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Project Overview

Background, objectives, and deliverables for the project.

Project Background

EA will be using MobileScapes to help The Glebe BIA monitor, track, and understand visitors coming to the BIA from September 17, 2022 to September 16, 2023.
Visitors captured through MobileScapes will be profiled with PRIZM to understand the unique segments that are frequenting the BIA and where they come from.

Objectives
The Glebe BIA is looking to understand the following questions surrounding their BIA:

1. Who visited The Glebe from September 17, 2022 to September 16, 202372 Where did they come from?
2. What are their demographic, spending, and behavioural differences?

Deliverables

The project will include the following deliverables:

1. PowerPoint deck summarizing PRIZM profiles and dashboards on demographics, behavioral, and expenditure data

2. Visitor-weighted ranking reports and profiles using the following datasets: DemoStats, Opticks Numeris, HouseholdSpend, PRIZM
3. Forward Sortation Area (FSA) ranking reports of visitors

4. MobileScapes extract from September 17, 2022 to September 16, 2023
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Executive Summary

The Glebe, Ottawa ON

e Total Visits/Visitors:
. Between September 17, 2022 and September 16, 2023, The Glebe observed a total of 767,414 unique visitors and 17,895,537 visits.

* Visitors by PRIZM:
*  Segments with a strong propensity to visit The Glebe tend to be upscale, diverse singles and families, and mature couples and singles living in Ottawa’s suburban or urban
neighbourhoods.

e Segments who visit The Glebe at above-average rates are:
*  Modern Suburbia, a suburban segment comprised of younger and middle-aged, culturally-diverse families with young children
*  Multicultural Corners, which is made up of middle-aged families with more than a third of households having foreign-born residents
*  Savvy Seniors, home to older singles, couples and divorced or widowed individuals in the urban areas of Ottawa
*  Mature & Secure, a wealthier segment consisting of older couples and families aging in neighbourhoods in the vicinities of city centres.
*  Diverse & Determined, comprised of diverse younger and middle-aged city dwellers who have average incomes living in the urban fringe areas

* Visits by Time and Day:
*  From September 17, 2022 to September 16, 2023, peak visitation hours were observed between 12pm and 6pm.
*  During the observed period, people increasingly gravitated towards The Glebe as the week advanced, reaching its peak on Friday before gradually declining towards the end of
the week.

* Distance to Visitors:
*  During off-peak time, 70% of The Glebe’s visitors can be found within a 26-minute drive time of the BIA.

* Visitors’ Top Activities and Restaurants:
*  Visitors to The Glebe are likely to attend shows and exhibitions at higher rates than the benchmark. They also enjoy going to concert and theatre venues. These types of events
may be of high interest to The Glebe’s visitors.
*  These visitors like to participate in a wide range of team sports. When planning events, the BIA may want to consider reaching out to local baseball/softball or soccer clubs, and
other sports organizations to sponsor and participate in upcoming events.
*  The Glebe visitors tend to dine at specialty burger restaurants often. Their top restaurant chains are East Side Mario’s, Jack Astor’s and a variety of fast-food chains. These may
offer a good sponsorship opportunity for The Glebe while at the same time attracting more visitors to the area.
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Visitor Analysis: The Where and When
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Visitors’ Geographic and Timing Distribution

The highest number of The Glebe visitors are found in Ottawa, Gatineau, and Montreal.

Top 5 CSDs by % of Visitors % of Total Visitors

Ottawa, ON (CV) 67.42%
Gatineau, QC (V) 8.22%
Montréal, QC (V) 2.16%
Toronto, ON (C) 1.94%
Clarence-Rockland, ON (C) 0.94%

- == \ , Visit Summary:
- : During off-peak time, 70% of The Glebe’s visitors can be found within a 26-minute

drive time of the BIA.

During the time frame observed, peak visitation hours were between 12pm and 6pm.

Visitors were drawn to the Glebe more as the week progressed, peaking on Friday and

5 | DS

Visitors to The Glebe tend to be concentrated in the Ottawa CSD

then decreasing towards the week's end

Source: MobileScapes 2023 Time period: September 17, 2022 — September 16, 2023
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Visits by Time of Day

Visits are seen throughout daytime hours and increase towards the evening. Peak visitation hours are observed during the
daytime and evening commute daypart (12pm-6pm).

Visits by Time of Day
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Visits by Day of Week

While the visitor chart shows a consistent increase in visitors from Monday to Friday, the actual number of visits remains the same
from Tuesday to Thursday.

Visits by Day of Week
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Distance to Visitors

50% of all visitors are located within a 19-min drive time from The Glebe. 70% of visitors travel less than 26 minutes to reach The
Glebe.

Cumulative % of Visitors by Drive time (min)
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Visitor Analysis: The Who
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Top PRIZM Profiles for The Glebe Visitors

Segments with a strong propensity to visit The Glebe tend to be upscale, diverse singles and families, and mature couples
and singles living in suburban or urban neighbourhoods.

The Glebe BIA Aggregate Visitors (Sep 17, 2022 — Sep 16, 2023): 510, 892

Base Variable: Total Household Population 15+

Rank:

\isitors:

Msitors %:

%% in Banchmark:
Indesx

‘sitors:

Msitors Yo

% in Benchmark:
Inclex:

Top 5 segments represent 34 » 4 %uf visitors in Ottawa CSD

42831
8.40
955

88

36,471
7.14
7.90

34,348
6.72
6.56

102

With one of the haghest percentages of suburban households, Modern Suborbe s a regret for younger and middle-
aged, culturally-diverse famlies with young children. Many of these acculturated households contain first- and second-
generation Canadians from Asia and South Asia. With ther university and college educations, they eam upper-midde-
chass incomes thal allow themlo own new sngle-detached, sem-detached or row houses. Medern Suburbia merbers
have crafled active lifestyles for their refatively large famiies, They participate in teamsports, including baskethall and
hockey, often followed by a trip to a pizza or burger restaurant. For a splurge, they head to kid-friendly venues such as
amusenent parks, zoos and aquariurs. Many rely on their roblle phones for evenything frombanking to streaming
MUsiC.

