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The Mosaic UK family tree

The Mosaic UK family tree illustrates the major
demographic and lifestyle polarities between the
groups and types, and shows how the Mosaic types
relate to each other.

The Mosaic UK classification
is built by one of the world’s
most experienced consumer
segmentation teams.
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Group A: Alpha Territory Group B: Professional Rewards

Mosaic U
groups an

types

Piers and Imogen

3.54% of UK households

(Types 1-4)

AlphaTerritory people are the most wealthy
and influential individuals in the UK, They
have risen {o positions of power in the private
and public sectors, whether as owners of their
own husinesses, as hankers in the city, as
seninr managers in industry o1 as top lawyer s,
surgeons ol civil servants, as well as a small
but influential cadic of celeb itics in sport,
the arts and entertainment.

An increasingly large proportion of this
group are wealthy foreign nationals. Some
ate lop execulives employed by inlernalional
companies, others weallhy entreprenew s,
increasingly from Russia and the Middle East,
who find Britain a convivial location in which
to manage their business inlerests.

Alpha Teriitory neighbour hoods are
concentrated in London, in pai ticular the
fashionable inner suburbs of South Kensington.
Islington and Notting Hill. They are also
common in prime residential areas such as
Suniey and the Chilterr 1d in the semirual
commuter belt of Biitain's largest rvegional
cenlres, They reside in quite differeni types of
housing, in smari mivate flats in inner London,
lown houses in Georgian squares in Balh ol
Edinburgh's new lown. o in large properties
common to the outskiits of the UK's big cities,

AlphaTerritory people are likely te purchase
bespoke luxury items such as expensive brands
of jewellery, cars, kitchens and furniture. They
are most likely to pay for private education and
healthcare, and to employ stalf {o clean thei
homes, tutor their childven, and maintain

their gardens.

If not found on their own private yacht, then
they are most likely to be scen in the business
o first class cabins of aitlines. to holiday in
their own foreign property and to enjoy the
service of exclusive hotels and restaurants,

Adepl al managing lhen complex business
affails, they work long hours. and many rely
on specialist investment. tax and leyal adviser s
for advice rather than being influenced by
conventional advertising. They also have an
extensive nelwork of personal contacts wilh
whom they confer on personal as well as
business affairs. This group can bereached
Through media such as the financial press,
leading business publications and thiouagh
sponsorship of major sporting events to
which many may be invited by friends and
business partnars,

Graham and Carolyn

8.23% of UK households

(Types 5-10)

Professional Rewards are the UK's executive
and manager 1al classes. Oftan in thei 40s,
O0s a1 603, some may be owne s of small o
medium sized businesses whilst other s will
have risen to senior positions in large multi-
nalional arganisations.

Ihese people have signilicanl equily in
their own homes. With incomes from their
investments as well as from employment.
their affluence means they are often paying
a higher rate of tax.

Prolessional Rewards ate usually maried and
are living in spacious family homes with children,
many of whom will be at university or finding
theit feel in successful career s. Professional
Rewal ds neighbour hoods are found in residential
areas in the outer suburbs of laige cities or in
semi-rural dormitory villages from where their
accupants often travel to work by car,

I'he house is likely to be detached, have

four or more bediooms, is well maintain and
equipped. and surtounded by praperty ot a
similar style. Tastes in clothing and furniture
are generally con vative, with preferences
foi good taste over ostentation, Protessional
Rewards people will shop al retail stores
where service is a key component of the overall
proposition. They seek value for money rather
than the lowest prices and will pay a premium
lor brands renowned Tor qualily and reliabilily.
This group are a geod market for specialist
grocery moducts rather than basic essentials,
and will be mote comfartable making personal
tequests at the supermar ket delicatessen and
fish counters rather than purchasing own label
discount biands.

