STYLE HOUNDS

SUMMARY

e Very brand/ fashion conscious

* Do not want to be seen as old fashioned

* Early adopters

* Risk takers - they live a full and active life

* Like to be part of the latest trends

e Strongly influenced by others

* Ready to spend money

* Will pay for better service - which to them means more to do or
more fun

* No real interest in sophisticated arts, or cerebral activities

* Fun and excitement is what defines a good time

Advanced technology e Average e=mStyle Hounds
Unusual Arts & culture
Try new things Do own thing
Risk taker Environment
Relaxed Expensive alternatives
Pay for better service Fashion
Out of ordinary Function
Old fashioned Individual attention
New product / service Individuality

Intellectual challenges
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STYLE HOUNDS

DEMOGRAPHICS

e 9% of GB Population
e Older segment
e Slightly more females
e 7% have children living at home
e |ower social SEG—63% in C2DEF
e 41% are retired / not working
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STYLE HOUNDS

LEISURE PREFERENCES

A mix of relaxing and active leisure activities

Visiting a museum/gallery

Day out at a beauty/health spa

Attending a special public event

Visiting parks/countryside/coast

Visiting a visitor attraction

Going to watch a sport event

Going out for meals e Style Hounds e Average

Shopping trips

Night out to a bar, pub or club

Entertainment (cinema, concert, theatre)

Outdoor leisure or sports activities

Going out to pursue a hobby

Participate in sports events or competitions

Going to the gym/sports centre

Galleries and

Museums

.—— Art gallery

National Trust

©

Relaxin
g Functionals
Traditionals —‘
! ~— Castle
Habituals Botanical garden

.¥ Wax work museums

‘ Cosmopolitans

. Viewing platform

Transport Museum

@

Miltary Museum

Family
Friendly
.Aquarium

9 o

High Street Safari Park ._

Science Museum

Q@

Discoverers

“ Theme Park

Style Hounds
Zoo

°

Style Hounds especially enjoy family

friendly outdoor discovery activities

Discovery and
Exploration

® rollowers
Circle size is proportionate to the amount of
variance explained
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STYLE HOUNDS

LEISURE MOTIVATIONS

Sociable, active and outdoorsy

Top motivations for visiting attractions and museums

1. To enjoy time with friends and family
2. To have fun

3. To be fascinated and absorbed

4. To learn something

5. To enjoy some fresh air and exercise

Top motivations for visiting parks, countryside and coast

=

To enjoy time with friends and family
To enjoy some fresh air and exercise
For the views / scenery

To have fun

. Peace and relaxation

SIENN

Top motivations for outdoor leisure or sports activity

1. To improve my overall fitness and health
2. To relieve stress / getaway
3. To improve my self-esteem
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STYLE HOUNDS

TELEVISION PREFERENCES

Watch Live TV

14 hours K4

Watch catch up TV

Television services used compared to

average
200
180 M Freeview channels
through standard TV
160 aerial
Subscription satellite
140 TV service (e.g. Sky)
120
Subscription online/
100 —_— cable live TV service
(e.g. BT Vision, Virgin
Medi
80 edla)' .
Subscription
streaming service (e.g.
60 Netflix, Amazon
Prime, etc.)
40 M Free streaming service

(e.g. iplayer, itv
player, 4od etc.)

Arkenford
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7 hours

T Above average

l Below average

)
per week on

dverage

per week on
average

Television Preferences compared to
average
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160
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140 Entertainment
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STYLE HOUNDS

INTERNET USE
T Above average
l Below average g J%

At home... 76% 1 83% | 15% |

At work... 44% 1 54% 4 2% 1

On the go... 86% ! 3% 1 1% |

Internet Usage

160

140 W Social Media Use Rounded internet users, making
120 Online Gaming . .

o . Online TV / Radio Use use of the information,

. Internet Shopping products and entertainment
60 that the internet offers

40

What makes the internet valuable...

e Style HOunds == Average

It is a great place to socialise with friends

It's an efficient/easy place to buy stuff It's a great place to meet new people

It puts me in touch with people who share
my interests

It is a great source of information

It is a great way to stay informed about
what's happening, what's new

It enables me to access content/watch
events | would not otherwise see

It's convenient/It saves an enormous

It is a good teaching/learning resource .
g g/ J amount of time

It is a great way to compare prices and

choose between products
can find stuff | would never otherwise

know about or have access to

It expands my horizons
It's great entertainment

Arkenford
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STYLE HOUNDS

SOCIAL MEDIA

|
News / Current Affairs

39%
Film and Cinema
27%
Food
25%

B Proportion who follow this type of

31%

Home and Family Proportion who are first to talk

15% about what they have seen from

23%

Sports

23%

Things to do / days out activities

24%

Games

33%

New technology

Holidays

Posting/sharing on Facebook

Using dating sites Reading/liking Facebook posts

. . . Reading/following on
Posting to forums | am interested in . 4 &
Twitter/Instagram
Reading forums for subjects | am Sharing on (twitter, Instagram, snap
interested in chat, etc.)

Sending personal messages (e.g.

Whatsapp, emails, Facebook
Arkenfo rd messenger) = Style Hounds

bright 8 mind
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STYLE HOUNDS

OTHER MEDIA USE

Daily national broadsheets (e.g.
the daily telegraph, the guardian,
Financial times)

Sunday national broadsheets
Social media sites (e.g. The Sunday telegraph, The
Sunday times)

Online news sites (e.g. bbc.com, Daily national tabloids (e.g. Daily
yahoo.com) mail, Daily express, The Sun)
Online newspaper websites (e.g. Sunday national tabloids (e.g. The
theguardian.com) mail on Sunday, Sunday mirror)

Free newspapers (e.g. Metro,

Local regional newspapers .
& pap London evening standard)

e \verage === Style Hounds
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STYLE HOUNDS

TOP BRANDS

Mainstream but upmarket, providing a family friendly offer

Travel & Leisure

ﬁ
mazon | BRITISH
aa . AIRWAYS
g . :
@ e Virginallant
Technology
TESCO ooe
Sainsbury’s
Lt . !
John Lewis amazon Local traditional pubs and
independent restaurants

