
Mortgage Holders & Seekers
Given the ESI audience is more likely to 
have a mortgage rather than renting, this 
sought-after user is receptive to a good deal 
and open to switching. First-time buyers will 
comprehensively research the market for 
the best o� er.

Credit Card Holders & Seekers
These credit card holders and seekers are 
defi nitely in the market for an additional 
card or competitive interest rate. This 
valued audience consists of upwardly mobile 
professionals and heads of family.

Savings & ISA Seekers
It’s time for this audience to start saving. 
Our savings and ISA Seekers have allocated 
a budget and are ready to start putting their 
money in a safe place. They are actively 
analysing bank and building society rates 
and are keen to open an account or transfer 
their existing account over.

Loan Seekers
ESI’s loan seekers have a proven track 
record and an agenda on their mind, 
whether it’s to refurbish a home, start a 
business, or buy a car. This audience is 
actively reviewing the opportunities o� ered 
by lenders to fi nd the perfect loan.

Current Account Holders
A�  uent and cash-rich, ESI’s users could 
be convinced to switch accounts, given the 
right incentive.

Investors
With funds to spare, ESI’s audience 
is responsive to lucrative investment 
opportunities.

Holiday Travellers
Putting the work week behind them is top 
of mind for these holiday travellers. They 
are actively looking for the optimal holiday 
experience which is tailored to them and 
their lifestyle.

Business Travellers
With high-fl ying careers comes the 
necessity of business travel. A signifi cant 
proportion of these business people are 
frequent business travellers and require a 
hassle-free, top-quality service.

Sun Seekers
The weather has got to these readers 
and now they are actively chasing the 
sun. Weekend trips to Spain and Italy are 
frequently booked. For the beach, vineyard 
or adventure, warmth is their top priority. 

Ski Travellers
Après ski, anyone? ESI’s ski travellers are 
avid snow-seekers, prepared to embark on 
short-haul trips to Europe or long-haul treks 
to Canada and beyond for multiple trips. 
Whether it be with friends or family, they 
will feature on the slopes each year. 

Cruisers
All aboard. These travellers have an a�  nity 
for the high seas. Whether it’s their fi rst 
voyage or a yearly pleasure, cruise ships 
want to speak to them.

Budget Travellers
Young families, established families, young 
professionals and students keep their 
budgets at the forefront of all travel plans. 
This audience is actively researching the 
best bang for their buck. Give them an 
attractive deal and you have got a deal.

Family Travellers
ESI consumers who travel with their 
families still want all the luxuries and 
adventures they experienced before 
children – only now with the added 
complexity of entertaining the kids.

Cultural Travellers
ESI users enjoy cultural activities on holiday 
– from seeing the sights, experiencing art 
and exhibitions, practising the language or 
enjoying the local food.

FINANCE TRAVEL

PREMIUM DIGITAL AUDIENCES
Organised by our 10 major audience categories, 
each segment has a description of the type of 
user you are able to target across our fi ve digital 
brands; The Independent, i100, London Evening 
Standard, Homes & Property and London Live.

ARTS & ENTERTAINMENT 

Movie Goers
These ESI users love to go to the movies. 
Whether it be Friday night or a Sunday 
matinee, they want to see all the new 
blockbuster releases and independent fi lms 
as quickly as possible. 

Concert/Festival Enthusiasts
ESI users are passionate about their music 
and are more than willing to see their 
favourite bands live. They are also avid 
festivalgoers.

Culture Enthusiasts
ESI users who like to support the arts and 
culture enjoy varied and frequent visits to 
exhibitions, the theatre and museums, as 
well as having a discerning taste in literature 
and popular culture.

City Socialisers
These ESI users want to head to the best 
bars, coolest clubs and enjoy the fi nest 
culinary experiences out there – not only the 
big, high-end names, but also those lesser-
known venues that focus on quality and an 
experience you won’t forget.

Flutterers
Whether they are gambling on the usual 
betting stalwarts of the sports world 
(horses; football; tennis; golf), or heading to 
the blackjack tables of casinos up and down 
the country, these ESI users love to gamble.

Sports Enthusiasts
Whether they are going to see their team 
win or lose week in, week out, or heading 
down to their favourite annual event 
(Silverstone to Wimbledon; The Open to the 
FA Cup Final), these users love sports of all 
descriptions. They are happy to part with 
their money to watch it live in person rather 
than on the TV.

FASHION & BEAUTY 

Fashionistas
Lovers of fashion, beauty and designer 
names, these women take their appearance 
seriously. From the high-end to high street, 
their wardrobes are full of the latest 
fashions, from dresses to accessories. 
Never knowingly under-labelled, these 
ladies never let a style go by without 
properly outfi tting themselves.

Male Trendsetters
These men know the power of a well-
dressed man. Tailored shirts, bespoke suits 
and designer shoes are just three of the 
many elements of their perfect outfi t. These 
men set the agenda, own the room and are 
not afraid to express their individuality.

