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• Individuals - comprehensive insight into 
demographics, socio-economics and lifestyles of 
consumers around the world. 

• Markets - detailed understanding of markets defined 

geographically, by product, consumer and business type.

• Economies - analyse current position and forecast 
future prospects of local, national and global economies in 
terms of employment, output, consumer spending, 
investment, property and asset markets.

Carrier Direct Marketing Services
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Working With You……
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Data Cleansing: Intact Services

• Online DC service: Fast, secure, user friendly
• Aim: improving the integrity of consumer & business 

data
• Free data audit every time the service is used
• Audit used to help you make the decision about the 

data cleansing services you wish to use.
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Data Cleansing: Intact Services

• Options available:
� Data Counts (no. of records, no. of tel numbers)

� Address validation

� Movers (how many new addresses can be provided for recent 
movers)

� Telephone Numbers

� Age (actual) and DOB (forename, initial and modelled)

� Suppressions:
� Goneaway
� Deceased
� CCJ
� MPS/TPS/FPS
� Duplicates
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Data Profiling

Understanding who your customers/prospects 
are….
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Experian Consumer Classifications

Behavioural
• Financial Strategy Segments

• TrueTouch Segments

• Fashion Segments

Geodemographic
• Mosaic UK

• Mosaic UK Segments

• Mosaic Factors

• Mosaic Daytime
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Data>> UK Consumer Dynamics>> Datasets 

• Individual
� Gender
� Age
� Marital Status
� Surname Origin
� Length of Residency
� Head of Household

• Financial 
� Personal & Household 

Income
� Liquid & Non-Liquid 

Assets
� Shareholding Value
� Outstanding Mortgage
� Directorships
� Employment Status
� Financial Stress
� CCJs
� SOHO

• Family
� Households with Children
� Household Composition
� Decision Maker Type
� Lifestage
� Family Lifestage

• Property
� Age
� Size 
� Property Type 
� Residence Type
� Tenure
� Council Taxation 
� Value
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What is Mosaic UK?
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Mosaic UK
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Mosaic UK – The Classification
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Data Sources

• Census Data
• Electoral Register
• DVLA data
• Companies House
• Shareholder registers
• Public credit data
• Land Registry
• Lifestyle surveys
• Postal Address File
• Market research
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The Data Inputs
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Experian Consumer Classifications>>Mosaic UK
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Experian Consumer Classifications>>Mosaic UK
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Media

Product

Client

Retail
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DVLA, UCAS, NHS, ONS Time Use, 
DETR Deprivation, British Crime 

Survey
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Understanding - Market Research Overlays
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Mosaic Data Inputs
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Why Mosaic?

• UK’s premier HH-based consumer classification

• Built on a history of product innovation

• Optimised for discrimination, richness of description and 
performance

• Validated ‘on-the-ground’

• Not reliant on Secondary Data or naturally declining sources

• Unique set of visualisation materials to aid interpretation

• Up to 30% more predictive, tested by clients and Experian

• Easy to implement

• Updated annually 

• Comprehensive description of UK Neighbourhoods

• Proven class leader in competitive performance testing

• Part of a global network of consumer segmentation (32 countries)
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Key Components
Analysis and Consultancy

• Bureau Service reports and Analysis
� Customer Profiles
� Area Profiles
� Population Projections
� In house solutions
� Data Cleansing
� Demographics On Line
� Demographic forecasts
� Income and expenditure
� Local market trends
� Market research profiles
� Media coverage
� Mapping
� Drive Time Analysis
� Analysis, interpretation, and 

presentation

Some of the Services Available…
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Profiling Customers by Mosaic UK

  

� If you have customer postcodes/address information we can tell you exactly 
which types of consumer you are doing business with

• If you have customer data by sub types we can map the density in specific 
locations and complete sub set profiles

M osaic Lifestyle Groups Target % Base % Pen. %  Index 

A A Symbols of Success 822 14.83 4,785 10.28 17.18 144
B B Happy Families 563 10.16 5,095 10.94 11.05 93
C C Suburban Comfort 1,115 20.12 8,398 18.04 13.28 112
D D Ties of  Community 764 13.79 7,898 16.96 9.67 81
E E Urban Intelligence 396 7.15 2,692 5.78 14.71 124
F F Welfare Borderline 162 2.92 2,258 4.85 7.17 60
G G Municipal Dependency 212 3.83 3,200 6.87 6.63 56
H H Blue Collar Enterprise 629 11.35 6,436 13.82 9.77 82
I I Twilight  Subsistence 124 2.24 1,117 2.40 11.10 93
J J Grey Perspect ives 437 7.89 3,074 6.60 14.22 119
K K Rural Isolation 318 5.74 1,609 3.46 19.76 166

Total 5,542 100 46,562 100 11.90 100
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Use Customer Data to Define Catchments…

Each Customer Postcode has a Grid Reference so we can map 
them and show the distribution etc….
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Use Customer Data to Define Catchments…

Use customer data to look at penetration…
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Where are more of your current 
customers/prospects?
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Area Profiles for Any Area/ Catchment/ Territory

•Catchments can be selected 
using drive times (peak or off-
peak), distance and pre-defined 
catchment

•Profiling catchment areas using 
Mosaic, helps you to understand 
local demographics, market 
potential, local economic 
performance, estimates of income 
and expenditure
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MOSAIC Group Profile: Coventry
Classifies Every Household or Postcode
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Comparing Areas: Looking At Distribution of HH

Council Flats
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Might be very different to here ... Gerrards CrossMight be very different to here ... Gerrards Cross

Symbols of 
Success
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Prospect Databases
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Targeting Leaflets: Postal Sector Ranking
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Targeting Marketing Activity
Better targeted communications

• Targeting creatives and offers to similar 
groups of people

• Helping agencies with visualisation for 
design

• ‘Through-the-line’ media planning
• Making targeted list selections
• Post campaign evaluation
• Direct Marketing Data
• Postal data for door drops
• Pre and post Mosaic UK analysis…benefits
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Prospect Locator

• Prospect Locator is Experian’s 
vending service which enables 
the user to select prospects for 
targeting, providing fast counting 
and ordering.

