
Port Elgin Beach 
Geofence Report 
Consumer Data Analysis
2023 MobileScapes Mobile Movement Database



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 when developing a tourism strategy for the 
Saugeen Shores.  This report will assist in understanding the visitor 
profile for the geofenced area.

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 (geofence)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

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


Notes on this project
● Although this is a large report, we recommend that you focus on the following slides:

○ Standard Ranking Areas (where people are coming from)

○ Prizm Profiles (who is visiting including their social group, lifestage group, and urbanity. You can 
learn more about each Prizm segment at the link below: 
https://environicsanalytics.com/en-ca/data/segmentation/prizm/prizm-highlights

○ Observations and recommendations. These are some highlights within the data set that RTO7 has 
noticed.

● We suggest using the MobileScapes Visitor Summary with caution as the benchmark (Canada) can 
change some of the results such as median age, income, and the top 5 profiles.  What is important to 
consider is the time and days of the week that people are visiting.  This can help to identify times where 
there is excess capacity.  These times are great for building new experiences or creating activations. 

https://environicsanalytics.com/en-ca/data/segmentation/prizm/prizm-highlights


Notes on Geofence Data Collected 
Geofence: A virtual geographic boundary or polygon that represents a particular area of interest used for 
extracting mobile data. Geofences can be hand-drawn on a map or imported as spatial area polygons.

Total Records: Each record represents a counted device. 

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 filter out multiple visitors to give a true indication of the unique Household Population 15+ identified within 
the Geofence over the time period selected. Note: Changes observed in the data source for EA, as of July 2022, 
have impacted the device activity and ping capture rates, affecting the unique visitor estimates. As a result, we can 
not compare unique visitation numbers year over year.  

Daily Visits: The number of times the device entered the Geofence, regardless of how many visitors make up 
those visits. If someone entered the geofenced area 100 times, they would be counted 100 times. This could also 
be considered your total foot traffic. 

Common Evening Location (CEL): Used to infer the device home location; it is assigned to the closest Postal/ZIP 
Code.

The next slide indicates how many people entered the Geofenced areas in 2021 and 2022. 





Port Elgin Beach Geofence Data Collected

Year Total Records Daily Visits Unique Visitors

2023 total visits 4,627 796,819 70,925

2023 Tourists
(40 km - 200 km)

4,627 253,922 34,171









































Definitions from “How to Read” on following slide
SG (Social Group): Each segment is assigned to one Social Group (SG) based on consider the urban-rural context, home language (English, French 

and non-official), affluence, family status, age of maintainer and ethnicity.

LG (Lifestage Group): The Lifestage Groups (LG) categorize household composition according to the presence of singles, couples and families.

Code: The individual segment numbers are based on SESI, a composite segment ranking score which reflects various factors such as average 

household income, discretionary income, educational attainment levels, the value of private dwellings, average net worth and household size. The 67 

segments have been ranked from one to 67 on the SESI scale, with one being the highest. Because this ranking reflects more than income alone, most 

of the segments have a SESI score that is different from their average household income ranking.

Count: The number of people or households in the selected input that fit into the consumer segment.

%: The percentage of the population, households or segments in the input that exhibit the behaviour.

Base Count: The number of people or households in the benchmark who exhibit that behavior.

Base %: The percentage of the population or households in the Benchmark that exhibit that characteristic.

% Pen: Of all people or households who exhibit that behavior in the base area, % Pen is the proportion that are found in the customer input, trade area 

or target group.

Index: Measures if the households or population in the segment are more or less likely to exhibit a behavior when compared to the benchmark. An Index 

of 100 is average. Indices above 100 are above average or over-represented. Indices below 100 are below average or under-represented.









Observations
● Based on the information in the distance decay, the benchmark for the report will be 40 km - 200 km from Port Elgin Beach.
● 55% are within Saugeen Shores an Arran-Elderslie. Guelph and Kitchener residents with about 9%  of total visitation.  Both of 

these areas indexed high.  Cambridge and Waterloo visitors also index high.  Although Toronto and Hamilton have more visits to 
the beach, they index low therefore any advertising campaign to these areas should be target.  