Mofessional Rewards people rely on
national madia, particulatly qualily naticnal
newspaper s, to obtain the infor mation they
need to achieve the highest return on their
investments consistent with security. This is
a population that is influcneed by evidence
rather than “hard sell” and delibeiales
catelully belure purchasing high Lickel ilems,

Many people in this group are owners of a
second home, whether in Britain or overseas,
where they will take multiple helidays throughout
the year, Others will stay in hotels or ren
attractive countiy cottages, A significant
number of older people will be considering a
cruige or will have plans for a long-haul holiday
to see family and friends. This group will provide
regular and knowledgezble audiences for
theatres and concert halls,




Group C: Rural Solitude

Group D: Small Town Diversity

Group E: Active Retirement

Aled and Gwyneth

4.40% of UK households

(Types 11-15)

Rural Solitude coniains people who live in
small villages. isolated farmhouses or cotiages
where farming and lourism are the mainstays
of the ecconomy. These neighbout hoods are
sufficiently remote from major centies of
population not to have hecome commuter
dormilories, and are characler ised by a
traditional country way of life with a strong
sense of community.

The population includes farmer s, people
employed in businesses that suppott the
farming industry, the retited who have opted
tor a slower pace of life and locally born people
who work in low-paid or middle incorme jobs in
local markel Lowns. A high proportion of the
population is maried o if single, widowed.

Rural Sclitude neighbourhoods a1e found in the
1ural areas of South West Cngland, Last Anglis,
mid and central Wales, the North Pennines,

the Lake Distiict and Scotland.

Owner-occupation is common, wilh a few
residents renting from private landlords. Houses
are usually spacious, detached and surrounded
by gardens, and though unemployment 1s low
the lower wage rates typical in these areas
result in modest levels of disposable income.

A problem for many younger 1esidents is the
high ratio of house prices to local incomes due
o the influx ol relited people and the purchase
of second homes.

[ ew houscholds have access to mains gas,
and many tely on oil fired central heating,
whilst limited public transport results in
high motoring costs,

The traditional weekly visit to the local market
town is now replaced by a weekly visit to

its principal supermarket where residents
purchase basic non food items ag well as
mainstream brands. There is also a strong
preference for organics and foods grown by
local suppliers, and people also spend on then
gardens, many of which are used to grow trint
anfd venetahles,

People in Rural Solitude have tradilionally beer
layal uscts of mail ordar companics and. despritc
poot access lo broadband communications, ai¢
willing users of internet as well as call centres.

Much feisure lime is spenl on counliy pursuils,
Ishing. walking, sailing, bird-walching and
visiting local historic homes and gardens.

The church is an important social focus for
many residents alony with activities orgamised
oy the local community.

Dennis and Sheila

8.75%% of UK households

(Types 16-19)

Small Town Diversity people live in medium
sized and smaller towns in neighboul hoods

of older housing where there is relatively little
change in the population from one year to the
next. This group of people have strong roots in
their local community, have friends and family
who live near by and are likely Lo live he resl ol
their lives in the same community.

Although Small Town Diversity people are
more likely to be in their tetirement years,
these neighbourhoods are quite diverse

in terms of age distiibution and types of
household, Some people are quite well oft
whilst others have to be careful to make ends
meet, but you are unlikely to find people at
either extreme of the income distribution,

A significant number are self employed.

The more affluent residents are owner s of
successtul local businesses, the least well
off are young school-leavers who rent small
Nals over shops in he cenlie ol lown, A key
characleristic of these people is that they
live in communities, small enough for houses
of different ages and styles to exist in close
proximity and where council estates, if they
do exist, are small in scalg,

Small Town Diversity neighbow hoods ale
most common in the South West of England,
East Anglia and the East Midlands.

Incomes are relatively low, reshicted by the
warne 1ates oftered by employers in these
locations, However. lastes have an emphasi:
on home improvement. gar dening, motoring
and holidays overseas. By contrast relatively
less than average is spent on tobacco and
aleohol, ealing ouland enler lainmen L.

For many of these people their social networks
are dominated by fiiends and family, and the
focus of leisure is meeting up with friends in
homes and gzidens, in pups at meetings of
local associations and sharing trips to visit sites
lacal of historical or environmental interest.

Generally uniesponsive to aspirational
advertising, and disparaging of laige business.
Small Town Diven sity resident s would prefer,

if they could. to engage with small scale
organisations that were more responsive io the
personal circumstances of individual citizens,

Aubrey and Iris

4.34% of UK households

(Types 20-23)

Active Retirement neighbouw hoods contam
people aged over 65 whose children have grown
up and, on retirement. have decided to live in

a community among people of similar ages

and incomes.

