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Introduction

Challenge

*  The InExeter BID is working to deliver a thriving, economically prosperous
city where businesses flourish, residents enjoy a high quality of life, and
visitors engage. Ahead of the upcoming ballot, InExeter needs a core
understanding of their demographic profile, user groups and the changes
over time.

Solution

To answer these core questions CACI will:

1. Utilise Location Dynamics to provide InExeter with an understanding of the
draw, appeal, and composition of the city's retail mix, and the expected
visitor profile.

2. Use Mobile Geolocation Data to understand footfall by zone, user group
and Acorn group, and how this has changed from 2019 to 2024.

3. Benchmark Exeter City Centre against three comparable locations in the UK
using Location Dynamics to provide guidance on both the scale and mix of
the retail offering in comparable towns.

CACI

Mobile Geolocation Data

Provides an accurate view of a location’s visitor profile and
where footfall arrives from. Data is gathered when a user’s
phone accesses the GPS functionality via a source app. This
triggers an ‘event’ which records the phone’s location to low
level (3 - 5m) accuracy.

Location Dynamics

CAClI’'s Al-driven digital mirror, predicting the catchments of
retail destinations across Europe. The digital mirror
considers underly population and spend, the competitive
landscape, and accessibility to each destination to
understand overlapping catchments.

Acorn

Acorn segments the world’s population based on a
combination of lifestyle, life-stage, and affluence. Acorn has
two level of granularity; in this instance CACI will use Acorn
combined with Mobile Geolocation Data.
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Exeter is increasingly growing as a destination

Hisloric 4

+1.6m growth in Exeter consistently EB)C(ELSMI‘ ) S

footfall from the ranks in the top 1% of
Top 3 most retail destinations

affluent Acorn nationally and
groups since 2019 T regionally
Exeter’s pull is growing; visitors are travelling from
further afield versus 2019

Visits from over an hour away Average drivetime has
have grown by +1.7m increased from 49 to 57 L
g@ mins DD@ =
Exeter dominates its Household spend on
catchment Leisure categories
‘a’ with an expected within Exeter’s catchment
market share of is +8% higherthanthe ...
C > 32% UK ave rage 1 | exeren B
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Exeter is regionally dominant

The lack of competition in Exeter’s catchment means it has access to a significant volume of spend. Exeter city centre pulls a
higher proportion of footfall from the outer catchment areas than expected, highlighting its regional dominance.

Expected Catchment Map Comparison Goods Catchment Key Stats
Total Centre Expected
y . . . Market
/ Population Residential i Market
Potential
Taunk;;i/ Spend (m) (m) Share

Great'Torrington

101,209 £207.1 87.8%

Primary

Total Market
Potential

Secondary /1806 £146.2 £92.7 63.4%

Tertiary 64521 £138.4 £47.0 33.9% £357m

Okehampton

Quaternary 304993 £632.7 £35.3 5.6%

Actual vs expected proportion of catchment footfall

® o

Retail Catchments.

Newton Abbot W Primary

Secondary
s 18
0 5. 10
Total Total Market L . I___2£r‘i/o_ _ 24%
1 Source: Location Dynamics.
Population BT, | | oo
a re applicable third party notices can be [ | r 9_/9 1
found at
artmouf http://www.caci co.ukloopyrightnotices. pdf | | re————— 1
543k s 31.7% | I - |
Primary Secondary Tertiary Quaternary

B Actual (Expected

(M Source: Location Dynamics, Mobile Geolocation Data Aug 23-July 24



Retain competitiveness over local towns

Exeter City Centre is the dominant destination within its catchment area. Continue to enliven the city centre through
activations, events and a vibrant nighttime economy to retain and grow the pull the city centre has across the region.

Retail Market Share Leakage within Exeter’s Total Catchment

Map of Leakage Locations

Distance Market Market

Centre Name Centre Class (Miles) Share Share

(Total) (Core)

Exeter City Centre 0.0 31.7% 77.7%
Newton Abbot Town Centre 13.8 6.6% 0.0%
Newton Road Retail Park Retail Park 13.0 4.4% 0.0%
Exmouth Regional Town 8.8 4.1% 0.0%
Exeter - IKEA Shopping Park 2.5 3.8% 4.7%
Sidmouth Rural Town 13.1 2.8% 0.0%
Tiverton Rural Town 12.5 2.8% 0.0%
Exeter - Rydon Lane Retail Retail Park 23 2.6% 3.5%

Park

¥,
Tive'ron /
|
Exe©er
‘(F/ S \:@.A"

Exn'“uth

@
Newto Abbot

Retail Market Share Leakage Locations
@ Exeter

& Exeter-IKEA

@ Exeter - Rydon Lane Retail Park
Exmouth

@ Kingsteignton - Newton Road Retail Park
Newton Abbot

@ Ssidmouth

Tiverton

0 5

| ...