• Access to:
� Names
� Addresses
� Telephone numbers
� Email addresses
� Business Data
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Databases Available:

• National Canvasse
34 million prospects across the UK, that can be selected
using demographics and modelled data. Perfect for local
area marketing.

• Canvasse Lifestyle
3.2 million prospects, that can be selected using detailed Lifestyle criteria 
such as home insurance renewal months, newspapers read, hobbies, 
interests, savings and investments 

• Canvasse Automotive
•34 million prospects across the UK that can be selected using over 160 
modelled variables relating specifically to motor ownership. Choose from 
owners of used hatchbacks to those who own a new prestige vehicle. 

• Canvasse Birthday
11 million prospects with date of birth, perfect for celebratory offers. 

• National Business Database
Over 2 million mailable business prospects, that can be selected using a wide 
range of criteria including size of business and business activity. 
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Case Studies:
Rosemary Conley Diet & Fitness Clubs

The client
• RC established in 1993, 180 franchisees running 2,000 classes a week. 

One of the most respected franchise companies in the UK   
The challenge

� provide support to their existing franchisees on who their members are 
and where they are in order to target promotions and identify new 
venue opportunities

� to provide support to new franchisees to enable them to choose 
appropriate venues, identify their potential customer base and focus 
their marketing activity

The solution
� Off the shelf reports (profiles) to provide key business information in an 

accessible manner. Reports were split into three categories and 
tailored for individual territories.

� Formulated strategic approach to their business by using our online 
systems and bureau based services to select appropriate territories for 
sale and look at the potential of various territory scenarios.
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Case study: Send Marketing Solutions

The Client
� Full marketing support agency working with a wide range of clients, 

from SME's to major international organisations inc. Hilton Hotels, 
Sony Centres, B&Q, Mitchells & Butler

� Part of the WAA Group - three distinct but complementary teams:
� Intelligence - insight, business intelligence, CRM, information 

management and strategy development 
� Direct - organisation and fulfilment of multi-channel integrated direct 

marketing campaigns
� Response - warehousing, order fulfilment and response 

The Challenge
� To combine the disparate analysis systems into a single, integrated 

solution  providing competitor and customer mapping, Mosaic 
profiling, and demographic analysis of local and regional catchment 
areas

� To reduce the reliance on third party suppliers and disparate 
systems analysis and help Send augment its Intelligence service

� Create efficiencies in working practices that would free-up time for 
the Send analysis team to focus on adding insight and analysis to 
the provision of data

� Provide opportunities for up-selling and cross-selling its analysis 
services to existing clients

� To augment its service offering in pitching for new business to 
prospects



Copyright 2008, Experian Proprietary and Confidenti al

The Solution 
� To abandon the current range of disparate analysis tools and 

integrate the Demographics system into the Send Intelligence 
offering

The Result
� Send Intelligence can now provide a full package of services to 

its client base including customer profiling, client and competitor 
mapping, Mosaic profiling and demographic penetration reports 

� The Send Intelligence unit can focus on adding its own insight 
and analysis to these reports in support of clients

� Significant reduction in time and costs in creating numerous sets 
of maps and reports 

� Send Marketing Solutions has developed its expertise in local 
market intelligence using the plethora of options within our 
bureau system

� This offering has helped the company to expand its relations 
with existing clients, as well as gain new business for the agency

Case study: Send Marketing Solutions
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Case Study: Foundation Inns 

The Client
� A start up an Enterprise Investment Scheme initiative
� The business goal is to acquire a number of freehold or long leasehold

properties, which are currently trading as a public house or restaurant, and
improve their trading performance before selling the business in 3-5 years’ time.

� MD and FD were tasked with finding appropriate sites for investment.

The Challenge
� To purchase property in areas of the country that will allow its offers to flourish:

� a reasonable population size
� a significant representation of key social grades or Mosaic neighbourhoods

� To find a better method for identifying suitable locations to purchase without
having to deploy senior staff ‘on-the-ground’'

� To pre-qualify suitable retail locations prior to visiting them. As with any
investment in a retail business, the best way to view a site for acquisition is to
visit the area

� To find a tool at a reasonable cost that gives Foundation Inns the flexibility to
search on post code territories in order to limit the search criteria
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Case Study: Foundation Inns 

The Solution
Implementation of Experian’s Demographics Online application  

The Result
Foundation Inns can now:

� Quickly determine if the population size and demographics of the local
area around a retail location are of the type that require further
investigation when presented with an investment opportunity

� Reduce the time taken to identify suitable locations for further analysis
from days to hours

� This delivers considerable cost savings (approximately £50,000) and improves
the speed and quality of the organisation’s decision-making

� Senior management time is better deployed on evaluating the investment
potential of site rather than visiting locations ‘on-the-ground’
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Case Study: Foundation Inns 

"As a start up business which is heavily dependant on finding the right 
sites for acquisition in order to meet our business  plan goals, we 

have found that Demographic Solutions has cut out a  lot of the 'time 
wasting' that we encountered previously. We can now  be more 

focussed with our viewing of potential sites and mu ch more 
economic with our time!.........a godsend!“

Gavin Drew, Commercial and Finance Director, Founda tion Inns Plc
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Clients in the last 12 months
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The Data Directory
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