Most of these people, have paid-off then

mot lgage, soeld Lheit proper Ly and used Hhe
proceeds to purchase a smaller property,
Many of these homes are bungalows o
countiy cottages, Others will be living in
private blocks of flals in subw ban locations,

The mave to Active Retirement is an
oppoertunity to dewnsize to a more manageable
property. For those moving to a rural or coastal
location itis a chance to make a new stait,
establish new triendships. and engage in new
leisure activities. However some older retired
people, especially those living in coastal resorts
will be struggling to maintain thein homes in the
face of failing health and rising utility bills.

Active Retiremant peopls are y to have an
occupational pension accompanied hy savings
accumulated durimg their working lives, Some
may have sufticient income to maintain a car and
indulge in over seas holidays, particularly cruises.

With & sutfait of consumer durables ancd
furniture from their previous hames they spend
less on garden cauipment, DIY. furnitue, while
agoods and home entertainment products, and
more on services such as taxis, cleaning and
gardening. Social networks are centred on the
bowls or goll ¢lub.

Shopping centres which serve these

neighbouw hoods olten conlain oullels which
mieel Lhe demands Tor specialisl loods and diink,
hair salons, estate agents and legal services.

Active Retirement people are infrequent users
of consumer credit and. and when they pay by
credit card, they are likely to pay off the balance
promptly. They are people of a generation

that understands the bernefit of paying by

direct dehil but are less conversant with the
oppor tunities provided by the internet for

home shopping and hanking,

Leisure activities include reading newspapers
and books, solving puzzles and crosswor ds,
knitting and looking after ¢randchildien. People
in this group enjoy short trips to propoi ties of
historic interest and the more recently retired
are often vigorous walkers and naturalisis.
Walking the dog and managing the garden

are an imporiant means of keeping in good
physical condition.




Group F: Suburban Mindsets

Surinder and Bina

11.18% of UK households

(Types 24-28)

Suburban Mindsets are mostly married people
of middle age. living together with thei childien
in family houses. These homes are typically
semi-detached houses that were popular
during the inter war years or during the

petiod between 1945 and 1960,

Subuiban Mindsets are predominantly middic
class or skilled working class ind viduals looking
lor a comfur lable house in which Lo bring up a
lamily. one which is allordable, accessible Lo
where they work and relatively free of social
problems, Some commute to city office jobs from
quite affluent suburbs whilst others earn good
wages from manufacturing jobs working in large
assembly plants lecated close to where they live,

The most commen feature of these people is
Lheir industiiousness, Whilst some Subuiban
Mindsets have modest incomes, very few
people are without a job, sufter long term
sickness o1 claim benefit. People in this group
vahue thei independence, 1ely on their own
judgement. 1ather than social o community
attitudes, and do not necessarily gel involved
with their local community,

Much of this group's personal wealth is tied up
in their property. of which they are justly proud
and many of them are likely Lo rely on their own
skills rather than those of local tradesmen to
maintain their homes and gardens.

Suburban Mindset people have unpretentious
tastes and are among the mos! likely 1o
purchase mainstream brands and to shop

at nationally known retail chains. They are
responsive to advertising that illustrates
value for money as well as endorsements
from satisfied users,

These people are financially stable, They have
established 2ccounts with mainstream banks
and are at the stage in their lives where many
arcable to take advantage of ISA allowances
and to build up worthwhile deposits in monthly
savings accounts. Many of these individuals
like 10 plan ahead to minimise their exposure to
financial uncetriainly, and secw e then future.
Readership of mid-market national tableid
newspape s is poputar amongst this group,
and they are also more likely 1o respond to
adver tisements in 1egional newspapers, to
direct marketing. telephone mai keting and
door-to-door selling.

Group G: Careers and Kids

Jonathan and Nicola

5.78% of UK households

(Types 29-33)

Careers and Kids people ae young couples,
married or living with their partner whose

lives are focused on the needs of their growing
childien and the creation of a comfor table
family home. These pecple are well-educated
and established in 2 technical, junior or middle
managemenl caleer, in which they benelil rom
the prospect of future career development.