● Households with incomes between $100k - $299K over index. 
● Diversity is average amongst visitors however number of people who have immigrated to Canada since 2017 does over index.  
● Values are relatively flat when compared to the benchmark.  People feel financial secure, are attracted to nature and have 

confidence in small business. 
● Use of social media platforms mirrors the benchmark.  Facebook and YouTube are the most popular channels followed by 

Instagram.  Almost 50% of people are also currently using WhatsApp.
● Visitors are using social media to learn about new products at a rate slightly higher than the benchmark.  Contests and coupons 

would also appeal to this group. 
● Use of YouTube and WhatsApp are the fastest growing social channels. 9% are looking for travel related information. This is 

average compared to the benchmark. 
● This group is very conservative when it comes to sharing personal information.
● The internet is the most consumed medium at 95% using the internet for 332 minutes per day on average, followed by 

television (86% watch for 164 minutes a day). These visitors enjoy looking at Restaurant guides/reviews.  Magazines and 
newspapers are not ideal channels to reach this market.



Observations
● Visitors enjoy concerts, attending food/wine shows as well as craft and home shows.  They attend theme parks and other 

leisure activities more than the benchmark. 
● Walking/backpacking and camping are very popular activities.  Playing video games and bowling are also popular. 
● Pizza, Asian and Sub/Sandwich style restaurants are the most popular by style and all index slightly high.  Most people prefer 

Casual/family dining restaurants or formal and fast casual restaurants.
● 30% of visitors are in these 5 segments.  Older families are a great target group. They are spread out geographically but are 

mostly middle income earners. Many will have older children living at home. 



Recommendations
● Focus on digital marketing to families with children over the age of 10 in Southwestern Ontario. 

Include diverse families within the images. Activities on the beach would be ideal - volleyball, picnic, 
or lawn games would show that there is lots of activities to do.

● Include images of the lake, showcase the small business using families.
● Think about advertising packages available with the local hotels for stay and play golf package, 

packages with tickets to local concerts or packages for weekends with larger events like the gran 
fondo or the rotary shore run.

● Although Financial Security is a high value, this group still looks for value in their purchases. 
● Include information on the trails, including the access to MacGregor Point and proximity to the Bruce 

Trail. 



Port Elgin Downtown
Geofence Report 
Consumer Data Analysis
2023 MobileScapes Mobile Movement Database



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 when developing a tourism strategy for the 
Saugeen Shores.  This report will assist in understanding the visitor 
profile for the geofenced area.

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 (geofence)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

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


Notes on this project
● Although this is a large report, we recommend that you focus on the following slides:

○ Standard Ranking Areas (where people are coming from)

○ Prizm Profiles (who is visiting including their social group, lifestage group, and urbanity. You can 
learn more about each Prizm segment at the link below: 
https://environicsanalytics.com/en-ca/data/segmentation/prizm/prizm-highlights

○ Observations and recommendations. These are some highlights within the data set that RTO7 has 
noticed.

● We suggest using the MobileScapes Visitor Summary with caution as the benchmark (Canada) can 
change some of the results such as median age, income, and the top 5 profiles.  What is important to 
consider is the time and days of the week that people are visiting.  This can help to identify times where 
there is excess capacity.  These times are great for building new experiences or creating activations. 

https://environicsanalytics.com/en-ca/data/segmentation/prizm/prizm-highlights


Notes on Geofence Data Collected 
Geofence: A virtual geographic boundary or polygon that represents a particular area of interest used for 
extracting mobile data. Geofences can be hand-drawn on a map or imported as spatial area polygons.

Total Records: Each record represents a counted device. 

