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Visitor DNA
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How well do you know your visitors?

Can you answer the following questions about your visitors?

• What are your visitors average age?

• How diverse are your visitors? 

• Do they prefer Facebook, Instagram, or LinkedIn?

• What are their most important social values? 

• What is their average household size?

• What is their average income?

• How far are they traveling to you? 
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• What are your visitors average age?

• How diverse are your visitors? 

• Do they prefer Facebook, Instagram, or LinkedIn?

• What are their most important social values? 

• What is their average household size?

• What is their average income?

• How far are they traveling to you? 

Here’s what we know about CCT’s customer

49.8 years old

High diversity, 44% are visible minorities

Facebook 58.8%; Instagram 26.4%; LinkedIn 18.9%

Pursuit of Novelty

53.7% of households have 3+ people &
35% of households have children aged under 9 years

$126,288

59.29% travel within 40km & 40.71% outside of a 40km range

Based on approximately 100,000 postal codes that were collected within the entire region:
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THIS IS THE POWER OF A POSTAL CODE!
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Value of Postal Code Data
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Birds of a feather flock together…
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CCT is working with Environics Analytics to aggregate 
postal codes into one comprehensive report that is our 

Visitor Research Program.

Through Environics Analytics, we have access to the following data:

Over 30,000 Data Variables
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(Segmentation)

(Demographic)

(Behavioural)

(Psychographic)
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The Goal: 360° View of the customer

Demographics

Media Preferences

Attitudes

Digital Behaviour Financial Behaviour

Lifestyle

TVInternet

iPhone Instagram eNewsletter TD Bank Mobile 
Banking

Stocks

Yoga Travel
Public 
Transit

$97K 
Income

University
Degree

White 
Collar

Pursuit of
Novelty

Saving on 
Principle

Status 
Recognition

Cooking 
Shows

10



Geo-Demography
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We can then assign lifestyles to neighbourhoods
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…And find these lifestyles all over Canada
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With Prizm5’s 68 Unique Profiles
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We can learn the following:
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• At Point of Sale/

E-commerce

• Intercepts

• Contests

• Surveys

• Partners

How To Collect Postal Codes:
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Demographic Highlights
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Media Highlights
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Distance Decay

Region
% Local 
Visitors

% Rest of 
Ontario

% Out of 
Province

Average Durham Visitor 66.64% 31.12% 2.24%

Average York Visitor 66.70% 28.03% 5.27%

Average Headwaters Visitor 66.51% 29.29% 4.19%

Average Central Counties 
Visitor

66.62% 29.48% 3.90%
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CCT’s 94,049 Postal Codes with Prizm5’s 68 Unique Profiles
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CCT’s #1 Profile: Satellite Burbs
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CCT’s 94,049 Postal Codes with Prizm5’s Life stages
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Prosperous Parents
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Ranking Areas - Std. Geo. | Target Group
Customer: ALL postal codes: Record Count
Benchmark: Ontario

