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Younger Authentic Experiencers is composed of younger families. These families are well-educated and work in
white collar careers. As visitors to the Atlantic province, they tend to plan their trips in advance and are more
likely than others to travel with their families. Younger Authentic Experiencers consume magazines and radio
content at high rates and also tend to be receptive to ads that are found outdoors. This group feels comfortable
planning and booking their travels online, along with engaging with various social media sites.
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Media Highlights

Source: Environics Analytics, Consumer Profiles 2017

Media Overview

Media bars reflect heavy quintiles

Broadcast Media
High radio consumption and low TV

Print Media
Magazine Highlights
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Internet, Mobile & Social Media Highlights

Internet Activities
Past Month, Adults per 100 HHs

Mobile Usage

Online Travel Engagement
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