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INTRODUCTION & CONTEXT

Heart of London Business Alliance (HOLBA) has partnered with Colliers to

provide data and insights on visitors to the HOL area to support members
and HOLBA management with trading and strategic decision making.

St Martin's

This monthly report provides key insights from the preceding calendar =
Lane District

month, including information about:

Leicester Sq
District

* Visitor footfall & profile
* Visitor behaviour
* Visitor catchment

* TfL station usage

Raw visitor data is sourced from Hug, a leading mobility data provider Districts | West vs.
using mobile phone movements to provide near real-time data on
consumer activity across the world.

hug
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EXECUTIVE SUMMARY
September 2025

: RO

GROWTH IN VISIT VOLUMES TO HOL AREA YEAR-ON-YEAR & MONTH-ON-MONTH

Visits to the Heart of London (HOL) area rose 5% YoY and 2% MoM as workers returned post-summer. Jermyn Street and
Haymarket saw a 19% and 23% MoM lift respectively, while St Martin’s Lane grew 19% YoY, boosted by the outdoor dining
initiative, Summer Streets, and more visits after 3pm (+5% MoM).

TFL STRIKE ACTION HAD A SIGNIFICANT IMPACT ON VISIT BEHAVIOURS INTO HOL AREA

HOL stations saw a 16% YoY drop in usage in September, with the week of 8 September hit hardest by strikes. This led to a 14%
fall in visits to the area that week. In contrast, Elizabeth Line stations recorded an 8.3% YoY increase, as passengers adapted their
travel routes to reach the West End.

CHANGE IN BEHAVIOUR & DRAVY OF TRADE DUE TO RETURN OF WORKERS ACROSS THE AREA
After a summer dip in worker presence, September saw a return to normal patterns, with workers up 4% MoM. Visits from the
Primary Catchment (Central and Inner London) grew 8.4% MoM, while visits from outside the area declined.

SHIFT IN VISITOR PROFILE FURTHER REFLECTING RETURN OF WORKERS

More focused demographic profile in September, with top 5 segments accounting for a higher share of total HOL visits (79%, up
5% MoM). Growth in worker-orientated ‘City Prosperity’ MOSAIC type in September, up 3.2% MoM, driven by increase in ‘Metro
High Flyers’ segment type, representing ‘career-minded early professionals with high incomes’.




SUMMARY - VISIT VOLUMES
September 2025

Growth across the
HOL area MoM
(+1.8%) & YoY
(+4.7%), despite
tube strikes during
middle week of
September, with the
return of workers
following the
summer break.

Further visit performance detail on Pages 11 — 14 6
MoM = month-on-month | YoY = year-on-year



INTRO SUMMARY VOLUMES BEHAVIOURS

SUMMARY - VISIT DWELL
September 2025

Visitors typically
spent 2 hrs 28 mins
in the HOL area, up
+6 mins vs. 2025
average.

Further dwell performance detail on Page 27

PROFILE

+29 mins

APPENDIX

+6 Mins

vs. 2025 YtD
average




SUMMARY - DOMESTIC VISITOR ORIGIN
September 2025

Total Catchment | 93.1%

78_4% Of Visits +2.0% month-o¥ISEQLS

from Core

Core Catchment | 78.4% visitors
Catchment, up
6.3%. vs. August, .
representing a primary | 56.6% visitors

+8.4% month-on-month

greater pull from
commuter areas &
less pull-in from
further afield.

Further catchment performance detail on Pages 15 - 17 8



SUMMARY - INTERNATIONAL VISITATION
September 2025

Share of International Visits (%)

1 5'9% Of tOtal N. America | 17% visitors L fuope L 7R E. Europe | 10% visitors
visitors were from R S
Outs|de the UK’ W.Europe | 2% vitors _ PALE

d Own 64% M O M S. Europe | 14% visitors “+=+ e B o |55 vt

AT Lo 8 sar SE. Asia | 1% visitors

sevcee

following summer e S i

holidays, with 52% S

S$es8e00000s . 2000002 U M O iSeeeseeeenens
oooooooooooooo

of international e S

ooooooo
ooooooooo

. o s
S. America | 8% visitors Australia & New Zealand | 11%

visitors from i o & Newze
Europe.

Further international performance detail on Pages 18 - 19 9
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INTRO SUMMARY VOLUMES BEHAVIOURS PROFILE APPENDIX

VISIT VOLUMES UP 4.7% YEAR-ON-YEAR, WITH STRONG
GROWTH ACROSS TOURIST-LED EASTERN DISTRICTS

* Visits up 4.7% YoY, with stronger growth across eastern districts, despite uplift across
Piccadilly District & Jermyn St District in the west (worker-led).

* Largest growth across St Martin’s Lane District (+19%) representing positive impact
from outdoor dining initiative, Summer Streets, with the street made car-free
between 11am to 11pm with alfresco licenses made available for businesses.

» Share of visits across SML after 3pm saw 5% growth MoM

* YoY visit performance consistent across western districts (worker-led).

