 000 o 000 ~ 100
U3 Y1 12 Eat Play Love 5563 16.66 45727 1505 1142 1t
U3 2 22 Indievile 1185 358 13688 423 873 85
U3 Y1 40 LesEnerjeunes 15 004 121 004 1207 17
U3 Y1 47 Social Networkers 1420 425 9028 279 1573 152
U3 F1 55  Enclaves Multiethniques 1003 44 001 2459 238
TI F1 37 Keepon Trucking 0 000 o 000 ~ 100
T1_M1 58 Ok Town Roads 38 012 268 008 1464 142

" - T

61
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Additional Variables in DemoStats

. . PRIZM Profile | variable
* Class of worker theme, including:

Social Group v T
* Employee and self-employed

SG LG Code Name ‘Count % BaseCount Base% % Pen Index

Ul M1 01 TheA-List 1623 225 7478 120 2281 187

Ut M1 02 Wealthy & Wise 2513 348 13,409 224 1874 155

Ul F1 06  Downlown Verve 7346 1047 47129 789 1559 129

. . S1 F3 04  Turbo Burbs 233 032 1237 021 1882 156

[ ) S1 F2 05  First-Class Families 9 007 310 005 1571 130

S1 M1 09 Boomer Bliss 1000 3000 2043 170

52 F2 08 Mulficulture-ish 5 0M 37001 1344 1N

52 ¥3 11 Modem Suburbia 5 00 72 001 697 58

F1 F2 03 Asian Sophisticates 2,825 N 16,724 280 1689 140

Fi M1 07  Maiure & Secure 402 056 2365  0.40 1700 141

Fi F2 13  Multicultural Comers 0 012 675 011 1328 110

S3 F3 19 Family Mode 0 0.00 2 000 1838 152

S3 Y3 24 All-Temain Families 0 000 0 0.00 ~ 100

S3 F3 25  Suburban Sports 5 00 23 000 2004 166

R1 F3 14 Kick-Back Country 0 0.00 0 0.00 - 100

R1 F3 25 Country Traditions 0 0.00 0 0.00 - 100

R1 F3 33 Mew Country 0 000 0 0.00 ~ 00

54 F2 13 Viede Réve 0 000 0 0.00 ~ 100

5S4 F3 29 C'est Tiguidou 0 0.00 0 0.00 - 100

54 F3 34 Familles Typiques 0 0.00 0 0.00 - 100

S5 F3 33  Stressed in Suburbia 0 000 0 0.00 ~ 100

S5 F3 43 Happy Medium 0 0.00 0 0.00 - 100

F2 F2 10  Asian Achievement 5455 755 37852 630 1449 120

F2 v il Mew Azizn Heinkhi: 1320 1 12 208 716 1024 &5

1 1423 118

. . ENVIRONICS 153 95

ankKing variabies | Trade Area

1012 84

1008 83

9204 T

Trade Area: Vancouver, BC (CY) 837 89

998 83

1281 106 ||

~ 100

- 100

Count % Base Count Base % % Pen Index - 100

5 1383 114

Household Population 15 Years or Over by Class of Worker 1310 108

ECYCWHPL Household Population 15 Years Or Over For Class of Worker 597,529 100.00 31,194 996 10000 1.92 100 1516 125

ECYCWT In the Labour Force For Glass of Worker 417,624 69.89 20,356,404 65.25 2.05 107 =
ECYCWEMP Employee 345 407 57.81 17,255,799 55.32 2.00 105
ECYCWPSEI Self-employed 72217 12.09 3,100 605 9.94 233 122
Benchmark: Canada Copyright @ 2020 by Environics Analytics (EA). Source: ©2020 Environics Analytics.
Index Colours: <80 | so-110 1o+ |
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Opticks Powered by Vividata

Watched Online Media- Content [Pst Wk]- Movies (P)
Toronto, ON (C) (Index)

ENVIRONICS

e
A .“‘o“ =
o ga

()

5,090 total variables

1 1030 new variables, including:

252 Internet Usage

336 Travel

420 Psychographic
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Opticks Powered by Numeris

4 506 total variables

ENVIRONICS

PRIZM Profile | variable
Variable: Opticks Numeris - Watch [Avg WK] - Media service - Amazon Prime Video - 3 hours or more
Social Group v T