Shopping

Arkenford
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SUMMARY

e Strong, active and confident
e Do what they want rather than follow any particular fashion
e  Stylish people but it is individuality rather than fashion that is important to them
e Comfortable trying new things that are out of the ordinary
e  Happy to adopt traditional values when appropriate
e  Early adopters but this is generally based on their personal interest in new products
and opportunities rather than on fashion trends. A result of this is that they are early
to try out new products, especially in the field of new technology
e Value and seek functionality in their purchases
e High-spending market and find it easy to justify buying expensive alternatives
e To be given individual attention is very important for Cosmopolitans and they are
willing to pay for it
e Arerisk takers and this is reflected in their purchases and their desire for things that
are new and different. They like new challenges, both physical and intellectual
e Have an appreciation of art and culture
e Life for this group is full and active, yet peace and relaxation is still valued in the right
circumstances
Advanced technology
Unusual Arts & culture
Try new things Do own thing
Risk taker Environment
Relaxed Expensive alternatives
Pay for better service Fashion
Out of ordinary Function
Old fashioned Individual attention
New product / service Individuality
Intellectual challenges
Arkenford e /\yerage e=mm=Cosmopolitans
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COSMOPOLITANS

DEMOGRAPHICS

19% of GB Population

Younger side of the market

Slightly more males

37% have children living at home
High social segment — 64% in ABC1
11% are retired / not working

Life stage — Proportionate change from average
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COSMOPOLITANS

LEISURE PREFERENCES

Cosmopolitans are an open minded segment who enjoy a wide variety of leisure

activities

Going out for meals

Visiting a museum/gallery Shopping trips

Day out at a beauty/health spa Night out to a bar, pub or club

Entertainment (cinema, concert,

Attendi ial publi t
ending a special public even theatre)

Outdoor leisure or sports

Visiting parks/countryside/coast o
gp / y / activities

Visiting a visitor attraction Going out to pursue a hobby

Participate in sports events or

Going to watch a sport event .
g P competitions

Going to the gym/sports centre

e COSMOPOlitans e Average

Galleries and

Museums
@ Artgallery
‘¥ Wax work museums
National Trust
‘ Transport Museum Cosmopolitans
ReIaX| ng Functionals Miltary Museum Fa mi Iy

‘_ Aquarium ' Viewing platform
Traditionals _. Science Museum\-/~ ‘ Frlend Iy

" Castle . .\ .- Theme Park
Safari Park '_

. Discoverers .
Habituals Botanical garden High Street Style Hounds

Z00

Cosmopolitans particularly enjoy

getting involved in family friendly
activities and visiting museums

® Followers

Discovery and
E | . Circle size is proportionate to the amount of
Xp Orlng variance explained
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COSMOPOLITANS

LEISURE MOTIVATIONS

Social animals who don’t switch off easily. Relaxation is

found through learning and exercise

Top motivations for visiting attractions and museums

1. To enjoy time with friends and family
2. To learn something

3. To be fascinated and absorbed

4. To have fun

5. To see awe inspiring places

Top motivations for visiting parks, countryside and coast

To enjoy some fresh air and exercise
For the views / scenery

To enjoy time with friends and family
Peace and relaxation

To have fun

ik w e

Top motivations for outdoor leisure or sports activity

1. To improve my overall fitness and health
2. To relieve stress / getaway
3. To achieve specific goals

Arkenford
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COSMOPOLITANS

TELEVISION PREFERENCES

T Above average

l Below average

Watch Live TV ]

13 hours EJ

per week on
average

Watch catch up TV
per week on

dverage

Cosmopolitans are twice as likely to

watch lifestyle programs than average

Television services used compared to Television Preferences
average
g M Freeview channels through 250
160 standard TV aerial
140
Subscription satellite TV 200
120 service (e.g. Sky) M Entertainment

100 — Subscription online/ cable live 150 Documentaries

TV service (e.g. BT Vision,
80 Virgin Media) . Lifestyle
100

B Subscription streaming

60 service (e.g. Netflix, Amazon  Factual
Prime, etc.)
40 ) .
M Free streaming service (e.g. 50
20 iplayer, itv player, 4od etc.)
0 0

Arkenford
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COSMOPOLITANS

INTERNET USE
T Above average
l Below average g JL}

At home... 68% | 90% * 27% 1

At work... 38% ! 57% 1 4% 1

On the go... 80% | 16% 1 4% 1

Internet Usage )
Cosmopolitans are rounded

80%

0% M Social Media Use |nternet UserS, US|ng the
= Online Gaming internet for information,

40% Online TV / Radio Use . .

. © Internet Shopping entertainment and social

N purposes

Cosmopolitans

What makes the internet valuable... c .
e COSMOPOlitans e Average

It is a great place to socialise with

friends
It's an efficient/easy place to bu
/easy p v It's a great place to meet new people
stuff
It puts me in touch with people who . . .
P . . It is a great source of information
share my interests
It enables me to access Staying informed about what's
content/watch events | would not... happening / what's new

It's convenient/It saves an enormous

Good teaching/learning resource .
4 g amount of time

Compare prices and choose between
products
Finding stuff | would never otherwise
know about / have access to

It expands my horizons

Great entertainment

Arkenford
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COSMOPOLITANS

SOCIAL MEDIA

65%
News / Current Affars
26%
Film and Cinema
35%
Food
36%
: . 58%
Things to do / days out activities
33%

. 57%
Home and Family B Proportion who follow this type of

34% ) .
company on social media

i 56%
Holidays
32%
56% Proportion who are first to talk
about what they have seen from

these companies

New technology »
35%

52%
Sports
30%

45%

Games
30%

Posting/sharing on Facebook

Using dating sites Reading/liking Facebook posts

Reading/following on

Posting to forums | am interested in .
Twitter/Instagram

Reading forums for subjects | am
interested in

Sharing on (twitter, Instagram, snap
chat, etc.)

&

Sending personal messages (e.g.
Whatsapp, emails, Facebook
messenger)

e COSMOPOlitans === Average

Arkenford
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COSMOPOLITANS

OTHER MEDIA USE

Daily national broadsheets (e.g. the daily
telegraph, the guardian, Financial times)

Sunday national broadsheets (e.g. The Sunday

Social media sites telegraph, The Sunday times)

Daily national tabloids (e.g. Daily mail, Daily

Online news sites (e.g. bbc.com, yahoo.com) express, The Sun)

Online newspaper websites (e.g. Sunday national tabloids (e.g. The mail on
theguardian.com) Sunday, Sunday mirror)

Free newspapers (e.g. Metro, London evening

Local regional newspapers
g pap standard)

e \Verage e Cosmopolitans

Arkenford
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TOP BRANDS

Preferred brands are mainstream but upmarket providing a convenient

service

Travel & Leisure ﬁgg P S
I e
BRITISH =
amazon Foias  EUnl ,‘M‘

Technology

virginatariic? s

rust

Sainsbury’s
ST

Johnlewis amazon
N

Food

Local traditional pubs and
independent restaurants

Shopping

Arkenford

b rg h '_':\' minds



DISCOVERERS

SUMMARY

* Independent individualists

* Not worried about what others might think

e Little influenced by style or brand unless it represents their
personal values

* Value technology, new products, services and experiences

* Function far out rates style as a purchase driver

e High spenders on what they want - but intolerant of substitutes or
image based advertising