LN N N . N
Miles

Source: Retail Footprint.

©Datasource © 2023 TomTom.

©2024 CACI Limited and all other applicable
third party notices can be found at
hitp-/fwww.caci.co.uk/copyrightnotices. pdf

CACI Source: Location Dynamics




Consistently ranked in the top 1% nationally

Exeter has a sizable comparison goods market potential, ranking it within the top 1% of UK retail centres. This places Exeter in
a similar position to comparable cities including Bath and York.

National Ranking

Comparison

Rank Centre Name Centre Class Goods Market

Potential (Em)
27 Sheffield City Centre £382.9
28 Bath City Centre £374.0
29 Oxford City Centre £366.4
30 Huddersfield City Centre £364.2
31 Plymouth City Centre £358.6
32 Exeter City Centre £356.7
33 Wolverhampton City Centre £355.2
34 Preston City Centre £347.9
35 Tunbridge Wells City Centre £347.5
36 Maidstone Town Centre £338.4
37 Coventry City Centre £336.8
38 Bradford Town Centre £334.6
39 Islington Inner London Centre £319.3
40 York City Centre £303.5

CACI Source: Location Dynamics

Nationally

Regionally

Top 1%

Top 1%

32nd out of 4,791
retail centres
(excludes outlet
centres, regional
malls and retail
parks)

6th out of 555 retail
centres in the
Southwest Region



Exeter is well placed to capture Leisure spend

Exeter’s catchment residents have a higher annual household spend versus the UK and Southwest, particularly in Leisure
categories. There is a significant opportunity for Exeter to tap into these elevated spend levels by growing the focus on

revitalising the evening economy through additional catering provision.

Retail Household Spend Leisure Household Spend
@ Qﬂ =1 000 .
M\ [N =
B & G (&) B T
: : : Alcohol
Clothing & House & Leisure Personal Personal Durable  Total Caterin Leisure Total
Footwear Home  Goods  Goods Care Goods  Retail "I Activities on Leisure
Premises
Annual
HHS £1,180 £498 £546 £427 £840 £1,481 £4,971 | £2,418 £624 £705 £3,747
Spend
vs UK -3% = +17%  -8% +4% -3% = +6% +2% +17% +8%
VS
South | +6% -1% +8% +4% +4% +1% +4% | +13% +3% +24% +13%
west

CACI Source: Location Dynamics
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Exeter’s pull across the region has grown

Exeter is increasingly becoming a destination, attracting visitors from further afield versus 2019. As visits from outer Catchment

Residents and Day Trippers grow, ensure continual infrastructure and hospitality developments support this.

Origin of footfall to Exeter City Centre Drivetime of visitors

Barnstaplel

—

N 2
V. N3t -
" GreatTorrington) (0

Exeter attracted an additional

+1.7Mm .isitors

from >60 minutes away
in 2023/4 vs 2019

CACI Source: Mobile Geolocation Data 2019, Aug 23-July 24; InExeter supplied footfall

© 2024 CACI Confidential

11



Footfall by Acorn Category (m)
2019 vs 2024

Footfall fromthe _
most affluent 3 oo 9% +29% +14%  +16% 0% 2/%  -19%
Acorn Categories

M o
isup 17% (+1.6m)
There is scope to further drive footfall from this
captive audience by ensuring investment into — _

the city centre aligns with the needs and desires
of the growing affluent visitor base.

Luxury Lifestyles
Established Affluence
Thriving Neighbourhoods
Steadfast Communities
Stretched Societies

Low Income Living

Not Private Households

CACI Source: Mobile Geolocation Data 2019, Aug 23-July 24; Acorn, InExeter supplied footfall
1 A2 © 2024 CACI Confidential 12



Maintain the growth in Day Tripper footfall

Exeter City Centre has had an increased appeal to Catchment Residents and Day Trippers since 2019.The core Acorn groups
within these user groups are affluent, likely visiting on higher spending trips; ensure future plans cater to these groups to

retain and grow this.