The middie-aged famiies of Multcultural Comers present an exceptionally culturally diverse portrait. More than a thind of
househoids contain foresgn-bom residents—though no one culture dominates—and more than 40 percent identify as
visible minorities, ncluding Black, Latin American, Aratacandﬁa.thﬁsm These first- and second-generalion
Canadiians have noved beyond galew ay to the urban fringe of large cities. Now with upper-middie-class
ncomes fromgrey- and white-colar jobs, they typcally own single-detached and row houses suitable for thesr large
farmbes with ckder children. These active househaolds engage in many sports—swimming, skateboarding, baseball,
bashketball and soccer. They're big purchasers of youlth-orented goods like toys, games, bocks and fast fashion,

An aging ifestyle, Savwy Seniors is hore Lo older singles, couples and divorced or widow ed indrviduals found mostly in
cities throughout Ontario, British Colurmbia and Alberta. Many are financially cormrfortable, enjoying mdde-incomes and
owning easy-to-maintain singles, row's, apartments and condos. With nearly 40 percent of the maintainers over 65
years okd, many ane enpty-nesters; any children at home are typically in their twenties. These residents have the time,
money and agility for travel, golf and filness activities. Fond of cultural activities, residents reguiarly oo 1o art galleries,
the: opera, theatre and kocal exhibis and fars. And they believe in the value Community hvolverment, engaging in social
sssues and political campaigns, and giving to a wide range of charities.

Source: PRIZM 2023, MobileScapes 2023

Benchmark: Ottawa CSD
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Top PRIZM Profiles for The Glebe Visitors

Segments with a strong propensity to visit The Glebe tend to be upscale, diverse singles and families, and mature couples
and singles living in suburban or urban neighbourhoods.

The Glebe BIA Aggregate Visitors (Sep 17, 2022 — Sep 16, 2023): 510, 892 Base Variable: Total Household Population 15+

Top 5 segments represent 34 » 4 %uf visitors in Ottawa CSD

Ervblenntic of Canada's aging society, Mature & Sacure conslsts of older couples and families agng in place in urban

Rank: 4 fringe neghbourhoods. Nearly 60 percent of mantainers are over 55 years okl About 80 percent of this segrent’s
‘sitors: 001 households live in Canada's largest merkets. Meny contan first- and second-generation Canadians, and one in nine
Msitors % 607  residonis is Jewish—nearhy 11 times the national average. University educated, those still in the w orkforce cam high
2, in Benchmark: 588 incomes frommenagament and white-collar posiions. Rnancially securs, they tend to own slylish houses and
Indesc 04  Cuplexes, solid investment portfolios, vacation homes and imported kixury cars. Many have the time and money to

attend arts, cultural and professional sports évents; they particularly ke watching tennis, golf and foothall matches:.

Job searching and an alfordable ifestyle helped creale he Diverse & Detenmined segment. Found in the urban [ringe of

Rank: 5 larger cities, this segment contains a mix of younger singles and middie-aged fanilies, including many lone-parent
Misitors: 30,761  householkds. Over a third of residents identify a5 a visible minority—typically Asian, South Asian or Black With
Msitors %: 602 educations ranging fromhigh school 1o university, they eamn midde incomes fromwide-ranging jobs. Crawn 1o low -rise
% in Benchmark: 605 apartments, row houses and condominuns, these residents also appreciate their less interse city ife. For leisure, they
B B Index 100 ke gaing to casinos, sports bars, nightclubs and sporting events. Many get exercise fromtennis, plates, snow boarding
T p— and dow nhill sking, As public transit riders, they're a strong market for out-of -home advertising,
Source: PRIZM 2023, MobileScapes 2023 Benchmark: Ottawa CSD
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Executive Dashboards
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Demographics | Population & Households

Visitors to The Glebe tend to be young to middle-aged families with younger children at home.

MEDIAN MAINTAINER AGE MARITAL STATUS FAMILY STATUS"
47 56.8% @ 48.2%
= Index: 102 Index: 107
Index: 92
MarmediCommon-Law Couples With Children At Home
HOUSEHOLD SIZE POPULATION BY AGE AGE OF CHILDREN AT HOME

2Permre 3 Paneng

APerong 5+ Pemons
W gy B Boncrenan

Source: MobileScapes 2023, DemoStats 2023 *Chosen from index ranking with minimum 5% composition
Benchmark: Ottawa CSD Time frame: September 17, 2022 — September 16, 2023
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Demographics | Housing & Income

Just over two-thirds of these visitors to The Glebe are homeowners and tend to live in houses that are 3-7 years old. Their
average household income is $137K, which is on par with the Ottawa market average.

TENURE STRUCTURE TYPE AGE OF HOUSING”
67.0% fF=l 32.7% 3 -7 Years Old
Index: 98 iy index: 104 % Comp: 16,3 Index 219
Houses Apartiments

AVERAGE HOUSEHOLD INCOME HOUSEHOLD INCOME DISTRIBUTION

£

$136,780

Index 100
Shw 510600 S2000010 I S50.000%0 5100000  §12500080  5150.00010
a5 ] S8 R 5124 560 Shdn 550 £100.955
W Visnor I Benchmak
Source: MobileScapes 2023, DemoStats 2023 *Chosen from index ranking with minimum 5% composition
Benchmark: Ottawa CSD Time frame: September 17, 2022 — September 16, 2023
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Demographics | Education & Employment

More than two-thirds of The Glebe visitors are in the labor force, which is on par with Ottawa market average. These
individuals are likely to hold white-collar jobs.

EDUCATION LABOUR FORCE PARTICIPATION METHOD OF TRAVEL TO WORK: TOP 2*

44 5% ﬁ_ 69.5% E 37.9% p 11.6%
Inde

ndex 105 « 105 index: 108 r—t Index: 103
University Dagres Participation Rate Travel to work by Gar (as Driver) Travel to work by Public Transit
EDUCATIONAL ATTAINMENT OCCUPATIONS: TOP 5

Mo CerDipl o High School
Dagre

ficalo
W viator B Benchiak W Vistor B Benchmak
Source: MobileScapes 2023, DemoStats 2023 *Chosen from index ranking with minimum 5% composition
Benchmark: Ottawa CSD Time frame: September 17, 2022 — September 16, 2023
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Demographics | Diversity
The Glebe is more likely to attract diverse visitors and newcomers who moved to Canada within the past 5 years. The top
visible minority groups among these diverse visitors are the Black, South Asian, and Arab communities.