* Live a relatively relaxed pace of life

* Enjoy intellectual challenges but ‘arts and culture’ are often
negatively perceived

e Value good service - which means enabling them to do what they

want
Advanced technology
Unusual Arts & culture
Try new things Do own thing
Risk taker Environment
Relaxed Expensive alternatives
Pay for better service Fashion
Out of ordinary Function
Old fashioned Individual attention
New product / service Individuality
Intellectual challenges
e \verage === Discoverers
Arkenford
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DISCOVERERS

DEMOGRAPHICS

12% of GB Population
Mixed ages 65+
Even split of males and females 20% 16-34

25% have children living at home ‘31%

Lower social SEG — 50% in C2DEF
35-64

31% are retired / not working

Life stage — Proportionate change from average

48%
140
120
100 __-_ H Young Inde.pendents
B Young Family
80 m Older Family
B Older Independents
60
40
20

Northern Ireland |
East Midlands ||
Wales |
North East

Yorkshire & The Humber

Scotland [
East I
South West I
North West |
London B

West Midlands |

South East |
40 80 120 160
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DISCOVERERS

LEISURE PREFERENCES

Active segment who

enjoy the outdoors

Going out for meals

Visiting a museum/gallery

Day out at a beauty/health spa

Attending a special public event

Visiting parks/countryside/coast

Visiting a visitor attraction

Going to watch a sport event

Going to the gym

Galleric
Muse
‘——Artgallery

National Trust

O

Transport Museum

e

Shopping trips

e DiScoOverers

— AVErage

Night out to a bar, pub or club

Entertainment (cinema, concert,
theatre)

Outdoor leisure or sports activities

Going out to pursue a hobby

Participate in sports events or
competitions
/sports centre

bs and
ums

Cosmopolitans

®

.¥ Wax work museums

@ Miltary Museum

Q

Paintballing

Re I aXI ng Functionals High ropes/tree tops course . Viewing platform Fa m I Iy
Traditionals ‘ Science Mm ’ High Street Fr|end|y
“F Castle /. ‘/ ‘ .- Theme Park
. Aquarium
Botanical garden
Safari Park ._
Habituals Discoverers Style Hounds

Discoverers lie close to the centre.
They enjoy a variety of leisure

activities, in particular active
learning through discovery and
exploration

Discove

Zoo

@® rFollowers

'ry and

Arkenford Explor

bright L8 minds
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variance explained

Circle size is proportionate to the amount of



DISCOVERERS

LEISURE MOTIVATIONS

Leisure activities are all about experiencing the outdoors,

socialising, having fun and learning

Top motivations for visiting attractions and museums

1. To enjoy time with friends and family
2. To have fun

3. To learn something

4. To be fascinated and absorbed

5. To enjoy some fresh air and exercise

Top motivations for visiting parks, countryside and coast

1. To enjoy some fresh air and exercise
2. To enjoy time with friends and family
3. For the views / scenery

4. To have fun

5. For the nature / wildlife

Top motivations for outdoor leisure or sports activity

1. To improve my overall fitness and health
2. To relieve stress / getaway
3. To socialise with friends / meet new people

Arkenford
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DISCOVERERS

TELEVISION PREFERENCES

Watch Live TV
15 hours

Watch catch up TV

Television services used compared to

average
140
H Freeview channels
through standard TV
120 aerial
1 Subscription satellite TV
100 service (e.g. Sky)
80 m Subscription online/ cable
live TV service (e.g. BT
60 Vision, Virgin Media)

B Subscription streaming
40 service (e.g. Netflix,
Amazon Prime, etc.)

20 M Free streaming service

(e.g. iplayer, itv player,
4od etc.)

Arkenford

bright L8 minds

5hours Ky

T Above average

l Below average

per week on
average

per week on
average

Television preferences compared

to average
120
100
H Entertainment
80
m Documentaries
60 i Lifestyle
M Factual
40
20
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DISCOVERERS

INTERNET USE

T Above average

l Below average J%
At home... 639% | 87% 1

At work... 26% 1 39% | 0% |

On the go... 72% 1 4% | 1% |

Internet Usage

120
110 M Social Media Use
100 = Online Gaming Internet is an efficient and
90 m Online TV / Radio Use . > .
20 N . convenient information
nternet Shopping
70 source
60

Discoverers

What makes the internet valuable...

It is a great place to socialise with

e DiscOVerers e Average

friends
It's an efficient/easy place to buy stuff It's a great place to meet new people
It puts me in touch with people who . . .
P . peop It is a great source of information
share my interests
It enables me to access content/watch It is a great way to stay informed about
events | would not otherwise see what's happening, what's new

It's convenient/It saves an enormous

It is a good teaching/learning resource .
& g/ g amount of time

It is a great way to compare prices and
choose between products
Finding stuff | would never otherwise
know about / have access to

It expands my horizons

It's great entertainment

Arkenford

bright L8 minds



DISCOVERERS

SOCIAL MEDIA

News / Current Affairs

Things to do / days out activities
New technology

Home and Family

Food

Holidays

Film and Cinema

Sports

Games

Using dating sites

Posting to forums | am
interested in

Reading forums for subjects | am
interested in

Arkenford

bright L8 minds

16%

20%

16%

21%

23%

19% M Proportion who follow this type of
company on social media

21%
Proportion who are first to talk

about what they have seen from

18% )
these companies

17%

Posting/sharing on Facebook

Reading/liking Facebook posts

Reading/following on
Twitter/Instagram

Sharing on (twitter, Instagram,
snap chat, etc.)

<

Sending personal messages (e.g.
Whatsapp, emails, Facebook
messenger)

e DisCcOvVErers e Average



DISCOVERERS

OTHER MEDIA USE

Daily national broadsheets (e.g. the
daily telegraph, the guardian,
Financial times)

Sunday national broadsheets (e.g. The

Social media sites Sunday telegraph, The Sunday times)

Online news sites (e.g. bbc.com, Daily national tabloids (e.g. Daily mail,
yahoo.com) Daily express, The Sun)
Online newspaper websites (e.g. Sunday national tabloids (e.g. The mail
theguardian.com) on Sunday, Sunday mirror)

Free newspapers (e.g. Metro, London

Local regional newspapers Rk
g pap evening standard)

Arkenford
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DISCOVERERS

TOP BRANDS

Convenience and value for money

SCis

Travel & Leisure NCE

amazon
~—

i

Technology ‘ Phone

mus
easyJet CGUm

(& Thomas Cook

r & & & & 4

Sainsbury’s
- —~—

Argos amazon
N— N

Local traditional pubs and
independent restaurants

Shopping

Arkenford
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TRADITIONALS

SUMMARY

e Self reliant and independent

e Hold traditional values

e Unlikely to justify spending on expensive alternatives.