Proportion of
footfall (2024):

Those who visit Exeter and
live within Exeter City
Centre's catchment

Those who live within the
UK and visit Exeter

“‘8
B
o
Day Tripper: 27% Workers: 15%

Those who visit Exeter and
work within 0.3km of the

Those who visit Exeter
and live outside of the UK

Exeter study area

Change in footfall
since 2019: +1.8m +1.4m -1.3m
o/ *
(+17%) (+24%) (-25%) ~%
Aspiring Commuter-Belt Tenant Living S%O;l/ni
Communities Wealth °
Commuter-Belt Aspiring t USA:
@ Wealth @ Mature Success Communities — 12%
—
Tenant Living Semi—Ryral Challenging France:
Maturity Circumstances 12%

CACI Source: Mobile Geolocation Data 2019, Aug 23-July 24; Acorn

* Low sample size. Directionally large swing.

13



Exeter has won visits from large nearby towns

Exeter is successfully winning visits from Newton Abbot, a key competitor within the catchment. The draw of Exeter City
Centre is evident, with significantly higher footfall from Plymouth, reflected in the drivetime increase.

2019 footfall 2024 footfall

13.2m

Visits to Exeter by post town 2024 vs 2019 (k)

oter T ¢ ¢

Newton Abbot - 841

Exmouth - 778
Crediton W 2

Tiverton . 344

Cullompton W s

(M Source: Mobile Geolocation Data 2019, Aug 23-July 24, Location Dynamics

mYTD
2024

2019

Day Tripper

2019 footfall 2024 footfall

5.7m

Visits to Exeter by post town 2024 vs 2019 (k)

[0
Plymouth 356 Despite
I (7> Py I
Torquay 354 in the national
ranking, Exeter
London NN o/ City Centre is
463 winning a
Paianton R - sigqificant level of
9 309 visits from here.
Taunton NN 42
140
. 235
sristo] NN
risto 204 =70
2024
Barnstaple I 112389 2019

14



Focus on enhancing the evening economy

There is an opportunity for Exeter to grow evening footfall back towards 2019 levels; continue to work with Night Time
Economy Solutions to grow evening footfall and capitalise on the high household spend in Leisure and F&B within the

catchment.
2024 Proportion of Total Footfall:

Monday Tuesday Wednesday Thursday Friday Saturday  Sunday

Morning
Lunch
Afternoon

Evening 2% 3%

2024 vs 2019 % Change in Footfall Volume: ST T T T T s
I Despite a decline in Worker

: footfall, they remain a valuable
: group for the n|ghtt.|me

I economy. Work with

I employers to incentivise trips
: to the office and encourage
|

|
L

Monday Tuesday Wednesday Thursday Friday Saturday = Sunday

Morning +24% +19% +45% +42% +34% +21% +44%

Lunch -3% -3% +15% +12% 2% 6% +4% post-work socialising in the

city.

Afternoon 7%

Evening

CACI Source: Mobile Geolocation Data 2019, Aug 23-July 24; Acorn © 2024 CACI Confidential
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Benchmark locations

The combined benchmark analysis can guide future strategy for Exeter. These locations have been selected based on their
Acorn correlation and market spend potential.

Benchmark Summary:
£600.0 - L 2
£ £500.0 -
& 4
8
£ £400.0
2
[}
o
T £3000 -
5
=
g
8 £200.0 -
o
QO
6
2 £100.0 -
®
o
5
v £0.0 r
Exeter Bath Southampton York

CACI

Wl Residential Retail Spend Market Potential (£m)

Source: Location Dynamics, Acorn

—— Acorn Correlation

1.00

0.90

0.80

0.70

0.60

0.50

0.40

0.30

0.20

0.10

0.00

Acorn Correlation

Exeter, Bath and York have very similar
proportions of Tenant Living. Continue to
enhance placemaking, ensuring it is a safe

place to, increase appeal to students and

young adults. Learn from these cities by

growing the catering provision in Exeter
City Centre to win back this group.

17



Exeter’s retail mix has become more premium

The retail mix has evolved to become more premium over the last 5 years, alongside the growth in footfall from the most

Recent brand openings such as Rituals have elevated
the offer in the city centre.