INDIGENOUS IDENTITY

2.2%

Index: 83

VISIELE MINORITY
PRESENCE

ead 0
i B4%

Belong loa
visible minority group

VISIBELE MINORITY STATUS: TOP 5™

Source: MobileScapes 2023, DemoStats 2023
Benchmark: Ottawa CSD

NON-OFFICIAL
LANGUAGE

IMMIGRATION

PERIOD OF

IMMIGRATION™

:5;1@ 1.8% lﬁ@ 29.8% | 2017 To Present

Index 127 Index: 116 11.8%
Mo knowledge of .
English or French Born outside Canada

LANGUAGES SPOKEN AT HOME: TOP 5

30% 219

W vigier B Banchevan:

25% 8%

Index: 151

08% 06%

*Chosen from index ranking with minimum 5% composition
Time frame: September 17, 2022 — September 16, 2023
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Demographics | DemoStats Highlights

INCOME, EDUCATION & EMPLOYMENT

Housshold Income

Auyerage Household Ircome 13,728 1890752 100
Education

Ne Cortll insde. Digiorma O Degrew am a8 2%
High Sehel Cantifinade Cr Equevalont ns 200 @
m{m?mmmm 132 :ﬁ% 2 IDENTITY, LANGUAGE, IMMIGRATION & VISIBELE MINORITY STATUS
Liniversity CerlTid Balow Bacheior 141 1. 20
Ui ersdty Dégres 4,52 Aa228 105
Lnbour Farce

Iy T Lascar Forcan | 15w 553 a0

HitoH .12 171
Hros 2147 18

4510 54 1884 1755 107

s 16,72 18.83 2]

BBlo 7 a2 ‘I-l-.m

75 or Clder T.65 10, 1

Size of Household ]

1 Person 2T 28T aF

2 Persors. 05 [ :

3 Persors. 1537 15,13 102

4 Pamsors 1554 4.4

5 o Mors Parsons 1036 &4”

Housshold Type

Tolal Family Houssholkds 672 B33 10
Cre-Family Houssahokds E5.06 By 100
Muiiple Family Houssholds 168 129002

NerwFarnily Houssholds ke < w
One-Person Housahoids 270 RBE) A
Tuu-Or-hbre Person Households 538 506 106

Morital Status 2

Marmad Or Living With A Common-Law Patner 56,80 559 ne

Singie (Mever Legally Marmed) .1 i1 n0n

Beparsiad 303 306 99

Divarced 508 560 a0

Wiidiowed ki §: i) 4.76

Children st Home

Housshalcts with Childnen af Home 4233 H00ED 4

#go of Children at Home

Oio4 17.06 14,

Slod 18.24 18

1014 17.43 16.54 105

15019 158 1835 o7

o2 1258 1377 gl

Sandover 1889 2249 B4

Source: MobileScapes 2023, DemoStats 2023 Time frame: September 17, 2022 — September 16, 2023

Benchmark: Ottawa CSD
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Behavioural | Sports & Leisure - Attend

Visitors to The Glebe are more likely to enjoy attending a wide range of shows and exhibitions than the Ottawa benchmark, especially
sporting events and speciality movie theatres. They also enjoy going to concert and theatre venues at high rates.

Top Shows & Exhibitions*
Food/wine shows Garden shows (1)
2z 5%

fo 2% QL 2o

Top Local Attractions & Destinations™

Sporting events Specialty movie theatres
ol 11.7% 21.5%
Index: 120 Indap: 117
Top Professional Sports™
Hockey Baseball
/ 10.3% 6.5%
index: 120 Index 120

Top Concert & Theatre Venues™
Concerls - Arenas

% 18.6%

Theatre - Feslivals

ﬁ 10.6%
Index: 129

Indes: 118

Source: MobileScapes 2023, Numeris 2023

Benchmark: Ottawa CSD

Home shows
1.7%
Index 121

Art galleries/museums

D 17.1%
‘me:cm;

Concerls - Outdoor stages

DI 579

Auta shows
=3 07%
— Index: 129

Theme parks
6.4%
Index: 108

Theatre - Major theatres

7.1%

Y Index: 116

*Chosen from index ranking with minimum 5% composition
Time frame: September 17, 2022 — September 16, 2023
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Behavioural | Sports & Leisure - Participate

Visitors to The Glebe are more likely to participate in a diverse array of individual and team sports, including racquet sports,

baseball/softball, and soccer than the market average. Their top favourite activity is ice skating.

Top Individual Sports

Snowboarding Marathon Racquet sports Skiing - downhill
ﬁ 7.1% 5.6% R 15.7% S 203%
Index 122 Index: 110 Index 110 Index: 107
Top Team Sports
Curling Baseballsoftball Soccer Basketball
ﬁ&\ 6.6% D 14.3% @% 16.0% 15.3%
=) Index 117 Indes: 113 (a] Index: 113 Index: 107
Top Activities
Ice skating Playing video games Camping Volunteer work
38.4% O 45.8% m 44.1% 45.5%
Indexz 110 Index: 107 L Index: 104 Index; 104
Top Fitness
Jogging Home exercise Pilates/yoga Health club activity
25.2% 68.5% j’% 26.6% C@ 22.4%
index: 106 index: 104 Index: 103 Index: 102

*Chosen from index ranking with minimum 5% composition

Source: MobileScapes 2023, Numeris 2023
Time frame: September 17, 2022 — September 16, 2023

Benchmark: Ottawa CSD
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Behavioural | Apparel & Jewellery Retailers

The Glebe visitors tend to favor Gap and Banana Republic for clothing and The Shoe Company for footwear more than the market
average. They tend to shop for sporting goods at Big box/warehouse stores and Play it Again Sports.

i TOP CLOTHING STORES TOP FOOTWEAR STORES
'5 Shopped, Past year Shopped, Past year
Ranked by Volume Ranked by Index Ranked by Volume Ranked by Index
Winners Gap Sports stores Call t Spring/Boutique Spring
34.8% Index: 106 9.5% Index: 124 18.5% Index 104 54% Index: 135
Marks Work Wearhouse Banana Republic Department stores Browns/B2
22.1% Index 87 8.1% Index: 120 156.3% Index 114 3.9% Index 137
Department stores Jean stores The Shoe Company Aldo
19.2% Index: 101 3.9% Index 170 13.8% Index: 119 59% Index: 21
TOP SPORTING GOOD/ATHLETIC STORES TOP JEWELLERY STORES
Shopped, Past year Shopped, Past year
Ranked by Volume Ranked by Index Ranked by Volume Ranked by Index
Sport Chek Atmosphere Big box/warehouse stores Peaoples
30.0% Index: 106 29% Index: 10 3.6% Index: 90 3.2% Index 98
Big box/warehouse stores Playit Again Sports Department stores Michael Hill Jeweller
16.6% Index 124 6.8% Index 152 33% Index 82 14% Index 94
Other Sports Experts Peoples Big box/warehouse stores
9.6% Index: 100 4.5% Index: 145 32% Index 98 36% Index 80
Source: MobileScapes 2023, Numeris 2023 Time frame: September 17, 2022 — September 16, 2023

Benchmark: Ottawa CSD
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Behavioural | Department, Grocery, Convenience & Drug Retailers

The Glebe visitors tend to go to Circle K/Couche-Tard and gas station convenience stores more often than the average. They prefer Real
Canadian/Atlantic Superstores for groceries and choose Rexall/Pharma Plus as their preferred drug store.