e Value more traditional established brands

* Functionality is far more important than style and individuality

* Value, and will pay for, good service, which for them means
recognition and individual attention

* Relaxed pace of life

* Enjoy intellectual challenges, arts and culture

Advanced technology

Unusual Arts & culture

Try new things Do own thing

Risk taker Environment

Relaxed Expensive alternatives

Pay for better service Fashion

Out of ordinary Function

Old fashioned Individual attention

New product / service Individuality

Intellectual challenges

e Average e Traditionals

Arkenford
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TRADITIONALS

DEMOGRAPHICS

11% of GB Population

Older segment

Slightly more females

14% have children living at home
Lower social SEG —55% in C2DEF
37% are retired / not working

Life stage - proportionate change from average
140

120
100
B Young Independents
80 M Young Family
60 = Older Family
m Older Independents
40
20
0

Northern Ireland

East Midlands

Wales

North East

Yorkshire & The Humber
Scotland

East

South West

North West

London

West Midlands

South East

Arkenford 0
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TRADITIONALS

LEISURE PREFERENCES

Relaxed segment who enjoy spending time outdoors

Going out for meals

Visiting a museum/gallery

Day out at a beauty/health spa

Attending a special public event

Visiting parks/countryside/coast

Visiting a visitor attraction

Going to watch a sport event

== Traditionals — A\VErage

Shopping trips

Night out to a bar, pub or club

Entertainment (cinema, concert,
theatre)

Outdoor leisure or sports activities

Going out to pursue a hobby

Participate in sports events or
competitions

Going to the gym/sports centre

Galleri
Musé¢

© Artgallery

National Trust Transport Museum

] e

es and
uUMmSs

.¥ Wax work museums

‘ Cosmopolitans

ReIaX|ng Functionals Miltary Museum o Fam||y
( \ ‘ Viewing platform
raditionals —& ’ @ _Aquarium Friend Iy
Science Museum ._
.\ Theme Park
Castle /. Safari Park
. : afari Par
Habituals Discoverers | High Street .— Style Hounds

Botanical garden

An ideal day out for

Traditionals will most likely
be a relaxing day outdoors

Discov

‘ Zoo

ery and ® Followers

Arkenford

bright ’L.\' minds

Explo

ration

Circle size is proportionate to the amount of
variance explained



TRADITIONALS

LEISURE MOTIVATIONS

Sociable and relaxed, interested in intellectual pursuits

Top motivations for visiting attractions and museums

1
2
3.
4
5

. To enjoy time with friends and family
. To be fascinated and absorbed

To learn something

. To have fun
. To experience what life was like in the past

Top motivations for visiting parks, countryside and coast

1.
2.
3.
4.
5.

For the views / scenery

To enjoy some fresh air and exercise
To enjoy time with friends and family
To gain some peace and relaxation
For the nature / wildlife

Top motivations for outdoor leisure or sports activity

1.
2.
3.

To improve my overall fitness and health
To relieve stress / getaway
To socialise with friends / meet new people

Arkenford

bright ’.’_.\' minds



Watch Live TV

18 hours K4

Watch catch up TV

Television services used compared to

average
140
H Freeview channels
120 through standard TV
aerial
100 . Subscription satellite
TV service (e.g. Sky)
80

Subscription online/

cable live TV service

(e.g. BT Vision, Virgin
60 Media)

Subscription

streaming service (e.g.
Netflix, Amazon

Prime, etc.)
Free streaming service

(e.g. iplayer, itv
20 player, 4od etc.)

/\rke_pford

40

T Above average

l Below average

o
per week on

average

per week on
average

Television preferences compared to
average
140

120

100 W Entertainment

80 Documentaries
Lifestyle
60

Factual
40

20

Traditionals



TRADITIONALS

INTERNET USE
T Above average
l Below average g J%

At home... 539% + 89% t 12% ¥

At work... 17% | 17% | 0% |

On the go... 60% 1 3% | 1% |

Internet Usage

120

110 M Social Media Use

100 = Online Gaming Internet is an efficient and

90 m Online TV / Radio Use . . 5

%0 . _ convenient information and
nternet Shopping

70 shopping source

60

Traditionals

What makes the internet valuable...

«—=Traditionals == Average

It is a great place to socialise with
friends

It's an efficient/easy place to buy stuff It's a great place to meet new people

It puts me in touch with people who

. It is a great source of information
share my interests

It is a great way to stay informed about
what's happening, what's new

It enables me to access content/watch
events | would not otherwise see

It's convenient/It saves an enormous

It is a good teaching/learning resource .
& g/ € amount of time

7,

tis a great way to compare prices and
choose between products
, . an find stuff | would never otherwise
It's great entertainment

Arkenfo rd know about or have access to
bright ’.’_.\' minds

It expands my horizons



TRADITIONALS

SOCIAL MEDIA

News / Current Affairs

18%
Home and Family
18%
Food
22%
Things to do / days out activities
13%
Holidays
2% [ Proportion who follow this type of
company on social media
Film and Cinema
21%

Proportion who are first to talk
11% about what they have seen from
these companies

New technology

Sports
19%

Games
13%

Posting/sharing on Facebook

Using dating sites Reading/liking Facebook posts

Posting to forums | am interested in Reading/following on Twitter/Instagram

Reading forums for subjects | am
interested in

Sharing on (twitter, Instagram, snap chat,
etc.)

Sending personal messages (e.g.
Whatsapp, emails, Facebook messenger)

Arkenfo rd e Traditionals e Average
bright L8 minds



TRADITIONALS

OTHER MEDIA USE

Daily national broadsheets (e.g. the daily
telegraph, the guardian, Financial times)

Sunday national broadsheets (e.g. The

social media sites Sunday telegraph, The Sunday times)

Online news sites (e.g. bbc.com,
yahoo.com)

Daily national tabloids (e.g. Daily mail,
Daily express, The Sun)

Online newspaper websites (e.g.
theguardian.com)

Sunday national tabloids (e.g. The mail
on Sunday, Sunday mirror)

Free newspapers (e.g. Metro, London

Local regional newspapers .
g Pap evening standard)

e \verage <= Traditionals

Arkenford

bright L8 minds



Travel & Leisure

amazon BRITISH :

AIRWAYS %

g . easyJe

iPhone National
Technology ' y Trust
TESCO
Sainsbury’s | e T
Local traditional pubs and
amazon independent restaurants

Shopping

/\rke_'r]ford



FUNCTIONALS

SUMMARY

Self reliant

Very price driven and value functionality strongly over style
Traditional values

Not prepared to pay for fashion, style or individuality

Not early adopters of new ideas

Interested in new experiences, and happy to try things new to
them

Enjoy intellectual challenges, traditional arts and culture
Resistant to spending