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 filter out multiple visitors to give a true indication of the unique Household Population 15+ identified within 
the Geofence over the time period selected. Note: Changes observed in the data source for EA, as of July 2022, 
have impacted the device activity and ping capture rates, affecting the unique visitor estimates. As a result, we can 
not compare unique visitation numbers year over year.  

Daily Visits: The number of times the device entered the Geofence, regardless of how many visitors make up 
those visits. If someone entered the geofenced area 100 times, they would be counted 100 times. This could also 
be considered your total foot traffic. 

Common Evening Location (CEL): Used to infer the device home location; it is assigned to the closest Postal/ZIP 
Code.

The next slide indicates how many people entered the Geofenced areas in 2021 and 2022. 





Port Elgin Downtown Geofence Data Collected

Year Total Records Daily Visits Unique Visitors

2023 total visits 32,267 5,683,681 185,868

2023 Tourists
(40 km - 200 km)

32,267 1,306,260 93,447









































Definitions from “How to Read” on following slide
SG (Social Group): Each segment is assigned to one Social Group (SG) based on consider the urban-rural context, home language (English, French 

and non-official), affluence, family status, age of maintainer and ethnicity.

LG (Lifestage Group): The Lifestage Groups (LG) categorize household composition according to the presence of singles, couples and families.

Code: The individual segment numbers are based on SESI, a composite segment ranking score which reflects various factors such as average 

household income, discretionary income, educational attainment levels, the value of private dwellings, average net worth and household size. The 67 

segments have been ranked from one to 67 on the SESI scale, with one being the highest. Because this ranking reflects more than income alone, most 

of the segments have a SESI score that is different from their average household income ranking.

Count: The number of people or households in the selected input that fit into the consumer segment.

%: The percentage of the population, households or segments in the input that exhibit the behaviour.

Base Count: The number of people or households in the benchmark who exhibit that behavior.

Base %: The percentage of the population or households in the Benchmark that exhibit that characteristic.

% Pen: Of all people or households who exhibit that behavior in the base area, % Pen is the proportion that are found in the customer input, trade area 

or target group.

Index: Measures if the households or population in the segment are more or less likely to exhibit a behavior when compared to the benchmark. An Index 

of 100 is average. Indices above 100 are above average or over-represented. Indices below 100 are below average or under-represented.









Observations
● Based on the information in the distance decay, the majority of visitors come from no farther than 200km.  In order to measure 

tourism, the benchmark for the report will be 40 km - 200 km from Port Elgin Beach.
● 77% of visitation to Downtown Port Elgin came from residents in Grey Bruce.  Visits from Guelph residents indexed high and 

Waterloo residents were average, but visits from other cities in Southwestern Ontario indexed low. 
● When looking at daily visits of visitors (40-200 km from Port Elgin), Bruce and Grey County communities index high, as do 

Guelph, Kitchener, Cambridge and Waterloo. London indexes average compared to the benchmark
● 79% of visitors live within 50km of Port Elgin.  97% of visitors live with 200 km of Port Elgin.  40 - 200 km will be used as the 

benchmark for all reports. 
● The average household maintainer is 53, matching the benchmark. 40%  are 2 person households and single person 

households also slightly over indexes.  Kids under 14 also over index.  They likely have parents between 35-44.
● Visitors household income is slightly less than the benchmark.  They over index as homeowners. 
● Visitors index slightly higher for education in the trades, from college or high school.  They index quite high for having a job in 

trades and transport.  The number of people in the labour force matches the benchmark.  
● The Diversity index is quite low, however they do over index for people with Indigenous identity.  Please note, this is will not be 

people who live at Saugeen First Nation.
● Visitors are attracted to Nature.  They are more conservative in nature (Emotional control and utilitarian consumerism, duty, 

obedience to authority).   Their weak values are relatively flat but they don’t love change (Pursuit of novelty, enthusiasm for 
technology). 