W East Districts

W West Districts HOL District-Level | Year-on-Year (%)

30%

) 19% 19%
o0 20%
&
O]
@ N 9%
> 10 5% 5%
c
o
c . R ] . . -
-1%
-10% -6%
HOL Area Piccadilly District Jermyn St District Leicester Sq Piccadilly Circus St Martin's Lane Haymarket District
District District District

Eastern Districts include St Martin’s Lane, Leicester Sq, Haymarket District



YEAR-TO-DATE PERFORMANCE UP +1% ACROSS HOL AREA

AS OF THE END OF SEPTEMBER

A
&

€ 41%

year-to-date

* Avreturn to YoY growth in
September improved YtD
performance seen across 2025, up
1.2% vs. same period in 2024.

* Strongest YtD performance has
been seen across Haymarket
District, with visits up 7% vs. 2024.
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INTRO SUMMARY VOLUMES BEHAVIOURS PROFILE APPENDIX

IMPACT OF TFL STRIKES SEEN ACROSS HOL AREA, WITH VISITS IN
WEEK 37 DOWN 14% BELOW AVERAGE SEPTEMBER VOLUMES

HOL Area | Monthly Footfall

= Total Visits
[d
I:ET St Martin’s Lane Outdoor Dining * Visits to the HOL area impacted

during Week 37 due to TfL strikes

g TfL Tube Strikes across the network (excl. Elizabeth

400 Line).
Weekend Weekend Weekend Weekend
350 * Across the week, visits to
) HOL area were down 14%
§ 300 vs. average September
é’ 250 performance
= 200 * Visits most impacted on
S 150 Friday 12" (down 29% vs.
- average Friday), reflecting
100 the TfL strikes
50 disproportionately
impacted social & leisure
< < $ © D visits vs. worker-led trips
Q\\@“Q@@\” & &\@\@@@\” & @@0:%@@ q\@\”g Q\@\”Q \@\” q@\”g q}@\” @” q@” Q@” «\@” Q}@\@ q@\” 0\:9\”0 & @\Q Wﬁ;@\”g & %\@\” 6@'\’& W«@\”Q@@\”Q @@\” %Q\@“ during the week.
*  The area saw a strong uplift in
Week 36 Week 37 Week 38 Week 39 visits following strikes and across
feg Dl 242,583 201,589 249,896 260,617 the second half of the month.
Week 39 saw visits 12% higher
Avg. Daily 17.4°C 15.2°C 16.7°C 12.8°C than the average week.

Temps. 13



STRONGEST MONTH-ON-MONTH UPLIFT EXPERIENCED
ACROSS HAYMARKET DISTRICT & JERMYN ST

Q(SY‘
v
& +2%
month-on-
month

* Overall, the HOL area performance is
up 2% vs. August, due to return of
workers following the summer
holiday.

* Jermyn St and Haymarket districts
experienced particularly strong MoM
growth (+19% & 23%), while Piccadilly
District up 6%, all being more worker-
orientated.

14
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15.9M PEOPLE IN HOL AREA’S DOMESTIC CORE CATCHMENT

15.9m 32.0m

core total
catchment catchment
population population
Core Catchment (15.9m)
/
Catchment Band Population (millions)
Primary 6.9m
Secondary 8.9m . .
Core Catchment
(75% of visitors) 15.9m
Tertiary 16.2m " .
Total Catchment
(90% of visitors) 32.0m
15
Catchment defined from FY24 (April 24 — Mar 25) visitor behaviour — —

0 18 36 54 mi



INCREASE IN VISIT PENETRATION ACROSS LONDON IN SEPTEMBER,
REFLECTING RETURN OF WORKERS FOLLOWING SUMMER

visit penetration increased

0/ within Central 1 Oo/ penetration from
40 (0} London + O cCentral London d Norfolk
th-on- th :
month-on-mon Nl . Bedfordshire
h -
/
Visit Penetration | Top 10 Counties 7
“Buckinghamshire W ——
M Penetration MoM Change LUl /
: Y
I 0% il
Central London 40% <A /
10% D of : e
P Hertfordshire PR
() . o
Inner London 4% Oxfordshire 3
Essex
Outer London 1‘7_ 7% y -;;"‘j
i Inher London 3
Surrey B 0 L Outer |shimertc " £
- London E e F\%J)m"‘
He rtfordshire 0% B s Y 5 Y ’ \ Central“{.oﬂdgpf/\“ )
Berkshire “‘\\
Bedfordshire -1% 6% . \'ﬁd,__fa_—»-r—"’“’\!
I s .
Bath and North East Somerset 1% ; Surrey ‘ Kent d
- \
Berkshire -o >%
1% )
Bristol, City of -1‘7 4% :
o Low Visit High Visit
North Yorkshire 3°/° Penetration Penetration
° EEEESE— ]
0 11 22 33 mi - 1 r -
16

Penetration refers to % of population from a zone that visits HOL area



INTRO SUMMARY VOLUMES BEHAVIOURS PROFILE APPENDIX

RETURN OF WORKERS IN SEPTEMBER CONTRIBUTED TO 6.3%
INCREASE IN CORE CATCHMENT SHARE OF VISITS

+ Total HOL area catchment saw 2.0% increase in share of ool Cambridge T
visits, representing higher share of visitors from within Bedford Cambri.dgeshire
existing catchment, and lower pull-in from social visitors .

from afar. ‘Bedfordshire

* Large increase in share of visits from Core Catchment

(+6.3% MoM), particularly across the primary
catchment(+8.4%) covering Central & Inner London.