Exeter 2018 41% 13% 5%
Exeter 2024 37% 18% 4%
mLuxury ®Premium B Accessbile Premium Mass = Value Budget
e

Retail Mix: Increasing the provision of catering in Exeter would

| |
| . |
| help to grow evening footfall and encourage greater |
| engagement with the nighttime economy. :

Benchmark 43% 4% 12% 10% 7%

m Clothing & Footwear mHouse & Home M Leisure Goods ™M Personal Goods mPersonal Care  Durable Goods mConvenience mCatering

( A( I Source: Location Dynamics
AR\ =2 Notes: Benchmark locations include Bath, York and Southampton. © 2024 CACI Confidential 18



Recommended direction of travel for Exeter

Revitalize

the evening
economy

There is opportunity to grow
evening footfall in Exeter.
Catering is a key growth
category to capitalise on
Exeter’s above-average

Leisure and F&B household
spend and drive evening

engagement.

CACI

Enable
frictionless

access for
tourism

To continue to build the
regional dominance of Exeter,
facilitate the increasing levels

of tourism through both

events and activations, and
transport and hotel
infrastructure.

Leverage
the

increasing
affluence

Ensure the offer within Exeter
City Centre evolves with the
footfall profile. There is
opportunity to capitalise on
the growing affluence of the
city’s visitor.

19






The Quay is resonating with local, affluent groups

The Quay’s visitor profile reflects that of the broader city centre, suggesting it appeals across Exeter City Centre’s core

demographic.

Acorn profile 2024 vs 2019

Exclusive Addresses
Flourishing Capital
Upmarket Families

Commuter-Belt Wealth
Prosperous Professionals
Mature Success

Settled Suburbia
Metropolitan Surroundings
Up-and-Coming Urbanites
Aspiring Communities
Semi-Rural Maturity
Traditional Homeowners
Family Renters

Urban Diversity _'

Stable Seniors

Tenant Living

Limited Budgets

Hard-Up Households
Cash-Strapped Families
Constrained Pensioners
Challenging Circumstances

CACI

012019

Source: Mobile Geolocation Data 2019,2024; Acorn

14%

User Group profile 2024 vs 2019

26%

14%
e

Domestic Tourist Worker
w2024 12019

Catchment Resident

Opportunities to dwell, dine and exercise has contributed to the growth and should
continue to be maintained to encourage frequent trips.

21



Footfall is evenly distributed across the main BID

The Quay is increasing in popularity, with a higher proportion of the footfall across the city centre sitting here in 2024 vs 2019.
Princesshay saw the most significant proportional decline over this period.

Hisloric

Excler

Footfall distribution across all InExeter BID Zones 2024 vs 2019 in Beauliful Devon

20%
17% 16%
l_ i |

9 12% . ___

e |

I 11%

7%
1%
[ ]
< < <
& @ (9’5& & . \(9 \ofo\\ \;zﬁ orob
©) > > Q S o S
O O ) O o ¢ <@ &
@ & <& > S & < BN
e {e X N QC S
(J,b Q} ‘2"0 @’(}q "
N NS s 2 R .
(J’b D < =
(9 Brought 10 you by: 5 i ) (2N N (O
the Business (=) (A) (V) &>
m District for Exeter Design: Dan Gruitr | Bustrasion: EdwardBentioy | Yypnlau. Torn McLoughin ; ; 7.:/ £

mm 2024 012019

(M Source: Mobile Geolocation Data 2019,2024 © 2024 CACI Confidential 22



Expected Annual HHS Spend by Catchment Area

Retail Household Spend Leisure Household Spend
= o000 .
T 0 '
== = (®
Clothing & House &  Leisure  Personal Personal Durable Total Caterin Leisure Alcoholon Total
Footwear Home Goods  Goods Care Goods Retail 9 Activities Premises Leisure
Annual
Household | £1,180 £498 £546 £427 £840 £1,481 £4,971 | £2,418 £624 £705  £3,747
Spend
Primary £1,238 £471 £571 £468 £848 £1,499 £5,095 £2,762 £893 £646 £4,299
Secondary £1,109 £505 £520 £385 £825 £1,427 £4,771 £2,109 £543 £594 £3,246
Tertiary £1,183 £569 £555 £408 £862 £1,564 £5,140 £2,167 £566 £618 £3,351
Quaternary £1,084 £525 £486 £363 £806 £1,435 £4,698 £2,175 £561 £627 £3,364

CACI Source: Location Dynamics



Stronger pull from Newton Abbot since 2019

Exeter is becoming increasingly becoming a destination within the southwest region, capturing footfall from further afield
towards Newton Abbot and Plymouth than 2019.

