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Brief Overview of CACI

• CACI

– US parent with £2bn turnover (NYSE),  employs approx. 9,000 people

– In the UK for 34 years, £70m turnover, over 600 people

• A progressive marketing services business:

– Understand the dynamics of customers, markets, channels and outlets

– Support pragmatic application of new technology and techniques 

– Provide expertise to drive change and implement in all channels

• Deep expertise:

– CSG Team is over 200 people, £16m+ turnover in the UK

– Clients include companies such as Vodafone, Sky, Telegraph Group, Legal 
& General, AXA, Lloyds Banking Group, RBS, EDF, DFS

Comprehensive base of 
behavioural and socio-
demographic consumer

Experienced professionals 
who ensure that customer 

Overview of CACI

demographic consumer 
information to enhance 
customer data or understand 
the market

Strategy

Services

Customer

Insight
T h l

Data

marketing programmes are 
effective and deployed 
successfully

Systems that create a 
single customer view andTechnology

Insight and advanced 
analytics to drive customer 
understanding and market 
planning

single customer view and 
integrate   email, web, 
SMS, direct mail, call 
centre or face to face 
customer interactions
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What is ACORN?

• A

• Of

• Classification

• Residential

• Neighbourhoods
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Charles Booth 1889

Which one is Ethel?
Which is Kayleigh?
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ACORN – The basic concepts

• People in similar areas have the same needs and lifestyles

• You can find these people• You can find these people
– The historical importance of the UK postcode

• Without ever having met, or heard of, somebody we aim to 
predict 
– Likely household composition
– Likely spending patternsLikely spending patterns
– Likely ownership of financial services
– Likely channel for servicing their financial services
– Likely risk that they are to your company

• And more often than not get it right!

How many groups of dots?
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Which of the 4 ‘types’ is the yellow dot?

Add the centres of each ‘type’
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So where’s the difficulty?

• The maths does not give an answer, its down to experience

• Which of many solutions is “the best”?

• How will you measure ‘closest’
– Which variables matter?
– How to define variables?
– What is the relative importance of variables?

• Deciding how many types you want

The approach

Stage 1
Classify Census Output Areas

Stage 2
Introduce additional data sets
Re-classify postcodes if valid

We only 
change 
where its 
clear-cut

Stage 3
Repeat stage 2 each year to update data 
where it is valid
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Frequent misunderstandings

• People imagine we come up with type names or descriptions 
and then allocate areas to these
– The type comes first, defined by the statistics

– The name and description are optionaloptional extras added later

• People imagine the name, or the description, is the hard 
definition of a type

D i ti l id fi i l i t– Descriptions only provide a superficial picture

– Names simply describe the majority behaviour, or highlight 
special features

It’s the numbers, not the names!

Type 6 - FarmingFarming communities

– only 22% of the people are farmersonly 22% of the people are farmers

– named so because this proportion is 10 times the 
average 

Type 31 - Home owning AsianAsian family areas  

– only 40% of the people 

– 10 times the average g

Type 23 - StudentStudent terraces

– only 38% of the people

– 5 times the average 
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So beware the ecological fallacy

• People often misinterpret, or misrepresent what geodemographic 
classifications are saying – and what they are not saying

– If it’s called a farming area and/or farming is mentioned in the text 
describing the type one is more likely to find people undertaking this 
activity in such areas.

• There is no suggestion that ‘everyone’ in the type is a farmer

– Indeed, since it’s a multivariate classification, all we can really say is that 
the area’s population exhibits demographics characteristics that are 
typically found in areas where there are farmers. The number of actual 
farmers might be no higher than average

ACORN – The structure

Wealthy Achievers

Category 1

Urban Prosperity

Category 2

Comfortably Off

Category 3

Moderate Means

Category 4

Hard Pressed

Category 5

Groups A ‐ C Groups D ‐ F Groups G ‐ J Groups K ‐M Groups N ‐ Q

Types 1 ‐ 12 Types 13 ‐ 23 Types 24 ‐ 36 Types 37 ‐ 43 Types 44 ‐ 56
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So what do we know about you or me?….

W5 4EU

• Type 13 - Well-off professionals, larger houses and converted flats

– Predominantly well-off living in urban areas such as Ealing, Richmond, y g g, ,
Chelsea, Wandsworth, Barnet, Oxford and Cambridge

– Professional/managerial occupations, some students starting out

– Large houses, 3 or 4 bedrooms, often Georgian/Victorian terraces

– Owner occupied, by professional couples and families

– Car ownership but use public transport for travel to work

– Financially aware, high levels of S&I, more likely to switch service providers

– High levels of credit card usage

– Spending on clothes is high

– Technologically sophisticated consumers make great use of the internet 
including financial services and buying other products and services

– Guardian, Independent, The Observer, Times
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ACORN – W5 4EU

Applications of ACORN

Segmenting/Classifying 
customer database

Geographical/Spatial Analysis Linking to Market Databases

Linking to market research e.g. FRSEnhancing Customer Knowledge

?

Mailing File

Internal and External File 
Selection/Overlay

Statistical Modelling Linking to TGI analysis to 
enhance media planning
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CACI Classifications

Postcode Level  ClassificationsIndividual Level Classifications

StreetValueStreetValue

Case Study

NHS Walsall
Stop Smoking Service and HES Data Analysis

Case Study
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Walsall - HealthACORN

Walsall – HealthACORN: Key Groups

Clearly shows
East/West divide
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Walsall – SSS Data Mapped

All SSS records profiled by ACORN

Over‐representation
of “Struggling Families”of Struggling Families
against Walsall Base 

“Secure Families”
have better quit
rates 



03/11/2010

15

All SSS records profiled by ACORN

“Aspiring Singles”
highest proportion of Not‐Quit Rate

All SSS records profiled by HealthACORN
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All HES records profiled by HealthACORN

% Penetration of SSS into Total Population

Penetration to 
north of Walsall
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Market Potential of SSS Postcodes using HealthACORN

HealthACORN predicts
there should be higher 
SSS take‐up to west of M6

HealthACORN: Currently Smoke
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5 Minute Public Transport Catchment 

Summary

• Part art, part science but you can determine the healthy, 
ealth and isewealthy and wise

• Many uses for marketing, pricing, health, mortality…

• More tools for specific applications and sectors to a low level of 
granularity

• The future is already here with individual level tools

• Look up your ACORN type on line or e-mail ktester@caci.co.uk
with any requests…
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