Chelmsford

Sep-25 P tage Point ch c
ep ercentage Point change vs ESoe

Visit % i th
NN S T Brentwood # ¢ ooe
Primary 56.6% 8.4% . Inner London ]
Secondary 21.8% 2.1% T
__________________________________________ Berkshire
Core Catchment o % El
(75% of visitors) 78.4% +6.3% nter
Tertiary 14.7% -4.3%
Total Catchment ® 5
(90% of visitors) 93.1% +2.0%
—————————————————————————————————————————— Decreased - Increased
Pull-In 6.9% 2.0% Penetration Penetration
- .7 /0 - ° h South Downs
__________________________________________ ot mntn33 mi ~.;..,;.,..i.‘ n »..‘-l T S YA

Penetration refers to % of population from a zone that visits HOL area



DECLINE IN SHARE OF INTERNATIONAL VISITORS ACROSS HOL ARE.
MONTH-ON-MONTH, IN COMPARISON TO SUMMER HOLIDAYS

15.9%

International %

-6.4%

MoM

+4.1%

YoY

* International visitors made up 15.9% of all September visits — a 4% increase YoY.

* Inline with domestic catchment insights, which saw an impact of worker presence on visitor origins, the share of
international visitors experienced anticipated decline (-6% MoM) with comparisons to summer holidays across
August.

* All districts experienced uplift in international share YoY and decline MoM. Jermyn St experienced largest decline
MoM due to be most impacted from worker behaviours.

Area International Mix (%) Month-on-Month Year-on-Year
HOL Area 15.9% -6.4% +4.1%
Piccadilly District 12.6% -9.6% +0.7%
Jermyn St District 18.2% -17.0% +3.8%
Leicester Sq District 17.2% -6.0% +5.0%
Piccadilly Circus District 22.0% -6.4% +7.5%

St Martin's Lane District 17.8% -7.7% +7.5%
Haymarket District 21.4% -10.5% +6.9%
Core West End 12.4% -2.5% +3.1%

Change in mix is calculated via percentage point change 18
Please note, as of April 2025 Huq changed their methodology for calculating international visitation. For more info please contact HOLBA



OVER HALF OF INTERNATIONAL VISITORS FROM EUROPE, WHILE
USA RETURNS AS HIGHEST CONTRIBUTING COUNTRY

Visit Share | Top 10 Regions

M Visit Share

Western Europe

North America

Southern Europe

Australia and New Zealand

Eastern Europe

South America

Northern Europe

Western Asia

Eastern Asia

South-eastern Asia

International data unavailable for China

B MoM Change

21%
3%
16%
8%

I
7% [
11%
8%

10%
7%

o
% [

7
5% [l

Visit Share

Country
- 6% = United States
¢% [l =
<. . )
F <9 * Australia
2% l I Italy
.I 1% n Switzerland
-3% ]
— Netherlands

Top 5 Countries (% of Intl)

51.89%  Europe 16.5 N.America 4.8% Middle East
-4.2% MoM -9.3% YoY +8.4%~VjoM -0.4% YoY +0.9% MoM -4.1% YoY
(o}
Share of International
Visits to the HOL
Area (%)
» '...‘
R - i
% MoM
14.7% +7.7%
o«
106%  +8.7% s \
61%  -60% “
6.0% +2.6% :
5.3% +2.1%
Change in mix is calculated via percentage point change 19

Please note, as of April 2025 Huq changed their methodology for calculating international visitation. For more info please contact HOLBA