Service is something that they expect as opposed to something
they will pay extra for

Advanced technology e Average e Functionals
Unusual Arts & culture
Try new things Do own thing
Risk taker Environment
Relaxed Expensive alternatives
Pay for better service Fashion
Out of ordinary Function
Old fashioned Individual attention
New product / service Individuality

Intellectual challenges

Arkenford

brigh’r',{..\'minds



FUNCTIONALS

DEMOGRAPHICS

e 9% of GB Population
e QOlder segment
e Slightly more females
e 7% have children living at home
e |ower social SEG—-63% in C2DEF
e 41% are retired / not working
Life stage
160
140
120
100 B Young Independents
B Young Family
80 = Older Family
60 B Older Independents
40
20
0

Northern Ireland
East Midlands

Wales

North East

Yorkshire & The Humber
Scotland

East

South West

North West

London

West Midlands

South East

Arkenford

brigh’r'!_.\'minds

40 80 120 160




FUNCTIONALS

LEISURE PREFERENCES

Enjoy being outdoors and pursuing hobbies

Going out for meals

Visiting a museum/gallery

Day out at a beauty/health spa

Attending a special public event

Visiting parks/countryside/coast

Visiting a visitor attraction

Going to watch a sport event

e N CtiONalS e— A\VErage

Shopping trips

Night out to a bar, pub or club

Entertainment (cinema, concert, theatre)

Outdoor leisure or sports activities

Going out to pursue a hobby

Participate in sports events or competitions

Going to the gym/sports centre

Galleries and

Muse

.—— Art gallery

National Trust

O

Transport Mus

O

ums
'Y

Paintballing

Wax work museums

Cosmopolitans

eum ‘— Miltary Museum

Relaxing _ N Family
‘_ Functionals ~ Traditionals High ropes/tree tops course ‘ Viewing platform .
./ ‘ .—Aquarium I ”e“dlg
“/— Castle  Science M% .\ Q- Theme park
Botanical garden . 1igh Street Safori Park ._
Habituals Discoverers Style Hounds
Zoo

Discove

Arkenford Explor

brigh’r',{.‘\'minds

®

ry and
ation

@® Followers
Circle size is proportionate to the amount of

variance explained




FUNCTIONALS

LEISURE MOTIVATIONS

Intellectual and outdoorsy segment

Top motivations for visiting attractions and museums

1.
2.
3.
4.
5.

Top motivations for visiting parks, countryside and coast

1.
2.
3.
4.
5.

Top motivations for outdoor leisure or sports activity

To enjoy time with friends and family

To be fascinated and absorbed

To learn something

To have fun

To experience what life was like in the past

To enjoy some fresh air and exercise
For the views / scenery

Peace and relaxation

To enjoy time with friends and family
For the nature / wildlife

1. To improve my overall fitness and health
2. To relieve stress / getaway
3. To achieve specific goals

Arkenford

brigh’r',{..\'minds



FUNCTIONALS

TELEVISION PREFERENCES

T Above average

l Below average

Watch Live TV ]

20 hours &4

per week on
average

Watch catch up TV o B

per week on
average

Functionals show a strong preferences towards documentaries
compared to average

Television services used compared to
average

Television Preferences compared to
average

M Freeview channels

120 through standard TV 140
aerial
100
m Subscription satellite
TV service (e.g. Sky) H Entertainment
80 100
B Documentaries
1 Subscription online/ 30
60 cable live TV service = Lifestvle
(e.g. BT Vision, Virgin y
40 Media) 60
m Subscription W Factual
streaming service (e.g. 40
20 Netflix, Amazon
Prime, etc.)

M Free streaming service 20
(e.g. iplayer, itv

Arkenford player, 4od etc.) 0

bright L8 minds



FUNCTIONALS

INTERNET USE

T Above average

l Below average J%
At home... 45% + 97% 1 7% +

At work... 17% | 31% | 0% |

On the go... 51% | 1% | 1% |

Internet Usage

120
| Social Media Use
100 ® Online Gaming The internet is valued for the
% lOnImeTV/Rac?lo Use information and prodUCtS
H Internet Shopping : .
o that it provides
40

What makes the internet valuable...

=== Functionals = Average

It is a great place to socialise with friends

It's an efficient/easy place to buy stuff It's a great place to meet new people

It puts me in touch with people who share

. It is a great source of information
my interests

It enables me to access content/watch It is a great way to stay informed about
events | would not otherwise see what”?s happening, what”s new

It's convenient/It saves an enormous

It is a good teaching/learning resource .
& g/ g amount of time

It is a great way to compare prices and
choose between products

It's great entertainment I-can find stuff | would never otherwise
Arkenfo rd & know about or have access to
bright L8 minds

It expands my horizons



FUNCTIONALS

SOCIAL MEDIA
Nl aors

16%
e
5%
.
7%
omed B
14% ® Proportion who follow this
Food i
14% media
Film and Cinema _ Proportion who are first to
4% talk about what they have
New technology
22%
.
14%
e 1%
14%
e FUNCtiONAlS e A\verage
Posting/sharing on Facebook
Using dating sites Reading/liking Facebook posts
Posting to forums | am interested in Reac!mg/followmg on
Twitter/Instagram
Reading forums for subjects | am Sharing on (twitter, Instagram, snap
interested in chat, etc.)

Sending personal messages (e.g.
Whatsapp, emails, Facebook

Arkenford messeneer
brigh’r 'L‘\' minds



FUNCTIONALS

OTHER MEDIA USE

Daily national broadsheets (e.g. the daily
telegraph, the guardian, Financial times)

Sunday national broadsheets (e.g. The

Social media sites Sunday telegraph, The Sunday times)

Online news sites (e.g. bbc.com, Daily national tabloids (e.g. Daily mail, Daily
yahoo.com) express, The Sun)
Online newspaper websites (e.g. Sunday national tabloids (e.g. The mail on
theguardian.com) Sunday, Sunday mirror)

Free newspapers (e.g. Metro, London

Local regional newspapers R
€ pap evening standard)

e \verage e Functionals

Arkenford

brigh’r',{..\'minds



FUNCTIONALS

TOP BRANDS

Established brands providing a convenient service

Travel & Leisure

Mmazon | BRITISH
amazon | irwavs }"2
ET T ERG] ] National
Technology Trust
TESCO Food
Sainsbury’s
7> {-
ArgOS amazon | Local traditional pubs and
NS— independent restaurants
Shopping
Arkenford

bright '.C_.\' minds



N7

HIGH STREET

SUMMARY

e Like to take their information from other sources rather than
discover things for themselves