Observations
● Use of social media platforms mirrors the benchmark.  Facebook and YouTube are the most popular channels followed by 

Instagram. 
● Visitors are using social media to learn about new products at a rate slightly higher than the benchmark. 
● Use of YouTube is growing the fastest. 8% are looking for travel related information. This is average compared to the 

benchmark. 
● This group is very conservative when it comes to sharing personal information.
● The internet is the most consumed medium at 95% using the internet for 315 minutes per day on average, followed by 

television (86% watch for 172 minutes a day). These visitors enjoy internet only music stations.  If looking to advertise on the 
radio, try Classic hits stations.

● Visitors enjoy visiting city parks and gardens, restaurants and large concerts. Carnivals/fairs would also be a desired activity.
● Walking/backpacking and camping are very popular activities.  They also enjoy canoeing/kayaking, gardening, golf and 

swimming. 
● Pizza, Asian and Sub/Sandwich style restaurants are the most popular by style.  Most people prefer Casual/family dining 

restaurants or formal and fast casual restaurants.
● 41% of visitors are in these 5 segments.  Older families and mature couples and singles are a great target group. They 

generally located in downscale suburban areas or the rural areas.  These are all mid-scale socio-economic groups.



Recommendations
● Residents in Grey and Bruce Counties are coming to Downtown Port Elgin likely to shop.  
● Focus on showcasing the amenities they would need in daily life. 
● Campaigns to rural areas in Bruce, Grey, Huron and even northern parts Wellington and Perth 

Counties would be good targets.
● Digital campaigns will off the best investment. 
● Include pictures of older couples and singles in your ads. Focus on proximity to nature, make sure 

there aren’t a lot of crowds.  Feature activities like hiking, the cycling trails through the butterfly 
gardens or along walking along the shoreline. Paddling along the Saugeen would also be great. 



Southampton Beach 
Geofence Report 
Consumer Data Analysis
2023 MobileScapes Mobile Movement Database



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 when developing a tourism strategy for the 
Saugeen Shores.  This report will assist in understanding the visitor 
profile for the geofenced area.

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 (geofence)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

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


Notes on this project
● Although this is a large report, we recommend that you focus on the following slides:

○ Standard Ranking Areas (where people are coming from)

○ Prizm Profiles (who is visiting including their social group, lifestage group, and urbanity. You can 
learn more about each Prizm segment at the link below: 
https://environicsanalytics.com/en-ca/data/segmentation/prizm/prizm-highlights

○ Observations and recommendations. These are some highlights within the data set that RTO7 has 
noticed.

● We suggest using the MobileScapes Visitor Summary with caution as the benchmark (Canada) can 
change some of the results such as median age, income, and the top 5 profiles.  What is important to 
consider is the time and days of the week that people are visiting.  This can help to identify times where 
there is excess capacity.  These times are great for building new experiences or creating activations. 

https://environicsanalytics.com/en-ca/data/segmentation/prizm/prizm-highlights


Notes on Geofence Data Collected 
Geofence: A virtual geographic boundary or polygon that represents a particular area of interest used for 
extracting mobile data. Geofences can be hand-drawn on a map or imported as spatial area polygons.

Total Records: Each record represents a counted device. 

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 filter out multiple visitors to give a true indication of the unique Household Population 15+ identified within 
the Geofence over the time period selected. Note: Changes observed in the data source for EA, as of July 2022, 
have impacted the device activity and ping capture rates, affecting the unique visitor estimates. As a result, we can 
not compare unique visitation numbers year over year.  

Daily Visits: The number of times the device entered the Geofence, regardless of how many visitors make up 
those visits. If someone entered the geofenced area 100 times, they would be counted 100 times. This could also 
be considered your total foot traffic. 

Common Evening Location (CEL): Used to infer the device home location; it is assigned to the closest Postal/ZIP 
Code.

The next slide indicates how many people entered the Geofenced areas in 2021 and 2022. 





Notes on Geofence Data Collected 
Geofence: A virtual geographic boundary or polygon that represents a particular area of interest used for 
extracting mobile data. Geofences can be hand-drawn on a map or imported as spatial area polygons.