VOLUMES

HIGHEST VISIT DENSITY ACROSS LEICESTER SQ DISTRICT —
1.9X HIGHER THAN WEST END AVERAGE

/'s s L
Auction House | Sanctum Soho Hotel St Paul’s Church
1 Th i
e Westhury Mayfair |
Babel House b . 4 . Strand P
Piccad e Piccadilly 1
i _ g ] b i , Rules
Heddon Street Kitchen % g 'rCUS‘.‘tt le B - Lane Districtiog o\
Moschimie A jm District o, o E’!;'egce? 2 ! May's Ct ) |
9“’713, Hotel Café Rov L) Sq Distric - 0 ¥m Adelphi Theatre S
- X ., ol o= 73 , Savoy
t - R R Edwordian P %
i Isabel WySLALAtETY . = pshire Hotel o %(
' Piccadilly The i 7V o 2
Sexy Fish gistrict Ak P
1t & iR Avg. Visit Density Index | Core West End = 100
Aubaine ﬂ Burlington House Haymarket . NalionaTGalle
Petrocchi *‘ - District Keg i
c’(o\' E O u I N i HCI‘,'J‘
N H arket HOL A 129
; May Fair Haotel %, ' e -
Piccadilly District . 124
Jermyn St District 61 - (
0@\ Leicester Sq District _ 189 ’
QS\S} Langan’s B ‘ : Piccadilly Circus District I 106 r
joam . & ‘{;\“Q St Martin's Lane District - 158 P
Ne
Flemings Mayfair Hotel Green Park Q'b( = \}(b\\ Trafalg Haymarket District 100 :
= e 5 x® .
0 004 008  0.12mi o . AN S ocr gy v
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TFL STRIKES DURING SEPTEMBER SIGNIFICANTLY IMPACTED
STATION USAGE, WITH UPLIFT ACROSS ELIZABETH LINE
STATIONS

* TfL station usage in the HOL area dropped 15.8% YoY, due to Bond St | YoY
strike action across TfL network during Week 37 (w/c 8"
September).

Marble Arch | -19.9% YoY Oxford Circus | -9.7% YoY

/
©

* Elizabeth Line stations saw significant uplift during this
period as visitors/commuters altered travel behaviours due \
to the disruption; Bond Street saw entries/exits up 9.7% YoY e

and Tottenham Court Road saw 7.3% YoY growth. Tottenham Court Rd | YoY

Y

23.3% vs. September 2024. Leicester Sq | -10.0% YoY

S~

* Piccadilly Circus station saw greatest decline YoY, down

Charing Cross | -16.4% YoY
/

©

\ Embankment | -6.4% YoY

Piccadilly Circus | -23.3% YoY

» ¢ o

Green Park | -14.1% YoY/ /

Decline in usage from stations within HOL
area in September 2025 vs. September
2024

21

1 Stations within HOL Area: Leicester Sq, Piccadilly Circus, Green Park
Source: Transport for London



HIGHER SHARE OF STATION USAGE ON SATURDAYS THROUGHOUT
SEPTEMBER (19%) DRIVEN BY STRIKE ACTION & SOCIAL VISITORS

* Peak visitation & station usage across the HOL

area on Saturday 6™ September — the day before Footfall vs. TfL Usage | September 2025
TfL strike action. HOLArea footfall ~ e====Total HOL Stations

* Saturdays captured highest station usage across 400 Weekend Weekend Weekend Weekend
the HOL area (19% of total September usage),
with average daily passengers increasing

throughout the week 350 e
* Share of visits on weekdays remained consistent 200
MoM (72%) despite the strikes running between ge!
Sun-Thurs. %
Visit & TfL Usage | Weekday vs Weekend < 250
H Weekday ™ Weekend 4%
S 200
o
< 150
'_
S 100
50

v V) ) ) v v v © ) ) v v v V) » ) v v v ) ) ) v v v ) ) ) v v

A S N VN I g g N N I I A N R I I A Ly VAN VR R L A N I
s ion T 6"\’9 6"\,9 Qq\%s @'\9 & & 6"\’9 6"\,9 @\,\9 6"@9 @’\W (9\’9 6"\’9 6"\,9 qug 6"09 @’\W @Q 6"\’9 6"\,9 @09 6"@9 @’\’9 6‘\’9 6"\’9 6"\@ @Q9 ®\® @Q @\’9

Visits Station Taps I RN N N N N NN NN N N T I N I A M N R R A

22

1 Stations within HOL Area: Leicester Sq, Piccadilly Circus, Green Park
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INTRO SUMMARY VOLUMES BEHAVIOURS PROFILE APPENDIX

INCREASE IN DOMESTIC WEEKDAY SHARE REFLECTING RETURN
OF WORKERS ACROSS THE AREA IN SEPTEMBER

HOL Area | VWeekday vs VWeekend

* Despite increase in share of domestic weekday visits in September, the HOL area
still captures a high share of weekend social visits (28%), up 0.2% MoM.

* HOL area has a 4-percentage point higher share of weekend visitors than wider
Core West End, representing considerable leisure provision across the area.

%
2 7 . 8 (0] * Jermyn Street sees greater bias towards weekday visits, accounting for 77% of
visits, while Piccadilly Circus District sees greatest weekend bias (34%).