* Keen to follow along when a fashion has been established

* Brand and style are more important than functionality or
individuality

* Not the first to adopt new products but they will be ahead of the
majority of the market

* An active segment that is moderately interested in intellectual
pursuits, arts and culture

* Prepared to spend money on luxury which tends to mean more

things
Advanced technology Average High Street
Unusual Arts & culture
Try new things Do own thing
Risk taker Environment
Relaxed Expensive alternatives
Pay for better service Fashion
Out of ordinary Function
Old fashioned Individual attention
New product / service Individuality
Intellectual challenges
Arkenford

bright #% minds



N7

HIGH STREET

DEMOGRAPHICS

e 18% of GB Population
e Young segment
e Even gender split
e 26% have children living at home
e Mix of social SEGs
o 22% are retired / not working
Life stage
160
140

- .
100 H Young Independents

Young Family

80
Older Family
60 Older Independents
40
20
0
Northern Ireland e ®
United
East Midlands \ Kingdom o
Wales | e
o
North East | ¥
o®
] h
Yorkshire & The Humber [ | 03"“
Scotland ° W el
= =
East I o8 oo
B Ypon SML;U
South West I ...., .
Ireland oug .UV. !G.'
North West [ O e
o0 Adertar .’,'. "'"‘
London I ’g °
West Midlands ® o
- S TERE .
o q O 3
South East [ | 5 .....‘.. 80 e

/\rkenfo rd 0 40 80 120 160 :.h"‘

-’\'



N7

HIGH STREET

LEISURE PREFERENCES

Active segment who enjoy being outside and pursuing hobbies

Going out for meals = High Street ——Average

Visiting a museum/gallery Shopping trips
Day out at a beauty/health spa Night out to a bar, pub or club

Attending a special public event Entertainment (cinema, concert, theatre)

Visiting parks/countryside/coast Outdoor leisure or sports activities

Visiting a visitor attraction Going out to pursue a hobby

Going to watch a sport event Participate in sports events or competitions

Going to the gym/sports centre

Galleries and
Museums

‘— Art gallery

.¥ Wax work museums

National Trust Transport Museum Cosmopolitans
Relaxing _ Family
Functionals -
Miltary Museum . Viewing platform F rle N d |y

Traditionals -. Science Museum . .,— Aquarium
/“\ Castle Discoverer’ . ‘ .* Theme Park
High Street  gafari park '_

Botanical garden
Habituals
Zoo

O

Style Hounds

High Streets fall close to the
centre, slightly towards
family friendly and

exploration activities

DISCOVery and ® rollowers

EXDIOraUOn Circle size is proportionate to the amount of
variance explained




N7

HIGH STREET

LEISURE MOTIVATIONS

Sociable and active, enjoying the outdoors

Top motivations for visiting attractions and museums

1.
2.
3.
4.
5.

Top motivations for visiting parks, countryside and coast

1.
2.
3.
4.
5.

To enjoy time with friends and family
To have fun

To be fascinated and absorbed

To learn something

To enjoy some fresh air and exercise

To enjoy some fresh air and exercise
For the views / scenery

To enjoy time with friends and family
To have fun

For the nature / wildlife

Top motivations for outdoor leisure or sports activity

1. To improve my overall fitness and health
2. To relieve stress / getaway
3. To socialise with friends / meet new people

/\rkenford

ght 8 m



HIGH STREET

TELEVISION PREFERENCES

Watch Live TV

14 hours K4

Watch catch up TV

Television services used compared to

average
120 .

M Freeview channels
through standard TV
aerial

100 —

Subscription satellite
TV service (e.g. Sky)

80
Subscription online/

60 cable live TV service
(e.g. BT Vision, Virgin
Media)
Subscription

40 streaming service (e.g.
Netflix, Amazon
Prime, etc.)

20 B Free streaming service

(e.g. iplayer, itv
player, 4od etc.)

Arkenford

-’\'

6 hours

T Above average

l Below average

)
per week on

dverage

per week on
average

Television Preferences compared to
average
200

180
160
140 M Entertainment
120 Documentaries
100 Lifestyle

%0 I Factual

60

40

20



HIGH STREET

INTERNET USE

T Above average

l Below average

At home... 58% | 88% 1 13%

-«

At work... 28% 1 45% 1 2% 1

On the go... 70% 1 10% * 4% 1

Internet Usage

160

140 M Social Media Use

o . Online Gaming The internet is valued for the
T Online TV/ Raclo Use information, content and

20 M Internet Shopping . .

N products that it provides

40

What makes the internet valuable...

= High Street == Average

It is a great place to socialise with friends

It's an efficient/easy place to buy stuff It's a great place to meet new people

It puts me in touch with people who share . . .
. It is a great source of information
my interests

It is a great way to stay informed about
what”s happening, what”s new

It enables me to access content/watch
events | would not otherwise see

. . . It's convenient/It saves an enormous amount
It is a good teaching/learning resource of time

It is a great way to compare prices and
choose between products
I'can find stuff | would never otherwise know

/\ rken fo rd It's great entertainment about of have access to

ight 4% min

It expands my horizons



HIGH STREET

SOCIAL MEDIA

News / Current Affairs

20%

46%
Food
19%

46%

Things to do / days out activities
16%

45%

H Proportion who follow this type of
17% company on social media
44%

Film and Cinema

Home and Family
19% Proportion who are first to talk about

43% what they have seen from these
companies

Sports
18%

41%

Holidays
13%

41%

New technology

17%
Games
19%
e High Street e A\verage
Posting/sharing on Facebook
Using dating sites Reading/liking Facebook posts

Posting to forums | am interested in Reading/following on Twitter/Instagram

Reading forums for subjects | am
interested in

Sharing on (twitter, Instagram, snap
chat, etc.)

.y

Sending personal messages (e.g.
Whatsapp, emails, Facebook
messenger)

Arkenford

bright '[:\' minds



HIGH STREET

OTHER MEDIA USE

Daily national broadsheets (e.g. the
daily telegraph, the guardian,
Financial times)

Sunday national broadsheets (e.g.