Total Records: Each record represents a counted device. 

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 filter out multiple visitors to give a true indication of the unique Household Population 15+ identified within 
the Geofence over the time period selected. 

Daily Visits: The number of times the device entered the Geofence, regardless of how many visitors make up 
those visits. If someone entered the geofenced area 100 times, they would be counted 100 times. This could also 
be considered your total foot traffic. 

Common Evening Location (CEL): Used to infer the device home location; it is assigned to the closest Postal/ZIP 
Code.

The next slide indicates how many people entered the Geofenced areas in 2023. 



Southampton Geofence Data Collected

Year Total Records Daily Visits Unique Visitors

2023 total visits 3,546 390,134 48,387

2023 Tourists
(40 km - 200 km)

3,546 122,960 22,371







































Definitions from “How to Read” on following slide
SG (Social Group): Each segment is assigned to one Social Group (SG) based on consider the urban-rural context, home language (English, French 

and non-official), affluence, family status, age of maintainer and ethnicity.

LG (Lifestage Group): The Lifestage Groups (LG) categorize household composition according to the presence of singles, couples and families.

Code: The individual segment numbers are based on SESI, a composite segment ranking score which reflects various factors such as average 

household income, discretionary income, educational attainment levels, the value of private dwellings, average net worth and household size. The 67 

segments have been ranked from one to 67 on the SESI scale, with one being the highest. Because this ranking reflects more than income alone, most 

of the segments have a SESI score that is different from their average household income ranking.

Count: The number of people or households in the selected input that fit into the consumer segment.

%: The percentage of the population, households or segments in the input that exhibit the behaviour.

Base Count: The number of people or households in the benchmark who exhibit that behavior.

Base %: The percentage of the population or households in the Benchmark that exhibit that characteristic.

% Pen: Of all people or households who exhibit that behavior in the base area, % Pen is the proportion that are found in the customer input, trade area 

or target group.

Index: Measures if the households or population in the segment are more or less likely to exhibit a behavior when compared to the benchmark. An Index 

of 100 is average. Indices above 100 are above average or over-represented. Indices below 100 are below average or under-represented.









Observations
● Just under ⅓ of visitors to the Southampton beach in 2023 were tourists.
● Not surprisingly, 48% are within Saugeen Shores, South Bruce Peninsula and Arran Elderslie. Cities like Kitchener, Guelph and 

Cambridge all index high and represent about 10% daily visits.  Although slightly more than 24k visits came from Toronto, it 
indexes low meaning it will be challenging to find the people who are interested in coming here. 

● The Distance Decay tells you how far people are travelling to come to Southampton Beach.  46% live within 25km. 96% of 
visitors live within 200km of Southampton.  We will use 200km as the trade area for visitors.  The report will use an area of 40 
km-200 km so we can look only at visitors. Toronto was is outside of 200km so is not included in the benchmark.

● The average household maintainer is 49. This is slightly lower benchmark of 40-200 km trade area. 53% of households are 
families with children at home. There is a strong presence of kids under 19 and parents between 30-44.

● Visitors have a slightly higher than average household income.  Households with incomes between $100k+ over index. 
● Visitors with bachelor’s degrees and above slightly over index.  The number of people in the labour force is slightly higher than 

the benchmark.  People who have careers in social sciences, government and education as well as management over index.  
51% of people drive to work. 

● There is a slightly higher than average diversity among visitors and the number of people who have immigrated to Canada 
since 2017 does over index.  South Asian is the dominant ethnicity. 

● Values are relatively flat, however, the strong values lean towards people controlling their own futures and working hard towards 
success (North American dream, Personal control, Personal Optimism). They are open to technology and have confidence in 
advertising. 