Weekend A
Visit %
Daily Visit Distribution | District-Level Weekday vs Weekend
_ . HOL Area 13% 14% 16% 14% 14% 16% 12% 72% 28%
Visitor Origin | VWeekday vs VWeekend

Piccadilly District 15% 16% 16% 15% 13% 13% 12% 75% 25%
Jermyn St District 1% 19% 14% 15% 18% 13% 10% 77% 23%

Leicester Sq District 14% 14% 16% 14% 13% 17% 12% 71% 29%

Piccadilly Circus District 13% 13% 14% 13% 13% 17% 17% 66% 34%

St Martin's Lane District 12% 14% 17% 14% 16% 16% 1% 73% 27%

Haymarket District 16% 12% 19% 12% 15% 13% 13% 74% PLYS
Core West End 15% 15% 16% 16% 15% 14% 10% 76% 24%

Mon  Tues ' Weds ' Thurs = Fri " Sat = Sun
Domestic International
24



INTRO SUMMARY VOLUMES BEHAVIOURS PROFILE APPENDIX

30% of visits to the HOL area occur at night with an even higher
share in Leisure focussed districts

HOL Area | Visitors by Time Band Hourly Visit Distribution | District-Level

Morning HOL Area 7% 8% 15% 23% 25% 23%

Night
23%

30% Piccadilly District 4% 11% 20% 21% 26% 18%
o Jermyn St District 2% 9% 13% 19% 31% 26%
3 O /O Leicester Sq District 9% 8% 14% 25% 22% 22%

Night-time visits Piccadilly Circus District 1% 8% 12% 18% 21% 29%

St Martin's Lane District  2%3%  13% 25% 30% 27%

Eveni Afternoon
;esn;”g 23% Haymarket District 10% 9% 11% 17% 23% 30%
Core WestEnd | 6% 1% 18% 22% 23% 20%

00:00-06:00 06:00-09:00 09:00-12:00 12:00-15:00 15:00-18:00 18:00-00:00

-3%

share of night- * MoM decline in share of night-time visits (-3%) due to return of workers

increasing share of visits during Morning (+1%) & Afternoon (+2%).

time visits 23%

HOL area visits continue to see the greatest share of visits after 6pm.

* Districts that are more leisure-orientated (e.g. Piccadilly Circus District)

post-6pm * All districts barring Piccadilly exceed night-time visit shares of that of the
Core West End.

25

Morning (06:00 — 12:00) | Afternoon (12:00 — 15:00) | Evening (15:00 — 18:00) | Night (18:00 — 06:00)



INTRO SUMMARY VOLUMES BEHAVIOURS PROFILE APPENDIX ’

MONTH-ON-MONTH GROWTH IN VISIT FREQUENCY
DURING SEPTEMBER, RETURNING TO PRE-SUMMER

BEHAVIOURS

* The average visitor visited the HOL area 2.15 times during September, up from 2.01 times in August 2025
but still down -0.07 times vs. 2025 YtD, likely due to the return of worker presence.

Visit Frequency
Average visits per
person

Visit Frequency | HOL Area

average visit
frequency

Latest month Previous month Same month last yea 2025 YTD 2024

w
o

average visit
frequency

Average visits per person
o U o wn

o
(@]

o
o



BEHAVIOURS

VISITOR DWELL HAS INCREASED ACROSS HOL AREA
COMPARED TO PREVIOUS MONTH & YEAR

2hrs

+ Average Dwell time in September has Latest month +2 mins +30 mins +6 Mmins
increased — up 6 mins vs. the YtD, and up 2 28m | ns average MoM YoY vs. YtD
mins vs. August 2025 dwell

* Despite visit frequency declining in
September YoY, average visitor dwell has
seen considerable growth - perhaps visitors
condensing the frequency of trips into

Average Dwell | District-Level

longer, more infrequent visits Latest Month 2h 28m 1h 58m 1h 7m 2h 59m 2h 7m 2h 24m 3h 14m 2h 50m
7’ .
250
Average Visit Dwell | \Weekday vs Weekend é 200
. . -
S
2hr 48m 5 15
2hr 28m E
|
100
1hr 38m
50
0
HOL area  Piccadilly District ~ Jermyn St Leicester Sq  Piccadilly Circus St Martin'sLane  Haymarket ~ Core West End
District District District District District
. 2025YTD 2024 | atest month

Sep-25 Weekday Weekend

27



BEHAVIOURS v

MORE FOCUSED TRIP VISITS DURING SEPTEMBER MONTH-ON-
MONTH, REFLECTING REDUCED SHARE OF SOCIAL VISITORS

HOL Area

* Cross-visitation much higher for international visitors (1.81 districts visited) vs.
domestic visitors (1.54 districts), with larger decline in cross-visitation from
international visitors MoM (-5.0%).

N

159 —
= number of

districts visited

v

Change in Cross Visitation | HOL Area

'2 . 1% W Total ™ Domestic Inter national
MoM
+1.0% 6.3%
YoY
0.4% 1.0%
— [ ]
|
* Cross visitation helps understand the number of visitors visiting - 06%
multiple districts per trip across the HOL area. 21%
* Average visitor to HOL area visited 1.59 districts during their trip in 5 0%
September 2025. M-O-M % change . Y-O-Y % change

28
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INTRO SUMMARY VOLUMES BEHAVIOURS PROFILE SPEND APPENDIX

4% INCREASE IN SHARE OF WORKERS MONTH-ON-MONTH
ACROSS HOL AREA

Visitor

* Shift in visitor profile MoM with 4% increase in worker presence, replacing share of domestic visitors following

August summer holidays.
* All districts exhibited similar profile change — with growth in workers month-on-month vs. August 2025 and
:.6 consistent resident share.
* See page 37 for visitor group definitions.