Exeter footfall origin 2019 Exeter footfall origin 2024 (August 2023 - July 2024)

- — o e e e e e e e e e e M e e M M e e e M e e e e e

I Despite the re-opening of The Dartmoor Line at Okehampton
I Interchange in November 2021, the volume of footfall from this area
Wells gp I has declined by just over 60,000 visits versus 2019.

W &\

Barnstaple

Footial ongin to Exter 2015
Lo

r Fletad
Dartmouth 0 ® 20 TomTem.
004 CACT Lavataed 5t oy
mcpheabis Pud party nolioes can be
el w01 00wl ooy nghinotioes. pol

CACI Source: Mobile Geolocation Data 2019, Aug 23-July 24; InExeter supplied footfall
e AN © 2024 CACI Confidential 24



Dominant Acorn Map

CACI

Source: Location Dynamics

@ Centre

B Exclusive Addresses
" Flourishing Capital
Upmarket Families
Il Commuter-Belt Wealth
. Prosperous Professionals
. Mature Success
Okehamptonl = P 5 . Settled Suburbia
: @ : "M Metropolitan Surroundings
4 Up-and-Coming Urbanites
Aspiring Communities
W Semi-Rural Maturity
" Traditional Homeowners
| Family Renters
Urban Diversity
Stable Seniors
Bl Tenant Living
[ Limited Budgets
Hard-Up Households
[ Cash-Strapped Families
Constrained Pensioners
Challenging Circumstances
| Not Private Households

\

Output Areas: Dominant Acorn Group

0 5

Miles
Source: Location Dynamics.
Source: Census 2021.
Source: Census 2011.

©Datasource © 2023 TomTom.
( ©2024 CACI Limited and zll other
applicable third party notices can be found

at
" M@Ufh http://www.caci.co.uk/copyrightnotices.pdf

""" —

25



Opportunity Spend within Exeter’s Catchment

Annual Resident Spend Potential: Exeter

Comparison Goods

£356.7m

' Clothing & Footwear
£85m

Leisure
£187m
Durable Goods ﬁ Leisure Activities
— T £106m £31m
Total spend Caterin
9,9 Personal Care 1 g
£60m £544m = £156m
g Leisure Goods
£39m
v HouEeséZ'l—:me mwd Grocery

’ £40m

D Personal Goods
£31m

CACI Source : Location Dynamics

26



Spend potential breakdown

CACI

Annual Spend Potential: Exeter

Source: Location Dynamics

Category

Clothing & Footwear
House & Home
Leisure Goods
Personal Goods
Personal Care
Durable Goods
Total Retail

F&B
Leisure Activities

Total Leisure

Annual
Residential
Spend
(€m)

£84.6
£35.8
£39.2
£30.6
60.2
£106.2
£356.7
£156.2
£31.2

£544.1

Annual
Tourist
Spend (£m)
£37.9
£3.1
£14.2
£7.2
£15.3
£1.3
£79.0
£52.9
£10.4

£63.3

Annual
Worker
Spend (£m)

£6.2
£0.4
£3.1
1.6
£2.6
£1.4
£15.5
£8.5
£0.6

£9.2

27



Exeter Market Share

Market Share Map

Barnstaple

Great'Torrington

Okehumﬂ

Newion AbBOr

High

7

0l LB E . 5—10
E—

(R ]

Miles

©Datasource © 2023 TomTom.

©2024 CACI Limited and all other

applicable third party notices can be

found at

hitp:/fwwaw.caci.co.uk/copyrightnotices. pdf

Plymouth

CACI

Source: Location Dynamics

Market Share by Catchment

L

Expected Leisure
Market Share %

Expected Retail
Market
Share %

Catchment

Primary

Secondary

Tertiary

33.9% 43.9%

Quaternary

5.6% 4.4%

28



Benchmark Acorn profiles

Benchmark locations are similar in Acorn profile to Exeter.