Observations
● Their use of social media channels mirrors the benchmark.  Facebook and YouTube are the most popular channels.  They are 

comfortable using WhatsApp, Instagram and LinkedIn.
● Visitors are using social media to get coupons and discounts as well as learn about new products at a rate slightly higher than 

the benchmark. 
● Use of YouTube and WhatsApp are the fastest growing social channels. 9.2% are looking for travel related information which is 

about average.
● Be cautious when asking for personal information on social media platforms. 
● The internet is the most consumed medium at 94% using the internet for 329 minutes per day on average, followed by 

television (85% watch for 162 minutes a day). These visitors enjoy looking at automotive news.content, fashion/beauty contests 
and entering contests.  Radio listenership is average compared to the benchmark and Mainstream or Classic Hits are popular 
genres. Use of magazines or newspapers is very low.  

● Professional hockey, larger concerts and sporting events as well as theme parks are popular venues that visitors have attended 
in the past year. 

● Canoeing, fitness walking, basketball and camping are the most popular activities. 
● Pizza, Asian and sandwich shops are the restaurant types.  Visitors prefer casual/family dining best. 
● 29% of visitors are in these 5 segments.  Older families and mature folks from a variety of different geographic areas come.  

Turbo Burbs is the most affluent segment while all others are mid-scale. 



Recommendations
● Create advertising campaigns in Southwestern Ontario focusing on Kitchener, Waterloo, Guelph and Cambridge.  The rural areas 

surrounding those cities would also be great places to advertise.
● Include families in your advertising with kids of all ages.  Ensure there are mixed races and ethnicities.
● Encourage local residents to invite their friends and families to come and visit. 
● Create opportunities for cooperative advertising with businesses in Port Elgin.  Focus on showing branding name clothing as 

status is important to visitors.
● Use digital channels as the main focus or any campaign.  Social media is used frequently as well. 
● Show off activities at the beach like volleyball, lawn games and the concert series. 
● Also include opportunities to showcase paddling down the Saugeen River or camping.  Hiking on the trails - rail trail, Beiner 

Bush trails and MacGregor Point trails will be popular with visitors. 
● Don’t be afraid to include technology in advertising or product development. Use of WhatsApp or other direct messaging tools, 

or QR codes would not intimidate the visitors who are coming. 



Downtown Southampton 
Geofence Report 
Consumer Data Analysis
2023 MobileScapes Mobile Movement Database





Notes on Geofence Data Collected 
Geofence: A virtual geographic boundary or polygon that represents a particular area of interest used for 
extracting mobile data. Geofences can be hand-drawn on a map or imported as spatial area polygons.

Total Records: Each record represents a counted device. 

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 filter out multiple visitors to give a true indication of the unique Household Population 15+ identified within 
the Geofence over the time period selected. 

Daily Visits: The number of times the device entered the Geofence, regardless of how many visitors make up 
those visits. If someone entered the geofenced area 100 times, they would be counted 100 times. This could also 
be considered your total foot traffic. 

Common Evening Location (CEL): Used to infer the device home location; it is assigned to the closest Postal/ZIP 
Code.

The next slide indicates how many people entered the Geofenced areas in 2023. 



Southampton Geofence Data Collected

Year Total Records Daily Visits Unique Visitors

2023 total visits 3,546 847,028 77,579

2023 Tourists
(40 km - 200 km)

3,546 238,966 35,926







































Definitions from “How to Read” on following slide
SG (Social Group): Each segment is assigned to one Social Group (SG) based on consider the urban-rural context, home language (English, French 

and non-official), affluence, family status, age of maintainer and ethnicity.

LG (Lifestage Group): The Lifestage Groups (LG) categorize household composition according to the presence of singles, couples and families.

Code: The individual segment numbers are based on SESI, a composite segment ranking score which reflects various factors such as average 

household income, discretionary income, educational attainment levels, the value of private dwellings, average net worth and household size. The 67 

segments have been ranked from one to 67 on the SESI scale, with one being the highest. Because this ranking reflects more than income alone, most 

of the segments have a SESI score that is different from their average household income ranking.