Worker

Visitor Mix | District-Level Year-on-Year Month-on-Month

HOL Area A% 1% +0% 4% +4%  +0%

Piccadilly District -1% +1% +0% -5% +4% +0%

Jermyn St District

ReS|dent Leicester Sq District

-1% +0% +0% -4% +4% +0%
-1% +1% +0% -5% +4% +1%
Piccadilly Circus District 0% +0% -0% 4% +4% +1%

St Martin's Lane District -1% +1% -0% -4% +4% +1%

> &

Haymarket District -0% +0% +0% -5% +4% +1%

30

Anonymised and aggregated by BT, via the High Streets Data Partnership | Visitor Mix definition in Appendix Change in mix is calculated via percentage point change



PROFILE

TOP 5 MOSAIC GROUPS REPRESENT 79% OF HOL AREA VISITORS
WITH LESS DISTRIBUTED VISITOR BASE IN SEPTEMBER

* Similar to the Core West End, the HOL area’s

. . . MOSAIC Segmentation | HOL Area
visitor profile shows bias towards affluent,

. . . mmm HOL Area Core West End
professional visitor profile.
* Five main MOSAIC groups, contribute 79% of 7 0 visitors from 5 ZO(y visitors within +4 7(y share of visits
visits to the area. 9 A) highest % groups 0  ‘City Prosperity’ . 0 MoM fromtop 5
. . roups
* See page 39 for mosaic group definitions. v group
ear-
on-Year +4.3% -1.4% -0.4% -0.2% -0.2% -0.2% -1.7% -0.5% -0.7% -0.1% +2.3% -0.1% -0.1% -1.7% +0.4%
Top 3 segments this month .
. . . 20% o
e‘) City Prosperity | 20% visitors 20% 19%
High status city dwellers living in central
locations, pursuing careers with high & 15%
rewards © 15% 13%
O
o 1% 2N
S 10%
> Z
& i Urban Cohesion | 19% visitors >
= Residents of settled urban communities 59 N
with a strong sense of identity . .
0% [~ = — . [ | - e
é@\ & &.\\Q% &\\d §\d & Q@L’L) ﬁ\\@% %{-j\c: < & S x}\}e S B Q \2\509
B & ) N QU S S S <L N [ <& 2 O N PN
| € R° & & & & 9 < S © > &0 <& < &
‘4 i Rental Hubs | 15% visitors & @(ﬁ-@% s® S %&\O 0\)\@“ & e « &\é‘ {_\\L\Q & & & Q
"s ,_' Educated young people privately renting in ¢ o P é\\”q" N I IO N
urban neighbourhoods v
See Page 39 for Mosaic Segmentation definitions

Experian MOSAIC | Detailed descriptions of all groups in appendix
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PROFILE

GROWTH IN SHARE OF ‘CITY PROSPERITY’ SEGMENT IN
SEPTEMBER, REFLECTING HIGH-INCOME PROFESSIONAL WORKERS

MOSAIC Segmentation | Month-on-Month Change

40% 399

30%
20%

1.2%

10% 0.6%
0.2%

00%

0w 04% 0.2% -0.1% 02% -0.1% 03% 02% -0.2% -0.3%

Month-on-Month Change (%)

-2.0% -15% 149
1.6%
City Prosperity Prestige Country Living Rural Reality Senior Security Suburban Domestic Aspiring Family Basics Transient Municipal Vintage Value Modest Urban Rental Hubs

Positions Stability Success Homemakers Renters Tenants Traditions Cohesion

Highest Visitor Share Group

City Prosperity | MoM Change

1.1% World Class Wealth
0.1% Uptown Elite
0.6% Penthouse Chic

1.5% Metro High Flyers

Experian MOSAIC | Detailed descriptions of all groups in appendix

+3.2% overall increase in visitors
from 'City Prosperity’.

Growth across all ‘City
Prosperity’ types, with increased
worker presence leading to
higher share from this group;
highest growth from ‘Metro High
Flyers’: ‘career-minded 20 & 30
year-olds...”

Urban Cohesion | MoM Change

Community Elders -0.8%

Culture & Comfort 1.1% *

Large Family Living 0.1%

Ageing Access -0.6%

2" Highest Visitor Share Group

Relatively stable MoM
performance within ‘Urban
Cohesion’ (-0.3% vs. August).

Varied performance by type
within this segment, with growth
in ‘Culture & Comfort’,
representing ‘thriving families
with good incomes in diverse
suburbs’.