Exeter

Exclusive Addresses
Flourishing Capital
Upmarket Families

Commuter-Belt Wealth
Prosperous Professionals
Mature Success

Settled Suburbia
Metropolitan Surroundings
Up-and-Coming Urbanites
Aspiring Communities
Semi-Rural Maturity
Traditional Homeowners
Family Renters

Urban Diversity

Stable Seniors

Tenant Living

Limited Budgets

Hard-Up Households
Cash-Strapped Families
Constrained Pensioners

Challenging Circumstances

CACI

0%

0%

1%
| EERA
| 1%
o
B s

0%

4%

9%
3%
8%

14%

0%
6%
N 13%

5%
4%
1%
2%
5%

Source: Location Dynamics, Acorn

Bath

Exclusive Addresses
Flourishing Capital

Upmarket Families

Commuter-Belt Wealth - 15%

0%
1%
2%

Prosperous Professionals . 4%

Mature Success - 7%
Settled Suburbia . 4%

Metropolitan Surroundings
Up-and-Coming Urbanites

Aspiring Communities

0%
8%
10%

Semi-Rural Maturity - 7%

Traditional Homeowners
Family Renters
Urban Diversity

Stable Seniors

Tenant Living - 13%

Limited Budgets
Hard-Up Households
Cash-Strapped Families
Constrained Pensioners

Challenging Circumstances

3%
6%
0%
3%

6%
4%
1%
3%
4%

Southampton

Exclusive Addresses 0%
Flourishing Capital 0%

Upmarket Families = 1%

Commuter-Belt Wealth - 9%

Prosperous Professionals I 1%

Mature Success - 5%
Settled Suburbia - 6%

Metropolitan Surroundings 0%
Up-and-Coming Urbanites 3%

Aspiring Communities 8%

Semi-Rural Maturity . 5%

Traditional Homeowners 5%

Family Renters
Urban Diversity 1%

Stable Seniors 3%
Tenant Living _ 22%

Limited Budgets 4%

Hard-Up Households 4%

Cash-Strapped Families 1%
Constrained Pensioners 2%

Challenging Circumstances

9%

10%

York

Exclusive Addresses
Flourishing Capital
Upmarket Families

Commuter-Belt Wealth
Prosperous Professionals
Mature Success

Settled Suburbia
Metropolitan Surroundings
Up-and-Coming Urbanites
Aspiring Communities
Semi-Rural Maturity
Traditional Homeowners
Family Renters

Urban Diversity

Stable Seniors

Tenant Living

Limited Budgets

Hard-Up Households
Cash-Strapped Families
Constrained Pensioners

Challenging Circumstances

0%

1%

2%
I 7
B 2%
B 8%
B 9%

0%

8%
8%
4%
6%
8%

0%

2%
[ BERA

5%
4%

0%

2%

4%

29



2D Commuter Belt Wealth

Well-off older families and empty nesters living in
detached properties within easy reach of the major cities.

2.5M

UK Households

8.9%

of UK

Sl © o rmsutes

Affluent, homeowners, detached
homes, mortgaged, live within easy
reach of main cities and towns,
multiple car ownership.

() CORE DEMOGRAPHICS [EIrs

Age banding Level of education Household income
35'74 Deg I'ee £69K UK average £48K
Composition House tenure Residence
Family with Homeowner Detached house
children
FINANCIAL SITUATION
o
v v v v
Struggling Making Comfortable Wealthy

ends meet

© LOCATIONS

* Billingshurst — West Sussex
* Tarporley - Cheshire
* Hook - Hampshire

* Portishead - Bristol
» Ampthill — Bedfordshire
* Dunmow - Essex

.0.
aCOrm

CHANNELS

How to reach them

R ELIE BB

email Direct
mail

<} MEDIA HABITS

Display Newspapers Magazines

ale]c] B

ONE TWO

&) LIFESTYLE

Interests and hobbies

Holidays, eating out, pets, ballet, theatre
and musicals, playing golf, cycling
Environmental attitudes

Influenced by their children

Shopping behaviour

Loyalty card holders, pay more for
quality and convenience

4 [ N

Internet usage Online activities

Moderate News, banking, shopping, leisure
bookings, property listings,
sports updates, tracking fitness.