Social media sites The Sunday telegraph, The Sunday
times)
Online news sites (e.g. bbc.com, Daily national tabloids (e.g. Daily
yahoo.com) mail, Daily express, The Sun)
Online newspaper websites (e.g. Sunday national tabloids (e.g. The
theguardian.com) mail on Sunday, Sunday mirror)

Free newspapers (e.g. Metro,

Local regional newspapers .
g pap London evening standard)

e \Verage e High Street

Arkenford

bright 8 mind



HIGH STREET

TOP BRANDS

N7

Popular, mainstream brands providing convenience

Travel & Leisure

amazon = BRITISH =4
] AIRWAYS e
’

.iPhone ¢ Thomas Cook

Technology
TESCO o
Sainsbury’s
— -

Local traditional pubs and
independent restaurants

Shopping

Arkenford

b 'f_:'| 1 'L,\. minds



FOLLOWERS

SUMMARY

Strongly influenced by their peers and by the media

Unlikely to value things that are new and different

They will try things that are new to them as individuals

A similar aversion to what might be considered old fashioned as
Style Hounds, but much less interest in new options

Avoid risk and will take up options when others have shown they
work

Lag behind other groups when it comes to new products and
services

Little interest in intellectual challenges, arts & culture

Service means freebie extras like Satellite TV and sun beds thrown
in

Advanced technology

Unusual Arts & culture
Try new things Do own thing
Risk taker Environment
Relaxed Expensive alternatives
Pay for better service Fashion
Out of ordinary Function
Old fashioned Individual attention
New product / service Individuality

Intellectual challenges

Arkenford e Average === Followers

bright L8 minds



FOLLOWERS

DEMOGRAPHICS

e 13% of GB Population
e Mixed age groups
e Slightly more females
e 32% have children living at home
e Mixed social SEG
e 29% are retired / not working
Life stage
200
180
160
140
B Young Independents
120 .
B Young Family
100 .
= Older Family
g0 B Older Independents
60
40
20
0
Northern Ireland I
East Midlands [ |
Wales |
North East |

Yorkshire & The Humber

Scotland

East
South West [ |
North West [
London
West Midlands |

South East \

Arkenfo rd 0 40 80 120 160 200
bright 'L.\' minds




FOLLOWERS

LEISURE PREFERENCES

Outdoor leisure activities and shopping are some of Followers top leisure

preferences

Going out for

Visiting a museum/gallery

Day out at a beauty/health spa

Attending a special public event

Visiting parks/countryside/coast

Visiting a visitor attraction

Going to watch a sport event

Going to the gym/s

e [O||OWErS e Average

meals

Shopping trips

Night out to a bar, pub or club

Entertainment (cinema, concert, theatre)

QOutdoor leisure or sports activities

Going out to pursue a hobby

Participate in sports events or competitions

ports centre

Galleries and

Musel

.—— Art gallery

National Trust
Transport Muse

1ms

t Wax work museums

um ‘ Cosmopolitans

o L ) Family
Relaxin - :
g Functionals Miltary Museum o Frlend Iy
| ‘ Viewing platform
Traditionals —. . Aquarium
Science Museum , ._ Theme Park
Castle . .\
Discoverers High Street Safari Park ._
Habituals Botanical garden Style Hounds
Zoo

Followers are most likely to enjoy

family friendly days out

Discove

Arkenford

Explora

°

ry and

ition

® Followers
Circle size is proportionate to the amount of
variance explained

bright L8 minds



FOLLOWERS

LEISURE MOTIVATIONS

Sociable and fun-seeking

Top motivations for visiting attractions and museums

1. To enjoy time with friends and family
2. To have fun

3.
4
5

To be fascinated and absorbed

. To enjoy some fresh air and exercise
. To see awe inspiring places

Top motivations for visiting parks, countryside and coast

. To enjoy time with friends and family

1
2. To enjoy some fresh air and exercise
3.
4
5

For the views / scenery

. To have fun
. Peace and relaxation

Top motivations for outdoor leisure or sports activity

1.
2.
3.

To improve my overall fitness and health
To relieve stress / getaway
To socialise with friends / meet new people

Arkenford

bright L8 minds



FOLLOWERS

TELEVISION PREFERENCES

Watch Live TV
16 hours

Watch catch up TV

Television services used compared to
average
120

M Freeview channels
through standard TV

100 E—— aerial
m Subscription satellite

30 TV service (e.g. Sky)

Subscription online/
60 cable live TV service
(e.g. BT Vision, Virgin
Media)
M Subscription
40 streaming service (e.g.
Netflix, Amazon
Prime, etc.)
M Free streaming service
(e.g. iplayer, itv
player, 4od etc.)

20

Arkenford

bright ','_'_.\' minds

4 hours ke

T Above average

l Below average

¢ per week on

dverage

°
per week on

average

Television Preferences compared to
average
200

180

160

140 W Entertainment

120 B Documentaries

100 Lifestyle

80
M Factual

60

40

20



FOLLOWERS

INTERNET USE

T Above average

l Below average -’%

At home... 62% 1 78% | 12% +

At work... 25% 1 35% | 1% 1

On the go... 62% | 7% 1 1% |

Internet Usage

160
140 B Social Media Use Information, products and
120 H Online Gaming .

entertainment are all valued

m Online TV / Radio Use

100
BN . conet shopping services available online

80
60

40

What makes the internet valuable...

e [ollowers === Average

It is a great place to socialise with friends

It's an efficient/easy place to buy stuff It's a great place to meet new people

It puts me in touch with people who share

. It is a great source of information
my interests

It enables me to access content/watch It is a great way to stay informed about
events | would not otherwise see what's happening, what's new

. . . It's convenient/It saves an enormous

It is a good teaching/learning resource .
amount of time

It is a great way to compare prices and

choose between products
l-can find stuff | would never otherwise know

about or have access to

It expands my horizons

It's great entertainment

Arkenford

bright L8 minds



FOLLOWERS

e

SOCIAL MEDIA

Holidays

News / Current Affairs

Food

Home and Family

Things to do / days out activities

0%

Film and Cinema
Sports
Games
New technology

Posting/sharing on Facebook

Using dating sites

Posting to forums | am interested in

Reading forums for subjects | am
interested in

Arkenford

bright L8 minds

M Proportion who follow this type of company on
social media

I Proportion who are first to talk about what they
have seen from these companies

Reading/liking Facebook posts

Reading/following on
Twitter/Instagram

Sharing on (twitter, Instagram, snap
chat, etc.)