Careers and Kids neighbourhoods consist of
new purpose-built family housing located or
the outer edge of a large city or town, often
equipped with a modern primary schoal,
shopping centre and health clinic. Homes and
gardens are not spacious bul ate well equipped.
Carears and Kids people are influenced not
just by value tor money but by ethical and
environmental considerations. As experienced
uscrs of technology at work, these consumers
take a particular interest in the functionality of
digital products such as durables, cameras ol
entertainment systems.

Residents in this group place a high value

on material possessions. To some extent this
reflects a stage in then life, when investing in
new homes requires substantial expenditure
on appliances. With steady incomes from
two working parents this expense is usually
aftordable, but those who do nol plan carefully
often find themselves aver-extended on thei
credit. Other than through employee pension
schemes, few people are yet in a position to
make gignificant savings tor their retitemeant,

Living very often in new communities on
the city cdge, Carcars and Kids peoplecly
on their cars to shop at modern out-of-town
retail centres.

A higher proporlion ol their spending will be al
national relail chains from which they are likely
to purchase biands associated with innovation
and technical excellence.

With both parents juggling busy working lives.
Careers and Kids people are frequent users

ot internet and the telephone for banking and
online shopping. Just as people will drive to
shop together as a famuly, the family and the ca
a1e the focus of much leisure activity, with frips
nitially to pairks, theme paiks and the seaside
and. for thase with oldar childien, to cinemas.,
leisure centres and sporting venues.




Group H: New Homemakers

Lukas and Keeley

5.91% of UK households

(Types 34-37)

New Homemakers live in homes which are likely
to have been built only in the last five years,
These homes can take a variely of forms: small
well appointed flats in new brown ficld inna

city locations suitable for young, single people,
many of whom rent from private landlords: small
starter homes designed for people on average
incomes: mixes of Hals and houses inlairgel

new developments where local councils have
required developers to include some affordanle
housing alengside more luxurious homes.

Such developments cater for the growing
number of single person households. Some
residents are young single professionals who
prefer hving in a well equipped. puipose built
flat to sharing an older divided house; young
people on middle incomes who rent a flat
whilst sub-letting the second bedroom to a
friend: older people down sizing into modern
accommodation and young couples just
starting a family.

Most residents have a ready income from a
secure position working for a large private
o1 public sector organisation.

The small kitchens in many of ithese homes
and Lhe dillicullies ol managing lood Lo a
single person, means thal ealing oul is popular.
Residents are also likely to order fast food from
local take away and cook ready prepared meals
bought from the local convenience store of a4
majol supermarket chain.

Most residents own a car which 1s used for
visits to the gym or the local cinema. Time is
also spent at local pubs and clubs, especially
where this neighbou hood occuir s close to the
centres of large provincial cities.

New Homemaker s 1ely on searching the
internet search for information and advice
aboul products and scivices. [or the many
who lack knowledge of local suppliers it is
olten simpler Lo buy over Lthe lelephonie or

via the internet. This is a generation that is
incieasingly influgnced by the growth of ‘viral’
marketing and for which there is an increasing
demand for information to be sent via text
messaging rather than direct mail.

Learning how ta use tinancial products,
surviving on a budget and managing debts are
concerns for many in this group. It is a market
for which many suppliers can productively
convert 1o divect debil as a means of payment
and for email as a means of billing.

Group |: Ex-Council Community

Aaron and Isabel

8.67% of UK households
(Types 38-41)

Ex-council Community neighbour hoods

are populaled by people who aie practical
and enterprising, rather than well-cducated,
whao have created a comfortable festyle
for themselves through their own hard work.
Many live on pleasant well-built council
estates where a large proportion of the
1esidents have exercised then tighl Lo buy.

Some residents in this type of neighbourhood
remain lenants of the council but a laige
number are owner occupiers. Some of the
ownel occupier s will have been former tenants
who exetcised their 1ight to buy whilsl other s
will have nought freeholds from former council
tenants, People live in communities with a fai
mix of incomes and occupations where there is
a muiual respect for each other and very little
anti-social behaviour.

Residents tend to live in the more economically
successful regions of the country where

wage rates are high and workers are less
vulnerable Lo 1edundancy, As a resull Lhese
neighbourhoods are more commen in the
South East of England and in Scotland than

in northern industrial cities and in smaller
centres and market towns than in London

and other large provincial centres.