THE 5284 TIMES

The @ﬁl@gl’ﬁl]ﬂb 5ky m Sky

(%) BRANDS & PEOPLE AFFINITY

Shopping and websites

‘/ ‘f JO MALONE
LONDON

WATERSTONE'S

HUGO
BOSS

0%\4&4 CLARINS
Food and leisure

Abeléfcole CUUT) Bannatyne BOOTHS

FOOD, WINE AND GROCERY

Public figure affinities

* Jessie Ware
(Table Manners)
* Mark Kermode

* Robert Plant
« Kirstie Allsopp

* Nick Robinson
» James May

CACI



Homeowners close to paying off the
mortgage, detached homes, retired,
empty nesters, good level of savings
and investments.

() COREDEMOGRAPHICS [HEars

Age banding Level of education Household income
55+ Deg I'ee £57K UK average £48K
Composition House tenure Residence

Older couple Homeowner Detached house

FINANCIAL SITUATION

[
v v v v
Struggling Making Comfortable Wealthy
ends meet

© LOCATIONS

* Ross-on-Wye - Herefordshire
» Malvern - Worcestershire
* New Milton - Hampshire

* Mold - Flintshire
* Oakham — East Midlands
* Tenterden - Kent

...
*aCoIm

Empty nesters living in comfortable detached homes,
enjoying the endeavours of their earlier careers.

How to reach them

(&b NEWS Low
& L
email Direct Linear Newspapers

mail

MEDIA HABITS

B8] c] Bla]c °® AI
oNE Two Uwv 4
&) LIFESTYLE
Interests and hobbies
Gardening and visiting parks/gardens, bird
watching, crossword puzzles, DIY, playing golf
Environmental attitudes
Concerned about the future for their
grandchildren

Shopping behaviour

Loyalty card holders, more likely to
shop in store

Internet usage

5 skym n LLM&.[(, RA%E}@
Y%

1.8m

UK Households

6.9%

of UK

Online activities

Checking the weather forecast,
news, emails, booking
entertainment tickets.

(%) BRANDS & PEOPLE AFFINITY

Shopping and websites

LAKELAND 5B

healthspan

nnnnnn

Food and leisure

o D. TUI

AG lr,;}R MILLER & CARTER

STEAKHOUSE

» James Martin
* Kirstie Allsopp

* Michael Palin
* Robert Peston

« Prof Noel Fitzpatrick
* Tim Peake

CACI



Home owning families and couples with above average 1 6|\/| 5 5%

3J Aspiring Communities incomes, in areas where there has been higher turnover
of housing over the last few years.

UK Households of UK

€s) KEY ATTRIBUTES

Mortgaged, 3+ bedrooms, high churn How to reach them Internet usage Online activities
rate in last 5 years, high travel costs N —~— : :
for work. 4}4, M Moderate Persqnal flnancg, news,_emalls,
4N booking entertainment tickets,
email Direct Newspapers Magazines spo rts u pd ates
mail ’
() COREDEMOGRAPHICS [HEars .} MEDIA HABITS
Age banding Level of education Household income [BlBlc| EE
35'64 Deg I'ee £58K UK average £48K n TWO SI(Y at|antlc SI(Y n hmrt Ballu:i’mmail cinema
Composition House tenure Residence
Couples and Homeowner Terraced house

young families &) LIFESTYLE (%) BRANDS & PEOPLE AFFINITY
FINANCIAL SITUATION Interests and hobbies Shopping and websites

() Musicals, outdoor pursuits, cycling, pets,

v M v v photography, eating out, zoos LAKELAND [ZZ77 SEPHORA HOMEBASE LOQGCITANE
Struggling Making Comfortable Wealthy
ends meet Environmental attitudes Food and leisure
Care about the environment but won’t pay extra ; it
; ; COSTA Sainsburys [Bills %P“@g‘f‘%“ ineworld
@ LOCATIONS to buy environmentally friendly products $ Y ED AN Frcineworld
« Chineham - Hampshire « Wotton Under Edge - Gloucestershire Shopping behaviour Public figure affinities

» Sandy - Bedfordshire_ . Stokg Gifford - Bristol More likely to plan in advance and shop « Paul Hollywood « Brian Cox « Jack Whitehall
* Hedge End - Hampshire * Ivybridge - Devon for groceries weekly + Sue Perkins « Tim Peake « Mark Kermode

*acom CACI



Older couples who are coming up to retirement, or
already retired, living in sizeable properties in semi-

2.0M

UK Households

7.0%

of UK

4K Semi-rural Maturity

~ €3) KEYATTRIBUTES

Detached house, bungalow, retired,
paid off mortgage, no children at
home, high proportion of disposable
income relative to income.