J

Sending personal messages (e.g.
Whatsapp, emails, Facebook
messenger)

e FO|lOWeETS — \verage



FOLLOWERS

OTHER MEDIA USE

Daily national broadsheets (e.g.
the daily telegraph, the guardian,
Financial times)

Sunday national broadsheets
Social media sites (e.g. The Sunday telegraph, The
Sunday times)

Online news sites (e.g. bbc.com, Daily national tabloids (e.g. Daily
yahoo.com) mail, Daily express, The Sun)
Online newspaper websites (e.g. Sunday national tabloids (e.g. The
theguardian.com) mail on Sunday, Sunday mirror)

Free newspapers (e.g. Metro,

Local regional newspapers .
€ pap London evening standard)

e Average === Followers

Arkenford

bright L8 minds



FOLLOWERS

TOP BRANDS

Mainstream brands offering good customer care

Travel & Leisure

aﬁajon (&Thomas Cook
g
- - g
Technology "P“°"e virgin aflantic
TESCO
Sainsbury’s
-
Ar gos amazon | Local traditional pubs and
N— g independent restaurants
Shopping

Arkenford

bright ','_‘_.\' minds



HABITUALS

SUMMARY

e Strongly traditional

e Strongly resistant to change preferring the familiar

* Value a more relaxed pace of life

e Purchase decisions made on function

* Fashion has little meaning to them

* Very risk averse and show little interest in new options or
opportunities

* Nointerest in arts or culture

e Spend little money, on brands or service

* Find it hard to justify expense of any sort

e Often have limited income

Advanced technology

Unusual Arts & culture

Try new things Do own thing

Risk taker Environment

Relaxed Expensive alternatives

Pay for better service Fashion

Out of ordinary Function

Old fashioned Individual attention

New product / service Individuality

Intellectual challenges

Arkenfo rd e Average === Habituals
bright '.’..\' minds



HABITUALS

DEMOGRAPHICS

e 8% of GB Population
e QOlder segment
e Slightly more females
e 12% have children living at home
e |ower social SEG —65% in C2DEF
e 48% are retired / not working
Life stage
160
140
120
100 B Young Independents
B Young Family
80 = Older Family
60 B Older Independents
40
20
0

Northern Ireland

East Midlands

Wales

North East

Yorkshire & The Humber

Scotland

East

South West
North West
London

West Midlands

South East

Arke nfo rd 0 40 80 120 160 200
bright ’L.\' minds




HABITUALS

LEISURE PREFERENCES

Habituals particularly enjoy outdoor leisure activities

Visiting a museum/gallery

Day out at a beauty/health spa

Attending a special public event

Visiting parks/countryside/coast

Visiting a visitor attraction

Going to watch a sport event

Going to the gym/sports centre

’—— Art gallery

National Trust

O
Relaxing

e Habituals e Average

Going out for meals

Shopping trips

Night out to a bar, pub or club

Entertainment (cinema, concert, theatre)

QOutdoor leisure or sports activities

Going out to pursue a hobby

Participate in sports events or competitions

Galleries and
Museums

.¥ Wax work museums
Transport Museum

‘ Cosmopolitans
@

Miltary Museum
| . Viewing platform

Family
Friendly

i_ Functionals
Traditionals —.

' “— Castle

Botanical garden

Habituals

Castles and Botanical gardens

would be the ideal day out for
Habituals

Arkenford

brigh’r '!_.\' minds

. Aquarium

Science Museum /. ‘ @ theme Park
Discoverers High Street Safari Park ._
Style Hounds
Zoo

[

Discovery and
Exploration

@® Followers

Circle size is proportionate to the amount of
variance explained




HABITUALS

LEISURE MOTIVATIONS

Socially motivated, leisure activities are both relaxing and

fun

Top motivations for visiting attractions and museums

1. To enjoy time with friends and family
2. To be fascinated and absorbed

3.
4
5

To learn something

. To experience what life was like in the past
. To have fun

Top motivations for visiting parks, countryside and coast

1. To enjoy some fresh air and exercise

2. To enjoy time with friends and family
3.
4
5

Peace and relaxation

. For the views / scenery
. To have fun

Top motivations for outdoor leisure or sports activity

1.
2.
3.

To improve my overall fitness and health
To relieve stress / getaway
To socialise with friends / meet new people

Arkenford

brigh’r '!_.\' minds



Watch Live TV

Watch catch up TV

Television services used compared to

average
120
H Freeview channels
through standard TV
100 aerial
Subscription satellite
30 TV service (e.g. Sky)
Subscription online/
60 cable live TV service
(e.g. BT Vision, Virgin
Media)
Subscription
40 streaming service (e.g.
Netflix, Amazon
Prime, etc.)
Free streaming service
20

(e.g. iplayer, itv
player, 4od etc.)

/\(rke_'nford

T Above average

l Below average

per week on
average

per week on
average

Television Preferences compared to
average
200

180
160
140 M Entertainment
120 Documentaries

100 [ Lifestyle

80

Factual
60
40

20



HABITUALS

INTERNET USE
T Above average
l Below average g J%

At home... 31% 93% 1 5% |

At work... 6% | 21% | 0% |

On the go... 31% | 1% | 0% +

Internet Usage

160

140  Social Media Use Internet is used as an
120 M Online Gaming . . .

100 m Online TV / Radio Use |nf0rmat|0n and Shopplng
5 ® Internet Shopping source

60

40

What makes the internet valuable...

== Habituals == Average

It is a great place to socialise with friends

It's an efficient/easy place to buy stuff It's a great place to meet new people

It puts me in touch with people who share

. It is a great source of information
my interests

It enables me to access content/watch It is a great way to stay informed about
events | would not otherwise see what's happening, what's new

It's convenient/It saves an enormous

It is a good teaching/learning resource .
g g/ g amount of time

It is a great way to compare prices and

choose between products
I-can find stuff | would never otherwise know

about or have access to

It expands my horizons

It's great entertainment

Arkenford

brigh’r',’..\'minds



HABITUALS

SOCIAL MEDIA

News / Current Affairs
Home and Family
Food
0%
Sports
Things to do / days out activities
Holidays
4%
New technology

Games

Film and Cinema

Using dating sites

Posting to forums | am interested in

Reading forums for subjects | am
interested in

Arkenford

brigh’r '!_.\' minds

9%

14%

23%
8%
I Proportion who follow this type of

company on social media

11%
Proportion who are first to talk about

7% what they have seen from these
companies

7%

Posting/sharing on Facebook

Reading/liking Facebook posts

Reading/following on
Twitter/Instagram

Sharing on (twitter, Instagram, snap
chat, etc.)

Sending personal messages (e.g.
Whatsapp, emails, Facebook
messenger)

e Habituals e Average



HABITUALS

OTHER MEDIA USE

Daily national broadsheets (e.g.
the daily telegraph, the guardian,
Financial times)

Sunday national broadsheets
(e.g. The Sunday telegraph, The
Sunday times)

Social media sites

Online news sites (e.g. bbc.com,
yahoo.com)

Daily national tabloids (e.g. Daily
mail, Daily express, The Sun)

Online newspaper websites (e.g.
theguardian.com)

Sunday national tabloids (e.g. The
mail on Sunday, Sunday mirror)

Free newspapers (e.g. Metro,

Local regional newspapers .
g pap London evening standard)

== Average == Habituals

Arkenford
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HABITUALS

TOP BRANDS

Tried and tested brands, offering exactly what they need

Travel & Leisure

BRITISH
amva;()n AIRWAYS '
Technology
Sainsbury’s
Ar gos ama;on %oca/ traditional pubs and
N— S independent restaurants
Shopping
Arkenford

bright '£}' minds