Ex-Council Community people value the
concepts of self reliance and responsibility,

and are confident in their ahility to manage
their affais without support from the state,

the wider community or from immediate family.
Neighbaurhoods of this sort aie charactorised
by informal community networks, often centied
around family and former school friends.

Households ate well equipped wilh The
comtorls and applignces ol modern living.
but may purchase basic models o discount
brands. Value for moriey retail chains and
supermarkels are also an important attraction.
Significant amounts of time are spent in
household improvements, and whete greate
technical expertise 1s required it is often
sourced from within the informal economy.
Television and the home computer are seen
as primary sources of entertainment.

Within this group you will find a range of
attitudes towar ds finance between older
1esidents. who are cautious and carctul savors,
and younget residents, wha are more prone to
maximise their exposure te credit, Relatively
lew peuple bank o purchase over the inle el
even though historically these have been
fertile neighbour hoods for home shopp
and mail order.

Group J: Claimant Cultures

Jimmy and Shelley

5.16% of UK households

(Types 42-44)

Claimant Cultures are some of lhe most
disadvantaged people in the UK including
significant numbet s who have been brought
up in families that have a history of dependency
on the state for their welfare. Residents in
this group are surtrounded by others who find
ila sliugyle Lo make ends meel, and whose
children are unlikely to achieve any sort of
educational attainment. Many work in semi-
skilled jobs on modest szlaiies, others may
be unemployed. sick or raising children on
their own.

Claimanl Cultwes people can be found in
large. low 1ise eslates of tenaced and semi
detached houses, often on the periphery

ol large provincial cities, such as | iverpool,
Hull and Middlesbrough, which have struggle
against declining demand for low skilled labour.
High levels of unemployiment on these eslates
are exacel bated by low levels of car owner ship
and by 1esidenls’ reliznee on public lianspor |
lor shepping and b avel Lo work, In addilion

10 the economic disadvantages faced by
consumers in these areas, they are also most
likely to be subjected 10 high levels of social
deprivation and anti cocial behavicur,

Consumers spend disproportionate amounts

of their modest incomes on aleohol and tobacco
as well as on the lottery and betting. and much
of the remainder on food and other housenold
necessities. Poor 2ccessibility 1o shops means
that 1esidents frequently find i difficuli to get
access guality resh produce which 1esults

in poor diet and health. When they do visit

the shops these are people who are willing

lo putchase eslablished. mainsheam brands,

Money managemenl lends Lo be on g weekly
basis, and whilst budgets can cope with the
daily necessities they are often undermined
by larger items such as payment for phone

or utility bills. Relatively little is spent on
consumer durables, on homes and gaidens.
and few people can afford Lo bravel abioad.,
Acquisition of consumer products is made moie
difficult by the tendency for consumer s not to
aqualify for credid and pirchases are frequantly
second hand.

Readorship of tablod newspapersis
popular, and teleasion is the primary source
of entertainment, but most residents are
unlamilizn wilh I and use ol Lhe inlenel

is low. Most of these areas have poor access
to community services such as pubs, leisue
facilities, and community centres,




Group K: Upper Floor Living

Jamal and Chantel

5.18% of UK households
(Types 45-49)

Upper Floor Living people are on limited
incomes and rent small flats from local councils
or housing associations. Typically these people
are young single people or young adults sharing
a flzt. They mav also be single people of olde
warking age or even pensioners.

Upper Floor Living neighbour hoods are mosl
common in innet London, Scotland and, to a
lesset extent, targe provincial cities in the
north of England.

Quite afew of the larger blocks that these
people live in have turned out to be less
attractive places to live than their architects
and planners had originally envisaged.

As aresult many of them are hard to let,

Not necassarily living in housing of thei own
choice, many residents are disadvantaged
by living among neighbou s who suffer high
levels of vulnerability. On the other hand, in
those parts of London where money has been
invesled in the renovalion ol Lhese blocks,
sottie ol he flals have been sold o privale
owners and can prove atlractive lo youny
professionals as an alternative to buying a
flat in a more modern block a long commule
away from their jobs in central Londor.