Source: MobileScapes 2023, Numeris 2023 Time frame: September 17, 2022 — September 16, 2023
Benchmark: Ottawa CSD
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Behavioural | Specialty Retailers

The Glebe visitors generally visit specialty stores at market-average rates, except for Big box/WHS stores.

D&%ﬂ ToP P;T SZFE:T STORES 5 TOP BOOK STORES
Bt g A il y:-;ar i T L.-] Shopped, Past year
o S i ARKea Y. Inde Ranked by Volume Ranked by Index
PetSmart Department stores indi .
9079  index-103 4%  bdax 114 Chapters/indigo Big boxwarehouse stores
: z 3 i 414% Index 101 23.3% Index: 105
Ft v TR e 08 Pl 557%  Fddor 103 Big boxwarehouse stores Chapters/indigo
ok T * hi 233% Index 105 414% Index 101
SIOCERY SIS O T Grooery siores St e e Department/grocery/drug stores Department/grocery/drug stores
ufi NS it IERS 217% Index: 96 217% Index: 96
= TOP OFFICE/STATIONARY STORES TOP OPTICAL STORES
— Shopped, Past year % Shopped, Past year
Ranked by Volume Ranked by Index Ranked by Volume Ranked by Index
Staples Department stores Big box/warehouse stores ShoSunglass Hut (1)
46.2% Index: 94 10.0% Index: 106 89.0% Index 115 25% Index 187
Big box/warehouse stores Big box/warehouse stores LensCrafters Pearle Vision (!)
18.9% Index: 102 18.9% Index; 102 46% Index 110 2.2% Index 159
Department stores Staples Hakim Optical Hakim Optical
10.0% Index: 106 46.2% Index: 94 3.9% Index 132 39% Index: 133

Source: MobileScapes 2023, Numeris 2023
Benchmark: Ottawa CSD

Time frame: September 17, 2022 — September 16, 2023
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Behavioural | Household Retailers

Visitors to The Glebe are more likely to prefer Ikea over other furniture stores and tend to shop there more than the market average.
These individuals also visit book stores at a higher rate than the Ottawa benchmark.

[ | TOP FURNITURE/APPLIANCE STORES E? TOP HOME ELECTRONICS STORES
[,_,] Shopped, Past year 7 Shopped, Past year
Ranked by Volume Ranked by Index Ranked by Volume Ranked by Index
kea Sleep Country/Dormez-Vous Best Buy Furniture stores
34.6% Index 111 54% Index: 153 35.1% Index: 99 2.5% Index: 123
Electronics stores Urban Bam Slaples Big box/warehouse stores
174% Index: 98 24% Index: 117 33.5% Index 100 16.7% Index: 107
Depariment stores lkea Big box/warehouse stores Apple
11.1% Index: 99 346% Index: 111 16.7% Index 107 12.0% Index: 105
l TOP HOME IMPROVEMENT STORES : ;{ X TOP TOYS/GAMES/LEARNING STORES
= Shopped. Pasl yaar Bl % Shopped, Past year
Ranked by Volume Ranked by Index Ranked by Volume Ranked by Index
Canadian Tire Lee Valley Tools Book stores Book stores
57.0% Index: 98 7.8% Index: 103 21.2% Index 112 21.2% Index: 112
Home Depot Lowe's Home Improvement Toys 'R Us/Babies 'R Us Big box/warehouse stores
50.5% Index: 98 248% Index: 102 186% Index 103 14.3% Index: 109
Home Hardware HomeSense Big box/warehouse stores EB Games
27.2% Index: 97 21.3% Index: 101 14.3% Index 109 12.3% Index: 103

Source: MobileScapes 2023, Numeris 2023
Benchmark: Ottawa CSD

Time frame: September 17, 2022 — September 16, 2023
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Behavioural | Restaurant Types (A)

In terms of restaurant category types, The Glebe visitors tend to dine at specialty burger restaurants often. They also like fast casual
restaurants and online food delivery service.

2

TOP RESTAURANT FOOD TYPES

Ranked by Volume

Fizza restaurants
59.6%

Asian restaurants
49.5%

Specialty burger restaurants
41.3%

Index: 104

Index; 104

Index: 115

Ordered. Past year

Ranked by Index
Specialty burger restaurants

41.3% Index: 115

Other ethnic restaurants

36.4% Index; 108

lce cream/frozen yogurt restaurants
38.5% Index: 106

Ranked by Volume

Casualfamily dining restaurants
514% Index 105

Fast casual restaurants
40.0% Index 120

Pub restaurants
39.9% Index: 105

TOP RESTAURANT SERVICE TYPES
Ordered, Past year

Ranked by Index
Fast casual restaurants

40.0% Index 120

Casual/family dining restaurants
51.4% Index: 105

Pub restaurants

39.9% Index 105

Source: MobileScapes 2023, Numeris 2023
Benchmark: Ottawa CSD

Ranked by Volume
Take Out

66.7% Index: 102

Eat In Restaurant

49.8% Index 107

Drive Through

43.2% Index 104

TOP FOOD ORDERING METHODS Ordered, Past year

Ranked by Index
Online food delivery service

21.8% Index 113
Eat In Restaurant

49.8% Index 107
Drive Through

43.2% Index 104

Time frame: September 17, 2022 — September 16, 2023
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Behavioural | Restaurant Types (B)

In terms of restaurant brands, The Glebe visitors are more likely to visit casual dining restaurants such as East Side Mario’s and Jack
Astor’s more than the market average. They also seem to enjoy a wide variety of fast-food restaurants.

M= TOP RESTAURANTS TOP FAST FOOD RESTAURANTS
@ Visited/Ordered, Past Year Visited/Ordered, Past Month
Ranked by Volume Ranked by Index Ranked by Volume Ranked by Index
Other casualfamily restaurants Earls McDonald's Taco Time
28.5% Index: 100 29% Index 174 48.9% Index: 111 02% Index 101
Swiss Chalet East Side Mario's Other fast food restaurants Mr. Sub
248% Index: 96 14.0% Index 119 322% Index: 109 140% Index 141
Boston Pizza Jack Astor's AW McDonald's
14.7% Index 106 96% Index 117 239% Index: 104 48.9% Index 111
@T TOP COFFEE/DONUT SHOPSVisited/Ordered Past Month
Ranked by Volume Ranked by Index
Tim Hortons Starbucks
57.5% Index 103 31.5% Index; 114
Starbucks McCafé/McDonald's
31.5% Index 114 294% Index: 112
McCafé/McDonald's Tim Hortons
294% Index: 112 57.5% Index: 103
Source: MobileScapes 2023, Numeris 2023 Time frame: September 17, 2022 — September 16, 2023

Benchmark: Ottawa CSD
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Behavioural | Media Overview

The Glebe visitors tend to spend the most time on TV and the Internet compared to other media channels. Their overall media usage is

on par with the market average.

