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4 Super Groups

11 Groups

61 Types

The Changing Face of M osaicThe Changing Face of M osaic

12 Groups

52 Types



The only UK consum er segm entation system  to be deployed a
both household and postcode



W hy are we rebuilding M osaic?W hy are we rebuilding M osaic?

“British society has changed in terms of household
structure, affluence, employm ent, ethnicity and cultural
influences.

The Census data allow us to reclassify UK consum ers
using the latest and best information on the structure of
society in 2003”



Key Societal TrendsKey Societal Trends
•• M ore dimensions of affluenceM ore dimensions of affluence

•• Changing social structure of the countrysideChanging social structure of the countryside

•• Growth of child free city centres, apartm ent lifestylesGrowth of child free city centres, apartm ent lifestyles

•• Expanding student enclavesExpanding student enclaves

•• New Asian ‘m iddle class’ suburbsNew Asian ‘m iddle class’ suburbs

•• Pattern of council housing increasingly com plexPattern of council housing increasingly com plex

•• Polarisation of the ‘Grey M arket’Polarisation of the ‘Grey M arket’



Data SelectionData Selection

•• Candidate data for M osaic UK had to m eet theCandidate data for M osaic UK had to m eet the
following criteria:following criteria:

!! Describe social form ations and discrim inateDescribe social form ations and discrim inate
between actual consum er behavioursbetween actual consum er behaviours

!! Be com pliant, accurate, universal and sustainableBe com pliant, accurate, universal and sustainable



M osaic UK: Four Key Data Com ponentsM osaic UK: Four Key Data Com ponents

!! Experian person and household data - dem ographicsExperian person and household data - dem ographics
&  lifestyles for every person and household in UK&  lifestyles for every person and household in UK

!! 2001 Census (ONS / GROS / NISRA) and other2001 Census (ONS / GROS / NISRA) and other
official statistics - 300 variablesofficial statistics - 300 variables

!! Experian local area economic data and geographicExperian local area economic data and geographic
characteristicscharacteristics

!! Descriptive m arket researchDescriptive m arket research



Individual
Gender
Age
M arital Status
Family Name Origin
Length of Residency
Head of Household

Family
Household Composition
Households with Children
Decision M aker Type
Lifestage

Property
Property Type
Residence Type
Tenure
Council Taxation
M arket Value

Financial
Income 
Company Directorships 
Shareholdings 
Personal Debt (CCJ’s)
Credit activity (PC) 
Small or Home Office

Consumption
FM CG 
W hite / brown goods 
Cars 
M edia 
Leisure 

UK Household Characteristics



The case for Census V non-Census dataThe case for Census V non-Census data

Employm ent

Household
Com position

Long Term
illness

Household
Tenure

Unpaid Care

Disability

Electoral Roll

Shareholders

Consum er Credit

Post Office
Address File

Directors

Council Tax

AccessibilityHouse Prices

Tim e Spent Com muting

Non-CensusCensus



•• > 400 data item s for each of the 24 m illion households in> 400 data item s for each of the 24 m illion households in
the UKthe UK

!! 54%  2001 Census data at output area54%  2001 Census data at output area

!! 46%  Experian person, household or postcode level46%  Experian person, household or postcode level
datadata



Bottom Up Clustering M ethodologyBottom Up Clustering M ethodology
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Bottom Up Clustering M ethodologyBottom Up Clustering M ethodology



3D Approach to Clustering3D Approach to Clustering

Source Data
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Validating M osaic 



Interpreting M osaicInterpreting M osaic
• Consum er behaviour research data for products, attitudes / social
values, technology, media, leisure sourced from :

! Experian Lifestyle Surveys

! Experian Consum er Futures Research

! BM RB – Target Group Index / Attitudes

! M ORI – Financial Services

! Hitwise – UK website actual consum er profiles

! Forrester – Technographics and Internet User M onitor

! ONS Fam ily Expenditure Survey

! Home Office British Crime Survey

! ONS Time Use Survey

! DETR M easures of Deprivation



Group A – Symbols of Success



M ore Dimensions of StatusM ore Dimensions of Status
Type A2 Cultural Leadership

Type A3 Corporate Chieftains

Type A1 Global Connections

Type A4 Golden Empty Nesters



M ore Dimensions of StatusM ore Dimensions of Status



Concentration of Affluence in London andConcentration of Affluence in London and
the South Eastthe South East

%



Group C – Suburban Com fort



New Asian M iddleNew Asian M iddle
ClassesClasses



Group E – Urban Intelligence



The ‘Studentification’ of Inner CitiesThe ‘Studentification’ of Inner Cities



Group I – Twilight Subsistence

Group J – Grey Perspectives

Increased Polarity Am ongst the ElderlyIncreased Polarity Am ongst the Elderly



Coastal Access
Distance from  the CoastDistance from  the Coast



IncreasedIncreased
Polarity of thePolarity of the
ElderlyElderly



Group K – Rural Isolation



Growth of Rural Second Hom esGrowth of Rural Second Hom es



Generalised Rurality M easure Top 1%
M easures of RuralityM easures of Rurality



Accessibility & VisualisationAccessibility & Visualisation

M ultim edia visualisation

Online accessibility



M osaic UK M ovement & M igrationM osaic UK M ovement & M igration

•• An analysis of patterns of movement between M osaicAn analysis of patterns of movement between M osaic
UK types and groups.UK types and groups.

•• For each Group and Type:For each Group and Type:

!! Rates of m ovement over a yearRates of m ovement over a year

!! W hat Type is a household m ost likely to have com eW hat Type is a household m ost likely to have com e
from ?from ?

!! W hat Type is a household m ost likely to m ove toW hat Type is a household m ost likely to m ove to
next?next?



M osaic UK M ovement & M igrationM osaic UK M ovement & M igration

Annual %  Change

B8 Just M oving In 0.26

I50 Cared for Pensioners 3.40

I48 Old People in Flats 3.86

E32 Dinky Developm ents 19.48

I50 City Adventurers 20.38

I48 In M ilitary Quarters 39.67

Top 3 M osaic Types

Bottom  3 M osaic Types



Our conclusions...Our conclusions...

•• Im pact of non-CensusIm pact of non-Census sourced sourced data to identify new consumer data to identify new consumer
segm ents significantsegm ents significant

•• W eighting of different data for different geographiesW eighting of different data for different geographies
important elem entimportant elem ent

•• Ave 3 different M osaic household types within a postcode,Ave 3 different M osaic household types within a postcode,
m axim um 18 typesm axim um 18 types

•• Average 20%  im provem ent in discrim inationAverage 20%  im provem ent in discrim ination

•• M ovem ent and migration provides a view of change toM ovem ent and migration provides a view of change to
neighbourhoods overtimeneighbourhoods overtime

•• Facilitating annual updatesFacilitating annual updates

•• Delivered through a variety of different media,Delivered through a variety of different media,



Geodemographics… a cautionary note!Geodemographics… a cautionary note!

•• Com moditisation does not necessarily lead to qualityCom moditisation does not necessarily lead to quality

•• All the system s are not the sam eAll the system s are not the sam e

•• Understanding the perform ance of each system is doesUnderstanding the perform ance of each system is does
not have to be difficultnot have to be difficult

•• You don’t have to a specialist to understand the dataYou don’t have to a specialist to understand the data

•• Com mercially built system s are just as relevant to theCom mercially built system s are just as relevant to the
public sector as to the privatepublic sector as to the private

•• Does it provide a RETURN ON INVESTM ENT!Does it provide a RETURN ON INVESTM ENT!
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