capiGal spenders

Unveiling the unrivalled consumer spending power of London office professionals.







ECN REACHES
AUDIENCES IN PREMIUM
LONDON OFFICES, WHO

EARN AND SPEND MORE.

60%

work in
professional
services

The City is a leading global Europe’s largest tech

financial centre, exporting hub, hosting more
50%+ of the UK’s financial “unicorns” than any
service exports. other European city.
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i We partnered witP€EBR and Group M to understand

Specifically, we wanted to understand the economic value
of m-commerce transactions during their commute, in the
office and in person (store).




M-commerce offers anytime anywhere shopping,
aligning with the busy schedules of office professionals.

THE UK’S HIGH
RATE OF
SMARTPHONE
ADOPTION
MEANS THAT
70% OF ONLINE
COMMERCE IS
VIA A MOBILE
DEVICE.



UK
CONSUMERS
SPEND E221BN
OUT OF HOME

(M-COMMERCE ONLY)
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12% | COMMUTER

Source: Centre for Economics and Business Research, Opinium
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LONDON'’S OUT OF HOME
(M-COMMERCE) SPEND OF
E66BN MAKES IT A HIGH

VALUE AUDIENCE
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ESTIMATED ANNUAL OOH MCOMMERCE
SPENDING BY LONDON OFFICE WORKERS
BY CATEGORY OF SPEND (NOMINAL £BILLION), @2, @3, Q4, AND Q5

Food/grocery shopping
Clothes shopping
Takeaways

Health & beauty products
Activities

Insurance & Utilities

Holidays

Hobby, sports &
entertainment products

Electronics
Subscription services
Furniture & furnishings
Kids - clothing & toys

Gambling & betting

.  £5.7
. £ 4.4
I £5.5
I £ 3.4
I £ 5.2
I £0.9
I £0.8
I £0./
. £0.7
I £0.6
. £0.6
I £0.6

£0.4

Source: Centre for Economics and Business Research, Opinium



IN-OFEICE IN-PERSON

COMMUTING

£10.2BN

75% of London’s
office professionals

consumer spending
happens in the office
or in-store

Source: Centre for Economics and Business Research, Opinium
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‘ Contextual messaging linking to

/t \Ievant day part mindsets.

Curated content (i.e finance feeds,

‘London office
professionals
commube
spendmg power =

~— -~ B10.2Bn

ECN’s position at the end
(AM) and beginning (PM) of
the commute offers brands
unique opportunities

media or entertainment feeds)

4
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" Commute: the last opportunity
to “prime” professidhals before
they wind up or wind down
for/from the.working day

_si—




must be won =
this Saturday London office The combination of mood, screen
-~ positioning and in-office mobile
w'\\\yonu X IOn_als £1,1l4 behaviour make ECN the perfect
be EXt? 1o endlng power = nmlkon companion for mobile/ social
g commerce.
By
i £15.4Bn 11

‘
Accsunt Terms, R oy
be 10+ ind physicaly lcated
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Audience engagement <@ Device behaviour D

73% 3+ office days, 4.5X daily frequency, 4 in 5 use social media

4 5sec ave. dwell-time 1in 2 look at news/sport

1in 3 stream (l.e Netflix, Spotify, podcasts)
i . ®
Audience acbtion &) 1in 4 shop (non-food)

32% more likely to ACT 1in 5 shop (Grocery)

Source: * ECN/MTM Study 2025. *** ECN Work research office study 2022



ECN is Ghe last window
Go impact in-office
m-commerce purchasing

L s

40%
would investigate

online travel offers
seen on ECN.

£800m

spent on holidays
by London office
workers.

* Long dwell-time (45 seconds)
as people wait for the lift or
engage with visitors in the foyer.

* Brand safe and is 2X more
trusted than other OOH formats.

 Screens are located in premium
office entry & lift foyers.

* Unlike transport environments,
there is no other advertising
clutter to distract the eye.
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£2.3bn

: DEMANDING
I n- pe rso n ; Demand free eyecare if - ===
£2.0bn

you use a screen at work
-

-

Ak your Doss about our v

!

" £1.8bn

Source: Centre for Economics and Business Research, Opinium
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1.6bn
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FOOD STORE RETAIL

N
FASHION, CLOTHING
& FOOTWARE

|
HOSPITALITY

== =
OTHER RETAIL
(ie. Health & beauty, electronics, books
& stationery, jewelry & gifts)

OTHER SERVICES

(ie. Cleaning, personal grooming/care,
optical, travel)

SPORTS &
RECREATION

ARTS &
ENTERTAINMENT




5.8x
M&S

8.5x

CHARLES
TYRWHITT

nnnnnnnnnnnnnnnn

Fitness first

4.3X

TESCO

3.2X

BURBERRY

6.1x

LA ol

5.9x

Waitrose

5.1

GUCCI

)
11.1x

Hilton.

6.0x
Fe®

9.1x

oooooooo

5.0x
COSYTA

COFFEE

8.8x

MOSS BROS.

7.3X

5.6X

John Lewis

5.7X
o

- IOCO !zer B e e ioCe is seen in this acation compared to-greater-London population (Lecomizer)

_behavior of

Brand affiniby
(location) data
re-affirms the
consumer



Only ECN can offer
close proximity to
in-store purchasing
in Ghe City of
London

A
Itsu

Fenchurch St

something healthiier
has arrived

City of London bans advertising billboards (on-street) P ',

60% of ECN screens are in the City of London

*ECN has 40% share of DOOH frames in the City of London

Total market: 603 DOOH frames
ECN: total of 241 DOOH frames

Source: Space database 2025

£2.8Bn

spent on in-store
food retail by London
office workers

67%

would investigate
local retail food
offers seen on

ECN




165

LOCATIONS

297

SCREENS

professionals

Nebwork debails

2 minute loop

10 second ads

06:00-20:00

1080 x 1920px creative spec

The leading UK DOOH
network for office

Targeting & creative

Programmatic trading

Tenant industry targeting (i.e finance)
Dynamic Creative certified (DCO)

HD Video



IN=OFFICE IN-PERSON

COMMUTING

.l £10.2BN
* Influence £40Bn of B
- consumer spend'uhg
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