@) CORE DEMOGRAPHICS

More likely to be:

Age banding Level of education Household income
55+ A Level (orequivalenty £47K UK average £48K
Composition House tenure Residence

Older couple Homeowner Detached house

FINANCIAL SITUATION

v v v v
Struggling Making Comfortable Wealthy
ends meet

© LOCATIONS

» Carmarthen - Wales
* Dungannon — Northern Ireland
 Spalding - Lincolnshire

» Haverfordwest - Wales
* Launceston - Cornwall
« Alford - Lincolnshire

*acom

rural areas.

How to reach them

=
email Dr::i(I:t Newspapers Magazines

sa]c] e]s]c] ® =
ONE TWo Uw 9

&) LIFESTYLE

Interests and hobbies

Gardening, motorsport, bird watching, DIY,
crossword puzzles

Environmental attitudes

Believe it costs too much to be green all
the time

Shopping behaviour

If there is a choice, they like to buy
products made in the UK

Online activities

Grocery shopping, wine and
alcohol, news, personal finance.

Internet usage
Moderate

SyEEE  (gold

The Greatest Hits of all Time

Daily - Wail

(%) BRANDS & PEOPLE AFFINITY

Shopping and websites

Food and leisure

HELLO

BOOTHS T Tul  Majestic @ < Giio HELLO

Public figure affinities

* Chris Packham
» The Hairy Bikers

» Gareth Malone
* Peter Kay

CACI

* Bryan Ferry
« Elton John



i\ i i 0)
R (|1} N .. Students and young adults starting out, privately 23|\/| 80 Y0
P . 3 oP Tenant LIVIﬂg renting in house shares.

UK Households of UK

AN u,’
L K
‘§\ | . :

9 )

\_‘ ;

= 9

[ -
o N - ¢ Proportion aged 18-24, flats, students, How to reach them Internet usage Online activities
E) v
o N high rental costs, house shares, A = . . .
X o singles, heaviest internet usage. ‘}i @ B8 @ 5 [ High Bool_<|ng holl_dayg and travel_,
N ..~ N == < 0—0° gaming, buying tickets for cinema
- = email Social Display Tube Bus and events buylng beauty
media '

products, blogging/vlogging.

(@) COREDEMOGRAPHICS [ETLs .} MEDIA HABITS
Age banding Level of education Household income ®E)
WG £
18'34 Deg I'ee £43K UK average £48K °YOUT“be 6 Be Real. @ m NETFLIX EI’Z l'
TikTok podcasts cinema
Composition House tenure Residence
Students and Privately renting Flat

young singles &) LIFESTYLE (%) BRANDS & PEOPLE AFFINITY

FINANCIAL SITUATION Interests and hobbies Shopping and websites

o Exercise/sports, cabaret, comedy shows, . #M A\ FieMADK
v M v v exhibitions, cinema, pubs, nightclubs, gym «wayfair (ISOS ¢ ZXPA
Struggling Making Comfortable Wealthy
ends meet Environmental attitudes Food and leisure
@ LOCATIONS Consider themselves as environmentalists s wetherspoon Qo S&L vue
deliveroo Domino’s
« Byker - Newcastle + Cardiff Shopping behaviour Public figure affinities
* Selly Oak - Birmingham * Hackbridge - London Shopping experience and delivery expectations + Greg James * Noel Fielding * Beyoncé

« Bethnal Green - London * Meadowbank - Edinburgh - Bill Bailey « Richard Branson * Stormzy

set via purchasing with fast fashion brands

*acom CACI



CACI

Thank You

UK Headquarters
Kensington Village, Avonmore Road, London, W14 8TS
+44 (0) 20 7602 6000

caci.co.uk

This document contains information and data supplied by CACI Limited that may (a) be created in whole or part using forecasting or predictive models
and/or third party data and are not guaranteed to be error free by CACI, (b) contain data based on estimates derived from samples, and/or (c) be subject
to the limits of statistical errors/rounding up or down. Except for title warranties all other implied warranties are excluded. CACI Limited shall not be liable
for any loss howsoever arising from or in connection with your interpretation of this report.
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