Consumers in this type generally do not have a
lot of money to spend, and with limited incomes
much effort is devoted to the achievement

of basic necessities, Convenience lood is
putchased on a daily basis from local discount
slures, and alcuhol and civaretles consumes a
much higher propor tion ol Lthe houseliold budgel,

Little money is spent on the purchase of large
household appliances o eleclionic equipmenl
and many households do not have access to
a personal computer, Readership of tabloid
newspapers and watching TV is popular,

If funds are available, time is spent in the

pub, going to the cinema a1 clubs.

Limited incomes and the challenges faced hy
budgets means that people in this group tend
notta qualify for a credit card and some do not
have a current account, This makes cash an
important medium of exchange.

This is a yroup of people that is characterised
by a culture of dependency and has no family
or community structures o provide a sense
of social cohesion.

Group L: Elderly Needs

Henry and Violet

5.96% of UK households
(Types 50-53)

Elderly Needs are pensioners whose faculties
are now fading and who can no longer easily
manage the esponsibility of looking afto a
house and garden. This group contains a large
number of older pensioners, typically in their
70s. 80s and even 90s, who are no longer as
physically active as they once were.

Some members of this group may at ore time
have had well paid jobs but the majority aie
people who, on account of their low incomes,
could never realistically look forward other
than 1o a state pension. Those members of the
group who year s ago benefited from the sale
ot a family home and who still enjoy some
form of private pension have also found their
retinement incomes reduced by inflation,

Elderly Needs are found in a mix of ditferent
types of accommodation. These range from
nursing homes and sheltered accommaodation
setviced by a resident warden. to homes
designed Tor semi-independent older people.
such as modes! bungalows on a council
eslate. These neighbourhoods are scattered
throughout the country but with notable
concentrations in the UK's principal coastal
retirement destinations, in Noithern industiial
cities and in Scotland.

A key characteristic of this group is its lack of
familiarity with infermation technology and its
dependency for information on television and
daily newspapers rather than the inlernet.

Many people continue to shop in local
neighbourhood conties, and grocerics are
purchased in small amounts on aegular basis
from local independents that they trust.

A critical preblem conlronled by many
membets ol this group is Lhe difficully they
have in identifying basl value for money fiom
the proliferating number of options offered by
suppliers. As a result many people maintain
then loyalty to well-established by ands that
they may have hought for many years rather
than switching to new and unfamiliar products.

They respond to direct mail or national
newspaper adverlising with clearly stated
benefits and leztimonizls yather than heayy
lifestyle content.

The principal interests of this group tend o

be feod. grandehildien and socialising with ol
and trusted hriends, Those who can do so enjoy
reading o walking the dog, Knitting and hingo
are commonly cited as leisure activities.




Group M: Industrial Heritage

Group N: Terraced Melting Pof

Group O: Liberal Opinions

Lyndon and Thelma

7.40% of UK households

(Types 54-56)

Industrial Heritage people are traditional
and conservative, living in communities that
historically have been dependent on mines,
rnills and assembly plants for then livelihood.
Mos! of these people are married and are
approaching retirement age. Their children
have left them in a family home larger than
they really need and their mortgage is nearly
paid off.

Whilst many people in this group work in
ollices and shops, a large propor Lion slill ez
their incomes through manual and craft skills.

These are socially responsible people who
would consider that they come from a working
class background. They live in the same
community as the one in which they wete born
and have saved carefully and conscientiously
to repay their mortgages and loans on time.

Industrial Heritage neighbow hoods are
scatlered over those parts of the United
Kingdom whose period of most rapid growth
was during the late industiial revolution, South
Walcs. the coal ficlds of the Cast Midlands and
South Yorkshire, the Pennine fringes and the
Novlh Easl ol England.