Listeners: 78.2%
Indasx: 99

'@lﬂﬁﬂlﬂ

2.5 HoursWeek*
Index; 95

Top Formats*™

0. T%% 4% ||I15'a|'.

"MBNEEAT Top 40 ModemyAllematve Clasic His
B Vigtor B Benchmark

m MAGAZINE

6 Minutes/Day
Index: 94

Readers: 13.2%
index: 100

Top Genras™

TELEVISION a2y
1 56 Minutes/Day”
Inclex: 96
Top Program Types™

"~ Childnen's poomams SOC0RY
W Vigter B Banchmerk ‘

AD AAng

. |
{[l i}} Users: 93.7%

34 5 Mimnutes/Day”

Index; 103

Top Activities™

] Readers: 20.2%
rg:—‘.. NEWSPAPER Index 89

D. T HoursWeek®
Index; 20
Top Sactions Read™

(=] birecTiouToOOR
ry

g MinDay commuting one-way by car”
Index: 105
Top DM Formats Used™

Source: MobileScapes 2023, Numeris 2023

Benchmark: Ottawa CSD

**Chosen from index ranking with minimum 5% composition
Time frame: September 17, 2022 — September 16, 2023

26

The Glebe BIA — Visitor Segmentation
Confidential: Environics Analytics 2023

October, 2023



Behavioural | Media Highlights
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Source: MobileScapes 2023, Numeris 2023 Time frame: September 17, 2022 — September 16, 2023

Benchmark: Ottawa CSD

The Glebe BIA — Visitor Segmentation

27 Confidential: Environics Analytics 2023

October, 2023



Behavioural | Digital — Internet Activities

While on the Internet, The Glebe visitors are more likely to listen to internet-only paid music service or enter online contests. They may
also enjoy accessing home décor-related content or using ad blocking software.

Source: MobileScapes 2023, Numeris 2023

Benchmark: Ottawa CSD
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Time frame: September 17, 2022 — September 16, 2023
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Behavioural | Digital — Mobile Phone Activities

When on their phones, The Glebe visitors are more likely to be on social networks than the market average. They tend to visit
food/recipes content on their phones at high rates. These visitors also use their phones to compare products/prices while shopping.

Source: MobileScapes 2023, Numeris 2023
Benchmark: Ottawa CSD
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Behavioural | Digital — Tablet Activities

The visitors to The Glebe who own tablets tend to use their devices for practical day-to-day activities such as sending/receiving instant
message, participate in an online video conference, click on an internet advertisement, and purchase products or services.

Source: MobileScapes 2023, Numeris 2023
Benchmark: Ottawa CSD

Participate in an orline social network
Paricipale in an oriine video conference for business o personal
Use maps/drections service
Do banking/pey bills oriing
Take pcturesy e
ReadLook nto online nawspepers
Sharef'rel erlink {nends o a website or an articke
Resad] ook nto onling magadnes.
Enter anline contests
Listen to Intemet-only music senvice (free)
Listen fo Intemet-only music senyice (paid) (1)
Watch streaming puchasedirented videos (1)
s onfine telephone directory

to an oniine classified acverisement
Racery & store of fars by SVE (1)

PURCHASE BEHAVIOUR

Tablet - Purchase Behaviour [Pst W]

Click on an Intemet advertisament 575
Compare product s/prices while shopping a7
Corsullt corsumern reyiens 489
Purchase products or services 562
Receive store offers by SVE (1) 081
Reseyrch products/senyioes 6.20
DOWNLOAD

Tablet - Download [Pst W]

BLese/ NP ke (Froses o poie) 081
Any video content (free or peid) 308
Play/downicad onling games 5.7
Downloadd print/redeam dscount coupon 047

827
658
604
579
4,76
4,60
278
z58
Z14
202
202
1.80
1.41
1.3
081 Tablet - Watch [Pst Wi]
Subscripion-based video service (2.g. Netflix)
TV broadcast via streanming video
Fres Simaming music videos
Strearming purchased/rented videos (1)
Qaher oriire free streaming videos
3
4.3 B
445 108 LISTEN
do 1%
0.
684 & Tablet - Liston [Pst W]

A

A radio broadeast via streaming audio
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It -only music senvice (pid) (1)
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ns 6

Base: 9 Inches

Time frame: September 17, 2022 — September 16, 2023
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Behavioural | Digital

— Computer Activities

When on their computers, The Glebe visitors are more likely to listen to paid internet music service, click on an internet advertisement,

compare products/prices while shopping, and consult consumer reviews than the Ottawa benchmark.

Source: MobileScapes 2023, Numeris 2023
Benchmark: Ottawa CSD
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Listen to Intermel-only music sanvice (paid)

Whatch streaming purchased rented videos
Participale in an enling social network

Participate in an orfine video conderence for business or personal
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Sendireceive A lexinstant message
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Take pictunesy iden
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Time frame: September 17, 2022 — September 16, 2023
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Behavioural | Digital — Social Media Usage

The Glebe visitors preferred social media platforms are Facebook and YouTube. They tend to use LinkedIn, Pinterest, and Reddit more
frequently than the average market user.

USED ONLINE SOCIAL NETWORKS

Past week

Source: MobileScapes 2023, Numeris 2023

Benchmark: Ottawa CSD

Facebook

Instagram

LinkedIn

Pinterest

Reddit

Snapchat

TikTok

Twitter

WhatsApp

Online/Internet dating sites
YouTube videos/channels

Y
%

44.02
29.71
17.67
14.13
12.65

9.56
11.19
15.38
19.73

2.27
43.05

Base %
42.96
28.48

16.12

12.16

10,581

9.08
10.71
16.07
19.67

2.35
42.40

Time frame: September 17, 2022 — September 16, 2023

Index

102

105
104
96
100
97
102
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Expenditures | HouseholdSpend — Annual Expenditures Overview

Visitors to The Glebe tend to have current consumption, household, and disposable income amounts that align with the market average.
A significant portion of their yearly household spending is allocated to housing, transportation, and food.