Name Code Base Count Base % Count % % Pen Index Count % % Pen Index Count % % Pen Index Count % % Pen Index
L0G (Tottenham, ON) L0G 15,202 0.28 10,739 3.04 70.64 1,096 90 0.02 0.59 8 2,405 0.49 15.82 175 4 0.00 0.03 1
N0B (Elora, ON) N0B 29,608 0.54 10,643 3.01 35.95 558 3 0.00 0.01 0 3,550 0.72 11.99 133 5 0.00 0.02 1
K0A (Almonte, ON) K0A 38,914 0.71 10,294 2.91 26.45 411 37 0.01 0.10 1 17,795 3.60 45.73 508 16 0.01 0.04 1
L7G (Georgetown, ON) L7G 16,793 0.30 5,679 1.61 33.82 527 3,029 0.78 18.04 257 2,481 0.50 14.77 165 60 0.03 0.36 10
L0R (Binbrook, ON) L0R 26,474 0.48 5,531 1.56 20.89 324 30 0.01 0.11 2 6,894 1.40 26.04 289 20 0.01 0.08 2
M5M (Toronto, ON) M5M 11,221 0.20 4,760 1.35 42.42 660 3,215 0.83 28.65 408 9 0.00 0.08 1 54 0.03 0.48 13
N0L (Dorchester, ON) N0L 19,118 0.35 4,126 1.17 21.58 335 0 0.00 0.00 0 289 0.06 1.51 17 0 0.00 0.00 0
L7E (Bolton, ON) L7E 12,018 0.22 4,034 1.14 33.57 521 1,753 0.45 14.59 207 1,821 0.37 15.15 168 582 0.28 4.84 129
L9H (Hamilton, ON) L9H 13,195 0.24 4,023 1.14 30.49 474 731 0.19 5.54 79 535 0.11 4.06 45 23 0.01 0.17 5
L0S (Fonthill, ON) L0S 22,667 0.41 3,926 1.11 17.32 269 0 0.00 0.00 0 109 0.02 0.48 5 0 0.00 0.00 0
M9A (Etobicoke, ON) M9A 16,036 0.29 3,721 1.05 23.21 360 61 0.02 0.38 5 31 0.01 0.19 2 1,316 0.64 8.20 219
L4A (Stouffville, ON) L4A 16,422 0.30 3,632 1.03 22.12 343 1,277 0.33 7.78 110 6,997 1.42 42.60 473 210 0.10 1.28 34
N0N (Petrolia, ON) N0N 16,689 0.30 3,611 1.02 21.64 336 0 0.00 0.00 0 462 0.09 2.77 31 0 0.00 0.00 0
L9P (Uxbridge, ON) L9P 6,520 0.12 3,605 1.02 55.29 856 169 0.04 2.59 37 950 0.19 14.56 161 0 0.00 0.00 0
L6J (Oakville, ON) L6J 8,938 0.16 3,540 1.00 39.61 614 1,845 0.48 20.64 293 14 0.00 0.16 2 190 0.09 2.13 56
L4G (Aurora, ON) L4G 20,437 0.37 3,501 0.99 17.13 266 3,934 1.02 19.25 274 4,163 0.84 20.37 226 174 0.09 0.85 23
L9G (Hamilton, ON) L9G 8,687 0.16 3,492 0.99 40.19 625 1,394 0.36 16.04 228 436 0.09 5.02 56 16 0.01 0.18 5
M4N (Toronto, ON) M4N 5,130 0.09 3,299 0.93 64.31 1,003 983 0.25 19.16 273 0 0.00 0.00 0 3 0.00 0.06 1
L3M (Grimsby, ON) L3M 10,447 0.19 3,273 0.93 31.33 487 136 0.04 1.30 18 2,445 0.49 23.40 261 0 0.00 0.00 0
N6K (London, ON) N6K 12,897 0.23 3,211 0.91 24.90 386 2,107 0.55 16.34 232 716 0.14 5.55 62 56 0.03 0.43 11
L9W (Orangeville, ON) L9W 17,010 0.31 3,193 0.90 18.77 292 261 0.07 1.54 22 4,962 1.00 29.17 325 0 0.00 0.00 0
K2S (Ottawa, ON) K2S 11,889 0.22 3,138 0.89 26.40 411 3,021 0.78 25.41 362 3,461 0.70 29.11 324 56 0.03 0.47 13
N8N (Windsor, ON) N8N 10,168 0.18 3,081 0.87 30.30 471 650 0.17 6.40 91 879 0.18 8.65 96 105 0.05 1.03 28
L7B (King City, ON) L7B 4,997 0.09 2,955 0.84 59.13 919 794 0.20 15.89 225 349 0.07 6.99 78 139 0.07 2.78 75
N0M (Clinton, ON) N0M 26,606 0.48 2,789 0.79 10.48 163 0 0.00 0.00 0 162 0.03 0.61 7 0 0.00 0.00 0
K4M (Manotick, ON) K4M 4,273 0.08 2,760 0.78 64.60 1,001 447 0.12 10.46 149 525 0.11 12.30 136 2 0.00 0.04 1
L7C (Caledon, ON) L7C 8,455 0.15 2,739 0.78 32.39 503 1,102 0.28 13.03 185 2,534 0.51 29.97 333 444 0.22 5.25 140
L9L (Port Perry, ON) L9L 6,079 0.11 2,718 0.77 44.71 693 0 0.00 0.00 0 446 0.09 7.33 81 0 0.00 0.00 0