Count: The number of people or households in the selected input that fit into the consumer segment.

%: The percentage of the population, households or segments in the input that exhibit the behaviour.

Base Count: The number of people or households in the benchmark who exhibit that behavior.

Base %: The percentage of the population or households in the Benchmark that exhibit that characteristic.

% Pen: Of all people or households who exhibit that behavior in the base area, % Pen is the proportion that are found in the customer input, trade area 

or target group.

Index: Measures if the households or population in the segment are more or less likely to exhibit a behavior when compared to the benchmark. An Index 

of 100 is average. Indices above 100 are above average or over-represented. Indices below 100 are below average or under-represented.









Observations
● 98% of people who visited Southampton in 2023 live within a 200km drive. 
● Cities like Kitchener, Guelph and Waterloo all index high.  These are ideal areas to target.  Although nearly 31k visits came from Toronto, it 

indexes low meaning it will be challenging to find the people who are interested in coming here. 
● The average household maintainer is 52. This is about the same benchmark the 40-200km trade area.  Although 38% are 2 person 

households, there is a strong family market with parents between 30-50 with kids under 14.
● 37% of visitors are in these 5 segments.  Older families and mature folks from the suburbs and rural ontario are the key target groups. 
● Visitors match the benchmark average household income however, households with incomes between $100k - $299K over index.  This 

indicates that there is some disposable income they can spend on travel.
● Many visitors have college educations and or a trade. People who have careers in social sciences, government and education as well as 

management over index.  The majority of people drive to work.
● Visitors are strongly attracted to nature. Showcasing Town’s location on the shores of Lake Huron, beautiful sunsets and small town charm 

would be ideal to show in advertising. It’s encouraging to see that confidence in small business is a high value as many of the businesses in 
Southampton are such.  Stay away from showing crowds as this is a low value. 

● Facebook is the social platform most used by visitor but Instagram and YouTube are used at the same rate as the benchmark.   Messenger 
and WhatsApp are good ways to share direct messaging with visitors as well.  This is a good way to answer direct questions people have 
about their visit. 

● The internet is the most consumed medium, followed by television. These visitors enjoy looking at real estate listings and listening to internet 
only music providers.  They listen to the radio at the same rate as others but enjoy classic hits, modern/alternative rock and country music 
best. 

● Visitors enjoy concerts, attending food/wine shows as well as craft and home shows.  They attend bars and restaurants as well as 
carnivals/fairs more than the benchmark. 

● Swimming, paddling, walking/hiking and camping are very popular activities.  Golf also ranks as a popular past time. 



Recommendations
● Keep advertising efforts focused in Kitchener-Waterloo and Guelph regions. It will be challenging to find visitors who live within 

the GTA. If you do choose to advertise there, make sure it’s very specific and targeted.   
● Focus on 2 main targets groups - Midlife Suburban families and mature singles and couples.  This can benefit Saugeen Shores 

as it can help to spread out visitation throughout the year.  Mature audiences have more flexibility when they travel, so think 
about developing campaigns that will attract them in the shoulder seasons, whereas summer is a great market for families. 

● Use images with families in them for that demo and mature couples for the other target. These do not need to be diverse people 
since there is low diversity within visitors. 

● Due to the number of people who drive to work, a campaign using Out of Home (billboard) advertising could be effective.
● Include lots of images of the natural beauty of the area including the lake in the background as you showcase the shops on 

High St for instance. 
● Social media is a great channel to integrate into your advertising strategy. YouTube is predicted to grow the most in use over the 

next year, so don’t forget about including content like YouTube shorts. Radio stations could also work if picking stations that 
play rock or country music. 

● Be sure to include information on the bars and restaurants in Downtown Southampton.  These are attractive to your current 
audience.  

● Visitors are active!  Think about creating itineraries that include the best things to do in Southampton like paddling, swimming at 
the beach and the walkability of the community. 
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