PROFILE

INCREASE IN TOP 5 SEGMENT GROUPS MOM ACROSS ALL
DISTRICTS, INDICATING MORE FOCUSED DEMOGRAPHIC VISITOR

BAcéEn share of visitors from Top 5

segment groups across all districts,

HOL Area’s Top 5 Groups | District-Level

representing a more focused demographic 100%
base visiting the area in September, with
fewer infrequent social visitors from other 90%
segments. 13%
80% 15% 17%
Visitors from Month- 70% 15% 16% 15% 15% 15%
Area HOL Area’s on- . 15% °
Top 5 Groups Month = 700 =
® 60% 26%
HOL Area 78.6% +4.7% = 19% 20% 21%
2 50% 25% 18% 20%
Piccadilly District 88.9% +5.9% S 17%
> 40 13%
Jermyn St District 92.1% +11.1% ° 7% 15% 12% o 18% 12%
30% 8%
Leicester St District 78.8% +14.5% 1% . .
10% 12% 11% 9% 11%
20%
Piccadilly Circus District 77.8% +7.1% - 31%
(]
10% 20% % ) o, o o,
St Martin’s Lane District 72.9% +3.3% ° 19% ek 17% 18% 17%
0%
. . O, + o,
Haymarket District 88.9% 6.2% HOL Area Piccadilly District  Jermyn St District Leicester Sq Piccadilly Circus ~ StMartin's Lane  Haymarket Districc  Core West End
o o District District District
Core West End 75.7% +2.1%
City Prosperity DomesticSuccess Municipal Tenants Urban Cohesion Rental Hubs
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INTRO SUMMARY VOLUMES BEHAVIOURS PROFILE APPENDIX

SHARE OF VISITORS FROM HIGH-INCOME VISITOR SEGMENTS
INCREASED MONTH-ON-MONTH, AND HIGHER THAN YTD
AVERAGE

68% of the HOL area visitors in September are

from within high-income segment types. 100%
* 4% increase MoM in share of visitors from 90%
high-income segment groups, further
reflecting increased worker presence and less 80%
diverse social demographic base.
70%
60%
50%
68% 2 a0
O'];YI:t'ors fror}w 30%
igh-income (y
segment +4 (0] S0
MoM change in
‘high-income’ 10%
segment
0

Oct-24 Nov-24  Dec-24 Jan-25 Feb-25 Mar-25  Apr-25 May-25 Jun-25 Julk25 Aug-25 Sep-25

Latest
Month

Visitor Profile Income Bands | HOL Area

Visitor Profile (%)

N

B low [ Medium HHigh
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INTRO

SUMMARY

VOLUMES BEHAVIOURS PROFILE APPENDIX

02

VISITOR
VOLUMES

03

VISITOR
BEHAVIOUR

04

VISITOR
PROFILE

05
APPENDIX
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APPENDIX

HOL AREA PROFILE SKEWED TOWARDS PROFESSIONAL,

MID-AGED VISITOR

Age & Gender Profile

18-19
40%
90+ 20-24
30%
20%
85-89 25-29
10%

0%,

75-84 30-44

65-74 45-59

60-64

* Visitor profile skewed towards visitors aged
30-59 years old (57.1%)

@ Female ﬁ Male

51.2% 48.8%

Occupation

Managers
&

Professiona -
| g S
4 \\
I” \\
40.2%" I
. ~.

Administrative  Skilled Trade
Directorsand ~ Occupations % Professionals and and Secretarial Occupations %
Senior Officials % Technical

Occupations %

Managers, Prof essional Associate

Occupations %

Social Grade

HOL Area 30.5% 17.6% 23.1%

Core West
End

27.9% 31.0% 18.0% 23.2%

B Social Grade AB M Social Grade C1 ™ Social Grade 2 M Social Grade DE

s HOLArea ===-=- Core West End

Caring, Leisure Sales and Process Plant Elementary
and Other Customer and Machine ~ Occupations %
Service Service Operative %

Occupations %  Occupations %

* Social Grade profile of those visiting the
HOL area vs. Core West End very similar

* 28.8% of visitors to the HOL area within
most-affluent social grade (AB)
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BT VISITOR MIX DEFINITIONS

3 key visitor types used within BT data...

72\ The number of non-residents and non-workers who spend at least 10 minutes in that MSOA / HEX in the specified
\_// time period.

The number of workers of that MSOA / HEX who spend more than 10 minutes in the location in the specified time
S period. A person’s work location is based on where they have spent most of their working hours based on latest
available calendar month.

The number of residents of that MSOA / HEX who spend more than 10 minutes in the location in the specified
time period. A person’s residential location is determined by where they have spent most of their evening and
night-time in the latest calendar month.