Despile living in cohesive local communilies,
many of these people are highly dependent
on cars for shopping and to get to work,

They frequent new out-of town retail parks
developed on former brown field sites and
shop as much in large national retail chains
as in small independents. They Trequently buy
on price rather than range or value and are
loyal to trusted, popular products and brands,
These people are careful with their money.
Ihey avoid getting into debt and save small
amounts of money onaicgular basis,

Industiial | teritage consumcars prefo
traditional sales approaches and promotions
that emphasize value for money. They are
tesponsive Lo door-lo-doot dislribulion and
addressed mall, and are frequent readers of
mid-mai ket tabloid newspaper s. Many know
now to use the internet and have access lo
hroadsand bt are infrequent user s,

Leisure time is often spent with family relations
ot in the pub, or walching sport on lelevision,

Holidays are often taken in the United Kingdom,

towning with a caravan ar using bed and
breakiasts, enjoying traditional English tare,

Raja and Shazia

7.02% of UK households
(Types 57-60)

Terraced Melting Pot people work in relatively
menial, routine occcupations and are poorly
cducated, The majority are young, some still
single, others living with a pai tner with childien
of nursery and primary school age. These
people live close to the centres of small towns
or, in London, in aieas developed prior Lo 1914,

Terraced Melting Pot neighbourhoods tend

to be densely packed terraced housing some

of which is owner occupied, the rest rented,
sometimes from a residential landlord. Such
houses were traditionally built for the workforce
of nineteenth centw y mines, mills and factories
and today provide a relatively cheap entry point
into the housing markel for those who do not
auality tor social housing.

Convenient though many of these houses
aic, residents have to contend with a varicly
of envitonmoental problems such as noisc
and pollution, In London, a key advantage

lor many tesidenls in this group is being par
of a community of people of similar ethnic or
religious erigin.

Despite their small size, Terraced Melting
Pot homes tend to be poolly maintz
The focus for residents is often to spend their
time and money outside the home, whether in
the pubs and clubs of small town centres or in
the restaurants and cafes which characterise
the many High Roads of inner London.

e,

Many residents in these neighhour hoods belong
to groups that have recently arrived in the UK
and local shops provide access to producls

and services imporlant to pariicular minorities,

These might include services for those who
need Lo keep in louch wilh people hack home
such as mobile phone calling cards, loreig
language newspapets, o cheap flights alvoad.
Communicalion is often by mformal networks
whereby newcomers come Lo learn from more
established residents where to obtain the

best products and set vices. [n addition. many
recent migrants come from communities in
which buying from owner s of local business

is as much a social activity as an economic
lransaction and much more natural than using
temote channels such as mail crden, telephone
hotlines or internet web sites.

The leisure aclivities that are favoured
by people in this group centre on social
nelworking i restauw ants and pubs.

Johan and Freya

8.48% of UK households
(Types 61-67)

Liberal Opinions aie young, professional,
well educated people, cosmopolitan in then
tastes, liberal in their views, who enjoy the
vibrancy and divarsity of inncr city living.
These neighbourhoods also contain a high
preportion of the country’s students living in
lerm-lime accommeodalbion, whelher in halls
of residence or shared accommodation,

Populat cccupations include jobs in jou nalism
politics, entertainment and the aits, as well as
fashion and design, university education and
the internet. As aresult these neighbourhoods
can be found in inner London, inner areas of
large provincial cities such as Fdinborgh and
Cardiff, and in towns with popular univer sities,

Peaple in this group are characterised by
atendency lo postpone making permanent
commitments to partners or having children.
This results in a ver y high proportion of young,
childless, sinyle people, which rellecls ilsell in
a high demand for small bul smar Liented (als,
many of which experience a rapid turnover

of tenants.

Such neighbour hoods also attract foreign-born
students. many of whom are living and working
in London for a limited period. which further
conliibutes to the diversity of these aieas,
Brands that promote a multi-cultural image are
popular with a target group that tends to be well-
travelled and has an international orientation,
Likewise these pezople demand a high degrae

ol elhical and envitonmenl responsibilily hom
organisations they engage with,

Cansumer s in this gioup are well read,

have a keen interest in environmental and
humanilatian issues and enjoy Lhe ai ls,
Quality nalional newspapers ale popular.

and the internet is an important source of
information. Most members of the group bank
and purchase goods using on-line channels,

Liberal Opinicns people tend, as 21 ule, to spend
maore of their income on services and less on
products than most oiher groups

Those living alone in small flats otten eal ont,
visit the cinema and the thealie, and attend
museums, exhibitions and public leciuies,

By contrast, these people are at an agyc

when a large proportion of their incomes

are not being spent on consumer durables,
Key exceplions o Lhis rule are small, high
value equipmenl such as compuler s and
cameras and small items for the kitchen.