Cons umption and Expenditure values are weighted based on where customers live

Average Current Consumption Average Household Income Average Disposable Income
$98,656 $136,780 $103,825
Index 102 Index100 Index 100

=_o
Shelter V—] Transportation % Food
°=°

A, DolarsHousehold Fel. of Total Expenditure Avg. Dollars/Household Rt of Total Bxpenditure Avg. DollarsHousehold Fet. of Total Expenditure
$26,733 27.1% 315,709 15.9% $15,554 15.8%
Index 104 Index102 Indes103 Index 101 Index102 Inclenc1 00

Household Operation (a% Health Care

A, DolarsHousehokd Fet. of Total Expendiune Avg. Collars/Household Rzt of Total Bxpenditure Ay, Doltars/Household Pet. of Total Expenditure

Recreation

$6,648 6.7% $6,195 6.3% 5.8%
Index102 Index: 95 Indexa? Index95 Index101
Household Furnishings Tobacco and Alcohol ‘ I Clothi
ng y U ng
Avg. DolarsHousehold Fet. of Total Expenditire Avg. Dollars/Household Rt of Total Bxpenditure Awg. Dollars/Househoid Fet. of Total Expendiure
$5,394 5.5% 34,705 4.8% $3,537 3.6%
Index 107 Index99 Index 101 Index99 Indexc101 ndexaa
Source: MobileScapes 2023, HouseholdSpend 2023 Time frame: September 17, 2022 — September 16, 2023

Benchmark: Ottawa CSD
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Expenditures | Hardware, Tools & Gardening

In the hardware, tools & gardening expenditure category, The Glebe visitors tend to spend the most on nursery & greenhouse stock to
maintain their gardens. They also prefer purchasing tools compared to average Ottawa resident.

Average Current Consumption

$98,656

Indexc102

Average Household Income

$ 136,780

Index100

Average Disposable Income
$ 103,825

Indexc 100

Total Aggregate Consumption (§Hhid) - Household Furnishings and Equipment: $5,394

MNursery & greenhouse stock
Avg. Dolara/Household Fet. of Total Expendture

$277 4.2%
Indexa6 Indexf4
@ | Fertilizers & soil
Avg. DellarsHousehold Rt of Total Bipendiure
5104 1.6%
Indenca8 IndexHi

g ‘ | Hardware

Avg. D:Iarsﬂ-h.serdd Ftt. of Total Expendiure
0.7%
inde:c f Index

Source: MobileScapes 2023, HouseholdSpend 2023
Benchmark: Ottawa CSD

)
Horticultural, snow & grb. rmv|

Avg. Dolars/Household Fet. of Total Expenditure
5232 3.5%
Indexil Indexc

lsj E Power tools & equip.

Avg. Dolars/tousenckd et of Total Bxpeniture
$61 1.1%
Indexa2 Indexat

‘\%E Lawn, gdn & snow rmv| equip.

Avg. Dollars/Housenold Fet, of Total Bxpenditure
$27 0.5%
Indenc95 Index34

E E Other tools

Awg. DolarsHousehold Fet. of Total Expenditure
$138 2.6%

Index 1 Indexc 18
@& Parts for garden tools, & equip.
Avg. D:la‘sﬂ-h.ﬁelw Ret. of Total Expenditure

0. 9%

Inﬂem 1 Indenc

Time frame: September 17, 2022 — September 16, 2023
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Expenditures | Home Improvement — Repairs & Maintenance

For repair and maintenance expenditures, a larger portion of The Glebe visitors’ budget is allocated to fences, driveways, patios, pools,
hot tubs & ponds. Their spending in this category is overall lower than the market average.

Total Aggregate Consumption ($Hhid)- Shelter: 526,733

Repairs and Maintenance to Owned Principal Residence - Average § Spend per Household

W ‘isisr I Benchrrenk

Source: MobileScapes 2023, HouseholdSpend 2023 Time frame: September 17, 2022 — September 16, 2023
Benchmark: Ottawa CSD
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Expenditures | Home Improvement — Repairs & Maintenance

For repair and maintenance expenditures, a larger portion of The Glebe visitors’ budget is allocated to interior paint/wallpaper. Their
spending in this category is overall lower than the market average.

Total Aggregate Consumption ($Hhid)- Shelter: $26,733

Repairs and Maintenance to Owned Principal Residence - Average % Spend per Household

Int. paint/wallpapes

Heating/air cond. eduip.

Ext. pant/stain
i
Plurvibing lix. &mn=
Cauiking & wesather mmi
mumi

Source: MobileScapes 2023, HouseholdSpend 2023 Time frame: September 17, 2022 — September 16, 2023
Benchmark: Ottawa CSD

W Misiler B9 Barcdererk
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Expenditures | Home Improvement — Improvements & Alterations

The Glebe visitors spend more on finishing their basements compared to the market average. However, they are less inclined to repair or
maintain parts of their home, instead opting to invest more in improving/altering these areas of their homes compared to the market.

Total Aggregate Consumption ($Hhid} - Improvements\Alterations to Owned Principal Residence: $ 3,667

Improvements and Alterations to Owned Principal Residence - Average $ Spend per Household

§73
Concrede bsrnt fr, ext. walls,
sidrg. soffits, facia chimneys

M Vsl I Borchenk

Source: MobileScapes 2023, HouseholdSpend 2023 Time frame: September 17, 2022 — September 16, 2023
Benchmark: Ottawa CSD
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Expenditures | Home Improvement — Improvements & Alterations

For home improvements and alterations expenditures, a larger proportion of The Glebe visitor’s budget is spent on windows and exterior
doors, and heating/air conditioning equipment.

Total Aggregate Consumption ($Hhid} - Improvements\Alterations to Owned Principal Residence: $ 3,667

Improvements and Alterations to Owned Principal Residence - Average $ Spend per Household

Exl. walls, siding, soffils, facia,
chimney s, concrete bsrmnt fir]

S
Electrical fixdures and aquip.,
ety

I visitor B Benchriark

Source: MobileScapes 2023, HouseholdSpend 2023 Time frame: September 17, 2022 — September 16, 2023
Benchmark: Ottawa CSD
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Expenditures | Home Electronics

For the home electronics category, The Glebe visitors are most likely to spend more on home theatre systems, pre-record. downloads &
audio/video media, gaming systems & acc., and the tablet computers than the market average.

