l 4
’\

CENTRAL COUNTIES
TOURISM

GCELL FOR SUCCESS

GEOFENCING TO GROW YOUR DESTINATION



Tom Guerquin

Research and Development Manager

tquerquin@centralcounties.ca
905-940-9999, ext. 4

In his role with CCT, Tom harnesses the power of data to support and
grow the visitor economy, helping stakeholders succeed. As Research &

Development Manager, he analyzes visitation trends and uses data to
tell compelling stories that shape strategy and support stakeholders.

With over 20 years of experience in the tourism industry and a Master’s

degree in Tourism Management from Royal Roads University in

Victoria, BC, Tom brings both expertise and passion to his role.

He also sits on the Travel and Tourism Research Association Canada

Chapter Board of Directors. -
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PRESENTATION AGENDA

1. What is a Tourist?
2. What is Geofencing?

. How does it work?

. Real world examples and application of the data
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4. Why this visitor research matters (40KM+)
S
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WHAT IS A “TOURIST™?

TOURIST

* is a person who travels 40KM+

* spends money in a community
where they neither live nor work.

Tourism = Visitor Economy




HOW TO CAPTURE VISITATION?

Mobility data
(Geofencing)



WHAT IS GEOFENCING?

« A tool that uses a mobile movement database to
analyze movement patterns within a specific
area (5M sq ft max) & time (January 1, 2022 -)

« It is an anonymized, privacy-compliant 7!
database that uses permission-based location
data from mobile devices (collected via
location-enabled apps) combined with cellular ——

network data. j\
— )

 This data is modeled and weighted to represent g\
the total population, allowing us to identify who
is visiting specific locations, where they come
from, and how often they return.




HOW DOES GEOFENCING WORK?

« Using the phone’s Common Evening Location
(CEL), we are able to understand true
visitation: =)

« The data excludes those who live and work
within the area & drive-through traffic ===

« The counts also exclude children under the j\
—

age of 15
« The sample size is calculated during the

specified time period and extrapolated g\
(similar to conducting a survey)



HOW DOES GEOFENCING WORK?

 The data provides an estimated number of
‘Unique Visitors’ over the requested time
period, and their repeat visitation which is
represented as ‘Total Daily Visits’: )

« Distribution of ‘Locals’ (0-40KM) vs
‘Visitors’ (40+KM) ——
 Where are they coming from & where to j\
—=

market
 Who's coming & who's not coming

(demographics/profiles) T
« When do they visit (seasonality)
 And more...



WHAT DOES A GEOFENGE PRODUCE?
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WHY THIS VISITOR RESEARGH MATTERS?

.n Asking the Right Question?

9
dh
()  I1dentify & Validate @) MeximizeROL
N\ Empirical insights on your visitors Target the right markets

Boost Visitation Show Value

lll Align offering with demand Demonstrate its economic impact

at the Census Division or Tourism Region

@‘.,7 Marketing “¥ Product Development @ Collaboration

Grants
Partnerships



ASKING THE RIGHT QUESTION

O\ Challenge assumptions

9
“ Understand visitors

m Unlock potential

@ Limited funding & budgets

SOLUTIONS

Distinguish between local & visitor
behaviours; debunk assumptions

Who’s coming or not coming & when;
better target marketing & alignment

Identify opportunities for

collaboration; support investment
attraction

Complements proposals & funding
requests/grants



REAL LIFE EXAMPLE 1: VALIDATES DATA

We don’t want tourists at OUR waterfront because they leave their garbage behind!
- Paraphrased from a City Councilor

However, the geofence data debunked this:
90% of the Total Daily Visits to the waterfront were local residents living within 40KM

Geofence data helps to validate business decisions
to maximize ROI

« Marketing

* Product Development

* Partnerships



REAL LIFE EXAMPLE 2: IDENTIFY MARKETS

x1,000 Top 10 Cities Ranked by Growth (2024 vs 2022)
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REAL LIFE EXAMPLE 3: SEASONALITY

Monthly Visits by Visitors
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An R Value of 1 = 12 Months of Equal Distribution (Closer to 1 is Better)

Monthly | 2022 | 2028 | 2024
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of Visitors | of Visitors | of Visitors
January 73% 57% 57%
February 73% 59% 59%
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May 74% 83% 83%
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December 65% 89% 89%
-2% R=1.21 -3% -5%




REAL LIFE EXAMPLE 4: OPEN SUNDAYS?

T ___-,.."\

Average Weekend % Distribution:
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VISITOR RESEARCH...

* Tells the story about the importance of visitors to the vibrancy of the community
« Answers questions that staff/council have about prioritizing projects

 Maximize ROI — spending your money on the right things for the right people at
the right time

* Benchmarking — watch the needle move in real time (YOY, Seasonality, etc.)






Tom Guerquin

Research and Development Manager
tguerquin@centralcounties.ca

905-940-9999, ext. 4
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