Group 1: Satellite Burbs, Urbane Villagers, Cosmopolotan Elite
Group 2: Kids & Careers, Asian Sophisticates, Arts & Affluence

Group 3: Fresh Air Families, Pets & PCs, Exurban Wonderland
Group 4: Metro Multiculturals, Diversity Heights

FSAs that also appear in data provided Under Indexed by <10Over Indexed by >10

Group 1 (09,02,01) Group 2 (06,05,03) Group 3 (24,16,17) Group 4 (28,14)

Where to find them?

27



28



Modern Marketing Success Hinges on Data
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Three Key applications:
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Three Key applications:
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Three Key applications:
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1) Validate your target market

2) Identify your secondary markets

3) Find other markets with FSAs

4) Create marketing campaigns with key words

Marketing:
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1) Do your products match your target market/visitors?

2) Does your branding & imagery align with their values/diversity?

3) Create new products or adjust as needed

Product Development:
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1) Identify businesses that share your visitors’ interests

2) Partner with them for cross promotions

3) Build a larger audience at your next event

4) Sponsorship

Collaboration:
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Summary:
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Next Step - Application of Data:
• Don’t be overwhelmed by the data

• Identify key words

• Align those key words with your desired target markets

• Choose the channels that fit your markets

• Request media kits from those channels

• Confirm alignment

• If you don’t know, ask Google/YouTube
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• Based on key words that are heavily represented and indexed high, create marketing 
campaigns via various channels that rank high (i.e., Facebook & Radio)

• Buy a Facebook ad and target young Chinese families with kids aged under 9, who earn 
$100K+ and work in the business/finance/administration field

• Include the following words:
‘New’ ‘Adventure Sports’ ‘Toronto Blue Jays’ & ‘Baseball’

‘Theme/Amusement/Water Park’ ‘Golf’ ‘Spa Resort’ 

‘Formal Dining’ ‘Organic’

& Other words that describe your products & services

• Measure your campaign’s performance: take advantage of analytics tools available to you 

Marketing Example:
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• Do you have the right product/experience for your target market? Adjust if needed

• Understand and apply their top Social Values to your business: 

• Your visitors are interested in new products/experiences (Pursuit of Novelty);

• They are willing to pay more for premium brands (Importance of Brand);

• Visitors = your ambassadors/influencers (Consumption Evangelism);

• If something happens, it’s okay (Adaptability to Complexity);

• They will believe your ads and are open to them (Confidence in Advertising & Advertising as Stimulus) 

Product Development Example:

39



• Hard tangible data can be used for writing and winning grants/RFP bids

• Identify key interests and pursue businesses that align with your business to:

• Increase product awareness (2 audiences > 1 audience)

• Cross promotions

• Possible sponsor/vendor at your next event

• Increase revenue $$$

Sponsorship Example:
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“The research is very helpful as it provides more information than just analyzing 
postal codes alone. Prior to this program, we would analyze where purchasers 
were coming from to help us better target our geo marketing, but that was the 
most we could get from it. With Environics, we are able to drill down further, 
and obtain much more specific consumer data (age, ethnicity, # of children in 
home, favoured media etc). This information helps us adjust our marketing 
efforts and also provides insight into potential emerging markets that we can 
capture with the right marketing mix.”

Testimonials:
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“The biggest opportunity for us would be some help identifying priority 

opportunity cities based on Prism5 clusters and distance to us. I would also be 

curious to dig in on our penetration within certain clusters in particular 

geographies. For instance, we understand our penetration in a given market like 

Markham, however we may be over-indexed in a certain cluster and under-

indexed in a high opportunity cluster. This could potentially be a red flag as the 

demographics shift in that area if we aren’t keeping up. And, for a given cluster 

that isn’t in our top 3 but represents a big opportunity, what media and benefits 

at a more granular level would appeal to them.”

Testimonials: (continued)
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Now You Can See Why Collecting Research & Postal Codes Is 
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For Your Time Today!
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