Total Aggregate Consumption ($Hhid)- Recreation:$5,731

1T Computer hardware

—n
Avg. Dollars/Household Fst. of Total Expenditure
$314 5.5%
Indexc105 Index 102

<)

Pre-recd., dwnids & audio/vid. media

Avg. Dollars/Household Fet. of Total Expenditure
$181 3.2%
Index 115 Index 111

— | Audio equipment

Avg. Dollars/Household Fet of Total Expanditure
$63 1.1%
Index106 Index103

Source: MobileScapes 2023, HouseholdSpend 2023
Benchmark: Ottawa CSD

()

Video equipment
Avg. Dollars/Househoid Fet. of Total Expenditure
$224 3.9%
Index107 Index103
@)
l & Gaming systems & acc.
Avg. Dollars/Household Fet. of Total Expenditure
$126 2.2%
Index 112 Index109

Computer supplies & other
equip.

Avg. Dollars/Househoid Fet. of Total Expenditure
$43 0.8%

Indexas Index85

e
Avg. Collars/Household
$201
Indexc106

TVs, VCRs, video cameras

Pet. of Total Expenditure
3.5%
Index103

?E? Home theatre systems

Avg. Dollars/Household
$125

Index 1

Avg. Dollars/Househald

$27
Index115

Pt of Tolal Expenditure
2.2%

Index 117

Tablet computers

Fet. of Total Expenditure
0.5%
Index112

Time frame: September 17, 2022 — September 16, 2023
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Expenditures | Household Furnishings & Personal Care

The Glebe visitors tend to spend more on indoor/outdoor furniture than the market average. For other categories of household
furnishings and personal care expenditures, these individuals spend on par with the Ottawa benchmark.

Total Aggregate Consumption ($/Hhid)
Household Furnishings and Equipment:$5,394 Personal Care:$ 2,878 Health Care:$6,195

Household Furnishings, Items & Personal Care - Average $ Spend per Household

B visior B Bercrrork

Source: MobileScapes 2023, HouseholdSpend 2023 Time frame: September 17, 2022 — September 16, 2023
Benchmark: Ottawa CSD
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Expenditures | Household Furnishings & Personal Care

Visitors to The Glebe tend to spend on par with the city average for most household furnishings and personal care items, except for
makeup, skincare & and fragrance products, on which they tend to spend more.

Total Aggregate Consumption ($/Hhid)
Household Furnishings and Equipment:$5,394 Personal Care:$ 2,878 Health Care:$6,195

Household Furnishings, Items & Personal Care - Average $ Spend per Household

Source: MobileScapes 2023, HouseholdSpend 2023 Time frame: September 17, 2022 — September 16, 2023
Benchmark: Ottawa CSD
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Expenditures | Apparel

The Glebe visitors tend to spend on par with the Ottawa benchmark on women’s apparel. They are likely to spend the most on women’s
clothing and jewellery.

Total Aggregate Consumption ($/Hhid) - Clothing:$ 3,537

Apparel - Average $ Spend per Household

s o
s e
sy e S
o o S
Women 515& m-};‘
Wormen (15 & ower]: Mﬂnﬁ
Giris (4-14) Cther I'ME
Civts (4-14) Ahletic rmﬁ;‘

W (15 & ovr) Walches

11

Girts (4-14): Watlches and
Jesaliery [[S10

%HH;ME
W visiicr B Berchrmerk

Source: MobileScapes 2023, HouseholdSpend 2023 Time frame: September 17, 2022 — September 16, 2023
Benchmark: Ottawa CSD
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Expenditures | Apparel

Besides spending slightly more than the average Ottawa resident on men's clothing, The Glebe visitors’ overall spending in other
categories matches the Ottawa benchmark.

Total Aggregate Consumption ($/Hhid) - Clothing:$ 3,537

Apparel - Average $ Spend per Household

o —

Won (15 & over) Clier footviar

en (15 &w&r}r i‘:‘?ﬁ
Boys (4-14) Clothing

Men (15 & over| Actessories
Men (15 & owery Watches
e (15 & over) Jewsllery
Boys (4-14) Athistic factwear
Boys (414 mfmlslls;

Boys (4-14) mﬁ

14} Watches and
Boys (414} mmg

W visitr B Bovdvork

Source: MobileScapes 2023, HouseholdSpend 2023 Time frame: September 17, 2022 — September 16, 2023
Benchmark: Ottawa CSD
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Expenditures | Communications, Entertainment, Recreation & Alcohol

The Glebe visitors tend to spend more on alcoholic beverages in licenced places than the Ottawa benchmark.

Total Aggregate Consumption (s/Hhid) - Household Operation: $6,648

Recreation: 55,731 Games of Chance: 5 1,226 Tobacco & Alcohol: 34,705
ste Avivl
“-| Govterun lotteries Communications - Alcoholic bev.: stores
Ay, Coftars Household Pet. of Total Brpendiure Awg. Dofars Househoid Prt of Tolal Bependiure Avg, DolarsHousshakd el of Tolal Bopenditure
$1,119 91.3% $2,952 44 4% §1,859 39.5%
Indesc 100 Indeed 01 Index 1032 Index 102 Indexa? Indexcat
2 |G
N2 Alcoholic bev.: licensed places I‘B‘ Cablevision & satellite services Fees: sports, sports & rec.
facilities
#Auvg. DollarsHousehold Fet. of Total Bxpenditure Awg. DolarsHousehold PeL of Total Bgpenditure
$1,054 22 4% $757 13.2% A ms;mI T SRS :?DW% s
Indexc 1 11 Indexc 1 71 Indesc 100 Index a7 : . 1 3 -
=)
#
(=m) Mon-govt lotto & raffle tickets ‘I“‘ﬁ' Other adm. fees (e.q. 2008) @l Casinos, bingos & gaming
g, Coltars Househokd et of Total Brpendture Avg, Dllars Hausehokd Pt of Total Bxpenditure "'“'«‘-“
576 6.2% 243 4.2% $aa L T;“EW% e
. £
Indexi Indexad Index10 Index98 : 1 i

pTole Movie theatres
Ay CollarsHousehold et of Tolal Bxpendiune
598 1.7%
Indess 118 Inclenc 198

Source: MobileScapes 2023, HouseholdSpend 2023 Time frame: September 17, 2022 — September 16, 2023

Benchmark: Ottawa CSD
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Expenditures | Recreational Equipment & Vehicles

The Glebe visitors tend to spend the most on sports and athletic equipment when it comes to recreational equipment and vehicles. They

are likely to spend more on photographic goods and services than the market average.