High Street Select Shoppers
These fashion-savvy men and women have 
a passion for the high street. You can fi nd 
them at H&M, Topshop, Topman, Uniqlo or 
Zara, perfecting their look for a night on the 
town or business meeting. They will track 
down a good deal but buy selectively.

Cosmetics Enthusiasts
Groomed to perfection, these women 
are keen disciples of their cosmetics and 
skincare regimes. They carry their make-up 
bag with them at all times and are always 
keen to try the newest and most innovative 
products. They are adventurous and love to 
emulate the latest catwalk looks.

LUXURY

TECHNOLOGY

BUSINESS

Luxury Travellers
Visiting St Bart’s, St Tropez and the leading 
hotels of the world, these high net worth 
individuals prefer fi ne linens and bespoke 
service. Their holidays are over the top – 
after all, they would settle for nothing less.

Luxury Lifestyle Consumers
Luxury cars. Luxury homes. Luxury 
watches. Luxury handbags. The ESI luxury 
lifestyle consumer has the net worth 
to consume only the fi nest life has to 
o� er. Cartier, Burberry, Porsche 
frequently see this audience.

Luxury Auto Enthusiasts
Our luxury auto enthusiasts take their 
automobiles seriously. They enjoy riding in 
style and appreciate the attention to detail 
from a design perspective. They actively 
follow Jaguar, BMW, Mercedes-Benz, Audi 
and Ferrari, just to name a few. 

AUTO

RETAIL

ESI PORTRAITS

Lease Intenders
Flexibility is key for this audience. Our lease 
intenders are looking for a new vehicle but 
would prefer a lease over a buy. Whether 
it be a coupé, SUV or sedan, they are in the 
market to get behind the wheel.

Hybrid Intenders
Willing to act on their green credentials, this 
ESI audience is proud of their car choice and 
the fact that they are consumers of leading-
edge technologies.

Auto Enthusiasts
This audience is always in the market for the 
next new car and enjoy taking their time to 
research and discover the latest models.

Gadget Enthusiasts
Androids, iPhones, tablets, hi-fi , 
headphones, exercise monitors… 
these users get excited about all gadgets 
that hit the market.

Broadband Consumers 
High-frequency users of technology. 
Broadband speed, services and pricing 
are very important to this group of 
ESI consumers.

Mobile Enthusiasts
The latest smartphone or tablet is a must-
have purchase for this audience segment.
Their love of Apple is matched by their love 
of Android devices.

Foodies 
Whether it be preparing an accomplished 
meal at home or heading out to the newest 
restaurants, these users are foodies. They 
read food blogs and restaurant reviews, 
watch food programmes on any device, 
follow celebrity chefs, take grocery 
shopping very seriously, and their fridges 
are never empty. 

Discerning Drinkers 
These sophisticated individuals enjoy quality 
cocktails with which to relax. They enjoy 
their premium gins, single malts and fi ne 
wines, and actively try di� erent brands to 
fi nd their perfect vintage.

Lifestyle Consumers 
Living the desirable lifestyle is important 
to this ESI audience. Whether they have 
the means to design and decorate their 
entire homes using only the best names 
and designer furniture or splash out on key 
pieces, this audience absorbs all the latest 
news and trends.

Ethical Consumers 
The environment is a high priority for this 
ESI audience. Toxins, global warming, 
recycling and animal rights stay top of mind 
as they move through the purchase funnel. 

Urban Dwellers 
Choosing to live in the city, the urban 
dwellers earn sizeable salaries, work long 
hours and enjoy spending their cash on 
funding their lifestyle. Whether it’s nightlife, 
culture or the home, these sophisticated 
ESI users celebrate in full what their city 
has to o� er.

New Parents 
Generally older with fulfi lling careers, these 
new parents are adept at juggling work and 
homelife and are receptive to any means of 
making their lives easier or enabling them to 
make informed choices.

Students 
ESI students take their studies seriously, and 
are interested in the world around them and 
the news that shapes it. Often campaigners, 
they want to make a di� erence and are 
determined to succeed in the workplace 
after gaining their qualifi cations.

Business Infl uencers 
Infl uential and successful, these business 
professionals are key to communicate with 
if you seek the most important people in the 
decision-making process.

Discerning Shoppers 
Whether it’s budget or top-end, the 
discerning shopper makes informed and 
measured purchases which infl uence those 
around them.

High Achievers 
These men and women are career-focused, 
upwardly-mobile and respected amongst 
their colleagues. They are able to infl uence 
their peers and maintain their focus, 
consistently reaching their goals.

C-level Professionals 
These business decision-makers have an 
accomplished career. They sit at the head of 
their organisations and have worked very 
hard to achieve their status. They keep on 
top of world news, politics and business.

Entrepreneurs 
Working particularly in the technology 
space, these ESI entrepreneurs see 
the business opportunity and have the 
persistence and focus to realise their vision.
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