
Sauble Beach Geofence Project
2019 - 2021
Research Completed for the Town of South Bruce Peninsula



The following report was created using data in the Envision 
business intelligence platform by Environics Analytics. The 
data points were extracted using the MobileScapes tool.

The purpose of this report is to provide consumer data that will 
inform decision making for the Town of South Bruce Peninsula.  
This report will assist in understanding the visitor profile for the 
geofenced area in Sauble Beach.

Geofence Data Information



Privacy Compliant Data - EA’s MobileScapes Program
MobileScapes is an anonymized, permission-based data service, which uses data collected from location-enabled 
mobile devices. Users can identify devices observed within a defined area, such as a store, public square, or on a 
roadway for a given date and time range. The main sources of data are opt-in location-enabled applications on 
mobile devices and ad exchange platforms. At present, there are approximately 100,000 mobile applications that 
contribute data to our MobileScapes services. At its most basic level, it provides a unique, persistent, yet 
anonymous, device ID, along with a date, time and latitude/longitude coordinates for each observation. It is 
important to note that, while the device ID is part of the source data used for building the MobileScapes product, it 
is excluded from any end-user delivery.

The common evening and daytime locations are inferred according to where these devices are most frequently 
observed during the day and at night, over the course of the most recent three month period. To protect user 
privacy, all observed latitude and longitude coordinates are assigned to the nearest postal code. 

https://community.environicsanalytics.com/hc/en-us/articles/360035649152-MobileScapes-Canada



Questions Addressed Through the Data Analysis

1. How many people visited downtown in 2019 - 2021? What is the monthly visitation?
2. Where did people come from?
3. What are the general characteristics of people that visited in 2019 to 2021?
4. Total number of visitors in July/August for each year? And where did they come from?
5. What are the general characteristics of visitors in July/August for each year?
6. What is the weekend visitation on weekends for each year? 
7. What are your top Prizm segments (customer profiles)?
8. Where should you focus your marketing efforts in future years? 



Geofence Area for Data Collection



Notes on Geofence Data Collected 
The next slide indicates how many people entered the Geofenced area in 2019, 2020, and 2021. 

(Unique) Visitors: The number of distinct and unique devices that entered the Geofence in the requested time 
range, regardless of how often they visit. Visitors are represented as an estimated Household Population 15+ 
weight. They can be thought of as total foot traffic for the Geofence over the time period selected.
(Daily) Visits: The number of times the device entered the Geofence, no matter how many visitors make up those 
visits. Visits are represented as an estimated Household Population 15+ weight. They filter out multiple visits to 
give a true indication of the unique Household Population 15+ identified within the Geofence over the time period 
selected.
July/August visits: The number of times a device entered the Geofence, no matter how many visitors make up 
those visits in July or August.  
Weekend Visits: The number of times a device entered the Geofence, no matter how many visitors make up 
those visits in July or August.  

As is shown in the data, and as expected, the number of visits declined from 2019 to 2020. It did however rebound 
in 2021 and visitation increased over 2019.  July and August are the busiest months, and although June and 
September have seen increases year over year, they are still very much shoulder months. 



Geofence Data Collected
Year Total 

Records
Unique 
Visitors

Daily 
Visitors

June 
Visits

July 
Visits

August 
Visits

September 
Visits

Weekend 
Visitation   
(full year)

2019 13,061 161,417 1,245,503 166,491 284,627 309,293 105,865 514,098

2020 9,920 158,269 1,109,202 142,683 249,162 244,363 116,563 421,453

2021 7,987 210,616 1,444,616 186,778 353,040 343,456 137,234 541,708



Monthly Visitation
Month 2019 2020 2021

January 27,234 26,261 33,599

February 34,276 20,352 35,493

March 36,083 38,567 46,888

April 52,909 41,931 46,615

May 99,107 74,026 62,213

June 160,251 140,050 181,115

July 276,331 244,158 343,021

August 298,943 238,556 334,360

September 103,378 113,360 132,680

October 61,011 73,381 94,235

November 32,400 40,007 49,581

December 26,743 36,418 51,182



Monthly Visitation Graph





Where did people come from? 

2019

2020



2021

Observations:  There is definitely a large local representation in this data.  When thinking about your visitor profile, you will have both a local and a 
distance audience perspective, and marketing campaigns may look very different for each. 

Although Toronto indexes low, the count continues to grow year over year.  Look more closely at specific FSAs to see if there are particular 
neighbourhoods who index high. When looking at the year, Brampton, Mississauga, Hamilton, Kitchener, London, and Guelph all index high.  
There is an opportunity to grow all these audiences. 



Where did people come in 2021?



Shoulder Month Visitation 2021 



Location of 
Visitors 

2021



Weekend Visitors 2021





What are the characteristics of people visiting?

Upon analysis of 2019, 2020 and 2021, it was determined that the visitors coming to Sauble Beach 
were consistent over the 3 years. The remainder of this report is the Executive Dashboards for 2021.  
This will show the demographics, psychographic profiles, media consumption, purchasing behavior, 
and how they like to spend their leisure time.  

It will also provide the top 5 Prizm Segments (customer profiles) of the visitors to Sauble Beach.  The 
first set of Prizm segments show the profile of the daily visitors, and the second set shows the profile 
of the visitors in the months of July and August, followed by the weekend visitors. Upon further 
analysis, the visitation in July, August did not vary from the annual or weekend visitation.  The data is 
very consistent. 



Executive Dashboard 2021











































Recommendations
v Focus on rural visitors - New Country, Down to Earth AND Family Mode which is suburban.

v Look for people in Southwestern Ontario and specific FSAs in Toronto, Brampton, Mississauga. There are large number of 
people coming from these areas but because they index low, it is important to create a more targeted campaign to reach 
them.

v Target ads towards people 35+. These may be families with children at home but there is also a large group of mature 
couples that visit.

v Visitors like the outdoors like camping, canoeing/kayaking and fishing. Promote your proximity to hiking trails.

v Use language like ‘outdoors’, ‘in nature’, ‘small businesses’ in your advertising.

v Stick to advertising online.  Visitors spend 332 minutes online daily.  Facebook and Instagram are the top social media 
channels.  Start to fill your feeds with images outside or with small businesses.  You might also want to consider attending 
the Cottage Life or Outdoor Adventure Show.  Partnering with some of the local campgrounds and outdoor activity 
providers like Jack n’ Jills Surf shop or Fish the Bruce could attract people to your booth.  

v From an economic development perspective, start to recruit more guiding companies to rent boats on the Sauble River or 
yoga on the beach. 