SG LG Code Name Count % Base Count Base% % Pen Index
U1l M1 01 TheA-List 1364 1.3 63.811 171 214 80
UT M1 02 Wealthy & Wise 960  0.96 48 531 132 194 72
U1 F1 06  Downtown Verve 1497 148 53,607 143 279 104
S1 F3 04  Turbo Burbs 2,158 215 90597 242 238 89
51 F2 05  First-Class Families 2,009 2.00 103515 277 194 72
51 M1 09  Boomer Bliss 672 0.67 28,345 076 237 &8
52 F2 08 Mulficulture-ish 3803 379 134,598 360 283 105
52 ¥3 11 Modern Suburbia 12,637 12.59 308,695 828 408 152
F1 F2 03  Asian Sophisficates 15 012 14,570 039 079 29
F1 M1 07  Mature & Secure 1858  1.85 90578 242 205 78
F1 F2 18  Mulficultural Comers 3785 378 148,320 397 256 95
S3 F3 19 Family Mode 5286 527 161 422 432 327 122
S3 ¥3 24 AllTerrain Families 9561 953 195,519 523 489 182
53 F3 25 Suburban Sports 4205 419 144,762 387 280 108
R1 F3 14  Kick-Back Country 2088 2.08 89,565 240 233 &7
R1 F3 26  Country Traditions 708 071 24,642 066 288 107
R1 F3 33  MNew Country 2870 266 162,350 434 184 @1
S4 F2 13 Viede Réve 0 000 0 0.00 - 100
S4 F3 29 CestTiguidou 0 000 0 0.00 — 100
54 F3 34 Familles Typiques 0 0.00 0 0.00 - 100
S5 F3 38 Stressed in Suburbia 2948 294 98239 263 300 112
S5 F3 43 Happy Medium 643 0.64 22,586 060 285 108
F2 F2 10  Asian Achievement 09 on 4584 012 238 89
F2 ¥2 20  MNew Asian Heights 25 0.03 2786 007 091 34
F2 F3 27  Diversité Nouvelle 58 0.06 1,208 003 482 183
Uz M1 16 Sawvy Seniors 1833 1.83 86,867 232 211 79
Uz M1 23 Wid-City Mellow 3628  3.62 134,005 358 271 1M
UZ F3 36  Middle-Class Mosaic 5937 592 213,595 571 278 104
UZ M2 51 OnTheir Own Again 214 021 16,358 044 131 49
F3 F2 30  South Asian Society 25 0.03 5,355 044 047 47
F3 F3 31  Melro Melfting Pot 52 0.05 1,925 005 271 101
F3 F1 32  Diverse & Determined 2366  2.86 114,462 306 250 93
RZ M1 41 Downlo Earlh 2208 220 91233 244 242 W
R2Z F3 45  AgriBiz 1281 1.28 70,600 189 181 68
RZ2 M2 49 Backcountry Boomers 476 047 14115 0.38 337 126
RZ M2 50  Country & Westem 2558 255 162329 434 158 59
U3 ¥1 12 Eat Play Love 280 028 23203 062 112 42
U3 ¥2 22 Indieville 1370 138 60,623 162 226 84
Uz 1 40 Les énerjeunes 0 0.00 0 0.00 - 100
U3 Y1 47 Social Networkers 955 0.98 25,442 068 381 142
U3l F1 55 Enclaves Multiethniques 0 0.00 0 0.00 - 100
T1 F1 37  Keepon Trucking 495 0.50 17,897 048 278 104
T1_ M1 55 Oid Town Roars 4354 12 357 D34 338 176

102 new variables, including:

36 New Automotive Product

= 19 New Media Internet

: Usage (Internet: Based TV Services,
Amazon Prime and Tou.tv)

Online Food Delivery
Service (Uber Eats) & Online

Meal Kits (GoodFood, Chefs Plate)
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Opticks eShopper powered by Asking Canadian

Reason for purchasing m—st[_)re after feselarghlng onllme—l Ur)cornfortable using credit card ENVIRONICS
Sports Check- 10 min Drivetime- 10 min Drivetime {Index) \

mistic
BT @o

2
% 'P’
o . Hitwood Rd
& /
N

2
5\,“\3‘

[ &reas of Interest
Dissernination Areas
0-80
s1-110
W 111120
W 121150
B 150

e Normalizetion Varias e = Total Househald Papulotion 18 ¥

1,304 total variables

163 new variables, including:

Y Online Product Purchase
T (75 new variables)

@ . %@& Online Product Research
(48 new variables)

& —n Online Usage

.y ) (33 new variables)
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Upcoming Product Updates

July Release

o HouseholdSpend
o FoodSpend

o AgeBylncome
MoneyMatters
powered by Canadian Financial Monitor
o Neighbourhood View™

New or rebuilt

o WealthTransfer

Opticks Automotive
powered by IHS Markit™

Homescan® Profiles

VisitorView

Financial Institutions
Businesses

BusinessProfiles

000006066

October Release

o LiquidAssets

WealthScapes
Fundraiser

WealthScapes
Daytime

ClickSpend™
powered by J.C. Williams Group

GivingBack

GreenlLiving

CommunityLife

Cannabisinsights

powered by Vividata

ENVIRONICS
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2020 Products Updated More Frequently

Twice a Year Quarterly Monthly (Starting July 2020)

TrafficCounts Spectra Trade Areas ‘ VisitorView
Enhanced PCCF ChainLocations

ENVIRONICS
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2020 Products in Research and Development

Vulnerability Indices™ — June
- Financial, Frailty and Social

Out-and-About* — June
Geofence* — release date TBD
Generations Report™ — release date TBD

Opticks Gender Powered by Vividata* — release date TBD

*Names are not final yet
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Questions?

UU

Environics Analytics

support@environicsanalytics.com

Community.environicsanalytics.com

, @EnvironicsA
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