Source: MobileScapes 2023, HouseholdSpend 2023
Benchmark: Ottawa CSD

Total Aggregate Consurmption (/Hhid) - Recreation: §5,731

3)
fiﬂ' Sports and athletic equipment

Aoy, CollarsHousehold Pt of Total Bxpenditure
5474 8.3%
Index 103 Inchax 100
@ Travel trailers
A, DoltarsHousehold Fot of Total Bxpenditure
$59 1.0%
Indeoc 6 Indencds
%ﬁ Arts and craft materials
Ay, DollarsHousehold Pet of Total Ecpenditure
%48 0.6%
Indenc 104 Indax 101

-
H Drivers’ licences and tests, and

driving lessons

Avg. DolarsHousehod  Fet of Total Expenditure
$59 0.4%
Index 105 Index102

=)
Photagraphic goods and

services
Avg. CollarsHousehold Fet. of Total Expendiure
5243 4.2%
Indax 114 Imvclesg 114

Nen-motorized & Meotorized

=

watercrafts
FAuig. DollarsHousehold Rt of Total Bxpenditure
548 0.8%
IndencE 2 Indesca0

fﬁa All-terrain vehicles (ATVs)

Avg. Dollars/Household Fet, of Totl Expenditure
$30 0.5%
Imdexcas Indexs4

% Motorcycles

Avg. DollarsHousehold Fei. of Tol Bxpendiure
$17 0.3%
Index 100 Indexa?

[}
Tent trailers, truck campers,

matorhomes, utility trailers

Ang. DollarsHousshokd Fet. of Tolal Expenditre
%80 1.4%
Indax96 IndexBd
Operation of rec. vehicles
Avg. DollaraHous ehoid Fot. of Total Bependitire
$30 0.7%

Indexca? Indeacd
% Bicycles, parts and accessories
Awg. DollarsHousehokd Pet. of Total Experciture
$28 0.5%

Indenc2 IndiaxEd

Eﬁ.’z Snowmobiles
Awg. DollarsHousehod Fet of Tolal Experiture
$1 0.0%
Indece 98 Index

Time frame: September 17, 2022 — September 16, 2023
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Expenditures | Vehicles, Travel & Accommodation

The primary expense for The Glebe visitors arises from their use of personal vehicles, particularly in terms of fuel costs, which exceed
those of the average provincial resident.

Total Aggregate Consumption ($iHhid) -Transportation: $ 15,709

Private use auto., vans & trucks Gas & other fuels (all vehicles) % Package trips
Ay, Colars/Housshold Fet of Total Expenditune Fovg. DodarsHousehokd Fet. of Tolal Expendiure Avg, DollarsiHousehoid Pt of Total Bopenditune
$7,632 48.6% $3,793 24 1% 5891 15.5%
Index 103 Index 100 Index 107 Indiesc 104 Indexcdd Indencdt
Maintenance & repairs of :r:'l:: ] Hotels & motels @ Transportation by airplane
vehicles Ang. Dofars/Househokd Fit. of Total Expendiura Avg. CollarsiHousehoid et of Total Bxpenditune
Avg DolarsHousehold ot of Total Expenditure $1.344 5.0% $703 4.5%
Torl. 124 ‘Lf% Indexas Index95 Indexa? Indexa4
Excid o 6
f P
I* A Other vehicle parts & supplies Other overnight m Total spend for rented vehicles
accommodation
Aoy, CollarsHoussehald Ret of Total Edpenditura o Rt of Total Ex Ayvg. DollarsiHodssehold Fct of Total Bcpendiune
$613 3.9% $464 1.7% $100 0.6%
Indesc100 Index 47 iniaxcat indaxas Indexs Indexcdz

| - b fi =I=
% Transpartation by train Transportation by highway bus Vehicle Accessories

Avrg, DollarsHousehold et of Total Expenditure Ao DodarsHousehokd Fet. of Total Expersdiure Ao, DollarsiHouseshold Pt of Tolal Bgpendiiure

%42 0.3% 56 0.0% 53 0.0%
Indexa4 Index 91 Index 97 Index4 Indesxc103 Index101
Source: MobileScapes 2023, HouseholdSpend 2023 Time frame: September 17, 2022 — September 16, 2023
Benchmark: Ottawa CSD
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Questions?

\OAS;

Pieter Boerma

Sales Consultant

pieter.boerma@environicsanalytics.com

\OAS;

Maria Grandez

Director, Insights
maria.grandez@environicsanalytics.com

\AS;

Doruk Akal

Insights Analyst
doruk.akal@environicsanalytics.com
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PRIZM Overview

The PRIZM segmentation system classifies Canada’s neighborhoods at a postal code-level into actionable, lifestyle segments.

NASEEEESEE o
AEEPETNE AL e
S P ) _ =
ﬁ E L= E_ m=n E B . g E Increased cultural diversity
R S %) i s il N o 2 .
: s ﬁ ﬁ — E E o B O More urban lifestyles; Emerging urban Fringe
T 3 -'-3 s = , Y 1 o

A A= il S 2

]

Emergence of Millennial lifestyles

Evolving household types

T 1 AC b+ 1= i 8 25 B 43 | .

‘{3 A e SET RW T SRCL WA e TR R M4W 3H1  Uniqueness of each 6-digit postal code
= - -
Il\.‘ : ? ?‘Wf-f T . . .
. AT ol . Best in class methodologies and multiple recent data sources

combine for a granular view that confirms the big picture from the

round u
Look up your segment! & P

https://prizm.environicsanalytics.com/ . Assigns neighborhoods to a lifestyle segment at a postal code level
based on demographics, psychographics, and other behaviors

Source: PRIZM 2023
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Understanding PRIZM Segment Descriptions

Knowing the PRIZM segment of a customer or prospect can provide a wealth of information about them.

SES' (the lower the SESI number, the greater the affluence)

Income & Education
Low-Income Indicator
Dwelling Value

Net Worth
Discretionary Income

&9’] Household Size

the lower the social group number, the greater

SOCiaI Group ihe affluence)

20 Social Groups

Urban ul-ue6 Driven by:
Urban Fringe F1-F3 « Urbanity
Suburban S1-57 * Affluence
* Age
LS T e Ethnicity
Rural R1-R3 * Dwelling Type

Source: PRIZM 2023

52

MULTICULTURE-
ISH

WL CALL LARGE
CLRLIRAAN DAEREE F
DIVERSITY FAMILILS

Segment Name

Segment Icon

(the higher the Lifestage Group Number, the

LifEStage Group further the segment is along in their life stage)

8 Lifestage Groups

Youth Y1-Y3 Influenced by:

* Singles

e Families

e Age of Children

e Age of Maintainer
* Affluence

* language
Mature M1 - M2 « Urbanity

Families F1-F3
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