Anonymised and aggregated by BT, via the High Streets Data Partnership
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APPENDIX

SLIGHT VARIATION BETWEEN DISTRICTS WITH HIGH SHARE OF

CITY PROSPERITY & URBAN COHESION WITHIN EACH
DISTRICT

MOSAIC Segmentation | District-Level

35%

30%

25%
S
2 0%
9)
g
o
2
g 15%

10%

5% ‘l

0% II — [ | - I- I -I I II I I- I — - Hm I e —

City Prosperity Prestige Country Living  Rural Reality  Senior Security Suburban Domestic Aspiring Family Basics Transient Municipal Vintage Value Modest Urban Rental Hubs
Positions Stability Success Homemakers Renters Tenants Traditions Cohesion
M Piccadilly District M Jermyn St District Leicester Sq District M Piccadilly Gircus District St Martin's Lane District Haymarket District
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APPENDIX

MOSAIC GROUP DESCRIPTIONS

Type

- I &6 m m o 0O

—

O zZz X

Experian MOSAIC

Name

City Prosperity
Prestige Positions
Country Living
Rural Reality
Senior Security
Suburban Stability

Domestic Success

Aspiring Homemakers

Family Basics
Transient Renters
Municipal Tenants
Vintage Value
Modest Traditions
Urban Cohesion

Rental Hubs

Description

High status city dwellers living in central locations and pursuing careers with high rewards

Established families in large detached homes living upmarket lifestyles
Well-off owners in rural locations enjoying the benefits of country life.
Householders living in less expensive homes in village communities
Elderly people with assets who are enjoying a comfortable retirement
Mature suburban owners living settled lives in midrange housing
Thriving families who are busy bringing up children and following careers
Younger households settling down in housing priced within their means
Families with limited resources who budget to make ends meet

Single people renting low-cost homes for the short term

Urban residents renting high density housing from social landlords
Elderly people with limited pension income, mostly living alone

Mature homeowners of value homes enjoying stable lifestyles
Residents of settled urban communities with a strong sense of identity

Educated young people privately renting in urban neighbourhoods
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APPENDIX

MOSAIC DEFINITION

Experian’s MOSAIC Customer Segmentation

divides a consumer base into groups of

individuals that are similar in specific ways, such UK Adult NI Te
as: Population

* Age

51m individuals 15 groups Uptown Elite are

affluent, older
families who live
in desirable
neighbourhoods
within inner suburbs

A02 Uptown Elite

* |nterests
* Life Stage
* Spending habits

40

Experian MOSAIC



APPENDIX

MOSAIC SEGMENTS INCOME BANDING

Experian’s MOSAIC Customer Segmentation
types have been grouped into three income
bands to aggregate performance across types:

* Low Income
¢  Medium Income

* HighIncome

60 segmentation types have been classified into
the three income bands, with examples displayed
to the right.

Experian MOSAIC

MOSAIC Types Income Band Examples...

Fledgling Free
City Diversity Pre-retirement couples
enjoying space and
reduced commitments
since their children left

Households renting
social flats in busy city
suburbs where many

World Class Wealth
Global highflyers and
moneyed families living
luxurious lifestyles in
London’s most
exclusive boroughs,

nationalities live as home.
neighbours.
Primary Ambitions Premium Fortunes
Single Essentials Local Focus Fam”riﬁlsd""ith Scrt‘oﬁ" Asset-rich families with
Singles renting small Rural familie.s in Zi’i ch’lc tfzznk;e\:l\slt ﬁojsvee substa.ntlal income,
social flats in town affordable village the gcan afford withi e.sta.blls.hed in .
centres. homes who are reliant y 1thin distinctive, expansive
on the local economy popular homes in wealth
for jobs. neighbourhoods. enclaves.
Low Income Medium High Income
Income

41



CROSS VISITATION EXAMPLE

Person A

Only visits Piccadilly District
Counts as 1 visit to Piccadilly District, and 1 visit to HOL Area

Cross Visitation Index = 100

Person B

Walks through 3 districts — Haymarket District, Leicester Sq District &
St Marin’s Lane District

Counts as 1 visit to each of the 3 districts, but only 1 visit to HOL
Area

Cross Visitation Index = 300

APPENDIX

HOLBA Area & Districts

Person A
[

St Martin's
Lane District

Person B

42



APPENDIX

DISCLAIMER

This report is confidential to the addressee and Colliers accepts no responsibility whatsoever in respect of this report to any other person.

Any market projections incorporated within this report including but not limited to, income, expenditure, associated growth rates, interest rates,
incentives, yields and costs are projections only and may prove to be inaccurate. Accordingly, such market projections should be interpreted as an
indicative assessment of potentialities only, as opposed to certainties. Financial, market and economic projections, estimates and forecasts are
inherently uncertain. Colliers cannot accept any liability should any projections, estimates, forecasts, data, recommendations or any other
statements made in this report prove to be inaccurate or based on incorrect premises. No warranty is given as to the accuracy of any projections,
estimates, forecasts, data, recommendations or any other statements made in this report. This report does not constitute and must not be treated
as investment or valuation advice.

This publication is the copyrighted property of Colliers and/or its licensor(s). © 2025. All rights reserved.

Colliers is the licensed trading name of Colliers International Retail UK LLP which is a limited liability partnership registered in England and Wales
with registered number OC334835. Our registered office is at 95 Wigmore Street, London W1U 1FF.
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CONTACTS

Matt Harris Paul Matthews
Heart of London Business Alliance Colliers
Senior Data & Insights Manager Director | Head of Strategy & Analytics
+44 207 734 4507 | +44 7849 829756 +44 207 344 6782 | +44 7920 072436
matth@holba.london paul.matthews@colliers.com
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